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Four S-minnte daily news sessions reach nine

out of ten listeners for Sitandard il of M. JJ

even out of eight homes in the
18-state Esso marketing area hear

the Esso Reporter  during  any
eight-week period. Five million homes
hear the Esso sales story daily. (In the
territary inn which Esso products  are
marketed that's equal to combined cir-
cillation of the Post, Life, Collier's. and
American  Magazine and  thes
published daily.)
And since audiences are only part of

aren't

2y advertising story it's important to
underline the fact that Essa’s the
fasoline in sales in its territory.

first
There
5t 8 single network show that equals
the pull of the Eiso Feforler on the 40
stations which broadcast this news spot
four times a day. Like Bulova, the
Standard 0l Company of New [ersey
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o the air four times  diily, 10 us

has proven the efficacy of national spot

broadoasting—in aalbes,

There are no star names  used on the

program. The news is simply Esso's and

:.'ll_' Feen Haes

the announcer 15 simply

porter, .-".|I:|'::|:|_';;|| the fHeen K oK 15

A minutes (four fimes v

aniual expenditure §s less than a vear

roanad I'||'['-.'..::|~' ahicsy  with LOA] 1TSS

like Benny Goodman: and Vicr

fSocome-Yacuum H, V. Ealtenbom

[lexacn !, and

[Pure (hl), Eddic Bracken

Lowell Thomas (Sun Ol

At one Bme these Esso Keporder hive-

minute  airings were exclusively Esso's.

Trocdaw they're exactly the same as the

five-miinute shows which are packaged for

14T 12

all the 700 stations served by the United
|15|_'~“ !.|-|||- |'-|||,_'-.|. Howewer 1w flal] il
bureaus of UP and each Esso local statin
adds pegtonal and local items to 1

national news packagze put on the w

By LY lr's the consistency

y ' z
the L5 eporie (R ]

Haweever the news a5 aion

L T

woluldn't have el [y 1
mercial bandling backed by the pram
Hon and adwvertizsing which each of €
12 Esso divisions amd Lh al§]s
ave Tocused Lo il shosy, Ras 1
FIVETL 8 aredl deal ol th oredir, I.'-

Esso

“iaine o Lowisian

[ stares in- which products ar

marketed run from
with a ditferent
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state, MNo over-all copy approach can
hope to cover all the 18 states, for while
winter Jubrication 15 a seasonal need m
Maine that appeal just won't go in the
south.  In some areas the service sta-
tions really turn out t tie into the broad-
cosring campaign.  In others fewer than
ome out of 10 dealers do anvthing about
Esso air advertising. And what goes for
the dealers poes also for the Esso divisions,
with some divisional beads piving most
Esso air campaigns the quick brush.
Typical of the campaigns which Esso air
has pushed was the “Clean Restroom™
campatgn, an ideal point-of-sale promo-
tion, Esso offered a free local mention
to the service stations which cooperated
with the air campaign.  The promotion
considerable publicity,
dealers were circularized, and there was
plenty of sales hoop-la.

g0 newspapet

Did the free air

miention and the rah mh ger action? Nol
Unly a few responded.  The few, how
ever, collected plenty. Ome dealer

(Jehn Clarke of Porwsville, Pa) who
liked the idea received air mention
landed newspaper space about his rest-
room—and his gallonage jumped 75 per
cent the day following the broadcast on
which his name was mentioned.

By and large the broadcast has to
carry the burden alone. No matter how

Esso doesn’l expect its dealars te kelieve
without prnn! that air ad\'lrh:rng ““5 gas and
gil. They give the facts on! public acceptance

T Luckily for ws,. who have
i s to mont the public, the
PIOOTER O Mg ESS0 Reperisr can changs
OETARE Ve ta i ihe public mind toa
r—g*d ._Iarklrd degran. Looken:

“\'."l L rhuru:‘l Lie mind randl.ng

1.-and:|. I'Ii 1':"..5-..5?%".1! as A Er&dunlr
of Hundred Octane
Aagusat JAMUARY
1943 1%d4
Company Pag ceni Cospany Fer cent
ESS0 4.3 ESS0 4%
SOCONT 13 EQCONY 11
GULF o GILF 10
SUK B UM ]
SHELL 5 EHELL 5
OTHER 2 OTHER 2
DON'T KNOW 22 DOR'T KROW 15
TOTAL 1ok g TUTAL 164 %
(1,300 man,. in 15 oities in ESSO territory)
HIGH OCTANE . Carefully Aslfined
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the divisional salesmen stress the fine
selling job the four-daily newscasts are
doing, most dealers just aren't able to
check what actually brings in the busi-
ness and quite possibly feel that its their

personal  followings, locations, and or
Just the need for gasoline that sells for
them.

