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The Kentucky Press Association recognizes
the fundamental importance of the implied
trust imposed on newspapers and dissemina-
tion of public information. It stands for
truth, fairness, accuracy, and decency in the
presentation of news, as set forth in the
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tional guarantee of Freedom of the Press.
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+ As We See It +

Kentucky Press Offers
New Volume, New Format

With this issue the Press begins Vol-
ume 32 in a new format. Founded in
October, 1928, by the perpetual editor,
with suspension because of advertising
difficulties during the World War II
vears, the Press enters the new publica-
tion year with the repeated pledge of
service to Kentucky journalism and Ken-
tucky newspapers.

The past years, since its first meager
issue of four pages, have marked a vast
change in many of our newspapers from
sleepy, ineffectual publications—many
with pages of ready-prints—ofttimes poor-
ly printed with little influence, to those
of interesting format, alert typography,
pictorial news and features, and out-
standing community service in progres-
sive communities.

We have noted many changes in pass-
ing: the advent of the offset process,
new and improved printing processes and
equipment, alert and effectual editorial
pages, and a dynamic drive in an elec-
tronic age that have made our com-
munity newspapers leaders in public af-
fairs and in the economic progress of
their areas.

We have endeavored to be a guide
and direction in that progress for these
many years and renew our pledge to be
of highest service to the Kentucky Fourth
Estate.

New Jersey High Court
Permits Juyenile Reporting

The New Jersey Supreme Court has
lifted its ban on press coverage of Juv-
enile Court proceedings. The new rule
became effective September 13. Under
the new rule, if the judge permits, nws-
papers may print the names of juvenile
offenders, their photographs and other
identifying information. Radio and tele-
vision are covered by the same rule,
but broadcasting from the courtroom is
prohibited. In addition, Juvenile Court
judges will be permitted to issue state-
ments regarding the disposition of cases
in their courts.

The new rule is based on the report
of a court-appointed committee of 13
judges, lawyers and probation officers,

known as the Supreme Court Committe
on the Juvenile and Domestic Relationg
Court. The group has studied the proh
lem of press coverage for a year.

Commenting of the new rule, Juvenil
Court Judge Martin J. Kole of Bergen
County, head of the Committee, sid
that: “. . . many people say in the press
and elsewhere that the court is very soft
on juveniles, or that the juvenile offender
merely gets a pat on the wrist and is told
to go home and not come back again.
This is not so. Perhaps if the press is
present and sees what is actually going
on in the court, the public will under
stand.”

ROP Color Doubles

The volume of ROP color used by
national advertisers in newspapers has
more than doubled in the last 10 years,
according to a special report in the Oc-
tober issue of Media/Scope magazine.
ROP color now represents 10 per cent
of the national advertising dollar, or a
volume of $71 million in 1964.

Part of this rule is the result of the
steady increase in daily newspapers offer-
ing ROP color. According to the report,
ROP color is available in a total of
1,098 of the 1,542 daily newspapers
across the nation. Four-color ROP is
available in 585 of these papers with
957 offering “spot color,” ROP in black
and one or two colors.

The cost of four-color ROP compared
to black-and-white advertising ranges
from 20 per cent all the way up to 50
per cent higher. The average increased
cost is 34 per cent for full-color. Add-
ing one color averages 19 per cent higher.

Media/Scope reports that the two
principal methods of charging for ROP
color are flat charges added to the black-
and-white rate or a straight schedule of
page rates for color.

The National Association of News-
paper Purchasing Executives has issued
a booklet containing all information pre-
sented at its annual conference. The
booklet contains information on news:
print, newsbags, tying wire, zing, and
kraft paper and other items of interest
to anyone concerned with procurement
for newspapers. A limited number of
copies can be obtained from the As-
sociation’s vice-president, Pat McHale,
Cincinnati, O., Enquirer, 617 Vine St
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- $10 Billion Increased Revenue
' from Advertising Is Predicted

{

papers had the highest advertising rev-
enue on record—a little over four billion
dollars—or more than advertisers spent
in TV and magazines combined! These
figures will continue to grow, and I ex-
pect them to more than double in the
next 10 years to close to 10 billion dollars
by 1975.

Because the space age—with its em-
phasis on young adults, affluence, educa-
tion, orientation towards reality and need
for factual information—will be a great
cra for newspapers.

