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ABSTRACT

. : 3

Since very little research had been done relative
to the business side of the broadcasting industry, the
author decided to concentrate uvon sales devartments and
analyze the radio-television time salesmen with the major
network affiliates throughout the state of Texas.

Those stations studied included all of the affiliates
of the National Broadcasting Company, the Columbla Broadcast-
ing System and the American Broadcssting Companye. The Mutual
Broadcasting System affiliates were excluded since the
inclusion of these stations would have entailed many of the
smaller, less representative localse.

The main premise of the thesis was to emphasize the
importance of a general lnowledge of production for time
salesmen.

Two surveys were macde in connection with the reseapch
for the study. One survey was designed for the sales managers
of the various stations, and the other survey was designed
for the timé salesmen.

The author'!s hypothesis that there was a need for
a more gensral knowledge of production among the time
salesmen was proved true after the computations made from

the questionnaires sent to the various stations.
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It was discovered thelt lili percont of the time selosmen
414 not possess a knowledge of productlion prior to thelr
present jobs. It was also reveslsd that anlyvhé percont
of the salesmen had college éegreaﬁ; However, it was of
Interest to note that lep@rcant of thoese familiasr with
prior production knowledpge were college graduates,

_ “here were two possible solutions offered tc reduce
the Ll percent not famllilar dowm to & minimum, One solubion
wea to establish a specilalized sequence in the Radlo and
Television Departmsnts of the eollegss and universitles
throughout the statss Tl sequense wes designed for those
Interested in the sBales erd bu@in@ﬁé 2ide of broadecestings
The second solublon was to establish & special btype of
Internshilp for radio and telesvision stulents, The 1ntsrnship
was to bo sponsored by the Tomus Azsoclstion of Broadeoasters,
and it would theoretlically function similar to an Intermship
elready belng sponsorsd by the Texas Daily Newspaper Assoclation
for Journmalism Students throughout the state.

Resulte from the questiommalirss sent out were wnusually
goods Sixzty-two parcaaﬁ of the televislon stations polled
returned their answers, and 56 porcent of the radlo stations
polled tock part in the survey.

It wag concluded that 1f the Texas bLroadeasting Industry
hopes to reduce the Ll percent nct familiar with production
down to a minimum, the Texas Assoclatlion of Broadcasters would

have to place more of an emphasls upon production In the
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minds of the old and new time salesmen, It wes consluded
that it would bs to the stations?t adventage to mes that
thelr time saleswen lwmow something aboul programs and
station fagilitles pricr to the tims thet they were
exployeds The réason for this was bacause of the 1lilttle
time for training after the &aiaaw&ﬁ bacome a part of
a station's sales staff,
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CHAPTER I
THE PROBLEM AND DEFINITIONS OF TERMS USED

For several years the suthors of books and writers of
various magazline and newaspaper sarticles have been indlceting
gualities they would expect & good radio and television'tims
saleeman to possess. However, very little research hes been
done relative to this sublect. It would geem that profes~
slonals and students who have metuvally gone into the study
of radio and televislon have neglected one of the most lm-
portant departments in the entire business structure of the
industry. Thet department is the sales department, which ls
chiefly responsible for the atations' being on the air end
belng able to realize a proflt.

J. Leonard Reinagch, former menaging diresctor of WSB,
Atlanta, WHIO, Dayton, and WIOD, Mlami, indlcates in his
Radioc Btation Msnagement a definite cycle in which a radio or
televislon station functions. The cyele proceeds as follows:
1} better programs make listeners, 2) listeners are eciroula-
tion, 3) circulation mskes for effective advertising, &) ef-
feoctive advertising means incoreased revenue, and 5) inoreased

revenue makes possible better pragrama.l

1J, Leonard Reinsch, Radlo Stetion Menagement (New
York: Harper & Brothers Pub ishers, 1948), p. .
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Afﬁaf examining Reinsch's theory of radio and tele-
vislon broedoseting, 1% 48 essy %o see what an important
part th@ sales departmente of the various stations play in
the function and operstion of the broadcasting medla. It
would be lmpossible for etations o remaln on the alr 4if 1t
were not for the sales and commercial departments, which
persuade the sdvertlser %o buy time.

Making & time sale requires more planning snd prepare
etion than is negemeary for the avarﬁg@.aaleaman who attempta
to sell by polnting ocus end demonstrating verious product
features. £ince the time saleam&n‘g product is intangible,
end he 1s unable to demonatrate hie product, he must help
the prospest visuslize the type of program which la up for
gale, He must help the prospective advertiser reallize the
propoged gales plan that has been found to be ideal for his
particular advertising.? |

If the salesman 1s unaeble to do this, he is greaily
handicspped. A time galesman in thils situation is like a
soldler in the field of combst without smmuniticn. Knowledge
1s the ammunition he must hsave in order to fire at his pro-
spective sdvertiser. He should have knowledge of his market)
his prospectls business; and, most lmportant of all, of his

own station snd 1te production.

2Jacob A, Evans, Selling and Promoting Redio and
szav;ale& {Hew York: ‘Pr aters' Ink Fublishing Uompany,
IRQQQ 19 ); PP 5""6.



I. THE PROBLEM

SBtatement of the problem. The purpose of thils study
1s to attempt to spotlight the importance of radlo and tele-

vision %time salesmen end thelir particular Job., The study
was designed: 1) %o emphasize the importance of production
knowledge for radioc and television time salesmen, 2) to de-
termine the number of radio and television time salesmen in
the Texes area who do not possess a well-rounded baokground
in production and related fielde of other communication
media, 3) to determine exsctly what type of personnel man-
sgers of radio and televieion stations wanted in thelr sales
and commeroial departments, and &}43@ puggeet eome posslible

golutions.

Importence of the study. Very little investigation

has been done relative to sales departments in the broade
casting medla. Professionales and scholare have investigated
the other departments in the industry in atiempis to obtain
sn analysis and concept of the functlons of each department's
gpeeirfic operation.

in the treatment and analysls that has been given to
most of the depsartiments, possible solutions have been offered
to exlsting and hypothetical problems that might arise from
time %o time. However, there has been less emphasis placed

upon the stations' sales department than any other department.
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Writers have merely listed a few qualities that the members
of this department should or should not have, They have
mede suggestions relative to the manner in which the sales
manager should direct the functions of his depsrtment, Howe
over, writera héve falled to motually outline, to any ex-
tent, faotls that the time saleemen should and should not know.
For these ressons, this study has been undertaken.

Previoualy mentionsd authors have recognized the ex-
ietence of a problem in selling tims. Hoat of them have
been conslstent 1n indloating that production knowledge ia
6 definite aesel to any time salesman Or sales mansger.

E. ?; Seshafer and J. W. L&aﬁm&r, suthors of Buccess~
why time sales were lost) but, 1t would appesr that the

aing, listed several reasons

most obvlious of the fourtesen reasons llsted indloated the
lack of production knowledge wpon the part of the salesmen,
These authoritles agreed that most salesmen did not know
enough sbout their own stations to be oonvineing.’
| Beehafer and Laemmar mske this observetlon relative
to emall station operationsi
poTtant thst Saleamen BATE & VOPLLAE Ensvleage of ytesion

operations, For thls reason, seny station time saslesmen
have had experience in various phases of station asotivities

J&. ¥. Boghafer and J, ¥. Laemmar, Su ) a
. slevision Advertising (Hew York: Enﬁr&w«%%l% Book
Company, Inc., 1951); pe 504, |



before gétﬂ@ into selling. Many have Desn announoers,
writers, progrem dirsctors or prodacsrs. In thils
direot contaot with radloe and television, they have
seoured first-hand information and oan offar practical
help suggestions, end service ¢v retail sccounte,.

If this waes charscteristic of radio and television
time salesmen in all statione, there would be no reason for
this study; but, in many instances, selesmen have not had
experience in production. There are nunerous time sslesmen
who are not femiliar with s worklng knowlelge of etatlion
operetions and who havs never been glven & chance to learn
enything about production and the stationa' funotions outw
gide of the gales department. FProof of this bas been pre-
sented in Chapter III as & part of thia study.

¥hat kind or type of background and knowledge should
& time salesman pogsses in order to be well qualifled in
bhis Job? The answer to thie question is snother yeason for
this research.

