2 Customers saw show

Bingle minute annonnes-
ment on WIKNX-TYV,

Ch. i

City, Mich:;

in Sarinaw-Bay
sold #2964
worth of *“Televizion

Rockers"" at a eost to the

furniture dealer of £86.:44

How well can uhi sell?

In many markets the only television is uhf, but even in mixed

vhi=uhf areas advertisers on nhi have gotten 30-t0-1 sales returns

The case histories m I'.'Ir.l_-u
repart indicate JELSE |IIJ|'|'|'
eflective vour tv advertising
can be on whfl television

stafiones, | hey eive tanethle en-

|.|I' Fie il ST CERS 'Il'u Friedre Lelr -'I'III
l'.ll-r'-. inf 'II"“"'"”' lI.J':.' TSspe
will comtain a re part on the
preserd-iday stalus of wh{

LFid -',',-.,'I-r. L -'I-,-.'-.' an mumber of

SEALELEMLS . EOMPCrshn fLrires, Ly e

of compefilion, markel sizes

42

."1 recenl wieeks headlines out ol

Washington have painted an often-
dreary picture of ultra-high-frequency
television,

Admen these

about uhf |lr-||\1r~||:- ol b hir'|1| up

exposed (o slories
with this impression: Uhf is itself the
prabileni,

Bul the

al ||u':l|-\|.| which [aces
'.lIIIl |I Coneerns
admen the mest is actually not one of
l----'.-'rwl--l--

Treguemey or or “||||-

lu IE lity.” Az stations themselves
it, uhfs higeest headache todav
enlers around the sort of |--||||-|'r||i11'
situation in which uhf station opera
tors find themeelves., How uhf stations

LT compelibive problems  within

their markets, if they face them, =
eften the key to that station’s uzeful-
negs in 8 v station lineup.

Az ax
are concerned, the presemt hassle over
uhl can be boiled down o just four
AL proins:

as advertisers and agencies

Poini (Ine: There's nothing “wrong™
with uhf as a medium of tv transmis-
It has its own special character-
some are good; some are bad.

SI0TL.
istics,
It 1= more limited in its range than
vhi, in most eases. In intermixed mar-
kets viewers must often be J'u‘l-iuiidl."'.i
lo converl their sets 1o ]ll'k up uhf.
But uhf i= just as much “television™
g= is vhi

Point Twoe: As an ad MmanaEer or

SPONSOR




timebuver vou're on shaky grounds
when you make any sweeping “don’i
buy™ mules about ubfl, According to
the FCC, eventually some 20,000,004
people will look 1o uhf as their only
You can'l even i.'l"lll'l'i'lli(l'
ilualions,

form of tv.
about uhf in
Too many uhf stations are winning

intermixed

their uphill laitle for audiences and
hizh conversion rates in the face of
tiff. vhi competition.

Point Three: You have a bigger
stake in uhf than vou think. Statisties
show that competitive v markets near-
Iv always show a lower cost-per-1,000
v hl:1|'|'|1h.- Filr H.E]'.!'r"i.‘-l‘r_-— ||‘|:Jr| ||||- O -
Uhf is still the
only way by which the time-clearance

compelitive markets.

!llIEj:JITlI in one-station vhi markets can
Lie broken.

Poine Four: Few ubf osperators want
special favors or expect advertising
charitv. But they do ask to be exam-
ined on their own merits, The national
advertiser who fails to examine the
uhf-only and uhf-vhi marketz one at a
time is taking a chance, the tv broad-
caslers in the npper ‘-FII"I'1|'11||| =AY, 0N
missing a good tv time slot or a good
“growth opportunity.”

Thiz is not an- wdle broadside on the
part of uhf operators hankering for tv
business. Uhf stations feel they are in
a good position 1o help advertisers like
the ones described below:

o The lately arvived network adver-
tiser who has had to take some bad
time slots on jam-packed vhi outlets in
what used 1o be lri,'._: one-stalion mar-
kets,  Advertisers  will often  find
that their network tv ratings in these
markets, due to the fact that they are
on the air in margin slots because of
general crowding of network shows,
are barely as good as the national av-
erage taling. Sometimes they are sev-
eral notches below the national level
['hf stations in these intermixed mar-
kets can sometimes offer time slots with
a better aodience potential—and at
lower cosl.

