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Dont Kill The Radio Goose

Broadcasting is laying golden eggs right
now. It may continue to do so if we

avoid the pitfalls of the past.

By Jarvis Wren

ROADCASTING is still something
new, fascinating, mysterious.
Throughout the country weird

tales are told about successes attained
through radio advertising. - When you
say “radio” to a dealer you arouse his at-
tention, gain his interest.  More often
than not you engage his enthusiasm and
his co-operation. Well ?

Don't kill the goose that is-laying these
golden eggs. -

Advertisers beat up the goose pretty
thoroughly, some time ago. They went
‘to the dealer with glowing stories about

what they were going to do. They told
him thrilling tales about nation-wide .
coverage. They convinced him that

they were swell fellows to give him such
advertising support. They loaded him to
ithe gunwales with their goods.

And, then what did advertisers do?
They ran, perhaps, a single imposing
-double-spread or a few half-column adver-
tisements. Even, it has been known, ad-
vertisers have shown a dealer long lists of
media plus heavy schedules of insertions.
And, afterward, cut the lists of either
‘media or insertions, without explanation
to the dealer.

Then, the dealer didn’t get the results
advertisers had led him to expect. And,
50, he lost confidence in anything they

told him. He turned a cynical ear to-
ward advertising stories. Do you blame
him ?

Let's not do that with radio.

I know of one instance now in which
a prominent corporation in the lace
trimmed lingerie field . . . that's exactly
the field they aren’t in . . . is trying to
pep up its dealers about a series of nine
15-minute broadcasts, recorded, and re-
leased through a small list of stations.

Perhaps this corporation will succeed
in pepping up its dealers. Probably it
will, because it keeps a staff of experts
on that particular job. I hope it won't.
For, nine chances out of ten, it will end
up by giving radio a black eye. I make
my living out of radio and, to mix meta-
phors, the fewer tombstones there are in
the radio graveyard, the more comfort-
able I feel about it.

Advertisers many times dash into radio
head first . . . and sometimes they are
carried out of it . . . feet first.

Which is, of course, due, usually to
one of two reasons. First, that their pro-
duct wasn't adapted to radio advertising.
‘Or, second, that they felt a few words
spoken into that magic microphone would
cause its buying public to storm their
doors.

It seems that people laboring under the
latter delusion can’t be convinced by any-

thing but experience. Well, then, go
ahead and get the experience. But don’t
come back and say: “Oh, yes, we tested
radio advertising, but we found that it
didn’t work out for us.”

Revenons a nos moutons. The point
that I started to make is: that it is worse
than useless to get dealers excited about a
little two-by-four broadcasting. Worse
than useless . .. because broadcasting isn’t
magic . . . and because two-by-four broad-
casting doesn’t usually accomplish any-
thing. Except that it usually accomplishes
nothing, and, so, destroys your dealers’
confidence in what you tell them . . . and
in radio.

By this I don’t mean that you have to
take an hour a day over a coast-to-coast
network. Many successful radio adver-
tising campaigns involve only a quarter
of an hour a week. But you do have to
be patient and consistent.

That is why, probably, that the august
National Broadcasting Company (Ameri-
ca) now refuses to accept orders for less
than twenty-six times. Which is, doubt-
less, not so dumb. Their interest, too, is
concentrated upon keeping the radio
cemetery conspicuously under-populated,

Well, let’s leave consistency, and view
the thing from another angle. Let's say
that you have contracted for twenty-six
broadcasts over one of the networks.
Most contracts are, by the way, non-can-
cellable . . . and how!

Having done this, you work yourself
into a great state of excitement, you bring
the salesmen in, charge their batteries, let
them loose on the trade. The trade re-
sponds. What then ?

Before I try to answer that ‘““What
then 7" question, let me attempt to set
up a simile. Radio is a sales dynamo.
Your dealer organisation is the sales pro-
ducing machinery. Unless you have a
belt connecting the sales dynamo to the
sales producing machinery, nothing very
much happens. That belt is the merchan-
dising of the radio programme.

“All right,” you say, “We're providing
the belt. We're getting the dealers all
pepped up about what we're going to do
in radio.”

Swell ! But what about next January ?
Are the dealers going to be just as pepped
up then as they are now ?

There's a very crucial danger point in
every radio campaign. And that is some-
where between the ninth and sixteenth
broadcasts. By that time radio is no long-
er the new baby whom the whole business
family, dealers and all, delight to fondle
and talk about. It has become an old
story.
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That’s when you have to take your
dealer organisation, lift a nice sharp spear,
prod . and prod hard. It's not that
your dealers will forget that you're on the
air. They won't. They'll do something
almost worse than that. They'll take it
as a matter of course and let up on their
co-operation with the campaign.

Some radio advertisers, with this in
mind, sharpen up the tone of their letters
to dealers. They become more impera-
tive than persuasive. They imply the
possibility that, unless dealers co-operate,
this advertising support will be with-
drawn, o

Others re-arouse their salesmen and,
through them, get the same effect on
dealers.  Still others send broadsides to
the retailers offering new display material
on the radio programme and other tie-ins.
Combinations of these methods also have
been adopted.

It must be remembered, however, in
this merchandising business, there are two
quite sharply defined classes of products.

(2) Products generally sold, in- which
display material, etc., acts only as a re-
minder at the point of sale.

(b) Products sold in restricted groups
of stores. Here the display identifies the
store as a place where the advertised
goods can be bought.

To an advertiser in class (a) merchan-
dising is important, very important. But,
after all, if a radio listener is convinced
of the value of a certain tooth paste, he
knows that he can purchase it at any
drug store.

But to an advertiser in class (b) mer-
chandising is vital. A shoe store for in-
stance, often restricts itself to certain
brands. So if the retailer does not identi-
fy himself sharply with the radio-adver-
tised brand, the interested prospect is
liable to pass his store, go into another

. and be talked into buying another
make. * * *

And what does all this come to ? Why,
we're back where we started. Don't kill
the goose that lays the golden eggs.
Don't go into radio, promise your deal-
ers the earth and the fullness thereof,
then give them a cold boiled potato.
And, on your end, if you've provided a
sensible, consistent radio campaign, don't
give your dealers a chance to fall down
on you by letting up on your efforts to
merchandise the campaign.

2UE DIGGERS’ SESSION

An "0Old Comrades” session for dig-
gers is a new 2UE feature every Monday
night at 9.45 p.m. Captain Bairnsfather
will be in charge of the session in co-
operation with Captain Stevens, and on
the 29th Harry Preston will take part.
Trench tales will be included in the ses-
sion and also re-union notices of the

RS & S.ILLA.

Give ’Em Variety

Arch McPhee told us the other day
that one of the secrets of Eclipse success
is that they are well in the lead with
improvements in both circuits and cabi-
nets. They have a large range of the
latter and can suit almost any taste, and,
what is more, never keep to one design
for long. “Give them variety,” he says,
“and they will be happy.”
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