John ¥W. Brooks, eastern msles mansger of the American
Brosdeasting Company, saysl

There are no specisl educational requirezents for the

television salesmen except s & higher education may ime
prove his opporftunitics to do a bettsr selling Job., A
salesman's effectivenees osn be consideradbly enhenced by
hls experience and knovledge of the theatrs, advertising,
merchandising, sales promotion end/or AM rn&in. gince
televislon 48 & combination of sight, sound and motion,

he needs ilmagination, shownanship and & very substantisl
eales background, because television egalesmen todsy are

Q‘M‘ » Do 893



meeting and selling top executives.

Brooks egrees with Beehafer and Lasmmar that & knowle
edge of production end & working knowledge of station opers-
tiona are essenilal for time salesmen, And as he stressed
in the latter pert of the precedlng parsgraph, lmagination
and showmsnship, elong with s very substentlal sales backe
ground, sre essentisl cualities that the time ealesmen should
poOBECES,

It might be of some lnterest to note that Relnesch's
idess on the sublect are similsr to those of Beehafer,
Laemmur, Brooks and Jacob Zvans of the Hatlonal Broadoasting
Company. Relnsch puggests that rﬁdia and televislion time
salegmen should have sowms selling experience in other medis,
but he highly recommends that aleo they should have an ine
tultive sense of @uﬁwwaﬂaniy‘é

Tharefore, 1% might be concluded that thie study hss
gome value. These five national radle and television figures
have sgreed that today time palesmen need more than Just a
fow oourscs In salesmanship or a few years of selling exew
perisnce, WUith this in mind, 4% 1s evident that gomething
should be done in this particuler phase of the broadcasting
industry,

JRuth Lee Harrington, :
yision (New York: Medill MoSride chm;;mny,

5nﬁxnaan, 8. 81%., pp. EBEG,

 in Iele-
); Pe 590
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A% %Ma point, it is loportant te indiocate that in a
survey taken a&s s pert of this study, 100 percent of the
ststion salee or commerclsl managers polled ezreed that &
$ime mpaleanan with o knowledge of produotion would be &
greater aseet to thelr seles stalfs than one without such
knovledgs.

It L2 intereating %o note, also, that alwost onew
balf of the Tedlo and television aalesmen polled at the
same time indicated they 414 not have knowledge of producs
tion prior to the time they vere mz.agéﬁ.

II. DEFINITIONG OF TERMS USED

rodustion ¥noviedge. Throughout the investigetion
ths temn pmdmuam knwlmgo shall bs interpreted se meane
ing experiense in the departament of radlo and/or television
stations that has %o 4o with production. It also will have
to do with & broad educational dbasokground in other related

media such a8 newspapers and mr:.mxmxa.

prisdns gocounta. Services that the time salesman
should offer inelude such thinge as esslsting in ocomnerciasl
preperation, beeping up with the ellient's sales trenda,
checking on sudience reactiona end helping with audiencee
bullding setivities, Hoat important of sll, the salesman
should alweys kﬁﬁ@ the aliaa& woll inforued ep to poseible
changes,
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fgualigation, Visuallization w:m@mm tha thesis
will hava %o ﬁ@ wi‘m the time salessan's ability %o help the
prospeetive advertizer imsgine for himself the particular
type or kind of program that s belng offersd. The tine
saleansn doss this threugh his knowledge of produstion and
ptation operaticns, m is sometimes done with shors film
strips, movies, tape mew&ma end grephliec Lllustrationa.

The definitlon for the ferm prespeoct will
mean the elisnt or clients that the w‘mw haa t0 deal
with in eelling his intangible produst. m proapests are
nads up of businessmen teo whonm the salesmen must sell a part
of the gtation's time on the alr. Ancther oategory of prose
peots could beo advertising ségmaa.sfs er time buyers for ad
egonnioa,

Acoounts, An sgeount shall be treated in this stuldy
es an agreement by contraot between a radlo and/or television
time buysr and the etstion for a certain nuuber of programs
or eozmeraials for a specific number of days or weeks.

Georrinenta, Ststion departuents in the
atudy bave to a.m vith argmﬁza& groups within a redio and/or
televizion station who work together to help the station
function as a whole, The four nejar departments which are
mm& m slmost every atation of any size include the Proe
grem, the engineering, the sales and the sduinistrative or



acoounting departments,

Adyertising sgencies, .Advertislng agencles are
sgencies thet handle sdvertising for clients. Thelir funce

tions ave

1
2

3)
v
2

7)

8)
9)

to 4o the following:

anslyze the value of available medla.

reconmend medis in sccordance with edvertlsers’
gales objeatives, ;
yecommend gpeclflc gtations, progrems snd time
periods to clients afrfter snalysls of avall-
abilitlies,

develop snd contract, on behalf of thelr clients,
foy time and progrsms on stations,.

plan, write and produce commerciale for cllents,
work ¢losely with statlions in hendling detalls
of progrems as they concern the a%anoy'a accounts,
act as sgente for clients in resolving problems

on commerclals, talent, produstion, and promotion
with the stetion.

handle the billing, scoounting and payments on
behsl? of ellents,

negotiate renswsle, time e¢hifts, program chenges,
and rebates with ststiona.?

Radlo-televislion

time galeasmen are men who are employed in the seles departe

ments of statlons who gell time to prospective advertisers,

The time salesman's Job entaila much more then Just selling

time, He

must spend much tlme preparing sales presentationa

and handling mershandising services for cllents., Salesmsn

sls0 are expectad to be able to write copy &nd in eome

stations participate sz anncuncers. Some work on a straight

7Evans, op. 8ib., ppe 170-171.
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gslsry, othare on gtraight commigsion, end gome on a ocombine-
stion, The trend todey 12 for salesmen to work on a stralght
selary. Ruth Lee Harrington, author of Your Crrortunities
An Television, sums up the time sslesmen and kis Job as
follows!

There sre two separate and distinet sspects to the
Job of the time salesmen, One ia to sell time, and the
othey 13 to provide "gervice® to the sdvertiser,

The time sslesmsn must be gble %o sell thls nebulous
idea on the strengih of his own thorough understanding
of televislion, technically and srtistically; his own
conviotion, besed on faot, that it is the most potent
advertising medium yet duv&mag; end bie complets magtery
0f the tools of salesmanship.

The salesmen generally have & sales meeting once &
week in which they turn in individual gales reports to the
sales mansgers, AL these meetings the sales mansgers are
able to check with the saleamen on pertioular problems with
certaln sccounts. They help the salesmen %o help themw
selves by gulding thought-provoking discussions pertalning
to sales, '

Bﬁ&rwington, 0. gdk., p- 59.



CHAPTER 11
¥HY PROPUCTION ENOWLEDGE I8 ESBENTIAL FOR TIKE BALESHEN

& knowledge of produetion should not necesserily be -
interpreted as meaning yesrs of experience in the production
depsrtoent, However, 1% does mean that a time sslesman
should have & genersl background concerning production ac-
tivity from behind as well as from in front of the redlo
microphones and the televislon canmeras,

In the survey, 1% was intersesting to note that 100
pereent of the sales or commercial managers polled were in
definite sgreement that production knowledge is an essential
asset To eny time salesman,

After carefully reviewing must of the literature
available pertaining to the business end of the brosdoasting
industry, it was deolded thers sare primsrily thres major
ressons why tims salesuen should be scquainted with some of
the genersl concepts of production.

Carefully welighing eaoh resson, the three found to de
of the mest significance werel

1) Productien knowledge is essentlal in servieing
sogounts, |

2) Production knowledge is essential in helping the
prospect visualize the product,

3) Produetion knowledge is essential in helping the
salsemen to realize the limitetion of his own
produstion departaent,




I, 1IN BERVICING ACCOUNTS

Aocording to Hsrrington, there sre two separste end
dlstinet phasges of the Job of the time sslesman., The rirat
is to sell time, and the second is to provide service to the
advertiser.’? The second phase will be disoussed in thise
seotion of Chapter 11.

