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Radio Advertising Helps Dairy Sell Farm-Bottled Milk 

  Dairy is the sixth largest agri-
cultural business in Kansas, gen-
erating about $253 million, ac-
cording to the Kansas Depart-
ment of Agriculture, which ex-
pects industry growth to con-
tinue. 
  A relatively dry climate in the 
southwest, the ability to obtain 
desired quantity and quality of 
water and abundant dairy feed 
supply are contributing to 
growth. Farm numbers will de-
crease, but dairy size (cow num-
bers and milk production) will 
increase at a greater rate. 
  Along with the number of large 
dairy farms, there also is a grow-
ing number of smaller milk pro-

Padre Says:  Whenever the pastor visited the Hildebrand Farms 
Dairy, Kathy Hildebrand would offer him a glass of milk, which seemed to 
please him. One day, Dave Hildebrand, in a playful mood, slipped a drop 
of whiskey into the glass of milk. The reverend drank it with gusto and 
asked for another glass, and then a third. As the pastor prepared to 
leave, he turned to the couple: “If that cow ever has a calf, I’d like to buy 
her.” 

Milking Cows Still Viable Kansas Industry 

  T w a s  a  t i m e 
when every farm-
stead had a Bossy 
the cow. 
  C h a n g e  h a s 
come, and now in 
some communi-
ties “nobody milks 
cows anymore.” 
Where they do, 
it’s still an every-
day, twice-a-day 
job, with the work 
hard,  unending 
and profitabi l i ty 
difficult. 
  H i l d e b r a n d 
Farms Dairy at Junction City is no 
exception, but it has made a ma-
jor change in order to survive. 
Arnold Hildebrand began milking 
cows there in 1930, and now his 
grandsons Dave and Alan, along 
with their wives, Kathy and Mary, 
milk much the same way, but 
with modern conveniences, of 
course. 
  A big difference is how the prod-
uct is merchandized. After selling 
milk from their 150 Holstein cows 
to various large processors, the 
couples decided to build their own 
facilities to process, bottle and 

“We had to find 
a niche to stay 
viable, and we 
decided proc-
essing would 
a d d  t o  o u r 
profits,” Kathy 
explained.  
  M i lk  i s  so ld 
d i r e c t l y  t o 
stores in a 100-
mile radius of  
the farm, which 
also added a 
reta i l  ou t le t . 

“We sell our milk in glass bottles, 
just like it used to be sold,” Kathy 
informed. “Bottles are reused, so 
there’s no throwing plastic away. 
  Several milk varieties are avail-
able, and there are plans to add 
butter and ice cream to the line. 
Corn-fed, home-raised beef is also 
sold at the farm store that offers 
several naturally-produced prod-
ucts from other area farmers. 
  “What we’re learning now is 
marketing and promotion ,” evalu-
ated Kathy, who insisted that their 
devotion to radio advertising has 
boosted milk demand. 

Dan Lindquist, WIBW Team W captain, and Kurt 
Kaniewski, creative director, are with Dave and Kathy 
Hildebrand and Alan Hildebrand at their Hildebrand 
Farms Dairy Store west of Junction City. 

Developing Effective  
Advertising is Puzzling 

  Every business wants more pa-
tronage. 
  Most owners think advertising is 
a way to increase the number of 
customers, but they  become con-
fused about which direction to 
turn. That’s the reason for Team 
W. “We are a think tank provided 
by Morris Communications, owner 
of 580 WIBW and 94.5 Country,” 
explained Dan Lindquist, a 29-year 
certified radio marketing consult-
ant.   
   “Our team includes experienced, 
successful consultants, talented 
advertising copywriters and com-
merc i a l  p roduc t i on  gu rus , ” 
Lindquist continued. “It’s a team 
of brainstorm chasers and right-
brained brainiacs specializing in 
creative advertising and market-
ing, all working together to help 
businesses grow.”  
  “What you say and how you say 
it is every bit as important as 
where, when and how often you 
s a y  i t , ”  em p h a s i z e d  K u r t 
Kaniewski, internationally recog-
nized copywriter and Team W 
creative director. 
  “Local companies are finding 
that Team W is a more compre-
hensive, better way to market 
their business, product or service,” 
sa i d  L indqu i s t ,  no t i ng  tha t 
Hildebrand Farms Dairy developed 
their advertising through Team W. 
  “After participating in a Team W 
discovery session, some business 
owners have been surprised to 
find out that we don’t charge for 
our service,” Lindquist pointed 
out. “If you love our ideas, you’ll 
ask us to put everything in motion 
to help get more business coming 
your way. Everybody wins.” 
  Don’t let another quiet minute go 
by. Contact me to reserve your 
discovery session with Team W 
right now. 

ducers–often goat farmers–who 
are looking for ways to maximize 
their returns.  
  At the same time, some consum-
ers are demanding “locally pro-
duced” products and Kansas De-
partment of Agriculture has li-
censed small dairy processing 
plants like Hildebrand Farms 
Dairy. 
  The dairy food industry has de-
veloped new milk-based bever-
ages and products beyond tradi-
tional dairy products to meet con-
sumer demand.   
  These exciting changes from Ole 
Bossy in the barnyard make radio 
the perfect media to advertise and 
spread the word. 

  The tradition con-
tinues at the 39 th 
Bridal Fair put on by 
WIBW Radio, 94.5 
Country.  Join us at 
the downtown Ra-
mada as thousands 
browse through the 
venue searching for 
the details to com-
plete their perfect 
day.  This is an op-
portunity to market 
t h e  w h o l e  y e a r 
t h r o u g h :  e -
market ing,  soc ia l 
networking, direct 
mail marketing, net-
working and much 
more.  If your busi-
ness wants to join a 
show that directly 
r e a c h e s  w om e n 
within the average 
ages of 18-55, this is 
the place for your 
business.    