Newspapers’ six billion dollar revenue
makes this a big business—and, as many
of you know, this is a very healthy busi-
ness. Sometimes, an advertiser will ask
me, “What's the matter with newspapers,
anyhow?” My answer is, “More people
are reading newspapers than ever before
and they are spending more time doing
so than ever before. Last year, news-
papers sold more copies than ever before
and they sold more advertising than ever
before. And newspaper industry revenues
were the highest in U. S. history. Other-
wise, everything is all right with news-
papers.”

Anyone who questions the fact that
newspapers are one of our great growth
industries should try to buy an estab-
lished paper—large, medium, or small.

Values in Fewer Papers

Some people say that mergers and sales
and consolidations of newspapers indi-
cate something is wrong. In my opinion,
it is just the opposite. These changes
are good. They are good because they
give better value to our publics. Our
reading public gets a better product be-
cause time and money, that previously
have been wasted in circulation battles
with other newspapers, now can be used
to produce good newspapers. Our adver-
tising public—both advertisers and their
agencies—get better value because they
can buy newspaper market coverage with
less duplication and at lower cost.
Changes in the newspaper structure are
based on sound economic principles.
Nearly all the growth industries in the
country have had their consolidations,
mergers, elimination of unprofitable di-

(Note: This thought-provoking article,
a digest of a Newspaper Week address
by Charles T. Lipscomb Jr. before the
Los Angeles Advertising Club, is re-
printed from the October 16 issue of
The Editor & Publisher. It portends a
glowing future for our newspapers, but,
dlso, indicates the big job ahead if our
newspapers are to profit thereby.)

visions and products. All facets of our
product, of our production and of our
marketing are being streamlined and
modernized. Newspapers are perched on
the launching pad with all systems GO
for an epoch-making flight into the space
age.

What will the next decade bring?
Well, first of all, there will be a con-
tinued population growth. We expect to
have 235 million people in the United
States by 1975. Thirty-five years from
now there will be a population of some
400 million and more than 100 million
households. Twice as many people—
and twice as many households as today.
Just imagine! Twice as many people to
reach with advertising messages! Just
think of the number of new products and
new businesses!

Education and Readership

The population of tomorrow will be
the best educated one in the history of
the world. This is of special interest to
us because educational attainment and
newspaper reading always have been cor-
related. Since World War II, the edu-
cated segment of the population—those
who have a high school diploma or more
—has grown twice as fast as the total
adult population. This is what is behind
the steady growth of the number of
newspaper readers and the amount of
time they spend with their newspapers.

The labor force in 1975 will not only
be younger and better educated but will
also include a much larger proportion of
women. Today, there are some 27 mil-
lion women in the labor force. Today,
three out of five working women are
over 35, and more than half of all work-
ing women are “married, husband pres-
ent” as they say in the official records.
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In fact, they are full-time housewives—
or, to be more accurate—they are over-
time housewives, because in virtually
all cases, they take care of their home
in addition to their job. This means that
they have different patterns of shopping
than the stay-at-home housewives, they
have different needs in clothing and
make-up, and, of course, they have very
little time to watch television or listen
to the radio. But they are women on the
go, women who like to keep up with
things—and they are excellent newspaper
readers.

Working Housewives

In the $7,500 to $15,000 income
homes, half of the housewives are work-
ing. Even in the $15,000 to $25,000 in-
come homes, there is a working wife in
one-third of the families. The rapid
increase of the number of families in
the middle and upper-middle income
groups to a considerable extent has been
caused by the additional income brought
home by working wives.

Every year, about half a million wom-
en are going back to work after their
child-rearing days are over. And, as we
move into the next decade, increasingly
more women will be in this category.
This will result in more families being
able to buy more expensive products
and more families in which the house-
wife will have an even vote when it
comes to the purchase of big-ticket
items.

More Informational Ads

What kind of advertising can we ex-
pect by 19752 There probably will be
some major changes in creative ap-
proaches. More than ever, advertising
will be beamed at the housewife—be-
cause of her steadily growing importance
in the family’s purchase decisions. And
the advertising messages to the house-
wife of the space age will tend to be-
come more informational and less emo-
tional.

A second major reason for the growing
need for information will be the house-
wife herself. She will tend to be better
educated—and a course or two in con-
sumer information probably will be part
of her educational background—and on
the whole, she’ll be more oriented to-
wards reality than is true today.

Incidentally, this type of approach
to advertising, with an emphasis on fac-
tual information, does not mean a set-
back for creativity. As a matter of fact,

o
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creativity will become more important
than ever before it will be a matter of
presenting factual copy in an appealing
way. And there will be few creative ap-
proaches indeed that may be considered
too far out—because the young house-
wife of space age will be very sophis-
ticated when it comes to visual symbols.
and science, and today’s avantgarde art-
and science, an dtoday’s avantgarde art-
ists will be the old masters of tomorrow.

