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Rough Proofs 
Reader’s Digest has printed its 

version of “The Hucksters” in 46 

pages. After leaving out the hot 

stuff, the editors found the Wake- 

man opus very easy to condense. 

, FF F 

Automotive advertising, AA re- 

ports, “probably will not grow 

substantially until the industry 

can see a profit.” 
And until the public can see a 

few more cars. 

7’ v Ff 

Erwin Hamme, FDTA fashion 

forecaster, says real flowers will 

be worn on women’s hats in in- 

creasing numbers. 
Better Homes & Gardens may 

have to add a millinery section. 

. F F 

Jay Gould, the agricultural ex- 

pert of WOWO, interviews a 

county agent every morning at 6 

o’clock. 
Even the farmers’ friends start 

the day early. 

> eS 

James B. Baldwin says Stude- 

baker’s advertising is “refresh- 
ingly different.” 

So’s the car. 

7, F 

Southern Pacific is offering “a 

short course in railroading to air- 

line executives.” What bright air- 

line executive will be the first to 

reciprocate? 
vvy 

Reproduction of one of its 1907 
ads by Partridge & Anderson in- 

cluded pictures of the top execu- 
tives and proved that 40 years ago 

a luxuriant mustache was a Sine 

qua non. 
7. 7 F 

ADVERTISING AGE ran an inter- 

esting photograph of a beauty con- 

test and captioned it, “Judges at 

work.” 
It’s nice work if you can get it. 

7 Vv 

Cleveland Indians advertising is 
drawing record turnouts, reports 

the world’s greatest advertising 

journal. 
Do you suppose Bob Feller has 

anything to do with them? 

+ Y 

Diamond Match Company offers 
advertisers 100,000,000 or more 

circulation. 
Only the skywriters can com- 

pete with that kind of figures. 

= = 

“Petrillo attacks anti-Petrillo 

act as ‘monstrosity’.” 
Is this a case of the pot calling 

the kettle something out of the 

dictionary? 
7 ¥ F 

The pictures of Esquire’s new 

girl should provide some inter- 

esting suggestions to manufactur- 

ers on how best to reduce the 

amount of material in _ ladies’ 

underthings. 
Y Vv F¥ 

In war time, Chillicothe Paper 

Company reminds us, “You had 
to take what you could get.” 

If it’s paper, you still do. 
Copy Cus. 

Now Ready for Immediate Delivery. .. 
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ANOTHER DRIVE STARTS—Reynolds 
Metals Co., Louisville, through Buch- 
anan & Co., New York, ran this large- 
space ad in newspapers and financial 
dailies for another new line—aluminum 

roofing and siding materials. 

Distillers’ Quotas 

Bring Court Fight 

Against ‘Big Four’ 
WASHINGTON—Efforts of Pub- 

licker Industries, Philadelphia, to 

establish itself among the “Big 
Four” distillers spilled into the 

federal district court here this 

week in a fight over division of 

500,000 extra bushels of grain 

which the Agriculture Department 

will allow for alcoholic beverages 

in September. 

Because it questions the right 
of the government to ration scarce 

goods in a manner advantageous 
to prewar members of an industry, 

the action is drawing the attention 

not only of “old line distillers” but 
also of established producers in 
other lines who fear the advent 

of new competitors. 
Publicker, whose capacity mush- 

roomed during the war, argues 

that the department should stick 

to the system adopted in July, 

1945, of allowing grain to distillers 
under quotas based on “best 

single day’s production in 1945.” 

Publicker Gets 20.5% 

On this “capacity”? basis, it had 
been receiving 20.5% of the grain 

ration for alcoholic beverages, 

while its “Big Four” competitors 

—Hiram Walker, Seagram, Schen- 
ley and National Distillers—had 

only 33.5%. 
Publicker went to court after 

the Agricultural Department rec- 

ognized the protest of the “Big 

(Continued on Page 59) 

Creative Man 

Gets bopped. View it 
| in ‘Voice,’ Page 44. 
| Other features: 
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52% of 2,000 Women 
Say Labels Sway 
Food Purchasing 

NEw YorK—To the question, 
“If products were divided into 

various grades, would you still 

buy your favorite brands however 

they were graded?” 34% of 2,000 
women leaders surveyed by Flan- 
ley & Woodward, public relations, 

for Grocery Manufacturers of 

America said yes and 37% said no. 
Of the rest 22% did not know 

and 7% did not answer. 
The findings in a nationwide 

“market basket quiz” of teachers, 

homemakers, business and _ pro- 

fessional women, rural extension 

leaders, editors, home economists 

and others have just been pub- 

lished in a booklet, ‘Labels in the 

Spotlight,” as part of the GMA 

descriptive labeling program. 

Some of the highlights were: 

85% of the women surveyed do 

their food buying in person; 75% 

said that a good descriptive label 

would persuade them to try a new 

product; 93% use recipes on labels, 

at least sometimes, and 76% cur- 

rently cite the brand name as 

“the factor most likely to affect” 

their selection of a product. 

Are Opinion Leaders 

Although no “cross-section sur- 
vey,” the findings present opin- 

ions and habits of opinion leaders 

in cities, towns and on farms in 

every part of the country. In ad- 
dition to the women directly sur- 

veyed, a total of nearly 20,000 
copies of the ‘“‘quiz’”’ was requested 
for use in club, college or high 

school study groups. Some teach- 

(Continued on Page 40) 

Grades Outrank Brands 
In GMA ‘Leader’ Survey 

Sponsor Signings 
Fill Major Gaps 

in Net Schedules 
ABC Lands Crosby, 
‘Pot o' Gold’; Kyser 
Leaves 'Luckies' Fold 

New YorK—The few remaining 
gaps in choice network radio time 

for the 1946-47 season are rapidly 

disappearing in a dither of last- 

minute juggling and _ grabbing, 

with last spring’s sponsor can- 

cellation jitters all but forgotten. 

Some late developments: 

Bing Crosby’s new, as-yet-un- 

named, transcribed show for Philco 

was spotted, as generally expected 

(AA, Aug. 26), on ABC. 

Colgate Signs Kyser 

Kay Kyser got free from his 

eight-year-old American Tobacco 

tie-up and signed a long-term deal 
with Colgate-Palmolive-Peet under 

which his NBC “Kollege of 

Musical Knowledge” will be cut 
from an hour to a half-hour for- 
mat. 

ABC booked the much-disputed 

“Pot o’ Gold” $1,000 weekly give- 
away show, off the air for several 
years, to return Oct. 3 under its 

old sponsor, Lewis-Howe Com- 

pany, for Tums. 

Campbell Soup signed Hilde- 
garde, heard the past four years 

(Continued on Page 58) 

white flour. 

terson’s death, joined the paper 

Milford, Conn., farm and travel. 

founded, as assistant general business manager. 

business manager, probably will succeed him. 

