
Preface 

This manuscript is t h e  product of tape-recorded in te rv iews  conducted by 
William Ortman f o r  t h e  Ora l  His tory  Of f i ce  during Apr i l  of 1973. Rosalyn 
Bone t r ansc r ibed  and e d i t e d  t h e  manuscript. Mrs. Robert K. Pennington 
reviewed t h e  t r a n s c r i p t .  

Robert Pennington w a s  born in McDonough County i n  Macomb, I l l i n o i s  i n  
1926. He graduated from high  school  i n  Macomb and a t tended  one year of 
c o l l e g e  a t  the  Univers i ty  of I l l i n o i s .  Mr. Pennington s t a r t e d  a s a l e s  
c a r e e r  in high school  by s e l l i n g  t h e  most subsc r ip t ions  t o  t h e  Chicago 
Daily News. M r .  Pennington d i scusses  h i s  l i f e  as a r ad io  a d v e r t i s i n g  
salesman w i t h  WCVS i n  Sp r ing f i e ld ,  I l l i n o i s  and desc r ibes  h i s  e a r l y  l i f e  
i n  r ad io  s a l e s .  There is a d i scuss ion  of a d v e r t i s i n g ,  bad copy, s e l l i n g  
r a d i o  ads ,  c o n t r a c t s ,  what makes a good salesman, and problems he 
encountered as a r a d i o  salesman. 

Readers of this o r a l  h i s t o r y  memoir should bear  i n  mind t h a t  i t  is a 
t r a n s c r i p t  of t h e  apoken word, and t h a t  t h e  in te rv iewer ,  n a r r a t o r  and 
e d i t o r  sought t o  preserve  t h e  informal ,  conversa t iona l  s t y l e  t h a t  is  
inhe ren t  I n  such h i s t o r i c a l  sources.  Sangamon S t a t e  Univers i ty  is  not 
r e spons ib l e  f o r  t h e  f a c t u a l  accuracy of t h i s  memoir, nor f o r  t he  views 
expressed the re in ;  t h e s e  are f o r  t h e  reader  t o  judge. 

The manuscript may be read,  quoted and c i t e d  f r e e l y .  It may not  be 
reproduced i n  whole o r  i n  p a r t  by any means, e l e c t r o n i c  o r  mechanical, 
without  permission i n  wr i t i ng  from the Oral  His tory  Off ice ,  Sangamon 
S t a t e  Universi ty ,  Sp r ing f i e ld ,  I l l i n o i s  62708. 



Robert Penniqgton, Apr i l  4, 1973, Sp r ing f i e ld ,  I l l i n o i s .  

W i l l i a m  Or t m n ,  Interviewer.  

Q: Good af te rnoon,  Bob. 

A: Good af te rnoon,  B i l l .  

Q: L e t ' s  go a l i t t l e  b i t  i n t o  your background before  we  s t a r t  t a l k i n g  
about what you're doing he re  on t h e  r ad io  s t a t i o n  i t s e l f .  Did you g e t  
your educat ion and schooling i n  t h i s  a rea?  

A: Yes and no, I n  I l l i n o i s .  I w a s  born i n  McDonough County up a t  
Macomb, I l l i n o i s .  Finished one year of c o l l e g e  a t  t he  Univers i ty  of 
I l l i n o i s .  I graduated from high school  i n  Macomb. So, t h a t ' s  my 
schooling,  B i l l .  Do you want me t o  go r i g h t  ahead here ,  B i l l ?  

Q: W e l l ,  I want t o  go i n t o  a l i t t l e  b i t  more d e t a i l ,  i f  I might. 

A: Okay. 

Q: When you were i n  school  d id  you become i n t e r e s t e d  i n  e i t h e r  r ad io  o r  
i n  sales work? O r  d id  i t  come l a t e r ?  

A: I would say, when 1 was i n  high school  I won a t r i p  by s e l l i n g  the 
most subsc r ip t ions  t o  t h e  Chicago Daily News--this w a s  back during t h e  
depress ion  before  World War 11--and won a t r i p  t o  New York, And this 
kind of go t  me i n t e r e s t e d  i n  s a l e s ,  I guess you'd say. 

Q: Okay. Going back t o  your schooling days, d i d  you have a part-t ime 
job o r  anything l i k e  t h i s ?  

A: Yes. Always had a part- t ime job, B i l l ,  back i n  those days, and I 
th ink  everybody did.  I can remember back when I worked f o r  a d o l l a r  a 
day a t  t h e  A & P., on Saturday, i n  a l i t t l e  town of Bushnell ,  I l l i n o i s .  
My mother w a s  a schoolteacher .  And i f  you can remember, B i l l ,  those  
school teachers  d idn ' t  make a l o t  of money i n  those days back before  World 
War 11. So I c a r r i e d  g r o c e r i e s  out  and sacked groceries and d id  e x t r a  
work f o r  a d o l l a r  a day a t  t h e  A & P and had paper rou te s ,  mowed yards ,  
and so  f o r t h .  

Q: Seems t o  me  a l o t  of these jobs you had were jobs you contacted and 
worked wi th  people. Is t h a t  r i g h t ?  