Advertising in the space age probably
will be much more personal. Today’s
mass approaches will tend to be broken
down into a variety of copy themes,
each one beamed at a particular seg-
ment of the market.

Newspapers lend themselves extremely
well to this space-age advertising ap-
proach. The reason: the various psycho-
logical types are distributed fairly much
at random within the population—so you
need a medium with maximum reach in
order to provide the exposure 0Oppor-
tunity for the advertising message. Sec-
ondly, the selectivity of perception, that
is common to readers of all print media,
operates to single out prospects in the
audience. A major study that was pub-
lished last year, with the approval of the
Advertising Research Foundation, estab-
lished that prospects are twice as likely
to note a newspaper ad as are non-
prospects.

So newspapers are in tune with the
most recent developments in advertising
strategy—and newspapers will make it
possible for an advertiser to adapt to
space age advertising strategy with maxi-
mum efficiency.

Cobhesive Force in Society

In order to be able to perform their
information function according to the
needs of the times, newspapers every-
where, big and small, are beefing up their
staffs, investing in new equipment and
experimenting. For example, one of our
Bureau directors, Otis Chandler, told me
last summer that the Los Angeles Times
has doubled its editorial budget in the
last five years and that they, this year,
will spend over seven million dollars in
just their editorial department. And he
says that they are not through yet by
any means.

But there is one other function of the
newspaper that may become decisive in
the future. It is the newspaper as a social
institution, as a cohesive force in society.
The space age will be characterized by
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sprawling suburban areas inhabited by
people who weren’t born there and prob-
ably won’t die there, by people who move
about the country and don’t feel any
close identification with the community
in which they live. To such people, the
newspaper provides an opportunity for
identification with the rest of the com-
munity, an opportunity to keep in con-
tact, an opportunity to escape isolation.
This is no mere hypothesis thrown out by
sociologists. You see proof of it here
in Los Angeles as suburban newspapers
are prospering along with the suburbs
they serve.

Advertisers, in need of new ways to
communicate their messages, are finding
that newspapers now offer real creative
and competitive opportunity.

Newspapers are considered a hot me-
dium in many agencies. Many of the top
creative people in the advertising busi-
ness arc now investigating new ways of
expressing themselves in mnewspapers.
Within the next decade, we expect to
see some of the most effective and some
of the most creatively exciting advertis-
ing campaigns appearing in daily news-
papers.

But a discordant note is found in the
September 27 issue of Advertising Age
in which Lee Fondren, chairman of the
Advertising Foundation of America,
sounds a warning that all advertising
will cease by 1980 if governmental re-
strictions affecting advertising. and mar-
keting continue to increase.

He cited current restrictions against
outdoor advertising, charges against man-
ufacturers and food processors in pack-
aging and labeling, and against drug
manufacturers as examples of the trend.
To this we can add, the restrictive legis-
lative powers given pressure groups in
the several states to restrict or forbid
advertising to members of organizations
under the pretence of violating ethical
standards.

M. Fondren described the public as
finding itself “the victims of their own
desire to have ‘the government’ protect
them from anything and everything,”
and added that it may be against the law
for anyone to advertise in any way, thus
stifling the demand for new good$—and,
as a result, jobs would become scarcer.
We hope his predictions will surely be
unfounded or mitigated.

——

It pays to advertise—even you!

Consumer Union Criticizes
Advertising Standards

The Consumers Union, under contract
for the National Bureau of Standards
has completed an 81-page report, “Stand-
ards and the Consumer.” It is highly
critical of current advertising standards,
The report distinguishes between “prod-
uct competition” and “promotional com-
petition,” the former being described as
based on a meaningful product differ
ential which is directed toward significant
product improvement. The latter, “pro-
motional competition,” is said to have
no necessary reference to any significant
product distinctions: it is concerned with
manipulating the buyer.

The report says that “The proponents
of consumer standards, and others con-
cerned with maximizing the effective-
ness of the national economy, generally
agree that ‘creating advertising’ of reason-
able content and magnitude can often
serve a useful function; however, wide-
spread objections to current advertising
philosophy have been registered in all
sectors of the population. Expenditures
for advertising in 1963 were in excess
of $13 billion, and a sampling of the
ad copy forces the conclusion that only
a small part of that incredible sum has
conveyed information of use in making
meaningful comparisons between the
various brands of the commodities rep-
resented.