Egbert White to Retire from Ad Business 
New YorK—Egbert White, senior account executive, vice-president 

and former director of Batten, Barton, Durstine & Osborn, plans to 

retire within a few months. He will divide his time between his New 

Last Minute News Flashes 
Schenley Names Hal Chase Ad Director 
NEw YorK—Hal M. Chase, formerly an advertising executive with | , 7 

Ralston Purina Company, St. Louis, has joined Schenley Distillers | £4V°FS (senerous credit, exclusive 
Corporation, New York, as advertising director in charge of budgets, 

media and packaging. He will serve under H. E. MacDonald, vice- 

president in charge of advertising, sales promotion and merchandising. | 

Pillsbury, General Mills Ready New Flour Copy 
MINNEAPOLIS—Pillsbury Mill’s advertising of Pillsbury’s Best flour 

and Sno Sheen cake flour will be greatly increased with the ending 

of the 80% flour extraction order effective yesterday. General Mills’ 

campaigns for Gold Medal Kitchen Tested flour, Softasilk cake flour 
and Bisquick will be restored at a “reasonably early date.” 

millers informed AA changes in radio, magazine, newspaper and 
other copy were wired last week after announcement of return of 

Both 

‘New York News’ Publisher Killed in Crash 
New YorK—Roy A. Hollis, who succeeded the late Capt. Joseph M. 

Patterson last May as president of the News Syndicate Company, 

publisher of the New York Daily News and Sunday News, was killed 

in an auto crash at 2:45 a.m. Thursday, Aug. 29, in Fairfield, Conn. 

Mr. Hollis, general business manager of the News prior to Capt. Pat- 
in 1921, two years after it was 

F. M. Flynn, News 

Mr. White has been with BBDO 
and a predecessor, George Batten Company, for 30 years, and re- 

- 53| turned to the agency last year from military service, where he was a 
' colonel in charge of the Mediterranean edition of “Stars and Stripes.” 

(Additional News Flashes on Page 59) 

Tobacco's Big 3 

Sued as ‘Trust’ 

by Independent 
Monticello Asks 
$36,000,000 Damages 
in N. Y. Court 

NEw YorK—Monticello Tobacco 
Company, 655 Fifth Ave., New 

York, last week filed suit against 

American Tobacco Company, its 

subsidiary, American Suppliers, 

Inc., Liggett & Myers Tobacco 

Company and R. J. Reynolds To- 
bacco Company, asking damages 

of $36,000,000 for losses incurred. 
because of alleged monopolistic 

practices of tobacco’s “Big Three” 
in distribution. 

In a complaint filed for the com- 

pany by its attorneys, Wise, Shep- 

ard, Houghton & Kelly, in the fed- 

eral district court of New York, 

the company charged that as a 
result of the domination of dis- 

tributors by the Big Three, the 

plaintiff, which manufactures and 

sells Monticello cigarets and Mon- 

ticello pipe mixture, has been 
forced to curtail its production to 

the point where its business is 

unprofitable. 

Named as defendants were the 

following officers of the com- 

panies: _ American,, George W. 

Hill, James E. Lipscomb Jr. (also 

president of American Suppliers. 

Inc., distributing subsidiary), Pau) 

M. Hahn and Vincent Riggio; Lig- 

gett & Myers, James W. Andrews, 

William A. Blount, George W. 
Whitaker; Reynolds, E. William N. 

Reynolds, S. Clay Williams, James 

A. Gray, James W. Glenn and 

Edward A. Darr. 

Price Fixing Charged 

| The complaint asserts that the 
Big Three control the buying mar- 

ket, fix the price of leaf tobacco, 

|fix the factory price of finished 
‘products, dominate distribution 
‘through distributor’s lists and 

franchises, and “advertising serv- 
|ice’”’), and manipulate wholesale 
| 

Art Assumes Rosy 
Commercial Hue 
Detroit—There’s g-o-o-d news 

today! 

Advertising volume will shatter 

all existing records by early next 

year, according to Roy Washburn, 
sales director of New Center Stu- 
dios, Michigan’s largest art or- 

| ganization. Mr. Washburn bases 
his prediction on the volume of 

business now taking shape in the 
commercial art field, which he 

Says is an excellent barometer of 

advertising volume. 

“We can accurately foresee the 
advertising picture,” he says, “be- 

cause our work starts some three 

to six months ahead of the ap- 

|pearance of the ad. By dealing 

with more than 60 advertising 

agencies, we feel the over-all mar- 

ket effect even though isolatec 

spots are temporarily slow.” 

Summer slackness was felt by 

the art studios last winter and 

early spring, he reported. But 
sales started to soar last month in 
| Preparation for the year-end rush. 
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and retail prices of their own 
products and their competitors 
(including Monticello) “to elimi- 
nate competition.” 

According to the complaint, 

“The Big Four (here Lorillard 
was included, although it is not 

a defendant) support and finance 

the Tobacco Merchants Association 

of the United States, a trade as- 
sociation through which certain 

of their common policies are ef- 
fectuated.” 

The plaintiff also alleges that 
“the defendants sold direct on 

wholesale terms to an extremely 

small number of favored distribu- 

tors located throughout the United 
States.” 

For the most part these were 

jobbers or large retail outlets and 
comprised less than 1% of all dis- 

tributors (there are 750,000 retail 

outlets, the complaint says). As 
a consequence, “these favored dis- 
tributors were completely or sub- 
stantially under the domination 
or control of the defendants in 

respect to prices and terms... 

and as to which brands of manu- 

facturers other than the defend- 

ants’ they might sell.” 

Repeated reference is made in 

the suit to the famous anti-monop- 

oly suit undertaken by the De- 

partment of Justice against the 

Big Four. That case, which be- 
gan in Lexington, Ky., July 24, 

1940, resulted in a verdict which 

fined the defendants $5,000 apiece 
on each of three counts. The com- 

panies subsequently appealed to 
the sixth circuit court of appeals, 

but the appellate court upheld the 
original decision. The case was 

then taken to the Supreme Court, 
which on June 10 this year up- 

held both the primary court and 

the appellate court rulings. 

Promotion Criticized 

Advertising comes in for its 

share of blame, with the plaintiff 

charging that the defendants’ na- 
tional advertising and promotion 

created public acceptance and de- 

mand which forced distributors to 
handle their brands “even on un- 

reasonable and arbitrary terms.” 

Distributors had to handle brands, 

the plaintiff says, “at such prices 
as to exclude and to the exclusion 

of the products of the plaintiff.” 
The result, the complaint 

charges, is to compel distributors 

to refuse to distribute the prod- 
ucts of the plaintiff and other 
manufacturers, and the company 

charges that the defendants were 
able to sell direct to certain retail 

outlets at wholesale prices. 
The company’s complaint is 

signed by Richard Hartley, presi- 

dent. In its preliminaries, it de- 
clares its capacity to produce and 

sell is one billion cigarets a year, 

and “many thousand pounds” of 

pipe tobacco. However, the com- 

pany is listed neither in the 
“Standard Advertising Register” 
nor in the Manhattan telephone 

book, nor does “information” have 
a listing. Tobacco trade associa- 

tions had never heard of the com- 

pany. 
The Tobacco Merchants Associa- 

tion reported that it had made 
fruitless efforts to contact the 

Monticello company. To the best 

of the association’s knowledge, 

Advertising Age, September 2, 1946 

Monticello _was incorporated in 

New York in 1939, when it took 

over the Court Tobacco Company. 
In that year, Tobacco Leaf re- 

ported that the company had be- 

gun distribution of Monticello 

cigarets and smoking mixture in 
the New York area. 