A: Right. Right,  B i l l .  

Q: And d id  you f i n d  t h a t  t hese  jobs,  then,  were a p r e t t y  good a i d  j i n  
going i n t o  s a l e s  work l a t e r  an? I 
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A: I th ink ,  B i l l ,  a c t u a l l y  i n  s a l e s  work i t  seems t o  me most people have 
t o  have an outgoing pe r sona l i t y ,  and t h i s  is  number one. Of course  I 
th ink ,  a l o t ,  l i k e  you say, makes a d i f f e r e n c e  where some of t he  t r a i n i n g  
you've had, bu t  I ' v e  always been a b l e  t o  g e t  a long with people we l l  and I 
t h i n k  t h i s  has  probably helped me a g r e a t  d e a l  i n  s a l e s  work. 

Q: Okay. Going back t o  t h i s  f i r s t  job i n  rad io .  You s a i d  you'd been 
wi th  WCVS f o r  I t h i n k  about t e n  and a ha l f  o r  e leven and a ha l f  yea r s ,  
some th ing  l i k e  t h i s .  

A: Right. Eleven and a ha l f  years .  Now, B i l l ,  be fore  t h a t  I would l i k e  
t o  say one th ing .  The job t h a t  I had j u s t  before  t h i s  I was a branch 
manager f o r  t he  Chicago Daily News. This ,  of course,  impressed me by 
winning t h i s  t r i p ,  and I always thought t h i s  was good working wi th  boys. 
So, I became a branch manager, and f o r  about f i v e  and a ha l f  yea r s ,  he re  
i n  Sp r ing f i e ld ,  I w a s  a branch manager and handled about f i f t y  boys a t  a 
time . 
O f  course,  t he  turnover  is  q u i t e  g r e a t  i n  t he  c i r c u l a t i o n  department of 
any newspaper and I handled the  branch myself. I n  o the r  words, we kind 
of run the  branch ourse lves ,  so t h i s  gave me a good i n s i g h t  i n  t h e  
salesmanship, too ,  because I took boys out  i n  t h e  evening t o  t r y  t o  get  
subsc r ip t ions .  I f  you c a n ' t  sell, youself--well, of course,  you c a n ' t  
teach boys t o  sell. And one, of my b e t t e r  boys, Mike Wright, had won 
every t r i p  t h a t  was ever  o f f e red  by t h e  Chicago Daily News. I was very  
proud of him, and he was a l s o  my head c a r r i e r .  And I had o the r  boys t h a t  
won. Well, I always had a t  l e a s t  one boy t h a t  won a t r i p .  And they 
would have d i f f e r e n t  t r i p s  t o ,  oh, Colorado, Ca l i fo rn i a ,  Puerto Rico, 
F lo r ida ,  and so t h i s  helped m e  q u i t e  a b i t  i n  s a l e s  and g e t t i n g  along 
wi th  people. Because you have t o  g e t  a long,  of course,  no t  only wi th  t h e  
boys, bu t  a l s o  wi th  the  boys' parents .  

Q: Right. Going i n t o  t h e s e  boys be fo re  we  go on f u r t h e r .  Did you g tve  
them some pep t a l k s ,  o r  d id  you find t he se  boys were n a t u r a l  workers and 
n a t u r a l  salesmen by themselves? 

A: No. You have t o  d e f i n i t e l y  g ive  them pep t a l k s .  And you have t o  
have incen t ives .  It could only be an i c e  cream cone but  j u s t  something 
they can work f o r .  This  is  good because you g e t  t h i s  idea  of working f o r  
something even though they a r e  going t o  go ahead and win p r i ze s .  Okay. 
The f i r s t  guy t h a t  g e t s  an  order  g e t s  a p r i z e ,  and the  second guy g e t s  a 
p r i z e ,  and t h e  one t h a t  g e t s  t h e  most g e t s  a p r i ze .  And then  I ' d  
always--before t he  c o n t e s t  s t a r t e d ,  we'd always have a b ig  pep r a l l y  and 
have a l l  t h e  boys i n  and show them movies and t a l k  t o  them and g ive  them 
t h e  lowdown on t h e  con te s t .  We always i n s i s t e d  t h a t  they come. And 
sometimes the  pa ren t s  would come. We'd always have our  meeting a t  t h e  
branch o f f i c e .  W e  u sua l ly  had two c o n t e s t s  a year, so you can s e e  I 
spent  a l o t  of evenings away from t h e  family,  too. 

Q: Did you f i n d  t h a t  t hese  c o n t e s t s  were t y p i c a l  types of t h ings  f o r  a l l  
newspapers t o  s t i m u l a t e  your c a r r i e r s  t o  g r e a t e r  ends? 

A: I would say t h e  more vigorous newspapers t h a t  a r e  r e a l l y  looking f o r  
c i r c u l a t i o n ,  t o  bu i ld  c i r u c l a t i o n ,  I t h i n k  t h i s  is  a good way of doing 
it,  and this is  the way i t ' s  proved out. Also, the local paper does t h i s  
way, too ,  
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Q: Well, you sound l i k e  you were p r e t t y  occupied and p r e t t y  pleased w i t h ,  
elements of t he  job, but  w e  f i n d  you he re ,  now, i n  rad io .  