' Just how important is servioing an account? Some may
feel that 1t is better for the salesman to concentrate on
new busliness ilnstead of continually oalling upon those whonm
he hes slresdy sold. Actudlly both sre very essential. It
ia moet important to keep the 0ld ¢lient happy and satis-
fled. If the old clients are not pleesed with thelir rela-
tionships with the egtations, they will elither drop broadw
epating ae & part of thelr advertising or be %wooed sway®

by competing etatlions,

¥hat does thls have to do with possessing a knowvledge
of produotion? Produotion, directly or indirectly, hee a
tromendous influence upon the serviocing of an account. One
of the services with which the sslesmen should furnish his
client is that of sudlence-bullding. In getting informa=
tien relative to sudience~bullding, the galseman must ocontsot
the production depsrtment in order to furnish the acoount
vwith what has or has not been done. Hany times the account

FHarrington, on. Cites Do 59,
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will call uﬁen the time salezman for suggestions relative to
vhat change in programs or commercisle should be made in
order to gtrengthen his sdvertising, Unless the selesman is
able to offer suggestions at the {time they are needed, he is
of no ald either to nhles ollient or to hls etation.

The salesman should also check program and commercial
reactions. 7This 1g helpful in maxing any nacessary changes
that might add %o the effectliveness of the c¢llent's adver-
tising. If the resctlions are favorsble, the salesman should |
be able %o polint ocut reasons why. If the reactions ere un-
favorsble, the selesman should be able to snalyze the wesk-
nesses that resulted in an unfav&rﬁbl& responae. He should
effeor construotive oriticlism concerning the program Or col-
merclal, He should be gble to make changee in the format
of the program or the wording end presentation of the com-
mercial. To be qualified 0 do this, 1t is evident that a
peneral concept of production would be of much value,

Another sgervice to the client is ssalsting in the
vreparatlon of commercisls., There are few olients who &re
qualiried to write oontinuity; therefore, & considerable
amount of responslibility ls assumed by the tine salssman,
The sslesman should ba sble to writs commsroial copy. If
he is unsble to do this and the client does not have sn ade
vertlelng sgency performing this funetion, 1% will then
beoome & reasponsibllity of the station's continulty writers.



: 1%
The Auty of the salosman 48 to make certein that the come
Boroisls sre given or shown Juat &8s approved by the ollient,
1f the salesman is unable to fecognize the presentation of

& good commerciasl,; he is &% another Mmﬁwntmé becauvase of
the lsok of production knowledge.}O |

11, EBELPING FRODPECT VISUALIZE FRODUCT

Radle and/or telsvision tima salesmen should have a
knowledge of production in ordsy to help the prospect
visualize the type of program or sommercial to be used,

By fay the moet 4ifficult part of handling looal
sdvertieing lies in the preblen of vhat to sell to the
looal merehsnt. Xf a station 13 & network station, its
listeners {(or vievers) hesr & &% BanY NESWOrE prow
grasms of ecaliber, with outstanding talent of the
couniry writing soripts and taking part in the pro-

« Cost 18 frequently no object snd production

s faultlese, To follow this type of program with

locally sponsersd progreme, using lo talent and
produced within a very ilimited budget, 1s indeed une
satisfactory, The advertiser cannot help but suffer
by ew rieon, Hot beving the rescurces to work with
that the larga stale operators have, the stations muast
be preparsd to supply the local sponsor with progrem
majerial that is worthy of wmﬁm and yot soononmle
oad enocugh for his gmall budget.

How is the loosl radio and/or television time sales-
-man going to persuade the lcoal sponsor that the station's
comuerolals and program materials are worthy of comparison

I

%:m. 83 8184y Ppe 5870,

lNed Midgley Advertis
Radio (Hew *&.’wk?g F&éﬁ%ﬁﬁ Kb
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and yeb ewﬁezaieal gnough for his budget? The answver fo
this question is partly through visuallzation. Thae salesw
men must present good ecalee meterials of a productive nature,
He must be well equipped with informstion and detalla aboul
the partioulsr commeprciels or progrems to be sold, He should
be familisr enough with the information te pess 1t on de~
seriptively ﬁﬂ the looal prospects To do this well, it ls
lmperative thet the salesusn khow something sbout produntion,

¥hat are ecme methods or techniques used by & time
saleaen in helping the prospect visuslize the commerelsl
oy progrom? For example, how can spot radlo be made more
exciting to sn advertiser's ssles famn and dealors?

Dr. Beymour Banke, medlae mansger of the Leo Burnett
Cempeny in Chloago, snewered this guestion falirly well in
sn article in Broneor megezine in which he listed threes
wa spproachasi

1) Merchendiss the messoys ~- spot oomnsroisls can

be mere sed with strong production vselues with all
the showmanship asaoolated wiith the trade preomotion of
color televiaslon. Disks or recordings of the spot ocan

be played for the local prospect with his own company
or store dubbsd in for effectivenses.

a0

2) Em%m produstion -- ghow the looal sponsoy how
Jingles often ledd themselves %0 publiolty campalgns
anhd special promotion. Exsamples ef this would be Ford
Companyts parody of "Thie Cle House,® which singer
Bosepary Clooney sang for suoh & long tixme during the
song's popularity. ‘
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scops of spot redie.l2

It these basle spproaches are %o be used sffectively
in helping the prospective advertiser visualize the ocommere
olal or program, then it 1s svident that the salesman with
the shownmanship knowledge 4s most 1likely to olose the sale,

Other teohnlques that ere often utilized by time
ealesmen inelude the wse of live talent during Ihe eales
talk, In this eystem, the cslesman ghould he sble to dew
seribe progrem and commerolal detells in erder %o sld the
proepest in visuslizing how bis progran or oommeroial might
look or scund. In order to do this, it is believed that
once more produstion knowladge is an invalusble asset.

<~ XXXs HELPING SALESHAR T0 UNDEZRITAED LIMITATIONS

The third major reeson concerns the realization of
the produotion department's limitstions. & salesman who s
pot famllisyr with the facilities of his own etation is not
equipped to inform s prospective advertiser relative to the
type of commercelals or progrems hse oan &nd csnnot purchage,

KBC'a Javoh Evang highly recommends that sslesmen
should spend as much timu a¢ possible femiliarizing theme
solves with the verious elements of production, According

13'&@&&& Pese Top aadtawf? ﬁﬁﬁﬁlﬂﬁ& tor 1955,*
sor, Volume 9 (Januapy 24, 1956}, p. &4,
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to Evens, the more s salesmen knowse sbout production, the
better he will serve the interssts of both station and

client,
Evans prepared the following lis% of feote & tele-

vision time salesman should know sbout his station. Kot all
of the snswers should be kaown by the smaller stations'! time
salesmen, but they should be famillar with moet of them.

The 118% 1s as followe:

1.
2

3.

k&,
5

6.
Te
B.

9

10.

¥hat 18 the maximus number of camersg $ha% ocan ba
used for a single studlo show?

¥hat size orev is requirsd %oc opersete your station's
bigzest produetion?

In your naximum srew, how many of the following are
used! oQameramen, ﬁeily operators, sudlo men, video
men, boow operators, prﬁgarty men or atagehsnde,
teleproupter oparators, lighting men?

¥hat are your station's fecilities for soenio design?
How many projeetors does your station havel 16MM
film projectors? 35HM film prolectors? Slide proe-
Jectorat Halopticons or telopticona? Faoilities
for reapr-serssn projection?

¥hat facllitles does your station offer for the cone
struction of seta and soensyy?

Doea your station's art director asssist in the
preparation of commerelials?

Is your station eguipped to prepare title cards and
telops in the ;hap?ipy prope

How avre stage properties moculired? Doee the etation

Baintain a eomplement of steck squipment? Does the

statlion lesse fTurniture, lamps, e%0. from locsl yee
tallers?

¥hat syre the restrictions on the use of somuercial

Alsplay Ltomit Must they be shipped by union care

rlept To wh@mka#e they ahippedl
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11, What are the problems of the constructlion of comuere
cisl display iteme? Muet they be constructed by
union personnel?

1z. ¥What color problems may be encountered in televizlon
props for commerciels?

13, What are the provisions for dleposition of commer-
elal propel

14, Ia the stetion equipped for cogbuming? What are the
limitations of sccess to costume?

15. What ere the fasilities for make-upt

16, What ars the dimenelons of esch of your televieion
gtudios?

17. If the station hza a mobile unit, what is 1ts ronge
of soverage? Csn it bandle commerclsls from & Yee
mote plokeup poini?