Texaco Signs Ten 
Year Radio Deal 
for Bracken Show 
NEw YorK—The Texas Com- 

pany has signed one of the long- 
est radio contracts on record for 
its new Eddie Bracken show in 

the “Texaco Star Theater” on 

CBS, Sundays 9:30-10 p.m., be- 
ginning Sept. 29. 

The contract with movie stars 

Eddie Bracken, William Demarest 

and Ann Rutherford has options 
up to 10 years, bringing the show 
up to a long-term mark rivaled 

only by Bob Hope’s contract with 
Pepsodent. The program is owned 
outright by Texaco and will be 
handled by Buchanan & Co. Terms 
of the contract provide options at 
13-week cycles. 

Final signing ended a _ period 

of continuous summer speculation 

over just what program Texaco 

would buy to fill the CBS time 
spot which it had been holding 

with a “Star Theater” title but 

no program, and made Texaco just 
about the last of the sponsors with 

choice radio spots to select its 
program. 

Reserve Board Reports 
on 1945 Retail Credit 

The Federal Reserve System’s 
board of governors has printed 
“Retail Credit Survey — 1945,” 
showing comparisons of 1945 and 
1944 net sales, year-end inven- 
tories, year-end accounts receiv- 
able, etc., for nine types of retail 
stores and dealerships. Compari- 
sons for the U. S. as a whole, and 
various large cities, show the per- 
centage of cash, instalment and 
credit sales. 

The Federal Reserve Bank of 
Chicago (seventh district) has 
published a 36-page report, “Re- 
tail Credit Survey for 1945,” giv- 
ing similar comparisons for prin- 
cipal cities in the district. Both 
surveys separately cover depart- 
ment stores; men’s clothing stores; 
women’s apparel stores; furniture 
stores; household appliance stores; 
jewelry stores; hardware stores; 
automobile dealers, and auto tire 
and accessory stores. 

Point of Purchase 
Group Plans Test 
Audience Survey 
New YorK—The executive and 

research committees of the Point 

of Purchase Advertising Institute 

decided recently at a joint meet- 
ing to initiate a preliminary win- 

dow display audience survey for 
drug and grocery items in Trenton, 

N. J. 
This pilot study, to be conducted 

for three weeks, probably start- 

ing Oct. 1, will test an audience 
measurement technique for a mas- 

ter single-market study next year. 
The Trenton study, through 

Fact Finders Associates, said Nor- 

man F. McKean, executive secre- 

tary of the institute, will involve 
a one-week audience check, etc. 
Two grocery items are expected 
to be used, but the brands have 
not been determined. From 35 to 

40% of Trenton’s 57 drug stores 

and 479 grocery stores will be in- 
cluded. Two hundred interviews 

will be made before and after in- 

stallation of displays. 

The executive committee is 

headed by C. L. Vanderbogart, 

Niagara Lithograph Company, 

president of the institute. Charles 
Solomon, American Safety Razor 
Company, Brooklyn, is chairman, 

and John F. Kurie, M. & M. Ltd., 

Newark, co-chairman of the re- 

search committee. 

Lyndon Brown Named 
Knox College Head 

Lyndon O. 
Brown, mem- 
ber of the firm 
of Stewart, 
Brown & As- 
sociates, New 
York market- 
ing research 
organization, 
and formerly 
vice - president 
and director 
of research of 
Foote, Cone & 
Belding, Lord 
& Thomas, 
and numerous 

other agencies, has been elected 
president of Knox College, Gales- 
burg, Ill. 

Mr. Brown was at one time pro- 
fessor of marketing at the Uni- 
versity of Detroit, and subse- 
quently served 13 years on the 
faculty of Northwestern Univer- 
sity. He will assume his new post 
Jan. 1. 

L. O. Brown 

MORE ADVERTISERS 
USE MORE SPACE 
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"He’s walking on air since they gave him the IOWA territory”’ 

You'll feel like that, too— when you discover the 

Des Moines Sunday Register covers 70% of a 

free-spending, state-wide urban market! Yes, THE DES MOINES 

REGISTER ann TRIBUNE 
covering Metropolitan lowa 

lowa becomes one of your TOP 20 urban mar- 

kets—when you use this unique newspaper that 

makes a “‘city” out of a state! Tap the rich flow of 

lowa’s urban spending—add another huge 

metropolitan area to your list at a milline rate 
, A STATE-WIDE URBAN MARKET RANKING 

of only $1.55 — with the Des Moines Sunday AMONG AMERICA’S FIRST 20 CITIES 

Register. . 

ABC Circulation March 31, 1946: Daily 353,590 — Sunday 450,200 

Nationally represented by Osborn, Scolaro, Meeker & Co., New York-Chicago-Detroit-Philadelphia 

And George D. Close, Inc., San Francisco—Los Angeles—Seattle 

THAN IN ANY OTHER 
OUTDOOR MAGAZINE 
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H..- is the first detailed, scientific con- 

sumer analysis of America’s third largest 

market—a fact-filled book that will help 

every one now selling (or planning to 

sell) a consumer product in Philadelphia. 

Over five thousand families from seven 
sales areas—representing an accurate 

cross-section of the busy Philadelphia sa 
buying market—were personally called : 
on to learn the brands of grocery, drug 

and other household products they use 
and buy. 

Two personal calls were made on each 

family. More than a hundred questions 

were asked and answered concerning 

preferences for more than nine hundred 

brands of consumer products. It is the 

—s first time such a comprehensive study 

— has been made in a market as large as | 
Philadelphia. 

Advertisers and advertising agencies can 

now secure this ‘“‘gold mine” of informa- 

tion. Simply use your business letterhead 

and write: Advertising Department, The | 

Evening Bulletin, Philadelphia 5, Penna. 

Ask for “The Evening Bulletin 1946 Con- 

sumer Analysis of the Philadelphia 
market.” 

ee ro oe 
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What's in It? | Wee RS hee | 
A detailed study of buying habits, ownership of appliances, con- 2 

sumer brand preference and dealer distribution in the following fields: 

FOODS ¢ SOAPS * DRUGS ¢ COSMETICS AND TOILETRIES 

AUTOMOTIVE -¢ ELECTRICAL APPLIANCES 

HOMES AND EQUIPMENT ° TOBACCO PRODUCTS 

IN PHILADELPHIA—NEARLY EVERYBODY READS THE BULLETIN 
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Compton, London 
Agency Combine 
Efforts on P&G 
Nsw Yorx—Lambe & Robinson 

Ltd., London, recently - formed 
agency with Procter & Gamble as 
its principal American client, and 
Compton Advertising, New York, 
have established a close working 
arrangement including exchange 
of personnel and a “token ex- 

change of stock,” Richard Comp- 
ton, chairman of the New York 
agency, told AA. 

Mr. Compton recently spent 
two months in England working 
with the new agency and Ivor 
Lambe, managing director of the 
London agency, was due to arrive 
in New York on Saturday to work 
with Compton for a time. Mr. 
Compton is a director of Lambe & 
Robinson and Mr. Lambe is a di- 
rector of Compton. 

The arrangements between the 

agencies were described by Mr. 
Compton as an “active working 
agreement,” but he emphasized 
that there is no financial control 
of one company over the other. 
The purpose of the arrangements 
is primarily to service the Procter 
& Gamble account in Great Brit- 
ain, he said, and they were adopted 
in preference to exporting Ameri- 
can personnel to handle the ac- 
count in England. 