A: Right. 

Q: What made you dec ide  t o  swing over? 

A: Well, a combination of th ings .  I would say  t h a t  t h e  money s i t u a t i o n  
would probably be t h e  main thing.  There were a number of reasons,  B i l l ,  
t h a t  I ' d  j u s t  a s  soon n o t  go i n t o  r i g h t  now, but  I d id  g e t  t h e  job ha re  
about e leven  and a ha l f  yea r s  ago, as .I s a i d  before.  When I f i r s t  
s t a r t e d  a t  WCVS, I, of course ,  d i d n ' t  know anything about r ad io ,  a l though 
I had s o l d  and, as I s a i d ,  explained to  t h e  boys how t o  sell. But every 
s e l l i n g  is d i f f e r e n t ,  and you have t o  be l i eve  i n  what you sell. So I, of 
course ,  went out  wi th  the  o the r  salesmen he re  f o r  a while ,  and then,  I 
went o u i  on my own and d id  i t  l i k e  t h e  old-time salesmen, I guess you'd 
say. I went from s t o r e  t o  s t o r e ,  bus iness  t o  business .  And t h a t ' s  t h e  
hard way. 

Af t e r  you, of course,  work up a n i c e  c l i e n t e l e  of c l i e n t s ,  why, you don' t  
have t o  do t h a t  q u i t e  a s  much. You s t i l l  have t o  g e t  new bus inesses  a l l  
of t h e  t i m e .  But t h i s  t ime,  I, of course,  d i d n ' t  have any. 1 had a f e w  
accounts--a very  few--given t o  me, and you have t o  p u l l  your own weight,  
and so t h i s  is . , . I had t o  s t a r t  going out  from bus iness  t o  bus iness  
and t a l k  t o  people. And, a t  t h a t  time, WCVS, of course,  wasn't  a s  h igh  
i n  t h e  r a t i n g s  as they are now. And i t ' s  a l i t t l e  harder .  And I 'll 
never f o r g e t  my f i r s t  ( laughs)  c l i e n t .  It was a dance s tud io  out  he re  on 
South Grand. It's n o t  even t h e r e  anymore. And I s igned  her  up f o r  a 
t h i r t e e n  week period,  and, boy, I f e l t  l i k e  I ' d  go t  t h e  b igges t  o rde r  i n  
t h e  world. But i t ' s  something you don' t foge t .  It's j u s t  l i k e  anything 
e l s e  when you do something, and i t  made me f e e l  very  good. Then, from 
then  on, why, i t  became e a s i e r , a n d  e a s i e r  as you go along. 

Q: How w a s  t h e  t y p i c a l  sales department set up i n  t hese  r ad io  s t a t i o n s ?  
They g ive  you a s e t  s a l a r y  p l u s  a commission? Is t h i s  t he  incen t ive?  

A: W e l l ,  u sua l ly ,  t h i s  is  t r u e ,  B i l l .  I t h i n k  most r a d i o  s t a t i o n s ,  i t ' s  
s a l a r y  p l u s  commission, and as f a r  a s  how i t ' s  s e t  up, t h e r e ' s  usually-- 
i n  a town t h i s  s i z e ,  Springfield--I  t h ink  t h e r e ' s  u sua l ly  four  o r  five 
salesmen, inc luding  t h e  s a l e s  manager. Now, t h i s  is wi th  the  AM s t a t i o n s  
e s p e c i a l l y .  The FM, i t ' s  no t ,  maybe, q u i t e  . . . but they usua l ly  have 
f o u r  o r  f i v e  salesmen, inc luding  t h e  s a l e s  manager and manager. O r  even 
maybe six salesmen, inc luding  t h e  manager. I would say t h e  manager 
u s u a l l y  handles  j u s t  t h e  n a t i o n a l  accounts ,  He might a l s o  have some 
l o c a l  accounts.  

Q: Okay. You were t a l k i n g  about l o c a l  accounts  and n a t i o n a l  accounts .  
Now, j u s t  what is  a l o c a l  account ,  and then what is a n a t i o n a l  account? 

A: Okay. A l o c a l  account is j u s t  what i t  says ,  It 's somebody t h a t  is 
doing business  l o c a l l y  i n  Sp r ing f i e ld ,  and t h a t  is a small--not 
n e c e s s a r i l y  a smal l  bus iness ,  but  a small bus iness  compared t o ,  w e ' l l  
say,  General Motors o r  Coca-Cola, o r  some of t h e  b ig  accounts.  Now, t h i s  
i s  what we c a l l  a n a t i o n a l  account;  t h a t  w i l l  buy i n  each market, l i k e  
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Coca-Cola, l i k e  General Motors and t h e i r  d iv is ion .  And they sometimes 
buy through t h e i r  agency o r  through our na t iona l  representa t ive .  

Q: Now, you speak of your na t iona l  representa t ive .  Are you speaking f o r  
your network o r  f o r  your s t a t i o n ?  

