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RICHFIELD’S OWN “SUCCESS STORY”

“Institutional” show called “‘Success Story’ turns out

to be highly effective in delivering business for

e,

.

Broadcast planning i- supervisedd by Dorr Walsh (1), v.p.. Hixson & Jorgensen

weney, Lo, and Kai Jorgensen. exee,

v.p.. i) in Union Pacific yards for tv remote

West Coast oil company which spends million on air annually

LOS ANGELES
lf an oil company’s advertising can
sell hoth the bulk buyer of gasoline—
a giant airplane manufacturer. for ex-
ample—and the small consumer who
operates a 52 Dodge. it's achieved the
best of all possible worlds.

Such is the case with the Richfield
Oil Corp. in Los Angeles which has
developed its own petroleum heaven.
It reaches its three prime buying tar-
gets with three variations of the air
media. but each variation has a special
targel group.

Richfield reaches blue-chip pros-
pects. the major industrialists on the
West Coast. with a unique live tele-
viston program series. It sells the
consumer with a continuing series of
animated tv announcements. It backs
its 4.500 gasoline stations with a 26.
vear-old radio show.

All this broadcast effort adds up to
about S1 million amnuallv. somewhat
less than 507% of the total ad hudget
and a gain from 307 of the budget
just a year ago. Tv and radio. with
heavy outdoor. lichter newspaper and
still lighter magazines. combine to po-
sition Richfield as No. 1 in terms of
gallonage in many areas. No. 4 or 5
in the greater Los Angeles market.
Its competition is seven major oil com-
panies, most of which are national in
terms of dealership. distribution and
advertising.

Richfield. at one time a relativels
small regional producer. now saturates
six: West  Coaslt California,
Washington. Oregon. ldaho. Nevada
and Arizona. It produces. refines and

slales:
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Plant sites oo Fegtnred in weekly Suecess Stary docmpentary prosdoeed Tive o 1hiee

vities by dilferent loeal vrews. Oune in four

H‘“.\

through these

sonme 3N [u‘l rolewm
Lot

nol one of which is company

i:-rlulll'I-
leased  gasoline
stalions
operaledd. (10 no relation now  to
Richfield of New York although the
two 1‘1\|l1{:;1|1i".~ were onmee H]I}\l'l}.'

The gasoline stations in eflect be-
come another type of “enstomer™ for
Richficld. =o all advertising is inter-
woven to establish a Richfield person-
ality and concept with its three cus-
tomer groups: the bulk buyver. the in-
dividual  consumer. the
sasoline station.

h;nll‘]liﬂ.'ll

Kai Jorgensen. exeeutive v.p. of Hix-
soin & Jorgensen advertising agency in
Los Angeles, savs Richfield’s advertis
ing objective has always heen to estab-
lish a distinct company personality
first and to sell gasoline second. 1 The
same basic agency group has sevvieed
the aceount for 20 years. hut the pres-
ent agzency i= an outgrowth of the
former Hixson-O0'Donnell.

Much of Richfield’s own company
personality has developed through use
of the broadeast media.
unage of

A corporate
reliability  and
quality has evolved from spousorship

wirniness,

during the past 26 yeays, explains Leon
H. Thamer. agency aceount executive.

The agency. Thamer say=. works un-
der this type of directive from Rich-
field: “We want complete identifica-
tion with all our advertizsing, so that
we never co-sponsor a program SeTies,
We try ta establish our own radio and
v ;u'rr-'nnellilir.-& and progranis so that
they—and what they represent—are
ours exclusively. We always soft sell.
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~hivw= i~ 5 moansevinmereial
Weve abwas< hael the sreen hela
the ¢lient in i'\E'v:'"IiII:_' wew adyert

i?""‘-lltll‘llir'\_“

I-m}.'i.\‘n r.l'lli.‘ aned 15 scheddnle it
flect this i'\|'-i.;r';[[n1 . They were iew
in concept and technigque when the
-\tif_";ll;!h‘nl andl they remain new  and
[]'l'.‘\h todas hecaus of continnons
changes in content and copy 1o mateh

the changing times,

The Richfield Reporter, aired on
NBC Radio regional netwaork of 210 <1;
tions. has been on the atr siv hiss a

\\l'(_'L. —)2 \\l‘l'k- i year [Iw!' _:_'l'- V=

This show. believed by the agency 1o

he the oldest continuously sponsorl l
newseast in the country, i= Richfiehls Producl‘ion‘creh:! . .
basic  hroadea~t  buy It reaches Sl A 'I'I".' = I i — |
throughout the entire six-state arva, in :

rural as well as nrban centers I

flings out a wide coverazge nel inte
which. =ooner or later. the aceney |
Heves evenvone 1= dreawn o the 10

10:15 nightls time slot

R.J.r flf ,”.!‘If!’fl ;'f.-,u..lr,'--_- 15 dlestene |
II'"dl'll Lwer |:_'- “! }t:'fl~ el L
units—the ga<oline retailer and the

antomohile driver,
But the dollar emphasis i

VISt — '.;.[I] spol amd local pr

e, Some 230000 worth
nouncements  last vear was s uled
among abont 19 stations in 11 ma
kets. Firm 32-week schedoles provid
for animated Gl commercial-

200 seeonds lons P | I

This 1y coveraze encompasses

[u'liiiml area populations, witl

following the lead set for all ikl




RICHFIELD SUCCESS continued

=L ;]‘l\l'l[}‘-ill:_’. r”li.‘- |I|ll:_"- Zaso-
line almost exclusively. and its premi-

arade of gas tthe other grade is

rezular) .