Mr. Lambe was formerly adver- 
tising manager of Crosse & Black- 

Advertising Agency, London. 

To Return to St. Regis 

Yoatg got to make calls 
F you watt 0 gt 

The best way to attain the sweet things of life is to build yourself up to the 

opportunity. Farm JOURNAL places you in sound position to reach into the 

cookie jar of rural sales—those top-half counties in which the preponderance 

of America’s farm income is earned. FarM JouRNAL has more than 81% of its 

2% million circulation there. And to cap it off—gives you 400,000 more sub- 

scribers than any other rural magazine . . . all of it where the big money is. 

Farm Journal 

OF THE GREAT MAGAZINES 

Over 30 million people in the U.S.A. live on farms. So if you 

want to get national results, you’ve got to call on the farmers. 

WORLD'S LARGEST 

GRAHAM PATTERSON, Publisher - PHILADELPHIA 5 

RURAL MAGAZINE 

Congress foGet 
New $10,000,000 
State Ad Program 

mew Congress assembles in Janu- 
ary. 

Designed to “double our exports 

full employment boom,” the pian 
authorizes. the- goverfiinent to fur- 
nist enel¥ state $2,000,000 to be 
invested in community and ex- 
port advertising to increase the 
sale of its products. 

The so-called “Shafer Prosperity 
Plan” was introduced by Rep. 
Compton White (D., Idaho) 
shortly before the 79th Congress 
adjourned. Though it never 
reached the hearing stage, W. B. 
Shafer Jr., its sponsor, believes 
that there will be public hearings 
on a successor measure which Rep. 

new Congress. 

Commerce Fund Sought 

In addition to $2,000,000 of ad- 
vertising for each of the 48 states, 
Mr. Shafer is proposing that the 

$4,000,000 here and abroad to pro- 
mote the products of the United 
States. 
A native of Norfolk, Va., Mr. 

Shafer points out that a $100,000 
advertising campaign resulted in 
large amounts of néw business for 
that port. He feels that similar 
advertising of the resources of 
other communities will draw cap- 
ital investments and customers. 

Under the bill in its present 
form, the Secretary of Commerce 
“is authorized and directed to con- 
fer with the governors of the 48 
states” to formulate plans for 
“community and export advertis- 
ing for each state; with particular 
emphasis on advertising aimed at 
increasing the sale and exporta- 
tion of products of farms, factories 
and mines in the markets of the 
world.” 

Would Supervise Plans 

The Secretary is directed to 
supervise the execution of the 

state advertising plans. 
The bill, SR 7224, was referred 

to the House interstate and for- 
eign commerce committee. It will 
be revised; Mr. Shafer said, to in- 
corporate such safeguards as the 

advertising profession may bring 
to the attention of Rep. White. 

Mr. Shafer feels tnat it might 

be well to require the states to 
contribute toward the advertising 

fund. He feels each state should 
have an equal amount, however, 
as the less populous and undevel- 
oped states will need the adver- 
tising aid more than the wealthier 

ones. 

Sonotone Boosts Beeler 
Don Beeler, manager of the 

central division for the past 13 
years, has been appointed vice- 
president in charge of sales and 
advertising of Sonotone Corpora- 

King Cooper, who resigned. 

and start a three-cycle 21-year 

White will present early in the 

Department of Commerce spend . 

tion, Elmsford, N. Y., succeeding | 
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WHAT 
Holywood 

ISN’ T 
BY DONALD W. THORNBURGH 

VICE PRESIDENT IN CHARGE OF WESTERN DIVISION 

COLUMBIA BROADCASTING SYSTEM 

en isn’t the future capital of 

Radio Broadcasting. It is the capital ! 

Today most radio programs and radio 

names that are remembered—the ones with 

greatest audience appeal—come from Holly- 

wood. The Lux Radio Theater, Bob Hope, 

Fibber Magee and Molly, Frank Sinatra, 

Joan Davis, Screen Guild Players, Tom 

Breneman and dozens more like them orig- 

inate in this—America’s most fabulous city. 

What’s the reason? Is it the irresistible 

attractions of Hollywood as a city? Not alto- 

gether. True, the magic of its weather; the 

opportunities for outdoor living ; the lure 

of the mountains; the proximity to the 

beaches—these are factors in its favor. Yet 

show people must be practical. Perform- 

ers must make hay while the sun of success 

shines upon them. They must make the 

most of their years of affluence. 

No, Hollywood’s natural advantages are 

not the answer—although they were origi- 

nally responsible for locating the great mo- 

tion picture industry here. Now radio has 

been added to motion pictures. Result ?Show 

people have found in Hollywood an oppor- 

tunity to harvest earnings in both fields. 

I am reminded of that deathless bro- 

mide: Which came first—the chicken or 

the egg? In which category should these 

names (and many others) be listed? Are 

they motion picture stars—or radio stars ? 

BING CROSBY JACK CARSON. 

BOB HOPE FRANK SINATRA 

JACK BENNY FRANK MORGAN 

JEAN HERSHOLT JOAN DAVIS 

Four hundred and fifteen of the biggest 

names.in motion pictures have appeared 

on the Lux Radio Theater. This indicates 

the close correlation between pictures and 

radio. It applies not only to actors but to 

writers, directors, producers. What’s 

more, you cannot put these stars into any 

one group of show business. They are simply 

great entertainers living and working where 

their services are in greatest demand 

COLUMBIA SQUARE: FAMOUS RADIO LANDMARK 

Before Advertising America can really know what Hollywood is, it must learn what Hollywood 

isn’t. As acknowledged spokesman of Hollywood and its people, the Citizen-News is proud to 

present this editorial advertisement by Donald W. Thornburgh...who surely speaks with authority. 

HOLLYWOOD 

Citizen-News 
AND ADVERTISER 

HOLLYWOOD, CALIFORNIA * National Representatives: STORY, BROOKS & FINLEY, INC. 

Hollywood, the city, isn’t the place en- 

tertainers go for fun. It’s where they can’ 

achieve the greatest measure of success. 

It’s where they build homes; rear families ; 

become solid citizens. 

Hollywood, the city, does not create 

ideas. It is so many people, all immersed in 

entertainment, living and working togeth- 

er, who stimulate and generate ideas. Small 

wonder the world looks to Hollywood for 

the finest in the two great mediums of 

mass entertainment and education: radio 

and motion pictures. 

In a field where Showmanship is the 

Great God it is only natural for wild and 

unwarranted stories to be circulated. But, 

take my word for it—the people of Holly- 

wood may have their heads in the stars but 

their feet are on solid ground. 

A QUICK PICTURE OF THE 
HOLLYWOOD MARKET 

The concentrated buying power 

of the Hollywood Trading Area 

[greatest in the Pacific Southwest] 
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Six More Buy Hooper 
C. E. Hooper, Inc., has added 

six more formerly “exclusive” Co- 
operative Analysis of Broadcast- 
ing members to its list of radio 
rating service subscribers. Those 
signed: Chatham Mfg. Company, 
Eastman Kodak Company, adver- 
tisers, and Blaker Advertising 
Agency, Earle Ludgin & Co., Ar- 
thur Rosenberg and Weiss & Gel- 
ler, agencies. 