A: No. Each radio  s t a t i o n  has a na t iona l  "rep1'--what w e  c a l l  them--and 
the  na t iona l  rep ,  then, handles a l o t  of your na t iona l  accounts, a lso .  In  
o the r  words, t h e y ' l l  go through the  na t iona l  rep  and buy f o r  a c e r t a i n  
number of s t a t i o n s  throughout t h e  United S ta tes .  

Q: Okay. And you sa id  before,  then, i t ' s  common prac t i ce ,  then, 
e spec ia l ly  here i n  the  Spr ingf ie ld  a rea ,  f o r  the  general  manager--the 
s t a t i o n  manager o r  whatever--to handle some of the  na t ional  accounts? 

A: Yes, Some of them do not  go through the  rep,  and some of them buy 
. loca l ly  o r  buy--yes, buy l o c a l l y .  

Q: If he is paid a p r e t t y  decent sa la ry ,  which I imagine t h a t  a l l  t h ree  
of the  people here wetre  speaking of are a s  the  heads of the  s t a t i o n ,  
they ' re  a l s o  picking up, T would th ink,  some s o r t  of sa la ry  from these  
accounts . 
A:  ill, I ' d  r a t h e r  not  g e t  i n t o  t h a t  because, 1'11 be honest with you, 
I don' t  how. Some managers could e i t h e r  be ge t t ing  conrmission, o r  else 
they ' re  ge t t ing  eough s a l a r y  t h a t  they f e e l  l i k e  t h a t  they should do a 
l i t t l e  e x t r a  s e l l i n g  t o  make up. 

Q: Keep them happy. 

A: Yes. To keep the  owner happy o r  t o  keep the  owners happy. and they 
should do t h i s .  Now, a s  I say, I don't  know what each--in f a c t ,  I don' t  
know my own boss--and I j u s t  . . . t h i s  i s  h i s  business,  you know. So I 
dont t how. 

Q: W e ' l l  ask him l a t e r .  (laughs) 

A: All r i g h t .  

Q: Okay. L e t t s  go on t o  a morning i n  a s a l e s  job i n  radio. We're 
speaking of averages. I b o w  i t ' s  a hard term t o  use, but you say each 
AM s t a t i o n  in Spr ingf ie ld  has anywhere from between maybe four and s i x  
salespeople who do s a l e s  work. Have ,they come up with any genera l i ty  a t  
a l l ?  They come i n  and work here  i n  the  off  i c e  and set things up i n  the  
morning and go out  i n  the  afternoon? Go out any t i m e  of the  day o r  
n ight?  What's the  common day f o r  a person i n  sa les?  

A: Well, l i k e  you say, i t ' s  a l i t t l e  hard,  but ,  in a way, i t ' s  not.  I 
would say most s t a t i o n s  . . . I can r e a l l y  t a l k  about my own b e t t e r .  But 
a t  WCVS we come i n ,  and w e  have a s a l e s  meeting. We repor t  here p r e t t y  
c lose  t o  e igh t  o'clock, and then we have a s a l e s  meeting t o  see i f  
t h e r e ' s  anything t h a t  we have t o  take  ca re  of i n  the  way of copy, and i n  
the  way of orders ,  Also, w e  have t o  check our own co l l ec t ions  and qake 
su re  that--and w e  sometimes check with the  bookkeeper and see who's paid 
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and who hasn ' t .  And then, anywhere from 8:30 A.M. t o  9:00 A.M. o r  9:30 
A.M., why, we ' l l  each take  off  on our own way and go out and s e l l .  Then, 
w e  check in, e i t h e r  i n  person o r  usual ly  by phone a t  the  noon hour. And 
then we go back out  i n  t h e  afternoon. And most of the  time, we check i n  
here  around, oh, quar t e r  of four ,  four o'clock, four t h i r t y ,  and bring i n  
any orders  t h a t  we have, and g e t  the  copy ready, make out the  progEam 
orders ,  and take the  program orders  t o  the  d i f f e r e n t  departments. And 
then the re  a r e  t i m e s ,  of course, you ' l l  ge t  s tuck with a c l i e n t ,  and you 
don' t g e t  i n ,  but you t r y  t o  check i n ,  i n  case t h e r e ' s  anything t h a t  you 
have t o  take  care  of before the  o f f i c e  c loses ,  

So, ~ o u ' r e .  . . . And, another th ing,  In radio ,  you t r y  t o  rnake 
con t rac t s ,  and, of course, you can ' t  always do tha t .  Some days you can 
work your t a i l  off  and not  sel l  a thing. And then, the  next day o r  the  
next  week, you're going t o  be s e l l i n g  l i k e  mad, and it j u s t  seems t o  f a l l  
i n t o  your lap.  But i t  r e a l l y  doesn' t  j u s t  f a l l  i n t o  your lap .  This i s  
the  one thing,  I think,  t h a t  good rad io  salesmen have found out. I would 
consider  myself a f a i r l y  good radio  salesman. I know one thing: I f  
you're not a good one, you usual ly  don' t s t a y  around a radio  s t a t i o n  no 
matter  what, So, you've got  t o  produce. So, you f ind  out  t h a t  if--even 
though those days and weeks t h a t  you do not  make any sales-- i t  b e t t e r  not  
be too many weeks--but say days i n  a week you don't  make too many sales-- 
why, you're a c t u a l l y  laying groundwork f o r  the  next t i m e  t h a t  you do make 
s a l e s .  So, t h i s  is something--even when you have a good week, you've 
s t i l l  got t o  be plugging away, and when you have a bad week, you've s t i l l  
got  t o  keep plugging away. 