“FEven where promotional messages
include product claims,” the report says,
“the presentation of straightforward and
meaningful information data is extremc:
1y rare.”

On the other hand, an effort by the
Federal Trade Commission to save resi
dents in Washington, D.C. from the
ravages of advertising seems to be fail-
ing for want of conscious victims. The
FTC established a pilot local complaint
office to which Washington citizens
could report instances of deceptive ad-
vertising. It was intended that similar
offices woudl be established throughout
the nation following the assumed su¢
cess of this first one. Despite generous
coverage by local public information
media, the office has not received the
number of complaints anticipated. Of
the first 40, only six or seven were Con-
sidered worthy of investigation, and none
of these involved advertising as such

(most related to the home improvement
business) .
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Newspapers Must Not Fall
For Excessive Adv. Inserts

In any business, profit has three con-
trolling factors: what you charge for your
product, how much of your product you
produce, and what it costs you to pro-
duce your product. The manager or pub-
lisher of a small newspaper has to “play”
skillfully on all three of these keys to
keep in the black. In many communi-
ties of small and perhaps shrinking popu-
lation, increasing the advertising volume
is difficult. In all communities, the cost
of newspaper production rises at about
3-5 percent a year, so it is difficult to
control expenses. What can be done,
and what has to be done to stay on the
escalator is to raise rates. We have har-
rangued you at length about the sound-
ness of going “‘one-rate”’—i.e., offering
the same rate to everyone, and there
seems to be a tendency (reflected in the
1966 rate-book questionnaire forms) that
many newspapers have either gone one-
rate or are closing the gap between their
local, and national rates. This can’t come
too soon. This warning from the Min-
nesota Newspaper Association applies
equally to Kentucky.

But in this situation there is a steady
drive by advertisers to get your advertis-
ing space for far less than what it costs
you to produce it. We'll forget about
the PR boys who seek to get their adver-
tising free, through handouts. We refer
now, again, to the move by big adver-
tisers, many of them chain-store people,
to pre-print massive quantities of 4-p,
or 8-p. inserts, and encourage their local
dealers to put it in the local newspaper
for a per-copy, or per-insertion charge.
Apparently, there are skilled people at
work doing this, for central office has
heard from a number of publishers who
say, in effect: “This fellow came in with
the local dealer here in town, bringing
this slick insert, all ready to go. He said
that four-five other publishers in the
County had agreed to stuff it in their
newspapers for one and one-half cents a
copy. When I told him I’d carry it for
tegular rates less a discount, he exploded,
saying it was ‘way out of line’ and that’s
the last T’ve heard from him.”

Sure—there is the temptation, if you

can pick up an extra 40, 50, 100 dollars
merely by inserting these things in your
newspaper—to rationalize it (“If I don’t
do it, someone else will.” “The other
publishers did, so I will, too!” “It won’t
cost me much extra to stuff these . . .”)
and go ahead.

But what happens if this practice really
catches on, the food people see the
amount of money they could save on a
per-copy charge, printing up three or
four-color inserts and sending them
abroad to their local dealers? This
couldn’t be done you say? The food in-
dustry has too many unique prices, prod-
ucts, to standardize state-wide or area-
wide advertising? Nope—the food peo-
ple in other parts of the country have
standardized their operations to such an
extent that on Thursday they all sell the
same specials (or enough of the same
specials to make up standard ads).

We have heard that one Minnesota
food chain is working on a pre-printed
insert. Food advertisers have always been
strong local advertisers, people who have
paid the local advertising rates. If they
go the pre-print route, paying 1%2-2 cents
a copy, and if they stop their regular ad-
vertising, and if they get good results
from such advertising, it seems likely
that the heart of local advertising in
many small newspapers would be cut
right out.

So we advise you to stick to your pub-
lished rates. If you carry inserts, then
proceed from a basis of your rate struc-
ture, granting a percentage off for adver-
tiser’s furnishing you the newsprint and
the printing. You're not in the insert-
stuffing business. The product you put
out is expensive to produce, and getting
more expensive all the time. You may
pick up $25 here and $50 there inserting
these things in your newspaper, and some
day end up with a four-page newspaper
between whose two covers is crammed
a welter of miscellaneous inserts from
local people who used to run big ads with
you. And you won’t have enough money
in the till to pay the paper bill at the
end of the month.

Page 3 — The Kentucky Press — OCTOBER, 1965

Minnesota Fights Secrecy
In Pre-Trial Procedures

Whether a pre-trial hearing may be
conducted in secrecy is a question being
debated in a Minnesota court where the
judge closed the coutroom to the press
and the public during proceedings pre-
liminary to the trial of a defendant on a
charge of murder.