18, What g the procedurs for handling commercisl £11m:l3

There ere few televislon time galesmen 1n the fleld
today who could meke a perfect ecore in snawering the pre-
sgding questlons, 7This does not mean necessarlly that the
salesmen who cannot answer sll of the guestlonsz ls not
qualifried for his Job or that he is not a good or sn adeguate
salesman, but the ability to ansver them will make him a
bettar salesman,.

The only way mo3t salesmen can actually learn about
techniques involved 1n the production of a radlc or %tele~
vision program is by participstion and obesrvation. If a
galesman desired %o lnoreass hls methods snd technlques of

1EEV&Q$3 O Mi‘ Pe 118,
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gslen vpmwﬁmwm, be should remain in the studie while
live programs aexe ¢ the air. It would be %o his sdvantege
to vork on & production orew, 'in an effort to soquire a
greoater knowledge of produstion. He would detier understand
the station’s linitations An production. By realizing these
limitatlons, the %time paleaman should kniov exmctly what he
could offer his prospect and therefore strengthen his
netheds of sales approach.



CHAPTER 11X
A ETUDY OF TING SALESICN IN THE TEXAS AREA

To gather meteriels for thie investigation, the
authop deolded to study a growp of time salesmen in & pal-~
$iouler exean. Thepefore, the survey concerned itself with
tius salesuen in the YTexas aree., However, i an anslysis
of all of the time salosmen in ‘xumquM, 1t would ine
volve a great nunber of stations and saleamen. Therefors,
A% was declded that a study of & particulsr group of salesw
men within the state would provide & representaltive semple
of the over-all area. |

The proup of stations and $time salesmen ssleoted ine
eluded all of the radlo and television stetions affilizted
with the Rational Brosdosasting Company, the Columbis Broade
casting Syetem, and the American Broadcasting Company.
Stetlons that ere affilistes of the Hutual Brosdoasting
Bystem were szcluded, since the insluslon of this group
would heve entailed quite a number of the smaller, less
raprasentative loosla,

Two a3perste surveys were nade, One was designed for
the etstlona' anles manegere and the other for the stations!
tims eelesmen,

Etotistics, shown in the Figures end Tables throughe
out this section, were based uwpon the guestlonnsires received
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from the answering stations. In most instances, both radie
end talevision time sslesmen werse treated simultanecusly.
Figures 1 and 2, on pages 22 sand 23, ere examples of

ths types of questionnalres submitted to the sales managers
snd time salesmsn, The suthor is Andebted to John Faul
Goodwin of the Goodwin-Dannenbsum Advertising Agenoy la
Houston, Texas, for bis help in the revisions mede on the
questionnaires prior to the VYime they were sent te the
‘yarious statiens,¥

. The percentage of returns on the questionnsires vas
unusvally high. Bixty-iwo percent of the televislon stae
tions polled and 56 percent of the radio atations polled
angvored and returned the questicnnaires,

I, ARALYSBIS OF QUESTIONHAIRE FOR SALES WARAGERS

Humbar of selesmen smpioved. According to the seles
mansgeys' survey, the average nusber of time selesmen em-
ployed by a station in the Texcs sres was four. Boung gtae
tions employed more salesmen then others beosuse of the size
of the statlion, population of the sres, larger merkets, and
competition from other stations in the suue ares. For exe
ample, in & oity that had only one televieion station, the
nunber of tlme salesmen was less than in & eity where two

N

| Wyohn Paul Goodwin, Goolwin-Dennenbsum A&Wﬂi&iﬂ%
Agency, personal mwmiw,; Houston, Texss, February, 195



~ How many of your salesmen are college graduates ?

QUESTIONNAIRE FOR SALES MAN.AGER

How many pe0ple are employed in your sales department?

What number of your salesmen had a knowledge of production
prior to the time that you hired them?

' Would you feel a salesman that knows production would be

in a better position to help the “prospect” visualize the
program or commercial trying to be sold ?

(Check the proper number) I came into the sales department
by way of 1) radio or television production ; 2) a re-
lated field ; or 3) a non-related field o

(PLEASE) Briefly summarize in one paragraph the
qualities you look for in a radio and/or television
time salesman. What would your “ideal” salesman
have to have?
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QUESTIONNAIRE FOR RADIO-TV TIME SALESMEN

1. (Check proper letter) I have had courses in a) radio-tv ;
b) journalism ; c) advertising ; d) salesmanship ;
e) marketing ; or f) drama

2. 1 came to the sales department of this station “via” a) the
production department ; b) the technical or engineering depart-
ment ; c) the administrative department ; d) a newspaper

; €) a magazine____; f) an advertising agency. ; g) a

retail advertising department ; h) a public relations agency ’
i) the entertainment field ; or j) selling for a company or manu-
facturer ; or k) through some non-related field_ _

—_—

3. Before I took this job, I did or I did not have sales
experience. ’

4, In selling “time™ to prospects, I a) try to help the prospect
“visualize"” the proposed program or commercials_ ; b) do not
ever bring in production details ____ ; or c) sometimes use production
and sometimes don't use production in my sales talk__ _

5. I have worked as the following:

a) floormanager

b) in film dept.

c) in art dep't.

d) as an announcer

e) as an entertainer

f) in directing

g) in producing

‘h) in the promotion dept.

i) to help create program ideas

j) as a cameraman

k) on boom

1) on audio
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or more staﬁlans exieted, 1% was also interesting to note
that the Selevision time salesmen in most instances oute
numbered the men selling time for radic. This was attri~
buted to the fact thet television is a much younger form of
the advertising medls, end selling television time involves
& great des)l more precentation of salee plans. The prospecw
tive sdvertisers not only heve %o be s0old on a particular
type of television program, but they also have to bs sold on
the use of the medium 1tself and the expense that 1t entalils,.
Thie 18 more in televielion than in radloc. Since At takes
longer to meske & television sales presentation, ths mers
salesmen employed, the more eslle p#r day can be nade,

Flgure 3, page 25, indicates the difference in the
aversgs number of time salesmen in rsdlioc snd television
throughout the Texss sres. Reasone for the diffsrence have
been stated.

Being & good time

salesman does nhot mean necessarily thst a college education

is essential; bub it csn definlitely be to the sdventage

of the salesman., 4s mentioned earlier in the study, ABC's
Esstorn Sules Manager John ¥W. Brooke felt there were no gpecial
sducation requirements for a good tinme salesman. Neverthe-
less, he highly recommended that salesmen heve a knowledge

of the theatre, sdvertising, merchandising, end sasles proe-
motion, It would be almost lmpossible for a young time
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sslenman $o0 have an underatanding knowledge of all of these
ereas from actusl experience before going into time selling.
The aaiy logioal plsoe $o obbsin a basie memtmmgg of |
eaoh ares would be in the colleges and universities through-
ouk the sountry. ‘

Today the trend 1s toward apeclalizetion in elmost
every field, mnd as manufaoturing and technology are becoming
more complex, the radlo and/or television time sslesman must
prepare to be more specislized,

Cliver Treys, president of the Televiaslon Bureau of
ddvertieling, in en article in Televielon Dally indleated v
that during 1955 television topped $he billion dollar volume
for the firss #m in ite history. Treys slso indlcated as
the oountry enters the future on the billlon dollar level,
it 48 also entering s future whioh many evanomists expest to
be the platesu of the ourrently booming economy. He furthey
sdded that the econvulets of the country are wondering how
well the marketing spparatus of the various maenufsoturers
and retallers osn dlepose of the "breskneck" production. He
sonoluded that in the future there will be intense competi-
tion which will make %elevision's superior values more ate
tractive to the natlon's advertisers.t’

riglon Paily, Volume 72, Number 61 {Decembder
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Therefore, it might be logical to deduce that in all
of the intenme competition predicted by economlsts there
slso will be greater competition emong the %tilme salesnen.
The sslesman with the best methods of eales presentation
should be at & fecidsd sdvaniage, and the best plsce for a
salesman to learn {theatre, advertising, merchendising and
sales promotion) is through higher education. |

It wes interesting to note thay gasles managers indie
cated that less than half of all of the time salesmen in the
Texas ares poseess a oollege degres. However, moet of the
gales mensgers indiosted that the time selesmen applylng for
Jobe in the past deoade have elther attended college for a
short time or graduated with a baschelor's degree. The in-
crease in the college graduste time salesman almost paralleled
the incresse ln the nation's growth inte & more complex,
speciallized economy after the Sevond World War.