We're p r e t t y  much our own bosses i n  the  radio  s a l e s ,  You don't  have 
somebody--especially a f t e r  you've been a s  many years a s  I have, and mast 
of the  salesmen--all our salesmen--have been i n  radio  f o r  t en  years o r  
more on WCVS. In  f a c t ,  we have the  o ldes t  s a l e s  s t a f f  i n  Spr ingf ie ld ,  
and t h a t  helps,  of course, a l o t ,  too. Helps the  s t a t i o n  as well  a s  the  
salesmen. But you know t h a t  you have t o  keep plugging away, and you 
cannot j u e t  say, "Well, I had a good s a l e  today, and I can take i t  easy.'' 
You've got  t o  go ahead and l a y  work, groundwork, fo r  e i t h e r  the  next day, 
o r  else the  next week, 

Q: Let ' s  go back, i f  we can, t o  something t h a t  I ' d  l i k e  t o  g e t  d e t a i l  
on, i f  it's a t  a l l  poss ib le ,  You ta lked about when you come i n  i n  t h e  
afternoon,  and s e t t i n g  up the  accounts, f i l l i n g  i n  things,  do the  copy, 
and so fo r th .  How much of a salesman is necessary? Oh, how much of h i s  
presence is necessary while someone f a i r l y  competent i n  the  copy 
department is  making--writing--a commercial? You have t o  approve t h i s ?  
Take j# back t o  your c l i e n t  and have him approve i t ?  

A: That 's a good question, B i l l ,  because I th ink a good salesman has t o  
know h i s  c l i e n t s .  Now, I have very few t h a t  I don't  check the  copy with. 
There are a few t h a t  want it exact ly  the  way they write it. There a r e  a 
few t h a t  don't care.  They have a l o t  of faith i n  the  way t h a t  you do it. 
And then, i n  o ther  words, you don't  have t o  check the  copy with them. * 

But most of the  people, and espec ia l ly  the  new people--1 always l i k e  t o  
check the  copies back with them before i t  goes on the  air.  And t h a t  way 
you, I th ink,  you show them t h a t  you care ,  and then, a l s o ,  the re  might be 
a l i t t l e  mistake o r  two t h a t  you d i d n ' t  know about-something t h a t  they 
want changed, which happens q u i t e  often.  
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So, now, a s  f a r  as going up t o  the  o f f i c e ,  you usual ly  have a sheet  t h a t  
you f i l l  out ,  and you put down the re  what you r e a l l y  . . . t he  copy 
points ,  and, of course, you get  t h a t  from the  customer, You should a t  
t h a t  time. And, then, you take i t  t o  t h e  copy department. I t r y  t o  
write out  a s  much as possible.  There a r e  times t h a t  (laughs) . . . t h a t  
a c l i e n t  w i l l  j u s t  say, " W e l l  . . .I' and t h e y ' l l  give you a sentence o r  
two, you know, and you've got t o  wr i t e  a s i x t y  second spot  which makes i t  
r e a l l y  hard, not only a t  us because we have t o  explain i t  t o  the  copy 
department, and then i t  makes i t  awfully hard on them because they've got 
to ,  then, f i l l  in .  Of course, a l o t  of c l i e n t s  don' t  understand. They 
th ink,  you how,  t h a t  you can come up with t h i s  r e a l  easy. So i t ' s  not  
a l l  gravy f o r  the  copy department, too. 

Q: Now on reconfirming these-rechecking them out with the  c l i e n t s  before 
they ' re  r e a l l y  put together  a f t e r  you've wr i t t en  them. You usual ly  go 
back out  i n  person o r  j u s t  c a l l  them on the  phone and read it t o  them? 

A: Ei ther  way, B i l l ,  You can do it e i t h e r  way. I t r y  t o  do as much 
person t o  person contact .  . . . Sometimes, it takes a l o t  more t i m e ,  but 
t h i s  way they begin to .  , . . You have t o  have s i n c e r i t y  i n  s a l e s ,  and 
you have t o  put t h i s  across ,  and T haven't  seen too many salesmen t h a t  
r e a l l y  a r e  not  s incere .  Because you have t o  be a r e a l  con man t o  not be 
s i n c e r e  and then a c t  s incere .  And I be l i eve  t h a t  t h a t ' s  helped m e  i n  my 
s a l e s  work everywhere I ' ve  gone because I r e a l l y  be l ieve  i n  what I ' m  
s e l l i n g .  