A motion filed by the attorney for the
defendant, a woman charged in a grand
jury indictment with the fatal shooting
of her husband, petitioned for the sup-
pression of certain evidence and re-
quested that the courtroom be cleared
of the public and the press during the
hearing on the motion. The attorney
argued that possible prejudicial informa-
tion would be presented at the hearing
which should not be published or be
made known because of its effect on
those chosen for jury service in the trial
of the defendant.

Newsmen in Minnesota assert that
granting of the motion has established
a precendent that is dangerous and the
local newspaper has retained counsel to
contest the action of the judge. They
argue that a pre-trial hearing is a judicial
procceding as open to the public as
a formal trial and that the court erred
in granting the motion in violation of the
public’s right to a free press in the re-
porting of court news.

—_’—__
Where Are Employees?

From another state press association
bulletin comes the story of a plea by a
publisher of a high-quality weekly, “I'm
not asking for a trained newsman, I'm
just looking for a warm body.” He
added, “We used to be able to get well-
trained journalism graduates out here,
but I've been trying for six months now
to get anybody . . . all T want is some-
one who’s alive. I honestly don’t know
what to do about it.”

The association manager replied, “We
are scraping the bottom of the barrel.
A number of trained printers are looking
for work, but they are in prison and
need to line up a job before they can
get out on parole. There isn’t much
that’s happy about this situation. The
same shortage exists for admen, report-
ers and managers of newspapers.”—Add
Kentucky!
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Eight Guides Offered
For Up-Grading Weeklies

Questions are often asked concerning
the measurement of a weekly newspaper
as a business venture. Marion Krehbiel,
Kansas newspaper broker and consultant,
gives the following guides that should
be of information and, we hope, prac-
tical use in up-grading business practices
of our community newspapers.

He points out that the guide lines
were based on case histories of about 600
weeklies he had studied, and averred
that a good weekly should net, before
income tax, 10 per cent of gross after
depreciation and after $6,000 to $10,000
salary to the owner (from $6,000 salary
on $20,000 gross to $10,000 salary on
$100,000 gross) .

To net 10% you should conform to
these norms:

L. Payroll-volume ratio, including own-
er's salary, should be 45% of gross
volume; 50% will break even, and 60%
will begin to show a loss.

2. Full-time employes (again includ-
ing owner and his family) should pro-
duce $10,000 gross each, € 7 em-
ployes should produce $70,000.

3. One employe in the front should
balance one in the back shop, but the
most profitable ratio is 3 in front to 4
in the back, including the owner (and
wife).

4. Circulation should be 80% to 85%
of town population (2,000 town—1,600
01,700 paid circulations). Gross volume
should be $30 per capita town population
(2,000 town, $60,000 gross ).

5. Get your money! Your accounts
teceivable at any time should never
exceed 15 times average month’s vol-
ume. Sixty thousand annual gross, $5,000
monthly average gross, $7,500 accounts
receivable—this is the limit.

6. Raise ad rates 5 per cent per vear.
Inflation is raising our costs 3 per cent
per year and we still haven’t compen-
sated for all of the 25 per cent infla-
tion we failed to match in the 5 immedi-
ate postwar years while we waited for
the inevitable postwar depression which
NEVEr came.

7. If job work gross is going up and
fldvertising down, look out! Your profit
5 going down automatically. When
more than 30% of your gross is in job
Work, you've not only begun to lose
Pofit but you’re changing into a job

shop, and they’re low profit. When you
pass 50%, the tail is wagging the dog
and you've created a monster you don’t
want. And neither does anyone else.

8. Keep your purchase debt financing,
building financing or new equipment
loans down to where they can be paid
oft at not to exceed 9 per cent of annual
gross volume per month on monthly
payments, including interests. (Fifty
thousand dollar annual gross means $500
per month maximum in principal and
interest payments). One and one-half
per cent is tough to meet and 2% can
result in default.

Newspapers using roll film camera
often are faced with wasting some un-
used film on the end of a roll when in a
rush to get the film developed. An Ok-
lahoma weekly shoots up the extra film

on local buildings—business, public, fac-
tories, etc—and files the negatives. Then
when a business changes hands or an ad-
dition is planned, the photo is quickly
available.