Even though the pendulum hsz swubhg from s less ih-
tense interest in higher education to thet of greater
exphaslis, the survey of sales pensgers indicated there are
still 54 percent of the salesmen in the Texas area who do
n@# have degrees,

However 82 percent of all of the salesmen who had a
knowledge of production prior to the time they were hired
had college educaticns, In the Zouth and West Texas areas
there were fewer time salesmen with degrees. In the larger
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votropoliton arses thers wos more of a concontration of
oollece graduates and porticularly emong the timo salosmen
in th@.ﬁulf Const arcas Ths ratio of gradunteos to nonw
gradustes in Douston was 14 to 12. Pigure L on pags 29 will

fliuvstrate the greduates and non-gradustes in the Toxns arco.

Zorcont with production imowledre; what salos pona-

gors thourht ehout 1te In a recont survey by Spdnoor nagew

zine it was discovered that loss than- ten porcent of the
sales pltches result in orders. The rosson for thils weg
beocause of ths nsed for eastlyvr@a@§@mh and sales prﬂmétian;
logt salos managevs pointed out that the problem was in
abtorpting to ssll) time in Class B periodss The Shonsor
survey indleated thore was almost an entrenched prejudice
smong local advertlsgers that only eadjeconcioes to shows lilke
"The Bd Sulliven Show" end "I Lovo taey® could pay cff.16

In opder to completoly eliminats this problom in the
Toxes aresa, there will have to be rwre cuphasis placed on
produstion Iin the minds of the time salesmen, Only those
who can present the bost programg and prograsn ideas to the
prospoctive advertiser will be able to roduce the salos
probleums of the salos or gowmoerelal manarzors.

Sales nansgers of the Texas statlons weres 100 percont

ma”ﬁﬁw To Pe a Duccess and Suffor," Svonscor, Voluue
10 {Jonuery 23, 1956}, ve 125,
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in mamx&k thae% & salessan who knows production is ina
better position to help the sponsor visusllze the prograa
or commersial to be used in selling his produst,

Therefore, 1% should ba significant that & genersl
concept of preduction iz of great Lmportance, As the country |
goes into a multiple somplex economy, 1% is going to take |
more than @ good eales talk to persusde ths prospective
allant. The selesman should be able to polnt out to the
sponsors 1) the edvantagee of live gommeruiels for demone
strative purposes, 2) the savings which are derived from
the use of film i the same nesasge 18 to be repeated Ire-
quently, snd 3) tricks whioh may be employed %o make simple
11lustration sppear animated,?

A%t this peint, 1t would be of interest to learn exe
sotly bow many time galosmen in the Toxas area aoluslly
poseesned a g;maw:}. knowledge of produstion prior %o the
time they were employed.

The percentages In Flgure 5 on pegs 31 show how
sany time salesmen had & kuowledge of produstion prior to
the time they were employed at thelr present jobs,

In the nex% decsde, if the redic and television
stetions in Texas oculd reduce the 44 percent of salesmen

Ay ‘ o o

17w1mM 1. Eaufman,
{Kow York: Merlin Fress, xm
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not ramm* with productlion to 20 op 25 peroent, 1% would
probebly reflect in an inoressed pevenus for the stallons.
By inoreasing the revenus of the stations, better progroms
oould result. 4And by producing better progrsms, there would
be sn inorsase ia listeners snd visvers. With an inorease
in listeners and viswers, there would be a definite increase
in the mumber of sdvertisers.

Ihe seles panagers. According to 2 poll of ssles
managers, only 32 ;:aawmi of them had Joined the sales de-
pertments via the productien depsartment. ZTwenty-two percent
of them hed come %o thelr present positions via related
fields, while 46 percent had come to sales by way of none
related fields,

The figures shown in the preceding psregraph might Ve
the result of the lorge percentage of time saslesmen who wvere
without &xpnmme in preduotion. 1t is only loglesl to de~
duoe thas a sales manager without a knowledge of production
would be apt to employ & time eslesman without a genersl
concept of predustion. Thue, the main presise of this study w-
it takes more than being a good salesmen to be an effective
and prosperous tinme eslesuman.

Figure § on page 33 indicates the manner in whioh
eeleos mensgerse sntered the fleld of radio and television
enles,
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Eglgg ponaperal ;ﬁgg;nggggggggu The last pert of
the guestionnsire recuested sales menegers to bLriefly suse
merize the cuelities they would like in en idesl salecman,
Host esles manegers wers very co-operative in listing
numercus guelities., Sowme of them went inte deteil and gave

reasons why they llsted certeln quslificatlons.

For exsuple, Commerelel Mensger George Clsen of
ETXL-TY in 8en Angelo sald the ege of ble ldeal salesmon
would not matter as long as the individusl wee mature, had
neat appesarance snd had a good lmsgination, He esid he
wvould prefer s college graduate, becsuse he fell that a
college graduste could comprehend more easily the over-all
ploture of televisien. Cleen, a graduate of the University
“gyﬁﬁmuahmn* wag most interested in his ssleaman having flexe
1ble sppresches and an understanding for thorough prepara=
tion before esles cslls.

In revesling the operstions of EIXL-TV's sales de-
partment in s peresonal lstter, Olsen saldl

In our cuse, the sclesmon is sll-importsat, for

suocess oy fallurs of the slation reste almost conw
g&aww upon the sales department, as ocud national
buslness, tho neeereary, and very welcome, matters
very 11@%1& after ths reprosentatives znd sgencies
take out thelr gute, 1In & town the size of San
Argelo, the television station will make s much
from & loesl H0«seoond epot a2s we 4o £rom a network

half-hour show. 8o weg&ﬁamAwa@ the importance of
the looal sales stef?l,

1ﬁﬁaara@ Oleen, porsonal letter, March, 1958,



Following ie¢ an anslysie of the qualities most
frequently 1listed:

1)
2)
3N
&)
5)
6)
7)

8)

%)
10)

energy and anthua&éam to sell
& creative imagination

& good personality

& neat appearance

an understanding of station coperstlons
{(1ittle about all)

intelilgence

a liking for people.and willingness %o help
others

an academlo beckground in edvertisling, sales-
manship snd production

the abLillty to %cloce® & 0sll successfully
& positive atiitude

There weye ten other qualities listed by the sales

manegers that might be vonsidered ss the second ten most

outetanding qualitiess

i)
2)
N
k)
5)
6}

7}
8)

& knowledge of the market snd prospects
honeety and goed ethiocs

loyalty

one who has & definite gosal

one who 1s never satlisfled with hle inoome

an understanding of importances of call
preparation

maturity
flexible ssles spproaches

35
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9) dependadbility
10) friendliness

I3, ARALYSIS OF QUESTIONHAIRE FOR TIME BALESMEN

Lourses related to Jjob., As was meniioned earlier in
the study, 46 percent of the time salesmen polled were gradw

ustes of colleges and universities, However, the tabulation
of the queation relating to the setual formal college classe
room sourses showed e 1ittle over the 54 percent of thoae
vho 444 not have college degrees had taken courses in sonme
of the flelds listed in this question, Moat of these palesw
men were men whose sollege caresrs were interrupted by World
War 11.

ihree courses of each school were listed in this
question, For the College of Arts and Solencesy Journallem,
Redlo-1V and Drama were selegted., For the College of Bugle
ness Adminlstration! Advertiesing, Sslesmanship end Marketing
vers selected,

Regults from this question indicated that more of
the time sealesmen in Texas have had courses in salesmenghip
than in eny of the other gubjects. This could be interpreted
e#ither favorably or unfavorsbly, for most of the salesmen who
had cheeked salesmanshlp were lacking in the formal Straining
of the other ocourses listed. This ocould mean that those
particular aal@ﬁman_ﬁ@ra pursuing the field of Buasinees
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aﬁminiat#ation and not taking Liberal and Fine Arts courses

which are thought of pe being essentlal to those Interested
in selling program ideas and commeroials,

Those gtudying for the B.B.A, degree cheoked the
salesmenship, advertising end marketing courses, Those
studying for the B.A. or B.8, generally checked the Jourw
nalism, radio-tv and drama sourses,

Some of the time salesmsn hsed cheoked courses in both
of these groups, and in all probabllity theee salesmen have
& much better background for time sslling than the other
two. This oconoluslion wss based upon the theory that a time
galesmen with s broeder concept @f‘ba%h the arts and busie
ness is in a much better position to understand the techw
nigues and probleme of time selling.