I th ink we have, of course, the  bes t  s t a t i o n  i n  town. W e  have the  bes t  
f a c i l i t i e s .  Everything's the  best .  And I ' m  not here t o  know t h e  o ther  
s t a t i o n s ,  but I ' m  saying not only j u s t  the  s t a t i o n ;  I ' m  saying radio.  I 
th ink  rad io  is the  bes t  media t o  adver t i se  in .  It 's the  most reasonable. 
You have t o  be l ieve  t h i s ,  so you have t o  put the  s i n c e r i t y  across  t o  the  
customer. And, i f  you're a good salesman, t h i s  will come through. Not 
a l l  the  time, of course, because you can ' t  sell  everybody, But i t  r e a l l y  
does come through a l o t .  And then they see your s i n c e r i t y  and bel ieve  i n  
i t  and, of course, buy. 

When I e e l 1  a person, I t r y  to. s e l l  them just a s  i f  I ' m  s i t t i n g  i n  t h e i r  
chai r .  Now, what would I buy knowing what I know? And f o r  t h e i r  type of 
c l i e n t e l e  some people want j u s t  men; some people want j u s t  women; some 
people want the  kids;  some people wnat a smattering of everything. And 
you have t o  know t h i s ,  and then you have t o  know where t o  put them and 
what kind of copy. And the re  a r e  some people who l i k e  humorous copies,  
Some people do not  go t o  t h i s  kind of cont inui ty .  You have t o  h o w  how 
to .  . , . 
Then, a l s o ,  you have t o  know the  personal i ty  of the c l i e n t ,  And t h i s  is, 
of course, a l i t t l e  harder when you're c a l l i n g  fo r  your f i r s t  o r  second 
time. Then, t h e r e  a r e  o the r  people t h a t  with people l i k e  . . . oh, say 
appliance dealers ,  and heat ing and a i r  conditioning, where they ge t  
co-op. In  o ther  wards, you c a n ' t  play around too much with t h a t  kind of 
copy. And I th ink you know what I mean by co-op, That home company w i l l  
pay a c e r t a i n  percent of the  commercial. (The nat ional  company t h a t  the  
home company is a f f i l i a t e d  with w i l l  pay the  remaining amount of t h e  
commercial b i l l i n g ) .  So, you can ' t  play around with t h a t  kind of copy. 
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So, a f t e r  you ge t  the  copy okayed, why, then you e i t h e r  c a l l ,  o r  I 
usual ly  c a l l  r i g h t  from the re  and t e l l  them the  copy's a l l  r i g h t ,  o r  what 
changes have t o  be made. Back t o  the  copy department, and then we tape 
it. I would say 90 percent of our copy is  tapes.  

Q: Again, you've been i n  about eleven and a half  years .  Have you ever 
run across  people, f o r  ins tance ,  t h a t  you r e a l l y  knocked yourself out  t o  
p lease ,  couldn' t please,  and you j u s t  had t o  fo rge t  about them? O r  d id  
you f ind  t h a t  you d i d n ' t  r e a l l y  have t o  . . . t h a t  nobody r e a l l y  went t o  
extremes. They j u s t  sa id  they d idn ' t  want t o  adver t i se  and l e t  i t  go a t  
tha t .  Did you run across  people t h a t  r e a l l y  a r e  impossible t o  do 
adver t i s ing  on radio? 

A: I ' ve  got  a l i t t l e  s t o r y  t o  t e l l  r i g h t  now t h a t  I ' m  very happy wlth 
today, and, i n  f a c t ,  when you came i n ,  B i l l ,  t h i s  was what I was t e l l i n g  
my boss, I ' m  not going t o  mention the  c l i e n t ' s  name o r  the  company. But 
t h i s  one c l i e n t  had never been on rad io  before u n t i l  t h i s  new owner took 
over, and he ' s  been on about a year now, and he hasn ' t  been on our 
s t a t i o n ,  I got  him signed up today, and i t  r e a l l y  makes m e  f e e l  good, 
because I ' ve  worked on him f o r  about s i x  months. I have ca l l ed  on him i n  
person, and I ' v e  c a l l e d  him on the  phone every week f o r  the  l a s t  t h r e e  
months, and f i n a l l y ,  today, I got  him signed up f o r  a year ' s  con t rac t ,  
Now, i t ' s  day l i k e  t h i s - - i t f a  not anywhere near the  biggest  sale 1've 
ever made, but i t ' s  a s a l e  t h a t  r e a l l y  g ive  yau s a t i s f a c t i o n  because i t 's  
something t h a t  you've had t o  work a t ,  

Now, he j u s t  wasn't ready, beforehand. He did say t h a t  he wanted t o  go, 
and I begin (laughs) wondering i f  he was, you know, j u s t  kind of 
s t r i n g i n g  me along. But, i n  f a c t ,  I t o l d  him t h i s  today a f t e r  he got a l l  
done signing and everything. I sa id ,  "I thought you w e r e  j u s t  kind of 
s t r i n g i n g  m e  along," and he kind of laughed. But you have t o  know the 
person. I ' m  beginning t o  know t h i s  fel low qu i t e  well  now, but t h a t  gives 
you a g r e a t  s a t i s f a c t i o n  because t h i s  o u t f i t  has never been on radio  
u n t i l  about a year ago, and now they ' re  going t o  be on WCVS. Now, a s  f a r  
a s  o ther  people, t h e r e  a r e  people t h a t  w i l l  not buy. W i l l  not even t a l k  
t o  you. 