Joins Kopmeyer 
W. B. Tischendorf, formerly di- 

rector of sales, advertising and 
public relations of Laister-Kauf- 
man Aircraft Corporation, Louis- 
ville, has joined the client service 
division of M. R. Kopmeyer Com- 
pany, Louisville agency. 

Tyler Joins ANAN 
James S. Tyler, formerly ad- 

vertising director of MBS, has 
joined the American Newspaper 
Advertising Network, New York, 
as creative assistant to George 
Benneyan, director of promotion 
and publicity. Recently with Time 
International, he was previously 
with the Bureau of Advertising, 
ANPA. 

KTUL to Have New Home 
Station KTUL, Tulsa, has leased 

a three-story building, at Boulder- 
on-the-Park, now being com- 
pletely modernized inside and out. 
There will be seven studios, six 
of them on the third floor, with 
an auditorium and studio on the 
second floor. 

APPLE KING 

World's Finest Fruit Ready For Giving! 
We hand-select the finest of Washington State's famous apples 

and pack ‘em in distinctive Ponderosa Pine gift boxes . . 
make impressive holiday gifts for clients, 
friends and family. Free folder explains all. Prices: $2.75 and up! 

. they 
business associates, 

Snow Mountain Orchard, Box 141-A, Yakima, Washington 
Ronee 

Hummerts Set Up 
Radio Firm to 

Expand Packaging 
E. M. Kirby, Ex-NAB * 
PR Chief, Heads 
‘Servicing’ Outfit 

New YorkK—Frank and Anne 

Hummert, pioneer low-cost radio 

package producers (“Stella Dal- 

las,” “Backstage Wife” and 16 

others), moved last week to ex- 
pand their operations by. packag- 

ing other producers’ shows as well 
as their own and offering them, 
live or transcribed, on local and 

regional as well as national levels. 

To implement the undertaking, 

the Hummerts, through their Air 

Features, Inc., announced forma- 

tion of a “radio program servicing 

Advertising Age, September 2, 1946 

-rganization’ known as Featured 

Radio Programs, Inc., and headed 

by Edward M. Kirby, prewar pub- 
lic relations director of the Na- 

tional Association of Broadcast- 

ars. 
The new organization will serv- 

‘ce both agencies and radio sta- 

tions with shows as well as provide 

ronsultation services, said James 

Sauter, Air Features’ president. 

Effect of the move will be to 

“make Air Features available to 

the entire industry.” (At present 
all Hummert shows except three 

are in the hands of Dancer-Fitz- 
gerald-Sample; the remaining 

three are handled by Duane Jones 

Company.) 

‘Starting from Scratch’ 

Mr. Kirby, who as a colonel was 
in charge of radio for the War 
Department during the war, told 

a press conference that the new 

Air Features affiliate will get into 
operation Sept. 1, “starting from 

scratch,” but will probably make 

its “formal bow” at the NAB con- 

vention in Chicago next month. 
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“WHO PLAYED THIRD BASE 
with Tinker, Evers and Chance?” 

You can buy this ready-made audience and ... they asked Nick Campofreda 
on WFBR’S “Sports Quiz 'n Tell” 

The ‘Sports Quiz ’n Tell’’ is another out- 

standing WFBR creation. It combines the 
lure of the quiz with the drama of sports. 

Conducted by Nick Campofreda, former 

Washington Redskin and well-known figure 

in the world of sports, ‘“‘Quiz’n Tell’ has built 

up tremendous interest with WFBR listeners 

—those same listeners who listen and buy. 

MEMBER — AMERICAN BROADCASTING CO. 

cle OR 

* NATIONAL REPRESENTATIVE JOHN BLAIR & CO. 

this outstanding ready-built show for a nomi- 

nal figure. 

With it you get all the Baltimore prestige 

of WF BR—not just a spot on a dial—but the 

one living, breathing radio station in Baltimore 

that hashugestudioaudiences, product displays, 

etc. Ask the nearést Blair man for the cost. 

(By the way, do you know who played 

third base with Tinker, Evers & Chance?) 

Featured Radio Programs will 

have an exhibit there, he said. 

“One or two” former Army as- 
sociates will join him in the new 

project, Mr. Kirby said. Regard- 

ing FRP aims, he explained, “We 

see a need, for example, of hand- 

tailored shows to fit local needs. 

We hope, too, to develop some 
transcribed childrens’ shows.” 

Mr. Kirby said he will continue 
his public relations counselor serv- 

ices operating in New York and 

Washington. FRP will have offices 

in the Air Features setup at 247 

Park Ave. here. 

Others Offer Packages 

The Hummert-Kirby deal is the 
latest in a mild pre-season rash 
of new radio packaging ventures, 

most of them concocted by former 

GIs. The newcomers include Com- 
mand Radio Productions, a coop- 

erative venture incorporated by 27 

veterans of the Armed Forces 

Radio Service; Gotham Radio Pro- 
ductions, Inc., formed by four 

young ex-GlIs, and a packaging 

partnership formed by Bernard 

Dudley, former New York an~ 
nouncer, and Norman Runions, 

former program director of KIRO, 

Seattle. 

Command, with Walter Schu- 
mann, former musical director of 
@ddie Cantor’s show and of “This 

"s the Army,” as chairman of the 
board, recently waxed its first 
show; an audience participation 
program, and submitted it to agen- 

cies. The show, starring Bebe 

Daniels, is a fashion quiz called 
“From Head to Toe.” 

‘Audit-Proof Budgets’ 

Gotham, formed in New York 
with Jerry R. Gregoris as presi-~ 

dent, announced that all of its 

shows “will be built exclusively 
for advertising agencies and will 

be accompanied by itemized, 

audit-proof budgets.” No pack- 

ages were announced. however. 
Mr. Dudley and Mr. Runions, 

who got acquainted while both 

were staticned in Hollywood with 
the Armed Forces Radio Service, 
announced they will “create, pro- 

duce and sell package radio pro- 

grams for network release and 

syndication.” They claim “an im- 

pressive list of properties” already 

on their roster. 

Still another new outfit, the von 
Baumann Studio in New York, 
headed by Cyril von Baumann, 
explorer, is offering packages with 

adventure slants. 

CBS Expands Offices 
Columbia Broadcasting System 

-n Saturday (Aug. 31) took over 
the old WNEW studios on the 
{4th and 15th floors at 501 Madi- 
on Ave., next door to CBS’s New 
York headquarters, giving the net- 
work two extra studios as well as 
new office space for CBS radio 
ales, the net’s spot sales depart- 
nent. WNEW moved a few days 
xarlier into a new Fifth Avenue 
‘ome. 

When you think of mailing-lists— 

think of GUILD 

76 NINTH AVENUE 

NEW YORK 11, N. Y. 

Chicago Office, 7 So. Dearborn St. 
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PEOPLE WHO THINK AHEAD READ COLLIER’S 
Lom nh et aN tt TAS 2 ® 

- Notice the people who buy Collier's at newsstands. They 

represent America’s most promising prospects — intelligent, 

progressive and financially responsible. They’re in the “age of 

acquirement” and they’re thinking ahead to new clothes, more 
= SaaS eS ee. eae, 

comfortable homes, more complete health supplies and labor- 

saving household equipment, more insurance, new luxuries as 

well as necessities. They’re in a buying mood because they 

can afford to be and a sure straight way to their good favor is 

The Comnetling Link | through the pages of Collier’s. 