A fourth group had not checked any of the courses
lieted but had listed other msjors and college courses, It
was surprleing to note that & representative numbexr of time
snlesmen had degrees in lew and engineering,

The breskdown of the courses es they were checked by
the time salesmen is 1llustrated in Table X on page 38, The
percentage waa the result of taking the entire number of
time salesmen answering the survey and dividing thsat number
into the number of time esleamen who had cheoked each ¢f the
individusl eourses,

Table I does. not show, however, the percentage of
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time szlegman whoe had taken coursss in othar non-related
fis1ds such ss law and engineering.

TABLE X

PERCLRTAGE BREAKDOWH OF TIME SALESMEN FOLLED
WHO EAD TAKEN COLIECGE COURSLS IN
» THE FOLLOWIRG SUBJEZCIS

Salesnanship

PRI S R S S T 3?%
AGvertising e o« + o & 4 0 s 5 5 8 2 v s 325
JOUINALLiotM « & o & « & & ¢ % 2 ¢ » & » 23%
Rodlo=TV o o o ¢« 2 o o v & ¢ & o ¢ & ¢ » 23%
HoxketBlng o+ o o « « » o % 5 5 5 5 2 s @ 19%
DPBamA o« o v ¢ % % & % 5 & 5 s 5 5 % % 9 184

Houteg Leken %o gales dersrtments. Earller in the
study Figure 6 on page 9% indioates the manner in which the
verious sales mansgers had Jolned the sales departments,

In this section for time salesmen, & similsr qusstion was
sgked in order to furnish a wore thorough anslysis of how
these men entered into sales,.

1t wvas of signifiosnce to note that the largest per-
eoentage of time salesmen had ocome t0 the sales depertment
vis the production depertment, On the other hand, nmost of
the gales mansgere had entered the sales deparment via none
related fislds.

The second largest percentage of time salesmen had
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entered sales via non-related fields, This group had no
previous sxperience with sny of the advertising media and
were not sogualnted with a%atian eperations or production.

TABLE 1IX

ROUTES TAKEN BY THE TIME SALESMEN
INTO THEIR PRESENT POSITIONS WITH
TZXAB RADIOTV STATIONS

ROUTE PERCENTRGE®

The production departent « + « + + » o 2 g%
Through a non-related fleld o « + o o l8%
A RBYBDEBDPOL « ¢ » o o s & s & % & & » # 13%
Belling for a Banufsotursl .+ « » « « o 11%
The enterteinment £1eld + « » » + » & o gﬁ
AN advertising 4geN0Y o« » « ¢ o s & » o %
A retel)l advertising depertment . . . €%
The sdminletrative department . + + + 63
The engineering department .+ + « « + o 1.4%
A BSEAZINE « & 4 3 s o 4 4 o e N 2w ¥ 1.4%
A publlio relations agenoy « o » o » + o 1.42
Hisoellaneous™® , . o o o ¢ o+ & ¢ o + & lﬂgﬁeﬁ

TOBAL o o o o o ¢ 5 2 »

*The percentages were computed on the baslie of esoh
individusl field in relation with the entirs nuuber of tinme
selesmen answering this particular queation.
#*3alesnen not answering question 2, Figure 2, page 23.
Szles experlence prior %o preseny Job. The third
question on the gquestionnaire for time galesmen was relative
to previous selling experience, Eighty~three percent hsd
previous selling experience, However, the majority of the
83 percent had previous selling experience in fields not re-
lated to radlo or television,
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Those who éxa net have any selling sxperience represented
1?‘p$ra@nﬁ. The majority of this group was young men starte
ing out in their first jobs, although there were s few vete
eran tlme geleawen in this category. |

; , o8 used. 7Thia question was
relative to the basic selss epproaches used by time salesmen,
‘The $ime sslesmen were ssked to cheok one of the three
methods $hey ussd =most frequently in everyday sales ap-
proaches, The methods listed were: 1) a statement helping
the prospeot visualirze the proposed program or comasrcisl
through actuel production, 2) s statement indicating that
the salesman never brings in production detslils in hie sales
talks, end 3) a statsment worded with ”éammtimas‘ ~~ gleaning
that sometimss produstion wes used end sometimes 4t wase not
ueed in the sales proessntaiions,

I% wes dizoovered that 55 percent attempt to use
production mothods 1n'aa1as presentation, It wes revealed
that 45 percent ohsoked the question worded *sometimes.®
However, nons of\the salegoen ohecked the second question
which stated that pré&ueﬁlgn detaile were never brought into
@& sales pragentation, This should 1llustrate that a general

oonoept of produation 18,nysiustle to time salesmen,

Zroduation experienge of fime galesmen polled. The

purpose of this naprtioular question was to obtain some idea
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~of the matual production experience of the tims selosmen
polled. FPifty~six percent of gll of the time eslesmen Jn
the area had a knowledge of production, while 4% persent
were not soquainted with productlon prior to thelr Joba,.
Table III, shown below, presenta an snalysis of the pro-
duotion experienas of the 56 perasnt. Fercentages for Table
111 were osloulated by tsking the nusmbeyr of salesmen who
cheoked the individual jobs llsted and dividing this numbsx

by the number of sslesmen ansvering the questionnslrs,

TABLE 111

ANALYSIS OF PRODUCTION EXPERIENCE
OF RADIOTV TIME CALKSHEN
IN TTXAR AREA

AB N BANOUNOEY & o & « & o & & s & & o :‘.8%
Ta nalg wraata Progrem 3688 .« o s o o 25%
Q ue 5 B & & * & K B O3 € B & 22%
he prﬂmatzan departuent « + o o o o 20%

M an entertalnel « o 2 o 6.5 2 2 0 o » lﬁ%
A3 GQITBOTOT o o & & & % % 4 % v 5 %+ l}%
AS DOOR ODBPATOF o o o & ¢ 5 2 & 8 & o Gk
AB ﬂﬁ@m%g@!‘ I EEEEE g%
Comarambsl « o « o o & 2 & « & % » s o ﬁ
On audieo 4 . I T T T T I‘*ﬁ
In the fila ﬂap&rtﬂeat e v e a e s 3%
* + 5 % 2 & 5 3%

In the art department .

Checking a particulsr Job 414 not indioate that the ssles~
man was an expert at that Job, 1t 414 indicate that the
sslesmen was aoqualinted with the Job and was expoerienced



in 1% et eome time during his caresy,



CHAFTER IV

SCHE POSSIBLE BOLUTICHS

By wha$ methods can the Téxss brosdessting industry

’ reduce the 44 percent of $ime salesmen withouy general gon=
cepts of production So the bare minimum? If the indusiry
oould do this, it would increass revenue for stations end
resuls in better progrema for listeners and viewers. Ia
this shapter, twe poseible sclutions for the preblenm are
offersd, The first seluticn has %o do with a proposed

. 'eollege ourrioulum, and the second solution hss $o do with

& form of internahip for prospective time salesmen in their
college work. | ‘

I« & "r‘*ﬁm% CED r:wammﬁm

Installation of & &M]‘ pecuenca, After investie

| gating most of thy pollsgee and un&versiﬁi&s offering msjors
in radio and television, it was found that none of the schools
offered speoialized courses within their departments, Fop
example, in some of the journsliem departsents of the schools
fnvestigated there vere variocua sequences that » Journslism
major might tullew. Geperally, the ssquences liated included
the nows-editorial, the pudlle relations, the magsrine and
housshold orgen, the advertising end the adminlstrative or
managerial eequencea. The sequence plan was designed to
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furnish & more speclalized knowledge for particular Jobs.
In following s particular sequance, the ptmm’s'm&u
~ the ususl required 'ammeh Aftey he awieﬁu_ m recuired
courses, he begina bis major subjeet and work on the sequance
of hls sholue. During tm;wwm of his aequense, he no%
| only takes the gourses required for that paﬁzwlw am;.
but be alao takes other related sourses for Qucuvwg

~ Roaaons for the radio and television departments

threughout the country net baving the sequence system ww
found to be a¢ followas

1) redic and televieion departazents are much younger
than wost other &amrtmwkh ' :

2) many sohools 4o not recognize redio snd ’ke:.mmen ‘
as. one depariment but o 28 & yert of other 4o
mﬂmmma such &8 specch and mass wmmatwnﬁ
alreds

3) the bresdessting industry 1s not as old as the

other forms of eommunioation and has Just be
$¢ realise the need for apmz.ﬂ.uzna perasonnel.