Q: They g e t  insu l t ing?  

A: Yes. And you have some people t h a t  got  downright be l l ige ren t .  It 's 
too bad because, of course, i n  our business, we cannot ge t  mad back. 
There's many times t h a t  you want t o  say, you know, "Go t o  . . .'I and YJp 
your . . . I t  and so forth, but you can ' t  do t h i s  i n  s a l e s  work because 
someday t h i s  persow-in f a c t ,  he might have j u s t  had a bad n ight  o r  a bad 
day, and you might go back, o r  somebody e l s e  might go back, and sometimes 
i t ' s  personali ty.  And t h i s  happened, where we have had d i f f e r e n t  people 
i n  our s a l e s  o f f i c e  t h a t  have not  been a b l e  t o  ge t  along, maybe. Now, 
t h i s  doesn't  happen very of ten .  Maybe once a year.  Maybe once every two 
years. And, then, some other  salesman w i l l  c a l l .  But I have had people 
t h a t  d e f i n i t e l y  d idn ' t  want t o  have anything t o  do with m e  o r  radio,  
period. And then, the  only thing t h a t  you can do with people l i k e  t h a t  
i s  j u s t  say, "Thank you f o r  your time," and tu rn  around and walk out. 
There's no use arguing with people t h a t  a r e  very be l l ige ren t .  You j u s t  
have t o  l e a r n  t h a t  the re  a r e  going t o  be people l i k e  t h a t  no matter what 
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kind of business you're in .  You're not going t o  be able  t o  please 
everybody. you're not going t o  be a b l e  t o  get along with everybody. I f  
you can g e t  along with the  majori ty of people t h a t ' s  p r e t t y  good, you 
how. 

Q: Okay. Let ' s  come up with a l i t t l e  problem l i k e  j u s t  from scraTch 
here. Let ' s  say I open up a pizza par lor  on the  o ther  s i d e  of town he je ,  
and, of course, everybody sees i t ' s  being b u i l t .  F i r s t  of a l l ,  where do 
you ge t  your leads?  You see t h i s  building. You hear the re ' s  a new one 
going up and t r y  t o  f ind  out  who the  owner is and t a l k  t o  him? Is t h a t  
the  way? 

A: That's very good. And I ' m  not  going t o  give away a l l  my profess ional  
s e c r e t s ,  B i l l ,  because I don't  know how many salesmen w i l l  l i s t e n  t o  
t h i s ,  But, you've got  t o  be on your toes ,  and when you see  a building go 
up, t h a t ' s  one of the  ways. There's many ways you can do i t ,  and 
g e t t i n g ,  and knowing how t o  f ind  out  new businesses i n  town t h a t ' s  going 
t o  come in--you have t o  keep on your toes ,  and when you see  something, a 
l o t  of people, you know, w i l l  wait ,  and you can' t do t h i s .  Okay. Go 
ahead. 

Q: And what kind of approach do you take? Let ' s  say you're t a lk ing  t o  
the  owner of t h i s  pizza par lor .  What can WCVS do f o r  an owner of a pizza 
p a r l o r  here i n  Spr ingf ie ld  t h a t  t h i s  o ther  s t a t i o n ,  o r  two o r  three ,  
c a n ' t  do? Can you . . . 
A: Well, the  one th ing,  of course, you t r y  not--1 th ink  a good salesman 
t r i e s  not  t o  do too much knocking of o ther  s t a t i o n s .  Because what you're 
doing, then, i s  knocking radio ,  and when you knock radio ,  you're knocking 
yourself .  So, i f  they ' re  on another s t a t i o n ,  o r  they ' re  thinking about 
buying another s t a t i o n ,  what I t r y  t o  do is  r e a l l y  not do so much 
knocking the o ther  s t a t i o n ,  a s  I do want t o  t e l l  them the  good th ings  
about our s t a t i o n ;  what we can do, and how we  can do i t .  And the re ' s  
only one way t h a t  a person's going t o  f ind  out  i f  we can do any good, and 
t h a t ' s  t o  t r y  i t ,  

I ' v e  had a l o t  of na t iona l  accounts come i n  and say, "Well, we j u s t  never 
use radio.  We never used radio  i n  Milwaukee. We never used i t  i n  
Chicago, and we never used i t  i n  S t .  Louis." O f  course, the  idea is 
the re  t h a t  maybe it  doesn' t  work, o r  maybe t h e r e ' s  too many r ad io  
s t a t i o n s ,  o r  they ' re  t ry ing  t o  reach too many people with one s t a t i o n .  
And the re ' s  so many reasons, and every c i t y  is d i f f e r e n t .  And 
Spr ingf ie ld  does happen t o  be a r e a l  good radio  town. 

