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Referendum
(Continued From Page 1) WJ - From my own personal standpoint, I

lookat some of the results, and I have to be
more optimistic than I was, for example,
about the last campaign. This is not
scientific, it's intuition on my part. Some of
the publicity that I've read shows dramatic
results from advertising programs. I’d have
to leave the door open to change my mind,
but I'd be more optimistic now than 1 was
just at the end of the six-market study.
There seems to be some momentum here. I
think anybody who looks at the
publications has to think there’s something
going on here. You can't measure it, but at
least it’s more than what was occurring
three years ago Sure, you can affect sales
by reducing price, but I prefer to give a
little bit more emphasis and effort to
promotion.

was Willis Greazer, a dairyman who sits on
the executive committee for Interstate Milk
Producers. Graezer substituted for Lan-
caster County's own Daniel Martin who
had been scheduled to participate, but who
fell ill at the last moment. Dr. Willis
Johnstone, Penn State, was the neutral
party. He is a well-known extension dairy
marketing specialist.

The call took place Wednesday afternoon
of this week, and is reproduced here. The
initials before each bit of dialog indicate
the speaker WJ is for William Johnstone,
WG stands for Willis Greazer, AT is for
Arden Tewksbury, and RW stands for
Richard Wanner, editor of LANCASTER
FARMING.

RW - Dr. Johnstone, do we have any way
ofknowing how effective a milk advertising
program would be7

RW -1 get the impression that milk sales
aren’t really very responsive to price

WJ - It costs so much to tie it down
completely that as in most advertising and
promotion decisions, you’r&gomg to have
to take some of it on intuition. It’s a
creative process, and an art. I doubt
whether you can ever get an exact cost and
effect relationship. In direct mail cam-
paigns, it’s fairly easy to determine results.
But this becomes extremely difficult with
mass media. I’m not saying that advertising
doesn't work, I'm just trying to point out
the difficulty in separating advertising
effect from other factors that work in the
market. 1 think producers that are par-
ticipating m this would have to recognize,
that there aren’t any clear-cut answers.

AT -1 agree with you Bill, but then again, I
think if a particular dealer increases his
own brand advertising, and he sees results,
then 1 guess he’s happy with his ad-
vertising program. We’ve seen this up in
this area, where one or two dealers have
taken sales away from other dealers. But
as for increasing the sale of milk in a

reductions
WJ - That's right. And what you’re really

doing isreducing the price five cents with a
checkoff program But I suspect that
spending that money on promotion will
have more effect on sales that the
traditional way of handling it.

AT - Bill, we’ve experienced some
situations here in the Scranton market. A
particular handler had ignored the milk
marketing board’s price. He lowered his
price, but I don’t think he increased sales
in the whole market. He just increased his
own sales.

WJ - It takes a mighty big decrease in
price to increase sales. Could you apply the
same logic to another sales factor? That is,
advertising. You might argue that it takes a
pretty substantial advertising effort to
make an impact on sales.

AT - I think it would have to be a very
high figure to make a substantial impact,
yes. I think another way to more sales is to
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Look us up at the iru 125 PTO HP
The Strong Green Line of Deutz tractors is available

in 32-38-55-65-85-105-125 HP sizes. Air-cooled Deutz
dieselengines have proven to be far more flexible than
other diesels and last twice as long besides. Their

, constant torque pulls you through more tough spots
Tractors in Lancaster without shifting

& Chester Counties.

Exhibit. We're the
Pioneers of Deutz

Features on the big tractors include: Power steering,
Hyd. brakes, Ind. PTO, shiftable 540-1000 PTO, choice
of remote hydraulics, excellent draft control system,
16-speed fully synchronized transmission and a clutch
that won’t kill the operator.

Check the new turbo D13006 Imagine, 125 HP at 1000 PTO. RPM From an
air-cooled diesel! A compact, lean, tough package of power which has got to be
the most versatile, most flexible big tractor on the market.

STAUFFER
DIESEL, INC.

312 W. MAIN STREET
NEW HOLLAND, PA. 17557

(717) 354-4181

particular market, 1 don't think that's
happened. One dealer gams, but another
one loses.
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