Ag was noted in Chapter III in the disouseion of time
sslesmen and eollege educations, most of the 46 persent with
college degrees either followed the route of the Arts and
Seiences er the route of the Bualness Administration. as
the survey indiocsted, those who hod Taken the Arte and
Belences route «m Bot have any experience in the Business
courses. Those who hed teken the Business Adminlatretion |
pourses 414 not have any emrwmu m she Ma and Selencea

pourses, The few m‘k had taken both of ths &ifferent types



of courses combined were sald to be much betier off, slnee

the sales managere stresesd the nsed for time seleemen with
both & knovledge of production and a knowledge of the prin-
oiples of mlwmnm;u )

One possible way to combine tha mﬁn@%m tmm&ng
with the buesiness trelning would be for redis snd teleovision
departuents to devise s gpecial type of sequence sourse for
those interested in time selling snd the business end. There
would be gevoral &mﬁbﬁm in trying to establich suoh & sot~
up et firet; bu :L;f a few schools would initiate the plen,
goon others would preslise the advantege mﬁ waum sinilay
plans,

¥hat type of course would & student in this hnw«v
thetlosl sequense have to tackle in exder to obfain & msjor
in *brosdeasting a&nmii&n@* As was menticned earlilier in
this ehapler, 1% would .mm'.w bs & wufaa that would ine
oluds a gombination of Libersl Arts with Business, The six
major departaents that tmni'ﬂias&lr would be inoluded would
gonsist of $he Radlo and Television, Journsliem, Dramas, Ade
vertieing, Marketing, and Sslesmanehip mpammntﬁ - PTO
viding the schools hed thenm, | . .

What epeolfic wuraw from the six departzments would
the studant hsve to tske in emeﬁ' $o gomplete & Wajor in
this particular aﬁt@mmﬁ In the Radio-Televizion Departe
ment, he would be rmxzim to take Station Operstions,
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Radio-TV Advertising, Radlo-TV Commercials, Radlo-IV Managee
ment and Radlo-IV Froductlon. Courses ln the Advertlsing
Department would 1§nluae Frinciples of Advertising, Copy~-
writing end Layout. In the Journalism Department, the
 student would have to study News Writing and Newspaper Adw
vertié&ng. The Drama Department would offer 8e% Design snd
Lighting, end the Marketing and Salesmanshlp Departmente
vould provide Harketing Prinolples and Sslesnsnshlp Principles
respectively. This would maks & totel of 42 semester hours,
which would be 12 hours above the norasl major in mest de-
partments, However, the extrs hours would prove invalusble
%o the student in his problems afferwards, It would soqualnt
him with production along with an improved know-how of ade
vérﬁiaing and the huasiness end of the medls.

XX. A PROPOSED IRTERNSHIP

Ingtallstion of en internship by the Zeras brosde
easteras. It would be a practical idea to establish some
type of radio-tslevision internchip for thoes young collegs
gradustes Just entering inte tha radlo and television induse
try and who ere in need of sxperience,

The Texms Dally Newapaper Assooclstlon eponsors a type
of internship for Journslism msjors thwoughout the state,
&nd the program has been working very nicely for the past
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goveral ysars, At the end of the studentls Junior year, he
ie given the opportunity to work during the summer on &
Texas deily newspeper. The asslgnuents to the various
pepers are handled through the T.D.N.i, During the 12
weeks, the T.D.N.A, psys the student's salary. Net every
student majoring in Journsliem s allowed to hold an intern-
ship, however, since the Assocoiation limits the number of
internships to about 25 or 30. The sxperisnce the stulent
gete 1s inveluable, becaunse he 1s allovwed to do everything
thers i8 for & oity-side reporter as well as handling
assigned beata. .

Those students lnterestsd in followling time selling
careers or ths husiness end of broasdcssting would be able
to work olosely with the productlon departments during the
internship end scquire a certaln smount of sppreciation foy
preduction, |

“What speoific Jjob would the redlo-television intern
<o during his 12 wesks stay? That would probaebly depend
upon the individual ststicn. The studsnt would be able to
vbtain & much greater ccnoept of a profeassionsl stationts
~operations if he were sllowed o work on the production
erew or in the art and film deparimsnts.

The internshly might work in durling the first yesr
tralning period for those time galesmen who have slready
gradusted from college with mejors in only Business eourses.
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For exemple, this group might be required to work so many
hours on the statlion in the production depsrtment each week.
Then when ithey would go oud to mske their ocalls, they defin-
itely waula have s better understanding of thair own stetions
end limitations of facilitles, They would be able to put
gerces thelr program end commercisl 1dess in a much more
intelllgent fashion. The internship for this particular
group would not be sponsored by the broadcasting industry
es the undergraduate internship theoretically would be,

This propoged internship program 18 offzred as the
geaond pogeidble solution for the probvlem. The main obleotive
of both of the gclutions offered in this chapler wss to
afford the radic and/or televislon time salesman with a

more genersl oconsept of production,



CHAPTER ¥V
SUMMARY ARD CONCLUSION

In Ghéptar I 1% was pointed out that some of the
nationally known suthorities on radlo and television were
in egreement that in order to be en effective time salesmsn
it ls necessary at least to be acquainted with productlon ae
well as to have a2 certain amount of salesmanship ablility,

Chapter II brought out three major remsons for a
‘%ime selesman to know production. They were: 1) to sid in
servicing acoounts, 2) to help the prospect visuallize the
program or comsercial up for sals, and B)Vﬁa help the salese
men reelize hls own station's limitations.

Chapter 111 proved the hypqthsaia that time saleamen
in the Texen zrea are in nesd of more knowledge of produc-
tion., Forty~four percent of the time selesmen in the area
414 not poesess & knowledge of production.

It was also dlscovered that only 46 percent of the
tims salesmen in the Texas srea possess degress. It was )
“discovered that those time salesmen with production knowledge
mede up 82 percent of the group that had college degrees,.
This tende to show that these with college sduocations were
more apt to underatand production.

Also in this chapter 4t was noted that the idesl tinme
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galesnzn for most esles managers would have %to be sacueinted

with production end have a certain amount of salea sbility, :

Chapter IV offered two possible solutions for the
problem. The firet sclution was to establish a speclalized
sequence in Badlo m Talevision Departments in the eplleges
in the state, The second proposel wes to establish a type
of internship, vhioh would be gponsored by the Texas Assoclaw
tion of Ercadcasters. This would work in s sanner a‘im&.lé«r
to the internehly alrealy in preoiice smxzmma by the Texas
Dadly Nowspsper Aescoiation for Journslism majors in the
atate, ‘ |

In eonolusion, 4% should e emphaslzed fhat this |
problem can Do mlwa only by the state ‘bm&aaamng indus-
- try i%sell., Unlesa the Indusiry tskes upon 1tself to en~
eourage the prospeative young tims sulesmen te get an sppro=
eletlon of preduction prior to thelr entering full-tine
employment, many of the stations will have this problen on
thelr hands st & $ime when there is ne opportunity for
training.






A. BOOKS
Brets, Budy, Technigues of Television Production. New Yorkt
ée@rawwﬁ Book Company, dnc,, 1951,

Gampbell, Willliam Giles, Form and Style gpls Writing,
EGS%Q&% Houghton ﬁiff&in Gompany, ig .

Chester, Giraud and Garnet R, Garrison, Radlo and Televiglion.
Kew Yorkt Appleton~Gentury-Crofte, 1550,

Cowgill, Rome, Walter K, Kingston and Ralph Levy, Broasd«
pagtin 9‘¢ on and Radie. New York: Prentice-Hall,
Ny . :

Evens, Jacobh A., §mll;n§_ggg romoting Redio and Television,
ﬁew Yorks 'Fr nter's Ink Fublishing Compeny, lne,, 1954,

Friend, Joseph H, end David B. Guralmik, Webster's ﬂ%g ¥World

Dictionary. OCleveland and New York: World Publiehing
Compeny, 1953.

Glenn, Normen and Jrving SBettel, Television édzgrg;s;n§ %ng
%goﬁgsggog Handbook, New York: Themes Y. Crowell Fubw
lishing Cowmpeny, 1953.