We have competition, and competition r e a l l y  does a good job with t h i s  
media. TV, t he re ' s  no competition, much. Now the re  is a l i t t l e  from 
Channel 17 and Channel 3. Well, i n  newspaper the re ' s  no competition, but 
i n  radio  the re  is, and so you have t o  be on your toes.  And I would say 
we a r e  doing a p r e t t y  good job, a l l  radio  s t a t i o n s  combined. We're 
t ry ing  t o  sel l  radio ,  and we've done a good job i n  s e l l i n g  radio. 

Q: Do you use a survey here  on t h i s  s t a t i o n ,  and you take t h a t  out t o  
t h e  customer t o  show him how many people a r e  l i s t e n i n g  to  your s t a t i o n  a t  
p a r t i c u l a r  times? Is t h i s  one of your ways? 



Robert Pennington 9 

A: Well, we can do t h i s .  The surveys a r e  mostly f o r  na t ional  accounts, 
because na t iona l  accounts don't  know the  town l i k e  you and I do, You and 
I can make up our own minds what radio  station--of course I know what 
radio  s t a t i o n  I ' m  going t o  l i s t e n  to ,  B i l l ,  but you can make up your mind 
by l i s t e n i n g  and saying, ' W e l l  now, t h i s  is the  kind I th ink  w i l l  do m e  
some good." And, a l s o ,  j u s t  because you--now, you're a businessmsn, 
w e ' l l  say, and j u s t  becuase you don't  happen t o  l i k e  our kind of music o r  
our kind of programming, you've got t o  remember another thing,  too. 
Maybe your c l i e n t s  do. And t h i s  is  the  thing t h a t  makes i t  a l i t t l e  
hard sometimes t o  g e t  across  t o  some people t h a t  a r e  adver t i s ing  is  t h a t  
you can ' t  buy j u s t  by what you l i s t e n  t o  yourself o r  what you like. When 
you're i n  business, and buy; and you're i n  a c lo th ing s t o r e  and buy 
s h i r t s  and pants. You don't  j u s t  buy what you wear. You buy what s e l l s .  
Also, you've got  t o  do t h i s  with radio.  You buy what sells f o r  you. And 
so t h i s  i s  why we explain t h i s .  Because we do have the  l i s t e n e r s ,  and 
t h i s  is how you've got  t o  do it. 

Q :  Okay. A quest lon on your d r ive  time i n  your morning and afternoon 
hours, and I would say t h i s  would be p r e t t y  much i n  considerat ion t o  an 
AM s t a t i o n ,  r e a l l y ,  probably not  t o  an FM s t a t i o n ,  ye t .  But, how much of 
an e f f e c t  does d r i v e  t i m e  have on two th ings ;  your cos t ,  and on the  
people who a r e  adver t i s ing  in  the  d r ive  time hours i n  the  morning and 
afternoon? 

A: You sa id  the  cos t  i n  what, B i l l ?  

Q: Do you a c t u a l l y  f ind  p a r t i c u l a r  people who, not  only want is  f o r  t h a t  
d r ive  t i m e ,  but because they f e e l  t h a t  the  people who a r e  dr iv ing cars, 
f o r  ins tance ,  would buy cars?  The ca r  dea le r s  adver t i se  d r ive  time. And 
a r e  they paying higher rates a t  t h a t  time of the  day, and is t h a t  a 
s h o r t e r  time? 

A: Y e s ,  Drive t i m e  d e f i n i t e l y  is  a choice t h e  because-more so with AM 
radio--because t h a t ' s  what i s  mostly i n  the  c a r s  now. They a r e  having 
some E l l s ,  but the re  a r e  s t i l l  a l o t  of people t h a t  a r e  not having FM 
rad ios  i n  t h e i r  car .  So t h i s  is why we c a l l  i t  d r ive  time, and t h i s  i s  
why I don' t  know of any AM s t a t i o n ,  ye t ,  t h a t  doesn't  charge more. I 
haven't f igured.  It 's not  doubled. I don't  know whether i t ' s  about 
50--40 percent more i n  d r ive  time than i t  is out  of d r ive  time. It 's 
g e t t i n g  so now, i n  Spr ingf ie ld ,  t h a t  our d r ive  time even g e t s  f i l l e d  up. 
Not only by na t iona l  accounts, but by l o c a l  accounts. You g e t  so much 
more audience i n  the  d r ive  time, and, of course, again,  i t  depends on 
what they'xe t ry ing t o  h i t .  I f  you're t ry ing  t o  h i t  the  housewives--and 
t h e r e ' s  a l o t  of products--a l o t  of c lo th ing,  appliances t h a t  a r e  t r y i n g  
t o  h i t  t he  housewife. So, you might a s  well go housewife time, but d r ive  
time is  anytime t h a t  what we say is  usually--is from the  t i m e  t h a t  people 
s t a r t  going to  work, and then coming home from work. O r  going out  t o  
lunch, too. 

Q: What about your noontime? Is the re  a d i f f e rence  i n  r a t e s  f o r  the  
noon hour 7 

A: A t  our s t a t i o n ,  t h e r e  is. W e  f e e l  l i k e  the people going out f o r  
lunch--stopping f o r  lunch--listen t o  the  radio.  That 's a good d r ive  










