
My Mommy Listens 
to KFWB 

Your clients' sales messages are de- 
livered to more mommies, more daddies, 
morb everybodies . . . when you buy 
KFWB . . . first in Los Angeles. 
Check Pulse and Hooper-(November- 
December 1958). 

My "to*! 
OM to 

6419 Hollywood Blwd , Hollywood 28 / HO 3 5151 
ROBERT M PURCELl, Piesidenl and Gen, Manager 
M1LT0H H. KLEIN. Sales Manager 
Represented nationally by I0HN BLAIR t CO. 
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by more people! 
Nielsen (Spring '58) shows 12.5% 
more TV homes. Refigure your cost 
per thousand! Base it on ratings x 
Nielsen! 
KTBS-TV is seen by more than a 
million people with more than 1.5 
billion dollars to spend in this oil- 
rich four-state market. 
Channel 3 is the only sin- NRf) 
gle TV buy that can give 
you full coverage of this an ft 
rich four-state market. AbU 

Ask your Petry man for details 

CHANNEl ^.irKrSHBtvrwili 
3 LOUISIANA 

E. Newton Wray, Pres. & Gen. Mgr. 

SPONSOR ASKS 
(Cont'd from page 64) 

rate polic) in the verv large and the 
very small population centers. But 
not for an area station such as KMA 
167 counties, NCS #2l. 

We like the small retailer and he 
likes the job we do for him. We an ant 
to remain flexible enough to serve 
him effecLhel). 

There is ample justification for a 
station rate differential. But there is 
n6' valid and ethical reason for an 
elastic yardstick to be used in deter- 
mining who qualifies for which rate. 

So we have two rate cards and one 
rate policy which outlaws bargaining. 
By spelling out and firming up the 
ground rules we have avoided much 
confusion and accusations of chi- 
canery. 

* 
Ceorge Armstrong, executive xice 

pres.. Storz stations 
Perhaps the critics of radio rate 

policies are laying too much empha- 
sis on the "two-rate system" itself as 
the culprit in the current local-nation- 

^al rate struggle. The real problem, 
rather than multi-rate cards is the 

Real problem 
is way in 
which dual 
rate is sold 

manner in which stations sell on 
them, and the intent of the station in 
having local and national cards. 

While the one-rate concept is ideal 
in protecting coinmissio.ns to nation- 
al agencies and representatives, it is 
not entirely practical for all stations. 
In many major markets, significant 
stations with two cards would he 
hurt immeasurably by an abrupt 
change to one rate. Obviously, such 
a transition would he in the direction 
of raising local rates. In turn, large 
and abrupt raises might well force 
stations into a competitive disadvan- 
tage at the local sales level. 

There is no question hut that ra- 
dio stations, no matter what the ulti- 
mate solution may be, must immedi- 
ately take steps to prevent competi- 
tive advertisers from being charged 
different rates for like services. 

This is the area where criticism of 
stations' local vs. national rate poli- 

cies have been most vocal, and cer- 
tainly most justified. Few agency or 
representative spokesmen are undul)" 
critical of a truly "retail" rate card, 
designed for local consumption, and 
administrated as such by the station. 

Thus, in view of economic and 
competitive factors, plus the real need 
to face facts on rate equity for ad- 
vertisers, the best immediate solution 
to the problem for two-rate stations is 
the establishment of stringent qualifi- 
cation policies for local or retail ad- 
vertisers. The Storz Broadcasting Co. 
put such a plan into effect last April. 
Many other stations throughout the 
countrj" have followed suit. 

In essence, such a plan embodies 
the definition of Product advertising 
as taking the national rate, while Re- 
tail accounts get the local rate. This 
definition applies whether business 
originates with the national agency, 
through the representative, or wheth- 
er placed by distributors, brokers, 
dealers, or factory representatives. 

Accounts that get the local rate 
must advertise as retailers to quali- 
fy. This means that copy content 
must be confined to "store hours," 
"parking facilities," "easy terms," 
"free balloons for the kiddies," etc. 
Whenever the intent of a commercial 
or the effect of the copy approach 
becomes essentially "product" then 
the spot must be paid for at the na- 
tional rate. 

This system, when rigidly en- 
forced accomplishes two important 
things. First, it insures the national 
advertiser and his agency that his 
competitors are not getting special 
rates or favored treatment because 
of location, or aggressive pursuit of 
local rates. The system also makes it 
clear to every category of account 
what rate he may expect, and the 
conditions for its use. 

Ultimately, the key to success with 
this formula lies in the "Rate In- 
tegrity" of the station, Un-enforced, 
un-policed. it will break down. But 
this is also true of a one-rate system. 
Station management that is inclined 
to "wheel-and-deal" can find it just 
as easy to cheat from one card or five 
cards. Advertisers whose policy it is 
to beat the rate card will continue to 
place pressure for a "deal" regard- 
less of the station's published rates 
or qualifications policies. Thus the 
stations, themselves, are the answer. 
Honest management will hold the line 
and to their own definitions. ^ 
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