higgest broadeast venture
for Richfield is an ambitious illlljl’(“t

st the

It's a
called

Suceess Story, amd its lived up o its

which began seven vears ago.
half-hour  television  program
name evers week of the se cil vears,
savs Jorgensen. Nowas conceived as a
documentary of the suecess shown h}'
Lir_','l' loeal t'nltlil:lllit"- i the Los An-
geles area,

Sinee then, after a long history of
live remotes fram plant and industrial
sites. the elient has expanded the for.
mal to two other areas. San Franciseo
and (next month ! Seattle. The scope
of this production effort is king-size:
32 hall-hour live remotes every year
in each ol three eities, all under direct
supervision of the ageney staff. Each
program in each market, however. has
it own local production, rescarch.
wriling and camera crew in addition to
Richheld assigned representatives,

They scout each market for Success
Story possibilities. arrange for future
reportage via four on-the-spot cam-
eras. stake out their shots and the se-
quence. write a script. rehearse the
show and put it on the air during a
top tune-in nighttime period. KTTV
set Lthe pattern seven years ago in Los
Angeles.  In San Francisco, KGO-TV

started the program four years ago.

Seattle, the third in what may prove to
be an even lengthier city list, will see
its first show on KING-TV 7 May.
Both the viewing audience and the
company like the series. sayvs Thamer.
“In Loz Angeles we have. for example.
an audience of some 400,000 persons,
In San Francisco. we've hit as high as
an 18 or 20 ARB rating, and the
average is probably 11, In all cases,
our audiences are steady and loyal.”
But the big bonanza for Richfield i«
its own success story with these manu-

ARTICLE IN BRIEF

Richfield Oil Corp., Los Angeles,
spends $1 million a year on regional
network radio, local tv, spot. Its goal:
pre-sell bulk buying prospects, the
car driver, its 4500 affiliated gas
stations. Original broadcast patterns
have shaped its present personality.

facturing companies and in the reac-
tion of their management groups. The
oil company has signed many new ac.
counts on the basis of this initial ©
contact. Every bhig industrialist is a
prime prospect for gasoline and oil
products. and the Kaiser Steels. Doug-
las Aircrafts and Superior Honeys in
many cases become close friends with
Richfield through tv. And. later, many
buy Richfield products—in hulk,

One in
Story documentaries. however, is of a
public character.  Richfield
commereials are minimized, and insti-
tutional. in the other three Swuccess
S!ur}' shows. But on this fourth puhl
He service program, they are elimi-
nated altogether. For the public sery-
ice shows the 25 people in the remote
crew travel to the Braille Institute for
the blind. a Red Cross hospital ship in
the San Franeisco harbor. the opening
of a flower show henefiting charity.

This pubhic service effort in the
three Success Story cities is an exten-

every four such Success

service

sion of an active communily service
programing plan which started 10
vears ago. long hefore the network
cables were installed and before na-
tional programing on peak-interest
news evenls was available,

those days and one which actually
“probably covered only a tenth of 10tal
expenses,” savs Dorr Walsh, v.p. in
charge of radio and tv.

“Peaple thought that was the worst
buy we ever made and in terms of ty
set circulation it probably was.” he
says, “But it was the greatest buy of
all time in terms of results and trace-
able sales. We had to put on four new
girls to take applications for credit
cards the very next day.”

Richfield covered the Japanese Peace
Treaty meetings. aired the Salk polio
vaccine reporl direct from the Uni-
versity of Michigan at Ann Arhor. sent
its v producers to the national politi-
al conventions in 32 for live shows,

Today. the pattern is programing
and spot. By far the largest portion
of the spot budget goes to tv. although
oceasionally a radio push will be used
for a new product. In spot tv. the
chient prefers high-rated position to
frequency and buys perhaps four an-
nouncements per markel per week.
Three commercials are circulated Lo a
station at the same time to allow for
rotation and most of these are ani-
mated.

All of the advertising money comes
from Richfield’s own budget. The only
co-ap allowance is for heating oil in
the Northwest. 1This is a paltern
quite different from that of the Rich-
field Oil Corp. of New York, which
stresses heavy tv and radio co-op ad-
vertising. The two Richfield concerns
are in no way connected as each is
owned and operated by a different
management and stockholder group.
Many vears ago. however. they were
associated as divisions of a single com-
pany. See sPoxsoR. 29 November
1954, “Richfield co-op plan: 907 goes
to radio-ty.”)

Fred M. Jordan. advertising mana-
ger of Richfield. also directs all sales
promotion activities in cooperation
with W. G. King Jr.. vice president in
charge of sales.

Jordan. in commenting recently on
hi= use of television advertising. =aid:
“At its very earliest emergence as an

Ad manager of Riehficld is Fred
M. Jordan, who likes coftsell approach

: & ; advertising medium. television com-
Richfield set up its own [l-station =

Califormia network when MacArthur
Richfield Reporter, on radio 26 returned from the Philippines. picking
veurs, has featured Johin Wald fur 19 up seenes from 10 different remote

manded the attention of Richfield’s
marketing group. We were among the
first to sponsor tv programs here in
the West, As the value of the medium

sites as the general arrived at the San ;
has increased, so has its share of our

Francisco airport and moved into the
center of town for a huge welcoming
parade. The sponsor spent 835.000
for this pickup. an unheard of cost in

advertising hudget. We shall continue
to study the most effective methods of
getting results from it.” v
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