# The national spot advertiser who
wants to establish pood {ranchise slots.
It was the willingness te pioneer, hack
in 1948 and 1949, that enabled adver-
tisers like Bulova, Benrus. General
Foods and the cigarette companies Lo
move in on nighttime Class A tv spot
periods and stay there. A= network
programs next to these slots grew in

{ Please turn to page 94)
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UHF STATION RESU

Winston-Salem, N, €. (WTOR-TV; Ch. 26 ): Twin City Pack-
|

v, opposite GBS TVs

ing Co. bought a 15-minute segment of loe produced tv

barn danee show, “Hocdown P
=Jackic Gleason.™

sules 3007,

Show boosted sausage sales 609, over-all

Mo other advertising was usel,
* % fn

F.”kl’-ﬂ'lrﬂrfi‘. P, flr HLK-TV: Ch, 34 ): This outlet. one

of two uhf oullelx in city, does strong loeal program jol

in
addition to ABC TV, DTN serviee. Grant Tool Co, averages
L300 ovders for Gay Blade per announcement.  Popular

“Carousel” show sold 1000 pairs of cocks in one week

shil second

for Hub store. Tv drive for “The Robe™ breo

higgest duy’s gross in local Paramount theatre’s history,
* - -

Columbia, 5. €. {WCOSTV: Ch. 25): This ABC TV affiliate

competes with both a uhf and a vhi station in its area. bt

llﬂﬂ racked Uy S0Tine f_“'"l."! !'h'l.l!"i I't"'ilth. l.:l!‘l winler, one H-]l(lt

AT AT T

for [[“1“”!“.!- _ql'hll'l" i:l'l,'.! l.‘,uqnl_- = Linges m;tld Iﬂ
English bicyveles al 26495 apiece. Winter business for the
firm was generally 109 higher. Hillman’s now rates uhf

over newspaper. direct mail media.

o+ 3 k2
Baton Rouge, La. (WAFR-TV; Ch. 28 ): Although market is
due to become intermixed in September, uhf outlet has had

Laoscal

Admiral dealer used a full-page ad in local paper. sold one

a gooid chanee to establish ftself, build an aodience.

range. Then, he tried one five-minute show on WAFB- TV,

sold 14 ranges. Dalton®s Department store used one live
minute spol. prompily seld 400 doeen sets of glassware 1o
uhf viewers. Kean’s Laundry sponsors filmed 1 Led 3

Lives,” soon rolled up 200 increase in fur storage business.
e * *
Sgation

Muncie, Ind., (WLBC.TV: Ch. 19):

710000 uhf homes in its market, is afliliated with all four

SEFVES  OVer
networks, sayvs “there’s nothing wrong with uhf technically.™
Uptown Tire Sales, sponsor of late news show. showed third
highest percentage of inerease in sales of Armstrong tires
new cars as the

in entire U.S. Chevrolet dealer sold six

resull of one 15-minute d.j. telecast.




HAROLD STORM
RESIGNS

KMBC - KFRM - KMBC-TV

94

Harold Storm, veteran tadio
and television department hewd
hns r.-_qz_l-ru-rl his |Jll!~i‘li|!ll s
Director of Promotion, KMBEEC-
KFRM-EMBC TV of Kansa=
City.  Storm is seeking o new
connection.

In addition to a background
of 14 years of radio and &
years of television, Storm has
hiad excellent business experi-
epce,  P'rior to entering radio
fulltime in 1940, he was di-
vevtor of radio and assistant
advertising manager for a chain
ol grovery stores.  He has had
exprerience also s an assistant
traflic manager and as eredit
manager for hoth wholesale
and retail eredils,

Station experience includes
WNAX, Yankton, 5. D)., K50
anid KENT, Des Moines, WOW
and WOW-TV, Omaha, KFAB.
Onysha and KMBC.-KFRM-
KEMBC-TV, Kaneas City. Well
versed in all radio and tele
\i-iun 'Hl!l'-'-, Fl!’lllnuﬁﬂ!i_ |]T|.'.|-
gram and managerial problems.
Storm = seeking o position
that will Fullv utilize his talents
and exporience, He is 43 vears
ald, He is steady and moder-
ate in all things. He and Mrs.
Storm have a son and a
daughter.  Both the voung
people are in college.  Mr
Starm s an expert al siales pres-
entations, publicity and ad-
vertising. He has produced
several industrial and docu-
mentary  filims

Among 1953 aecomplishments
were ten national awarde for
KMBL, Storm is alsa experi-
enced - in publication work and
wis recently named “Editor of
the Year™ by the Kansas Cily
Industrial Editors.