Earriﬁgtan,'ﬁnth Lee, Your gnggrtuggtigs in Television., New
York: Medill MeBride Company, .

Ksufman, William XI., Your ggregg‘zg,xegav;g;ﬁn. Hew York:s

Herlin Fress, ina., 1

Kleppgsri Otto, gﬁvegtgg;ﬁg Progedure, MNew Yorkt Prentice-
¥ FV e

2ll, Ins,

Laemnar, J. W, and E. F, Seehafer, Sucgessful Radio and
%gigvgs;g% Advertisinz. New Yorki HoGraw~ulll Book
ompany, in%., 1951. ‘ _

Midgley, HNed, zgg,ﬁgzergiﬁ;g§ 1d Businegg Bide of Hadlo.
New ¥gr§: Frentice-Hal ,ggga.* 1948, ‘

Paek, Rlehard and Jo Ranson, Qvportunities In Aadio. New
Yorky Vocationsl Guidance Manusle, 1951,

Pack, Richard and Jo Ranson, ggggrgunit1g§ dn Television.
New Yorkt Voeational Guidance Kanuals, 1951.

Reineoh, J. Leonsard, Radlo %%gtiog, nagement, HNew Yorki
Harper and Braéhara Publishers, i§§§¢“



¥Yolfe, Chrrles Full, Pofern 3 :Q tévertiedng, Hew Yorkt
Funk and w@nﬁ.ﬁm

Ps TERICDICALSE

¥Report on Locsl Teleyision Advertising,®
Volums XI, No, 3 (March, 1954), pe 03¢

*There's No Radlo Station ﬁaaﬂanh& That Sales Can't Cure,®
Zronsor, January 9, 1956, p. 33,

*ﬁaw wa gg e Suscess and fuffer," fponsor, Jenusry 23, 1956,
L

“Admen Pose Top Radio-TV Questions for 1955,% Sponsor
January 24, 195% o Bley 953s !

s ¥

¥Radio and Depertment Stores,® Sponsor, April &, 1955, p. 36.

O, KEWBPAPERS
Zelevision Dsily, December 30, 1955,
‘ n Digest, Juns 5, 1954,




APFENDIX



4162 Tuam St.
Houston, Texas

‘Dear Sir:

Enclosed you will find some questionnaires that I have
constructed with the help of my faculty advisor, John
‘Paul Goodwin of the Goodwin~Dannenbaum Advertising
Agency, to be filled out by the commercial managers
and the radio and/or television time salesmen for a
selected number of radio and television statipns.

The answers on these questionnaires will make up a
major part of my Master’s Thesis for the University
of Houston’s Radio and Television Department.

The main purpose of the thesis is to throw some light
upon the importance of the sales departments of the
radio and television industry.

If you will fill out the form for the sales or commercial
manager and see that the time salesmen fill out the
forms designated for them, I shall be most grateful.
After they finish filling them out, I would appreciate
your sending them back along with your own questionnaire.

Enclosed you will find a self~addressed envelope to use
in getting them back to me. Since the thesis has to be
turned in by April 15, 1956, I would be most grateful if

you would send the forms back by March 12, 1956 at the
latest. = The statistics that I will gather from these question-~
naires make up a major part of the thesis, and I will

be at almost a complete “standstill® until I get the
results of these forms.

Thanking you in advance for your cooperation and
consideration, I am

Sincerely yours,

Hooe K. Buke, §-

Horace A. Baker, vJ'r.



STATIONS IR SURVEY

KRBG, 4510 Bouth l4th Street, Aﬁilmna, Texas,

KRBO~TV, 4510 South l4th Street, Abilene, Texaas,

' KFDA, Box 1400, Amarille, Texas.

KFDA~TY, Box 1400, Amarille, Texas.

EQRC, Box 751, Amarilloe, Texas,

KONC-TV, 1800-200 North Polk Strea%, Amarillo, Texas,
ELYN, 1014 West 7th Street, Amarillo, Texas.

KNOV, 520 Caplitcl Natlonal Bank Bullding, Austin, Texas.

© KTBC-2V, Box 717, Austin, Texas,

KBMI-TV, Box 1192, Beaumont, Texas.

KFD&,‘Eex 2950, Beaumont, Texas.
KFDN-TV, 1420 Calder Stroet, Boaumont, Texas,
KBET, 702 Joangon Strse%, Big Spring, Texas.

KBOR, Box 872, Brownsville, Taxaﬁ.

KEY3, Center Theatre Bullding, Corpus Chrleti, Texas.
KRIS, Boxz 8B40, Corpus Chrissi, Texas,

ESIX, Show Room Building, Corpus ﬁhristi, Loxas.
KVDO-TV, 409 South Btaples, Corpus Christi, Texas,
KRLD, Herald Bquare, Dallas, Texaa.

KRLD-TV, Herald Square, ballaa, Toxas,

WFAA, 1122 Jaockson Btreet, Dallas, Texac.

WFAA=TV, Young end Houston Streets, Dalless, Texas,
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R0, 2419 Hovth Piedres Bireet, Bl Feso, Texas,
XROD, 2201 Wyoming Stveet, E1 Faso, Texas,
O LRCDWTV, 2201 ¥yoming 2%rest, LK) Pseo, Texas.
XTS1-5V, 801 North Cregon Street, El Paso, Toxas.
WBAP, 9900 Burnett Strast, Fort Worth, Texas.
¥DAP-TV, 3900 Barnett Stveet, Port Worth, Texas,
EOUL-TY, Box 11, Oulvecton, Texas.
RGBT, Box 711, gﬁ.l’liﬁﬁ@ﬂg Texas.
KCBT-TV, Box 711, Harlingen, Texes,
KrRC, Box 1234, Bouston, Texas.
KIRQ-TV, 3014 South Post Oak Road, Houston, Texass
EKIRH, Bloe Hotel, Eouston, Texus.
ETRE~TV, Box 12, Houston, Texas,
EXYZ, Gulf Bullding, Houeton, Texae.

. KFR0, Box 792, longview, Texas.

EIVE-LIV, Box 2029, Longview, Texas,

KCBD, Box 1507, Lubbock, Texas,

ECBD-TV, Box 1507, Lubboek, Texaes.

KDUB-TY, 7400 College Avenue, Lubboock, Texas.
XFY0, $1% Avenue J, Lubbeok, Texas.

KSEL, Box 152%, Lubbook, Texaus.

KRBA, 1.0 South 1ot Street, Lufkin, Texass,
ETRE~TV, Lufkin, Texss, o

ERIO, 1201 Ves$ Lancaster Avenue, HoAllen, Texas,
KCR3, Bex 1072, Nidlend, Tezas,



XMID-TV, Box 2758, Eidlsnd, Texes.

KCEP, anmh;_ﬁ?mw; Rscogdoohes, Texas,

ROSA, 115 West 6th Street, Odesss, Texas,

KTLT, Highvay 124, Poris, Texas. :

ROXL, 'm. :;ngems Hotel, San Anmla,' Texns,
mmw, Box 1271, fen Wlﬂ; Texas,

FLus, ¥ilsa ﬁniming, Zan Antonlo, mmm
mzww,rmm Tower, Sen Antonio, Texes.

KT8A; Avenus B and ord Etwam;ﬁ@n&n‘smm, Texas,
¥OAL, 1071 Haverro Street, San intonio, Texes.

| WOAI-TY, 1031 Naverro Street, Sen Antonlo, Texas,
mﬁﬁ«'ﬂ‘, ; ‘Sv;rx 188, Yam;mg. Taxas,

mg', 518 Pine, “’MWM% Texns.

,Kﬁmw, &mrﬁzu Rosd, Texarkana, Texas.

K?BB, Elackstone Hotel, ?m.ar, Texas.

mw*mv, 115 Bouth e:amege, Tyler, Texas.

WAGD, 263& mmm Amms. ¥as0, Taxes,

| KROY, 211 %ﬁtnmﬁaaﬁri Avenue, ¥Weglaco, Texas.
KRGV-TY, 311 Scuth ma‘#mrx’anma, ‘Saamm; Toxas.
mm, City Natlenal Bank mm&mg, Viohita Falls, Texas.
xm«w, Beymoup Mad, m,amm Falls, Texas.

m, Box h2o, ¥ichite Palle, 'taxam

xmﬁm Box 420, Wiohita Falls, Texas.