... forAction} | 

ADVERTISERS WHO THINK AHEAD USE COLLIER’S 

The most convincing sales story in the world can fall flat if it’s 

told to the wrong audience. In happy contrast, the advertiser 

who uses Collier’s is displaying his merchandise to a modern, 

responsive audience. He is talking to families who are anxious 

for new and better things, adults and teen-agers who speak 

the language of progress right along with him. Collier’s readers 

are typical of the thinking millions who set the buying trends 

for the whole national market. Their week-after-week loyalty 

to the “magazine of progress” inspires Collier’s editors to main- 

tain its high standards in fiction and features... and just as 

faithfully they look to Collier’s advertising pages for the things 

they want to buy. 

MILESTONES IN MAGAZINE HISTORY 

For Forty Years 

Collier’s Has Been Aviation’s Best Salesman 

Collier’s has been First in Aviation since the days of Kitty 

Hawk. This story of 1910 was the first eye-witness story 

of the Wright Brothers’ flights at Kill Devil Hill, Kitty Hawk. 
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Appoints Buckley 
Earle A. Buckley Organization, 

Philadelphia, has been appointed 
to handle the advertising of Com- 
mercial Banking Corporation, 
Philadelphia. Car cards, news- 
oo and direct mail will be 

Two to Showalter Lynch 
Vanguard, Inc., Nylo-Foam 

cleaner, Portland, Ore. +, and Co- 
lumbian Optical Company have 
placed their advertising with 
Showalter Lynch Advertising 
Agency, Portland. 
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Industry-Wide 

Inquiry Pattern 

Started by FIC 
Park & Tilford, on 
Carpet, Requests 
Complete Study 

WASHINGTON — Industry - wide 
handling of unfair trade practices 
got under way at the FTC last 
week when the commission, ac- 
cording to reliable sources, deter- 
mined to investigate advertising 

of the entire household dye indus- 

try before pressing a complaint 

lodged against Park & Tilford’s 
Tintex last June. 

_|ing” will be issued shortly against 
‘|others of the 16 firms in the in- 

Though no.public announcement, 
was made of the decision, the 
commission was acting on a strong 

plea from Park & Tilford, which 

had argued that it would be under 
a severe competitive disadvantage 
unless manufacturers of other 

products in the field, particularly 
All-Purpose Rit, were required to 

make simultaneous reforms. 
In ordering the industry-wide 

study, the commission raised the 

possibility that similar complaints 
for “grossly misleading advertis- 

dustry, or that an industry-wide 

conference might be called to 

write a code voluntarily outlawing 

the more common “bad habits.” 

Says One Brand Hurt 

Park & Tilford contends that 
the complaint “unjustly impugned” 

the good name and repute of Tin- 

Advertising Age, September 2, 1946 

ythe: general public has. any. way 
of knowing that the offensive prac- 
tices are general throughout the 
industry, 

The: Park & Tilford plea was 
actually “lifted” from President 

Truman and Commissioner Lowell 
Mason, who have recently advo- 
cated handling of widespread “bad 
business habits” on an industry- 

wide rather than a case basis (AA, 

May 27). 
In proposing expansion of FTC’s 

trade practice conference work 
last May, the President told Con- 

gress that the individual complaint 

and the public procedure method 

“is both slow and inequitable.” 

Others May Continue 

“Under present procedures one 

company, on the basis of a com- 
plaint, may be investigated and 
subsequently prohibited from fol- 
lowing a particular unfair prac- 

tex, because neither the trade nor tice, leaving competitors of that 

ROOM FOR PROGRESS 
There was plenty of room for progress between this early model and the modern auto... 
Yet, when the postwar cars get on the road there'll be even more changes and the million 
people in the Nashville area will again spend large sums for automotive equipment . . . In the 
last prewar year over 32 million dollars were spent for cars alone—not including gas or oil— 
and the sales were climbing then . . . This is a growing market, ready for your quality prod- 
uct... And WSIX's large, regular audience is an excellent opening. Start your campaign 
with an advertising message broadcast over WSIX. 

NASHVILLE 

s 

{HHI 

WSIX gives you all three: Market, Coverage, Economy .._ 

of Tennessee's 
The Voice a cig City / 

AMER 
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MARKETS EDITION 

Nation 
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ICAN-MUTUAL 
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al Representative: 

THE KATZ AGENCY, INC. 

}company. free: -te<follow that same 
practice until the commission is- 

order against each company,” the 
President argued. 

Congress was sufficiently im- 
pressed with the afgument to give 
its blessings and $325,000 to the 

commission before adjourning, and 
a promise of more funds when 
the trade practice program is 
under way. 

Park & Tilford asked “a general 

study of the household dye in- 

dustry, with a view of determin- 
ing on an industry-wide basis the 
extent td which the practices -al- 

leged are common in the indus- 
try.” fe 

should be on an _ industry-wide 
basis, or individual complaints 

should be issued immediately 
against other firms which are 
found “to be committing acts of 

the kind charged.” These addi- 

tional complaints should be con- 

solidated for a single hearing, the 
firm felt. 

Modifies Ad Claims 

Park & Tilford said it has al- 
ready modified some of its own 
advertising claims, “though in so 
doing it put itself at a serious 
competitive disadvantage for the 
time being.” 

Asserting that it felt competi- 
tors should be forced to discoh- 
tinue similar practices, it charged 
that All-Purpose Rit was using 
advertisements “more sweeping 
than those which Tintex had vol- 

untarily discontinued.” 
“The respondent is advised and 

believes that the purpose of the 
law and the objectives of the com- 
mission are to police industries 
and the members thereof so as to 

prevent practices which come 
within condemnation of the stat- 

ute,” Park & Tilford said. “The 

accomplishment of such a purpose 

and objective is defeated if one 
member of an industry is held 
to requirements and limitations 
which are not applied to others, 
or if application to others is un- 

reasonably delayed.” 

New Radio Show for B-l 
B-1 Beverage Company, St. 

Louis, has -signed a 52-week con- 
tract with Station KXOK, St. 
Louis, to sponsor “Hospitality 
Time,” a_ transcribed musical 
series, Sundays at 2:30 p.m. Com- 
mercials stress home entertain- 
ment with B-1 beverages, getting 
away from the “mixer” atmos- 
phere normally associated with the 
product. Simmonds & Simmonds, 
Chicago, handles the account. 

WFBR Promotes Two 
William S. Pirie Jr., director of 

local sales of Station WFBR, Bal- 

rector of national sales, succeeding 
the late Andrew H. Hilgartner. 
William R. Dothard has been 
named to succeed Mr. Pirie. 

sues an individual cease and desist. 

Once the facts are in, reform 

timore, has been appointed di-. 

Inside type 

NEON 
SIGNS 

We are quantity manu- 

facturers only, equipped 
to produce and deliver 
wall, window and counter 
displays. 

_ The Vitroseal Corp. 
_ Incorporated 

28 East Electric 

Covington, Ky.. 
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"Wikis are 15% million women be- 

tween 18 and 30—they account for 77 

per cent of all births in America. 