A Georgia weekly found a solution to
the frequent calls for old copies of the
paper that eat up valuable minutes dig-
ging through files. When club women,
salesmen and family members call for
out-dated papers, they were directed to a
legal transfer file with a pull-out drawer
containing several copies of each week’s
issues. Vertical guides with the latest
issue at the front make the dividers. Cus-
tomers then are invited to do their own
searching. This pleases them and saves
the staff’s time, reports the weekly. The
back copies are sold at a higher price
than the regular current counter copies.

In Kentucky
in the game room

beer’s the one...

for good taste,
good fun

You name your game, ping-pong or check-
ers, cards or chess. Play it hard, and it
takes a lot out of you. That’s when you

like most to settle down in a soft chair and enjoy
your friends’ talk and your beer’s taste. Beer was
made to relax with. Made to refresh you, cool
you, cheer your taste. So next time you're playing

some sociable at-home game, take time
out for the companionable taste of beer.
UNITED STATES BREWERS ASSOCIATION, INC.

P. 0. Box 22187, Louisville, Kentucky 40222
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7 oncrele median bairiers
permit unigue design that
cuts accidents dramatically

Center barriers to separate opposing high-speed traffic
on restricted-width highways are vital to preventing
accidents and saving lives.

Today, anew-type concrete median barrier is producing
outstanding safety results, and gaining the special
interest of highway engineers.

Key factor in this success is the barrier’s unique
contour, which concrete makes possible. Vehicle deflec-
tion is effected at the wheels. Car bodies do not strike
the barrier at a flat angle of impact. Drivers, with no
fear of scraping, readily ride close to the barrier. For
maximum barrier visibility, without painting, white
cement concrete is used on the exposed surfaces.

Dimensions and curve detail dia-
grammed above show compact simplic-
ity of concrete median barrier

Long-term use and studies by the New Jersey State
Highway Department confirm the barrier-design
effectiveness. Vehicles are not deflected or slowed too
rapidly, causes of side and rear reaction collisions.
Drivers retain control easily. A typical installation not
only eliminated head-on collisions, but reduced injury
accidents 75%.

Concrete median barriers offer an immediate life-
saving improvement for both old and new expressways
and other highways. Minimum upkeep cost is assured
by concrete’s strength and durability.

Portland Cement Association

1105 Commonwealth Bldg., Louisville, Ky. 40202
An organization to improve and extend the uses afcanlcrf;:;

made possible by the financial support of most competing cement manufactul
B o e in the United States and Canade
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LET'S OFFER

INGENTIVES
TONEW

INDUSTRY

KENTUCKY'S RURAL ELECTRICS WILL HELP

Building a more prosperous Kentucky requires
that we attract new industry to provide more jobs
for our citizens. Kentucky’s Rural Electrics are
helping to bring in new industry, such as the new
$50 million Harvey Aluminum plant at Lewisport,
by offering the assurance of low cost power in the
amounts needed by major manufacturers. Power
for the Harvey Aluminum plant will come from
the new Big Rivers Generating Station at Sebree.
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pact simplic-
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Jersey State
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The Rural Electrics’ program for industrial de-
velopment includes national advertising, directed
to industry, as well as personal meetings with out-
of-state industrialists to present the many good
reasons for putting new plants in Kentucky.

nediate life-
expressways
st is assured

Everybody can help! Speak up for Kentucky and
the many benefits we offer to new industry . . . cen-
tral location, good transportation, willing labor,
lots of raw materials. Let’s make Kentucky grow!

sociation

sville, Ky. 40202

eLET S SPEAK UP FOR KENTUCKY!




FIRST THINGS FIRST

First things must come first in an
electric company serving 77 Kentucky
counties. The first responsibility of
Kentucky Utilities Company is to pro-
vide plenty of electric power to meet
all customer demands. There must
be enough, too, to supply any new
industry that moves into the commu-
nity.

Communities served by KU can
assure industrial prospects ample
power for their needs today—and for
tomorrow’s expansion plans.

KU will also furnish industry—
existing or new—with engineering as-
sistance to help them achieve the
most efficient and lowest cost uses of
electricity in their industrial pro-
cesses.

And KU has an entire depart-
ment whose job is to help bring new

industry to Kentucky. KU personnel
help to establish the necessary grass
roots industrial development organi-
zations, and serve on both state and
local levels in programs designed to
attract new industry to Kentucky.

It all adds up to KU’s efforts to
be a good citizen in the area it serves.
It's good business, too. New industry
means more jobs, more prosperity for
the community, better business for all
of us.

ENTUCKY

TILITIES
BMCOMPANY

120 s. St., Lexi Ky. 40507
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