Even point-of-sale give-aways, which
should certainly be proof of impact, fail
to convince the general run of dealers.
When the Standard Oil of New Jersey
house organ Esse Oflways featured a
story on Tennessee, the local division
decided to reprint the folder (see page
6 and offer it free for the asking. Five
thousand folders were distributed 1o
stations in the Knoxville area on the
basis of their pas sales. Then a single
100-word announcement was used on a
single broadcast over the Esso Reporter
on WNOX in Knoxville.  Although the
dealers had to be “sold™ an the idea and
many failed to cooperate, within a week
after the broadcast all 5,000 folders had
been called for at the point-of-sale; there
wete alsa 65 mail requests from outside
the Knoxville area. How many sta-
tions ran out of copies before the demand
dropped off nobody knows, but what is
certain is that one announcement over
one station in one Esso Reporter broad-
cast made more than 5000 car owners
drive into Esso service stations and ask
for a free booklet, This was a local
mive-away, handled on a local station
with a minimum of foss:

There have been coamtless inciffents of
how that “local touch’™ produces results.
In one case the North Carolina Esso
division sent out its salesmen and sold

dts dealers a give-away, a fishing and

hunting guide (see page 160 which was
plainly marked "$.25." Some dealers
told the salesmen “to hell with it,” but
more than half of them bought a supply.
Then once a day the Esso Reporter did
a 100word job on the guide. The
dealers who had told the salesmen to hell
with it were the first to vell for copies
and the division switchboard was tied up
in knots by them and other dealers who
wanted more copiés. every time an ans
nouncement went on the air. R, H.
Crum, radio advertizing head of 5. O, of
M. ].. makes a special point about the
distribution of the MNorth Carolinag book-
lets. He states: "The program dis
tributed these books to motorists for a
fraction of what it would have cost to
mail them. The Esso Fishing and Huni-
img Guide brought thousands of cars into
Esso stations instead of Gulf, Shell, or
Texaco stations,” One of the reasons for
the Esso Reporter commercial impact,

according to ad-man Crum also, is thy
“the average listener to  these
sessions stays tuned w 91-2 10 par
of each broadcast, including the -'j
miercial.”” i

Listening to the Esso Reporter hasy
gone down since the end of the w
because, as Phillip Newsom, head |
United Press radio news section, stres
the five-minute shows include nation
international, and regional or local ne
and il three types of stories were p
of the package all through the war.

The report includes from 16 to
headline  items. It formula
changed from the day it started, E
Reporter was the first big-time sponsof
news show. It opened the door to cole
mercial sponsorship of news at a
when newspapers were still anti
Casts:

The idea was sold to the Esso ad
tising agency, Marschalk and Pr
back in July 1935. Clifford Glick, th
a salesman for the National Broadcasti
Company, one day ran inte Fritz Sow
(see Mr. Spemsor, page B8), then
director of the agency, and HH!‘I?
Marschalk, head of the agency, at Bro
way and 43d Street. Glick told Sny
and Marschalk thar UP had decided?
change its policy and was ready to led
its news service to NBC and may
Standard il would be interested. 1
proposition was put up to Dr. R
Haslam, now a director of the oil ool
pany but then the sales manager, &
he bought the UP news on WJZ (whe
it still is) and WEAF as well as an NB
chain. The company dmopped G
Lombardo for this newcast. After §
first 26 weeks the operation began | #'
shift o a spot campaign, covering &
territory to which Esso was mm;_-uﬂ
the anti-trust decision which had b
up the Standard (il empire.

The agency endeavors to Iﬂank;t
Esso sales territory. lnﬂtpﬂ-ﬂﬂ
its decisions on NBC “regular li
figures” but now uses Hooper, Nielse
and more recently the Broadcast Mes
surement Bureau Index. Also in the past
it insisted on coverage based upon a m :'3
mum of 30 per cent of the sets in my
county.  It's understood that el
January 1946 a 25 per cent liste
figure has been the minimum base. 1'
25 per cent fgure of course is for ll
outlving counties where Esso s
stations and broadcast station coven
are fringe.