The typical woman in her twenties, 
her years of decision, is married—if not, 
she lives with her parents, has a job, 

and probably will marry. 

This typical woman in her twenties 

lives in the city. 

Her family’s income last year aver- 

aged $4,290—well above the national 

average because in her age group are 

the bulk of the families with husbands 

and wives both working. 

Of this $4,290— 

$776 went for food at home 
$176 went for food out 

$415 went for clothes 

and the rest, $2,923, went for the 

other products you have to sell. 

During her twenties, her years of 

decision, this average woman decides 

of a $61,000,000,000 market 

about brand preferences—and then 
lives with those decisions. 

Fawcett Women’s Group — True 
Confessions, Movie Story, Motion Pic- 

ture Magazine—is edited for this typi- 

cal woman in her twenties and is 

bought and read by her. 

Fawcett Women’s Group reports 
these significant facts to you in Faw- 
cett’s Continuing Study of Women in 
Their Twenties, Their Years of De- 
cision. The research is conducted by 
Crossley, Inc. and Dr. Raymond 
Franzen. 

Fawcett Women’s Group 
TRUE CONFESSIONS 

MOVIE STORY 
MOTION PICTURE 

Edited for Women in Their Twenties... 

the Years of Decision 

FAWCETT PUBLICATIONS, INC., 295 MADISON AVE., NEW YORK 17, N.Y. © WORLD'S LARGEST PUBLISHERS OF MONTHLY MAGAZINES 
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YOUR DISTRIBUTION PROMOTION PLANS WITH 

LEADERSHIP AT “POINT OF SALE” 

10 

~SPEARHEAD 
Don't be satisfied 

with ordinary wasteful 

DISPLAYS 

Way We Suggest ..- now is 
the time to employ our counsel and serv- 

ices to insure best acceptance, maximum 

use, consistent results. 

Fewer Shoes—and 
Less Advertising 

—Industry Hints 
Expects Prices to 
Rise; Shortages 
Still Continue 

Cuicaco—The shoe industry by 
last week was riding not so mer- 

rily on*a merry-go-round of in- 

decision. All the way from sup- 
pliers of raw leather down to the 

smallest retailer, there was a gen- 

eral feeling that—short of using 

a Ouija board—there was hardly 

any way to tell what the year- 

end shoe situation will be. 

Out of the welter of conflicting 
opinions, some things seemed cer- 

tain. There will be fewer shoes. 

We are a Display Agency and cooperate 

fully with your advertising agency to 

“Pipe-in" the force of national advertising. 

MERCHANDISE seat 
IN THE DEPARTMENT 

ALSO COMPLETE SERVICES FOR EVERY 

OTHER POINT OF SALE ACTIVITY 

36 Pages... 420 Pictures. .. an Exhibit of Performance 
Write for a copy of it Today on your Business letterhead 

America’s Largest Organization Specializing 
in Merchandise Presentation. 

W.L. STENSGAARD & ASSOCIATES, INC. 
343 N. JUSTINE STREET « CHICAGO 7, ILL. 

Advertising Age, September 2, 1946 

Retail shoe advertising, whose 
volume is based primarily on in- 

ventory, will gradually slide down- 
hill. Institutional copy, however, 

probably will be continued. 
Feltman-Curme, Chicago, with 

30 retail stores spread almost from 

coast. to coast, declared bluntly 
that with falling inventories, its 

retail sales copy had dropped 

from an estimated $150,000 an- 
nually to a paltry $10,000. Others, 

including O’Connor & Goldberg, 

Chicago retail shoe dealer, simply 

said that their advertising will be 
held in direct relation to the 

amount of inventory on hand. No 

shoes, no advertising seems to be 
their attitude. 

Prices to Increase? 

National advertisers will in all 
probability maintain their copy, 

but more from an _ institutional 

standpoint. And dealers appar- 
ently still do not object to poten- 

tial customers coming in and ask- 

ing for shoes that are not in stock. 

It appears almost inevitable that 

NEW INTERPRETATION 
of Business Enterprise 

N. O. Became 

_ Coffee Port | 
Ne wid Ww Or! 

nation in 1945, became the leadi Sibaicsal st 0 » the | 
Scived from Latin aeenc™ 

The ITEM’S 

BUSINESS COLUMN 

ee | " ew Orleans Business ‘tities 

Leading 

n 

ne co 
ork in the pees port of the 

I French 
| Palmes 
Orlea 
| & Co 
York. 

Ba 
|Co., 

interestingly covers 

all phases of 

INDUSTRIAL DEVELOPMENTS By Carter Stevens 

New Orleans Business 

Cotton Council Work 
For Greater Market 

| for 

ags| who 

Enlarged cotton markets du 

Gives Businessmen 

QUICK INFORMATION 

Makes commercial 
Square 

New Orleans Business 
affairs NEWS for 

all the people 

ar ring the postwa iod 
of the Louisiana unit of the Nati i Cotta 

Plan Sweet Potato 

Advertising Drive’ 

n City 

r ay. Con : ll be completed in the 

By Carter Stevens 

To encourage a j 
potatoes a nation-wide campaign soon_y 
according to Donald H. Halsey 9 

Agency, 833 Howard A 
for the campaign 

ved by the Lo , 

1 bet 
wing demand for Louisiana sweet 

gerald Adve 
underway, | 

NEW ORLEANS 
Your New 

Selling Foree 

in New Orleans if 
Ralph Nicholson, President and Publisher 

READER ACCEPTANCE: Largest Evening Circulation in Louisiana 
(92% concentrated in the New Orleans market—growing steadily) 

ADVERTISING ACCEPTANCE: Nearly 10,000,000 lines carried in 1945 

SAWYER-FERGUSON-WALKER CO., NATIONAL REPRESENTATIVES 

- 

shoe prices will increase despite 
the fact that OPA is showing no 
inclination now to _ revise its 

pricing schedule. Hanan & Sons, 
Inc., Chicago maker and retailer 

of shoes, with shops in six cities 
and dealers in 300, declared that 
its over-all increase in prices dur- 
ing the past 10 years amounts to 

only 644%. Shoe dealers:must ab- 
sorb a 44%4% increase in shoe costs 
which may not be passed on to the 
consumer under current rulings. 

The shortage on hides, while the 

major factor in the current up- 

heaval, is not the only shortage 
which is plaguing the shoe in- 
dustry. About the time makers 

are able to get a few hides from 

tanners, shortages develop in such 

incidental necessities as wood 
heels. For a while tacks were 

scarce. Labor is no small item. 
For example, sewing operators to 

sew linings, uppers and the like, 

have become as scarce as tacks 

used to be, and replacement is 

more difficult. 

In most cases there have been 

few direct cuts in national adver- 

tising, but almost every major 

shoe advertiser admits that cam- 

paigns are being delayed and in 

some cases revised. 

Brown Shoe Company, St. Louis, 

is now planning its 1947 compaign, 

but without the assurance that 

there will be enough shoes in 

making to justify the copy. Para- 

dise shoes (Brauer Bros. Shoe 

Company, St. Louis) are being 

boosted in the biggest campaign 

the company has ever undertaken, 

but there’s_ still considerable 

whistling in the dark. 