Storm can be reached ar 5635
Lovuxt, Kangas Ciey 10}, Mo.
Telephone fAvkson 1243 or by
wriling care of

SPONSOR,
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CAN UHF SELL?

(Continged from poge 43}

quality and rutings, and as the numbwer
ol tv sets in the U5, increased, these
slits becare the envy of other adver-
tisers, Ul operators feel that a new
pioneering cvele is in operation on uhf
outlets. Already advertisers like Ansco
ifilms), Fritos (o corn snack) and
Mogen David Wing are moving in on
what is likely to be a series of well-
I'JI|L‘1| 'L'Il'IE '!‘i]"r _FIL'I‘II‘.NIE.

o syndicated film advertizers  who
spot their tv film shows in a number
of markets. As Glm advertisers are
[ully aware. metworks have lately been
steiving to recaplure more and more
“station opticn” lime in which to air
lute-night and alternoon network pro-
grams. This puts the squeezs on vhi
stations im many areas. With more
available time in many cases than 4

competing vhi outlet, uhf clations are

in a position to affer some prime half-
hour evening time =lots to multi-mar-
ket film advertisers—and will guaran-
tee the elot for at least a vear and the
rate for at least ix months,

Meanwhile as a reminder that ohf
stations perform like other tv stations
——that is they ean sell merchandise
anid  Gervices sm':'n-ss-fuli!.' - SPONSOH
presents several ubf tv suceess stories.
These reports were gathl‘rl:d as part of
un SPONSOR survey Hf the 122 uhf ouot-
Jet= pow oo the air,

Admen will note the wide variety
of both advertised produocts and air
advertising vehicles.

Wilkes-Barre, Pa. (WBRE-TV, Ch.
2 : Ome of the most common faulis
admen like to find with uhf television
iz usually stated as “uhf doesn’t reach
aut as far as vhi and can’t really do a
jobu"™ This, however, doe=n't take into
account the fact that the FCC has
sranted uhl stations higher power 1o
push the signal out to limits that e
semble vhi, WBRE-TV. for instance.
haz installed o 12,5 kw. transmitier
which gives the station (because of
antenng designd an effective radiated
power of 225000 watts and a signal
out 1o about 70 miles. The station
reaches over 157,000 v families.

Although WERRE-TV carries almost
all af the NBC TV commercial notwark
shows_ it also produces many well-rat-
ed shows for spot advertisers.  One
such show is News Review, sponsored
hy Motor Twins, a local Ford dealer.
The program costs S148 weekly, in-

eltuding time, talent and production.

Said Russell W, Frantz, president of
the auto firm:

“Moror Twins News Review has
never failed 1o produce tangible sales
resulls—usually the day after the tele.
cast—and, in some instances, the re-
sult= have been amazing, Recently the
sale of 32 used cars was directly trace-
able 1o one Sunday evening telecast.
Many customers have come from dis-
tatit puints which we do not normally
SV

“Franklin Coslett’s handling of the
news anid our advertising messages has
been ‘big league’ all the way. Our
customers have told us, fime and time
aguin, that they were atracted to us
by his sincerity concerning us, Our
salesmen swear by him as a producer
of leads that are easily converted into
customers.”

Fresno, Cal, (KIEQO-TF, Ch. 47):
Thiz central California market is a
eompetitive market—but it’s all uhf.
Twa wother stations, KBID-TYV (Ch.
531 and KMI-TY (Ch. 24) serve be-
tween 850000 and 125000 tv homes,
depending on the station’s power. In
such an aren, uhf is the only major
source of tv: there is really no prob-
lem of “conversion.”

Sales results are what you'd expect
in a new tv area—siriking.