But no rescarch figures alone dete
the final station selection. Curt F
win, now radio director of
and Pratt, and R. H. Crum nfth.t'
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Stations do not spare promotion when they have the ESS0) Reporter to sell, They use dash cards, blotters, car cards, news papers, and billboards

company, visit each station at least once
a wear, The talk usually produces in-
larmation that's never found on a rating
report or a rate card. It also produces a
closer liaizon between the local Esso di-
vision, the dealers, and the stations.
This liaison results in 24-sheet hillboards,
car cards, newspaper advertising on the
program, and all forms of station pro-
mation. The program, being a clean-cut
newscast with a Iocal and regional slant,
5 public service and many stations pro-
mwte it as though it were their own sus-
taining program (see above).

Esza Reprrter is the toughest kind of a
pProgram, commercially, to be handled
by an agency. It reqjuires & commercials
per day. It requires copy geared to the
regien in which it is broadcast. Since
the advertising expense is allocated 1o
the division in which each station broad-
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castg, it means keeping each division sat-
shed —not just the home office. These
divisions are consistently coming up with
ideas (they are urged to do this by Crum
and his superior, K. M. Gray, advertising
inanader). Inone division dealers wanted
Butel (svnthetic) tubes plugged. sinoe
they only had to be pumped up every
six. months, angd that division was given

special air copy for Butel Ynother
divisionn found that  Echvl Cleaner,
a procduct of the Ethyl  Special-

ties Corporation, subsidiary of Standard
CHl of Mew Jersey, had been sold o a
great many dealers but was not moving
off their shelves, Thev asked for Esso
Reporter help and North Caroling was
exposed once a day for two weeks to a
100-word hard-hitting commercial. Ethyl
Cleaner began to move off the shelves,
A special bow, m a sales mecting, was

WWNC
||'|u|:':_'h-ur1d|:<i:|g’ .,1|_'F'|:||'[|I'||_'||[ =ald: & number

made o in Asheville whiose
of retail stores on tving in with the pro-
Lo,

Of course the individual problems of
the 2200 Ezan stations can't ke handied
directly, but the |3 divisions manage to
make sure that their general aches are
taken care of.

When it comes Fair time in the country,
most stations operate their news bureaus
from a booth ac their County Fairs .
and the Esso Reporter is found 1o be a real
Four: tinws LT

in

. i:
a day

drawing card.
crowd mobs the booth o =ee news
ACEION,

How stations feel about their Esso Re-
perrter 15 evidenced by the many: anniver
sary celebrations (see WHIP, Harrisburg,
folder, page 16) and special broadsides
published, . The most recent

broadside
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was that of WPTF, Raleigh, N. C,
which stressed the fact that it thought
Standard Oil backed up its program with
g?md selling more than anv  other
lspOrksar,
ﬂuﬂjg the war the Keporler "sold™
500000 war maps which were given
away free at Esso service stations, Came
V] day and there was a considerable
pumber of maps still available. Crum
nd the agency put their heads together,
. np with an honest plug tor the
mr map, and then had to pull the
pmmercials off in a hurry.  Although
Crum thought that nothing was as dead
5 4 war map in peacetime, he had
figured without the pull of his program.
One of the ohjectives of the Esso
marketing plans iz to keep the program
n the public interest. There's real time
voed to Red Cross, March of Dimes,
" cand all other drives. The public
grvice doesn't stop there.  In the Dela-
pare-Maryland-D.C. division two Esso
stations  handled tickers for the
avy home football games and asked for
lift. The Mavy-Notre Dame game in
Baltmore was a sell-out so it was not to
e mentioned, but the Iocal Esso re-
porters banged away a couple of times a
" ﬂ'l the smaller home games. More
ance the division had to stop the
‘because of an unexpected sell-out.
|e hadn't happened before.
; mﬂr abjectives of the program, aside
rom the public service, are to:

Help dealérs  bulll  thelr service  business:
Bt thie pace for the perenleum indusory;
peep the Essn h;a-ud mime the leader (it iz now);

i ETH]
| I'I'ml:?l}lhlll;r and Serviee™;
TR AR piblie undersianding of peirolowm,

| Esso feels it's done that and more.

Twelve of its stations have been
g the show 10 vears or more.
| «eight have been with Essa for
more than five years. The agency and
fpomsor fecling i thar sticking with
]

station gives the dealers a confidence that
woitldn't be present i the show shifted
froam station to station.  Besides, most
of the stations are doing a fop-drawer
job of promoting the program.  Con-
sistency of station also inspires dealers to
doozome promotion. Hecently o dealer
suggested to the Esso division hend in
the area in which he was located that
it'd be a good idea iF they supplied
dealers with a tag on which was printed
the wave length of the station and the
four time periods in which the program
was aired. Ezsso did jost that, and since
it was a dealer suggestion many of the
dealers cooperated by having ther men
wear them. The idea is that cuscomers
will ask what the numbers are all about
and the mwn will tell them abour the
Esso Reporter. [t works.

