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i'.OCAL RATE 

I Cont'd from page 28) 

torz established two general dassifi- 
ations of accounts — retail and prod- 
ct w ith retail accounts receiving the 
ocal rate and product-accounts the na- 
ional. 

In the Storz h^t of "national rate ' 
iccounts are: ales, beers and wines, 
automotive dealer associations, and re- 
gional or zone ofiices of automotive 
manufacturers, distributors and whole- 
-alers of national products and appli- 
ances. food brokers, drug jobbers, and 
other product brokers, manufacturers 
representatives, all petroleum products, 
all publishers a vertising, and trans- 
portation companies operating in inter- 
state commerce. 

Accounts entitled to the "local rate" 
are soft drink franchised bottlers, fi- 
nance companies, banks, and retail 
clothing and grocery chain stores 
(when advertising said stores). Addi- 
tionallv. Storz set up certain qualifica- 
tions and conditions for advertisers to 
lie given the local rate. These included 
rules governing distribution, continu- 
ity. agencv. hillings, contracts, etc. 

Along Madison A\enue, the Storz 
regulations have been received enthusi- 
astically as a sound and a constructive 
step in the right direction. Opinion 
differs, however, as to whether the 
Storz formulas apply equally well to 
other stations in other markets. 

Adam Young, one of the two rep 
firms representing Storz, feels that all 
stations will not establish the same ac- 
count groups but that this isn't impor- 
tant. \A hat is important, says Adam 
Young, is that stations set up two 
groups of accounts 
tional -and see to it that "all accounts 
in the same group par the same rate." 

On the other hand, some veteran 
reps such as Arthur McCoy, exec. v.p. 
at John Blair & Co., feel that while the 
"account group system" represents a 
considerable improvement over most 
( urrent station practices, the e\ entual 
solution for major stations lies in es- 
tablishing a single rate for everybody. 

At present 13 out of 40 stations 
represented be Blair hare a single rate, 
and the number is increasing steadily. 
Blair reports that every station which 
has estahlished a single rate has en- 
joyed health) business increases. 

A third solution, suggested by some 
agencr media men, accustomed to 
working with newspapers as well as 
broadcast media, is merel) a clear-cut 

local and na- 

definition of a "retail rate." (For a 
discussion of these three suggestions, 
see box.) 

One aspect of the current rate con- 
fusion which is receiving considerable 
speculation in agency and rep circles 
involves a point of law. Many agencies 
use the standard 4A contract forms 
which contain a "most favored nation" 
clause. L nder it. an advertiser is en- 
titled to a refund or rebate if a station 
grants a lower rate for "like broad- 
cast." 

Checking up on rumors that agen- 
cies were preparing to sue stations 
granting regional rates, sponsor found 
no evidence of impending legal ac- 
tions. But agency men did sa\ they 
were studying the 4A contract care- 
fully. and would take steps to protect 
their rights if and when they found 
e\ idence of violations. 

Another important consideration 
concerns the Robinson-Patman Act. 
Some agencies and reps believe that 
many local rate practices by individual 
stations are in direct violation of Rob- 
inson-Patman provisions (which for- 
bid discrimination), and have asked 
their legal counsel for opinions on this 
phase of the problem. 

Finally, industry groups and stations 
are concerned over possible charges of 
collusion, and anti-trust violation if, 
in clearing up the local rate confusion, 
stations tn to act together to work out 
satisfactory solutions. 

General opinion seems to he that the 
whole problem must rest finally with 
the individual station owner. His alone 
is the responsibility for anahzing his 
rate policy, modernizing it if neces- 
sary, and sticking to it in the face of 
any attacks. 

Meanwhile, there's little doubt that 
the present rate situation is bewilder- 
ing and irritating to many advertisers 
and agencies. And there's no question 
that prestige is at stake. 

"Show me a station that doesn't 
have a clearcut policy about local 
rates," says a topnotch agency time- 
bmer, "and I'll show you a station that 
can be had." 

"Aational tv and radio spot together 
make up a three-quarter of a billion 
dollar business," complains a v.p. of 
a top-10 agency, "but many stations, 
with their goofy ideas about local 
rates, are treating it like a bargain 
basement operation." 

For SPONSOR'S editorial posi- 
tion on this difficult and troubling 
problem, see page 86. 
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