On 3 May 1954, for instance, a real
estate development named Highland
Village bought uhf tv to promote a
new Fresno subdivision. First com-
mercial went on the air in the 2:30
pam. to 4:00 pm. fel Gore show on
KIEO-TY. By the following moming
Tom Roberts, general manager of the
subdivision, called the station to re-
port that the single commercial had
sold three 39000 homes directly. To-
tal cost of the announcement on the
uhf outlet: 231 This was a return on
the advertiser’s investment of around
QM to one,

Pariland, Ore; (KPTV, Ch, 27):
Portland, hub of the nation’s wealthy
Northwest section  lapples, salmon,
lumber. mining and so0 on). was the
u(lunlr}"s first ]nmt-frmm uhf market
and as such has elosely heen watched
by everyone from agencymen to v
manufacturers,

Portland iz alse proof of another
fact: You can’t make snap judgments
about intermized markets—particulae
ly if uhf gets on the air hefore vhi out-
lete, Two stations serve Portland to-
dav—KPTV, a uhi outlet, and KOIN-

SPONSOR
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TV, & vhi station. KPTY
first. Results: Sinee the station had a
head start in which to line up spot
and network  business, 1000 of the
sets in the KLY market are equipped
to et both vhf and whi. The two sta-
tions thercfore compete on an equal
hasis, each airing about hall the top
network shows,

Reported Hussell K. Olsen, manager
of KPTY:

“Accarding Lo our mosk recent anal-
vaig, our stalion haz  considerabily
more (otal dollar volume of husiness
than the vhi station in Portland. Cur
lowcal volume, our analysis showed, is
moere than twice as much as the local
volume on the vhi station. This is sig-
nificant because it shows the strone
acceplance of ubf by the loval peaple
who know the sitmation best. Our na-
tional business lags somewhat behind
that af the vhi station, probahly due
mostly o the adverse publicity that ubf
hias been getting nationally. However,
national sponsors are gradually hegin.
ning 1o realize that Portland is the
outstanding uhl exception.”

Suginaw-Bay City, Mich. (WANX-
Tl, Ch. 57) : Like Portland, Ore., the
Saginaw area of Michizgan (the state’s
fourth largest population area) is now
an intermixed market, but the uhf sta-
tion had a head start and is holding
ilz own agains newcomer WNEM-TV,
a vhi cutlet, According Lo the station,
there are some 100,000 uhi-equipped
homes in the WEKNX-TY area. In the
near future, the stalion expects o go
from its present ERP rating of 19000
walls Lo 207,000 walts, thus intensify-
ing and expanding its siznal.

Among WENX-TV's success stories
iz this ane for the John Schmelzer Far-
niture company (see photo page 42 .
Late in ."|.|.|:]'L the firm contracted for
three one-minute announcements fea-
turing a stock of “television swivel
rockers,” A live announcement. pro-
duced Iy the station. was used. Re-
sult: with the first announeement e
imtire stock of 24 rockers was sold
E250.50 each | and an additional dozen
tockers for TR0 each were also sald,
Thus, for an investment of 28630 the
store sold 52361 worth of merchan-
dise. Sales vcost: ahont 39 of the
total sales return, The sponsor had
to =hift his ather (wo announcements
to one-minute films featuring Simmons
Mattresses, which in turn again boost-
ed produet sales, At this time the
market was intermixed between vhi

wenl on
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and uhd,

A1 anothier time, alse after the vhi
station started, a local aute  denler
tought o live show
amatenr and semi-pro talent. Last Jan-
wary. the first program in the series
iururhu ed 3.H00 letters as parl of thi
1nri|:|:!_' 11l |4|I|:|' e Lo :.““” 'n'l‘l'ki!l i

featuring  local

Un the second program, the sponso
advertised five nsed cars. even thoush
it was the height of winter, Three
I"llu]"‘ Ig'||_l"[_ |l”_ J.i_'l.'l_‘ Ciirs were F1||1| a'illll
Liv the [n”uu.iu:_r morning bwo new cars
were .‘g.l.-ll:{ P 1-.1-:'].

West Palm Beach, Fla, (WWIRK-TT,
Ch. 21) ¢ This famous resorl markel is
ghill a ubf-only area. although a vhi
.-I.'Iri.sln i= l'k]ll".'tl-“il EIa ] iI|'|l| SOHIe
f|"i||g|' vhi r|-1'r'|r|_i|:-ll comes inlo  the
area. Station Manazer Arthur L. Gray.
however, is confdent about the out-
let’s future, He told sponson:

“Channel Twao throush 82 35 telei-
seon. It should nat Te p¢~|ri|r.;|l4'ﬂ.|| ]|:| the
traide i11]1| H] ;_-i:ull[ :1|||:1 “[”I' hrather.
Some operators opened a uhf v sta-
tion asz if they wanted to go inlo com-
petition with WNET, not like a sound
business. [ some operalor wanls to
apen o by station as a majestic symbal

to his ego, that’s fine— Ll don’t holler

'|'.|I|'|| |]I1' ||-:IIJ§.:|| ll.llllill',: (13} |.-r|-l‘ I'I|IJ.I.|
1 Lhe |:HIJ_E||. aopnE oul,