The Essoo newcast Tormula s being
extended to the Esso Televizion Ripovier.
The news 15 all an film and thus can be
sent oo any station in the Esso area,
when such stations. are perking. At
present NBC is filming the program
working with John Allen of the agency
Commercials are more detailed than the
broadcast copy for theyv are tryving 1o
show the laboratory tests they can only
talk about brieflv in radio copy.  Service
can be demonstrated and trade name
impact vistally i said to be much higher
than straight wordage.  Paul  Alley
INBC film head) has landed a number
of picture scoops for Esso and  their
sirveys have proved that for them, at
least, TV 15 selling. Towards the end ol
1946 they made a survey o gomparg
with one they had made in May [945. In
May they found thar 30 per cent of the
viewers (60007 used Esso Extra. (Crum’s
comment oh this iz that it's a very high
usage figure.)  In the second research
job the figures stood ar 40 per cent
This docsn't mean that a grear deal of

Localized commercials with give-aways bring
car awners right inta the gas stations o get the
free booklets—and they buy gascline too

gas was sold but 1t does mean that Esso
is developing a sight-and-sound  selling
version: o its Esso Reporler: to await
TV day. The visual program is now on
WHKNBT (NBC, MNew York) dand WPTZ

Philco, Philadelphia).

Competition 15 heavy in the [8-srate
area in owhich Esso products are sald and
standard Oil of Mew Jersey gives broad-
casting A ereat deal of the credie Tor
keeping it first, [t's out to reach every
ane i1 its selling territory and fesls thar
it does; to all intents and purposes. [t
spill would like mare dealer cooperation
At a merchandising  managers” mesting
m lanuary ca- tvpical Esso Resporter
talked to the men thiz way:

S0 Beep relling peogpds, o e yoor nearby
Esan sgntion” . , . and who gives me 4 hnodd
Shiady! Whoe ever plugs vour  Fas Rejofter
o Fssio customors? Sobady!  Who ever says
Slhis product was fearured by your Esse Re
parter®  Nobody?! ger so dammned discomraged !
What have I @or o ot 2 F sisme R ELLOn
Anyhely®d think | was advertising o competitive
gasalime,  Look guys, 'm YOHIR  Hesoa  He-

poreer,.  Thar's HKsen, E-S-5-01 1"y plagdging
[oF yoil . . "7

Esso s welling —but their dealer selling
job is never dane. [t been one thing
to 2l the product and still - another o
H]1.‘lk4.' I:|1.1' .i".'l.'l':lgq_' |-|_'[:1i]|_':' ir||_| ] |_'.||'||_1|_'r.l[i1|r'|

[here iz another factor—one that's a
constant problem  for advertising  man
agers of all great corporations Using spok
broadcasting. The Esso Reporter 15 not
program (o which steckholders: and or-
gamzation executives can point and sy
'Our  company sponsars  that  sncit
brogdcast.™

Like most other spot programs, Esso
Reparter is a sales tool.  Standard Oil's
president can't take the visiting Bremman
to see an Ezso reporter ar wark fo
there’s lictle drama and plenty of zlamao
less sweat to the job, While that man
mot at first glance seem important, pro
gramsz are congtantly being bought be-
canse of the business social standing thar
they give a sponsor.  And many shows
have been cancelled because of the lack
of this social standing. The now famous
story of Heinz's cancellation of the net
work version of Joe Palooka because s
FL felt that it wasn't At to come to he
I_i:h't\'-"i-llj}; i ||:-|'||.-' |‘1.|:~ |:'||.'|;I'| :1'|'l|.':||!|.'|.‘| i
and time again.  (Mten it sn't Just per
sonal feeling but business prestige that
prampts a sponsor to buy big names and
Coast-Po-coast when a regional or natona
spot campaign would do. a better job

Eseo and Marschalk and Pratt have
been able to withstand pressure (of course
they deny there has been any).  They
have been able to prove that the Esso
Reporier 1= tailored to their exacting nec dis
for a flexible direct selling multple im-
pact daly advertising campaign. Stand-
ard spansors Esso Reporter on #) stations
because it sells
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