.I.:||l'|l'1'l| of the loeal success shories
enjoyed by the stalion i= that of Hal
=5 \IIF[III.“-. il ||.'|'i|t r"'lr!l Ih'-'lir'l_ I|'¢I|I.l
recently told the station s

We contracted for a S| ) YL
apening night with a certain mmount of
from  the tele
phone calls and personal contaets that

|||i.-:,_'ll.i||:. Heowever.
we made as a result of that =pail, we
are ||i1|r|:-1. 1o be ina |_|r-:'t|!|4||| Pih dikti=
Il [nr spl anneuncements thal l.\i”
run for the next year. This adverlising
medinm has opened & new  potential
with ux for customers. Keep up the
:;llllll I.nlqu,_“
Piresburel, Pa. Gh,

=

(W RIF-FV,
330 Thiz ilupl.ll!::lll indwstrial
tropolis, home of Gulf (hl, Westing-
house and L, 5, Steel, has long been a
profilem market for tv advertisers, The
ome vhil =lation on the air, Du Mont-
owned WITY, has been jammed with
network shows fl.-| =Ry PI':1| VEArs, |‘|||1
(KT ||h_[ r'.ul_it'l.-. “.hj F-TY :|:|'||| W |':\.‘"'..
have |'l-'I'P"IItI:|. heen a factor in o I'i':!1i|1f,f
new compelition in this area
WHEIF-TY, however. recently  sus-
pended tv operations {althoueh it did
not return it ¢ to the FCC) Rea-

A. T. V. FILM

WORDS TO THE WISE

MICKEY SCHWARZ, president of AT.V. Film
Productions, has been assigned by Compton
Advertising, Inc..—for the Second year
—to produce and direct Procter G
Gamble's “Fireside Theater” formats
and commercials, featuring screen star
Gene Raymond, for the 1954-55 season.

Ih%%

PRODUCTIONS,
1600 Broadway @ MNew York 19, N. Y. @ Clrcle 7-6434

“Creative Motion Pictures for Television'

INC.,

95



S S LT -|||--||-_'|| el verti=mg sprari
from either network or spotl advertis-

e Moest afHinEGE= il ||||--.|n-||_ |

ferred to crowd onto the loeal vhi o
let somewhere vather  than  take o
chanee on uhf, even though the gon
version role wine over 07 in @ mil

Mol that WEIF-TY didn't |.-||al|||-|
results. It did. Here i= a typical local
SR e

Penn Baking Cio., which runs a

chain of eight stores, bought three [5

minuie sezmenls on the loeally [

duced Ernie Neff show, which fea-
tured  organist Nefl playing  request
nwmbers, After the zecond zet of three
seamenls the awmer of ||||' Penn Bak-

ing chain ||'||u[|r"| that his business
had doubled, with many pecple daily
gsking for Ernie Nefl specials.
Sacramento, Cal. (KCCOC-TV, €A
W) : Operating o a ubf-only market,
KOCE-TY s seneral Lahilesy

l.. Robizon, told sroxson ol these lo-

Tarager.

cal-level sucoesses:
Mosen David Wine
sput advertiser uses the Dollar A See-

I'hiz nationsl

I|.I'|l' I1 W '.']I

ond chow in 5
distributor reported that after thres

rimeEnl o

“The Ameriean
sSiory”

“The  American Spory™
i= another important BM1
Progeam Series which joins
aeh (eatures as the Con-
cort Music series, the Book
Parade, Miles « anid the
other continuities used by
T re of lbroadeasters

e stafl of BMIL econ
ihink of no more satisfy-
ing work, in the midst of a
proubled world, than  to
play a part in the resiale.
ment, in words and muosie,
of the fascinoting story of
our country’s origin  ond
growth,

Sample scripts of ""The
American  Stery”  have
been mailed te oll broad-
cast licensees of BMIL
Eull details will ba fors
warded on request

BROADCAST MUSIC, INC.

NEW TORK = CHICAGD =
TORONTD =

HOLLYWOOD
MONTREAL

9%

months on the sir sales had increaded
over the November-December-
Junuary level of the previous year.
Skin [eep
heanty product obtained over M0% dis-
KCCC-TY
nrea and some 25000 in sales
Kitehen Fresh Potato Chipe
sars of the locally produced Casey and

LR

this new

||| SIN WeeK=,

tribution in the Coverase

Spon-

SISE program and psing no other ad-
vertizing, thie firm in o few weeks ex-
tended its delivery
twor additional trucks as a
tv-induced sales,

The station is afhiliated l.l.i!h .\l” E"LIJ‘
v networks on 8 per-program  hasis,

routes and  added
resull of

L
STATE FARM
| Continged from prage 33
agency foree by supporting ils - sales

r.'"ll-![-_

4. To obtain new =ales by acquaini-
ing prospective members with State
Farm and its advantames.

Previous to February 1951 (when
the firm started in radio ), State Farm
used only magazines. headed by Life
and Time and including science and
farm  publications. that =
print schedule needed  some =upple-
it would also like

woriss with prealer

Feeling

menting  and  that

I el a2 messas
urgency and frequency than the mag-
azines allowed. the firm turned to net-
This air mediom was at-
because il nol

work radio,

Lractive only  offered
the opportunity to reach a large aodi.
ence but it alzo allowed the fexibility
of “dealer The local State

Farm agent could break into the net

cul-ing,”

work commercial amd give hi=s pame,
uddress  and |II|I||EIt'r. Since
State Farm periates ||'||:1|L|g]| its Jewal
azents, this wanld naturall

}l‘lulll'

be of in-
extimable value.

a0 1n i'|'||llla!j 1951 =tate Farm
|l|';.ln -|h-r III'-|I||- ui 1:|\1'i| Hrlrun an
Mutual on The
firm’s total ad budget then was 2450
(ML, with approximately 3200000 zo-
mg for the radio effort,

In December 1951, Cecil Brown was

TR | | a-woek b

1"-:|.I.I*|i||'l] to bwiee a week | hve min-
Fhis continued till
March 1954 when the Saturday night

ates  per show |

wae supplanted with a
by Jack Brick-

Ihe lHr-:'.l.ll show (¥} ‘i||r|.|‘ii||,

Brown =l

Ik pimuite  =port=cast
hiosug=es
wie alsn |'\]|.|||1||-|| to WV margles.

||I '\-llilll"llf;llu 0 commentalor I.Ikl'

Brown, State Farm is aware that he
will often eapress controversial views
and that its sponsorship might be
construed as tacit endorsement,  The
company, however, looks an the edi-
torial portion of the program as al-
musl separate from the commercial s
pect; - it states that it i= buying an au-
dience, nol Brown's views, and thm
it omly endorsement of Brown i= its
approval of the size audience he makes
available for the commer:ial
message. “We don't presume to have
any deep-down philosophy on this sub-
ject,” cavs Bischoff, “and feel thar it's
a problem for the networks and hroad-
casters in general to resolve,”

The company to coordinate
amd retain a basic identity in both the
air and print efforts.  Currently, the
copy theme is centered around careful
driving, Print ads appear in Life,
Time, Popular Science, Popular Me-
chanics, Farm fournal, Successful
Farming and about a half dozen other
farm publications.

firm's

tries

Hadio pluge are delivered by an-
nouncer Ted Malley on the Brown
show, by Jack Brickhouse himself on
his program. HMere iz o typical com-
mercial by Brickhousze:

Do vou think your aufo insurence
cast s too high? Would vou like fo
et i down—eul it down perhaps as
much as 407 —withour cutting down
benefits® Well, if vou're the kind of
driver who's careful, uses good judg-
ment and common sense when belind
the wheel_ it should be vasy for you to
. For il should be easy for you o
qualify for membership with Siate
Mutnal—the  famous Yoareful
driver insurance company.”

The cost of Stare Farm insurance is
lower than the cost of urrh'nnr_\ anto
insurance-—in many areos s moch as
4047 because State Farm de-
literately atms to insure careful driv-
ers only., This holds accident costs 1o
a minimum. For foll details—inelud-
ing the exact amount you can save if
vou qualily for membicrship, talk fo
any one nf State Farm's 7.000 agents.
There's no obligegon, of course, And
il be baek at the end of the program
to tell vou how 1o contact the agent
nearest Vil

At the end of the program. local
agents are identified on individual sta-
tions,

State Farm has made use of this lo-
al cut-in in another way, When states
passing =aflety responsibility laws

Furrn

Torwer
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