International Undecided 

Just what International Shoe 

Company, St. Louis, with its 
many branches, will do is still un- 
certain. Campaigns usually well 
under way in planning at this 
time of year are only now being 

discussed by the company and its 

agency, Henri, Hurst & MacDon- 

ald, Chicago. 

Return of the OPA after its tem- 
porary suspension was looked on 

with dismay by the shoe industry, 
which would give almost any- 
thing for complete decontrol. 

Shortage of hides is blamed al- 
most entirely on the OPA. Its re- 

turn may well mean another dras- 
tic shortage, shoe men feel. Its 

price policies are against the in- 

terests of the industry, most re- 

tailers feel, and they dread the 
return of a pricing fiasco which 

began to make itself felt during 
OPA’s brief absence. But pricing 
was not as big a headache as sup- 
ply. 

One more point is being ham- 
mered home to retailers. No mat- 

ter how pretty or durable other 
materials may be, America’s first 
choicé in shoes is leather. Demand 
for fabrics, plastics and other sub- 
stitutes has fallen off. 

The demand is such now that 
some retailers hint darkly that 
somehow there will be shoes. 
When or where, no one knows, but 
most of them feel that in some 

manner the tangled situation will 

be rectified. Nobody, however, ex- 
pects much to be accomplished 
before 1947 is well under way. 

Adds Swanson 
Earl H. Swanson has joined the 

copy staff of Klau-Van Pieterson- 
Duhlap Associates, Milwaukee. 

LUNCHEON DINNER | 
COCKTAIL BAR 
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Where's the Canary? 

Perhaps it’s not good taste to lick one’s chops. But the fact re- 

mains that long before publication, we did say that “there is a 

definite need for WORLD REPORT at this time’”’; the fact re- 

mains that we did guarantee a net paid circulation of 50,000 

world-minded people; and the fact remains that we now are 

telling the advertising world that our guarantee is advanced to 

100,000 
net paid circulation 

effective with the issue of November 21, 1946— the “half-anni- 

versary” of our first year. 

(And may we add that the canary 1s simply delicious!) 

WORLD REPORT circulation is highly voluntary. More than 95% of 

all subscriptions have come from people who examined and read the 

first few issues on trial. And then, 78% subseribed for more than a year. 

WORLD REPORT 
THE ONLY WEEKLY NEWSMAGAZINE REPORTING, INTERPRETING AND FORECASTING THE NEWS OF WORLD AFFAIRS 

published by 

UNITED STATES NEWS PUBLISHING CORPORATION 
DANIEL W. ASHLEY 

VICE PRESIDENT IN CHARGE OF ADVERTISING 

30 ROCKEFELLER PLAZA, NEW YORK 20, N. Y. 

3% ¢ WORLD REPORT— ‘the No. 1 advertising medium to reach world-minded people Me 
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THE NATIONAL NEWSPAPER 5-5 

Issued every Monday by Advertising Publications Inc., 100 E. Ohio St., Chicago, 11 
(Del. 1337), 330 W. 42nd St., New York, 18 (Br. 9-6431), National Press Bidg., Washing- 
ton 4, D. C. (Re. 7659). European Headquarters, 2 Gt. Bushy Drive, London N. 20 
(Hillside 1137). G. D. CRAIN, JR., president and publisher. $. R. BERNSTEIN, C. B. 
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Are Brands Names Valuable? 
Federal Trade Commissioner 

Lowell Mason has decided to 
change the FTC from a rather 

stuffy organization operating in 

comparative secrecy to one which 

speaks out in “layman’s language’”’ 

and operates in the white glare of 

publicity. He made a good start, 

and one which was generally ap- 

plauded by business, in the Man- 
hattan Brewing Company dissent 
last spring, in which he advocated 

a rule of reason and of common 

sense in administering FTC laws. 

He has spoken up again, as 

colorfully and as forcefully, in 

connection with the Standard Oil 

of Indiana case involving alleged 
price discrimination in favor of 

four Detroit jobber - retailers. 
Whether he has spoken as wisely, 

however, is debatable. 

Mr. Mason maintains that 

Standard Oil could not have con- 

tributed to the injury of competi- 

tion because there were other 

brands “of like grade or quality” 

available in the market at the 

same or better prices. He says 

that Congress had no intention of 

permitting FTC to take brand 

name acceptance into considera- 

tion in judging whether prices for 

goods of like grade or quality 
were the same to all competitors. 

“The act makes no mention of 

‘major brands’ or ‘off brands’ com- 

modities,’ Mr. Mason said. “Its 

sole criterion, so far as the words 

of the statute are concerned, has 
to do with the physical properties 

of the commodity. 

“Congress realized the imprac- 

ticability of weighing the mer- 

curial popularities of name ac- 

Billy Rose, 
Even though there are innuméi- 

able problems awaiting the shin- 

ing light of ADVERTISING AGE edi- 
torial treatment, it seems to us 

eminently fitting and proper that 

we should pause to chronicle a 

mian-bites-dog story. 

Billy Rose, entrepeneur extra- 

ordinaire, who has done innumer- 

able things that couldn’t be done, | 

has achieved his greatest success. 

He bought some advertising in the 

New York Daily News, and de- 
cided to fill his allotted space with 

chitchat about this and that. The| 

advertising was so good that Mr. | 

Rose has decided to stop paying | 

for it. Instead, he is going to get 

paid for writing it, via a contract 

with Bell Syndicate. 
We have known several in-| 

ceptance in determining discrimi- 

nation. Hence it set the standard 

of discrimination on a _ factual 

rather than a_ beauty contest 

basis.” 

At first blush this sounds like 

straight talking and straight think- 
ing. Reflection, however, causes 

one to wonder if it really is as 

sensible as it sounds, and whether 

it would be wise or proper for any 

department of the government to 

adopt the attitude that only phys- 

ical properties of a product have 

value, and that trademarks, brand 
names and “the mercurial popu- 

larities of name acceptance” are 

meaningless. How would Mr. 
Mason and his colleagues, in all 

their wisdom, gauge the “intrinsic 

merits” of 50 leading brands of 

perfume, minus their names and 

their glamor? 

Actually, the FTC has from time 

to time played both sides of the 

name-value game, as evidenced by 

the fact that United States Rub- 

ber Company was at one time 
cited for selling a special brand 

tire to certain mail order houses 

and chain stores at lower prices 

than other brands of “the same 

size and quality’ sold to inde- 

pendent dealers. 

Mr. Mason might well devote 

his next blast at his FTC col- 

leagues to a discussion of consist- 

ency and its jewel-like qualities. 
But we hope that no one in gov- 

ernment will get the notion that 

trade names and marks are mean- 

ingless extras with no merit or 
value. Such a notion could easily 
make things even more muddled 

than they are now. 

Columnist 
stances in which editorial writers 

got so good that someone or other 

decided to “sponsor” their stuff in 
paid advertising, and we have 

known a number of occasions on 

which single ads have’ been 

plucked out of the ad columns and 
run as editorial material—for free 

—by editors. But until Billy Rose 

did it, no one to our knowledge 

has ever been able to accomplish 

the complete turnabout repre- 

sented by the leap from paid ad- 
vertiser to paid columnist. 

The editors who have _ been 

telling advertisers all these years 

that the ads have to be good enough 

to compete with the high-powered 

editorial material had better look 

to their laurels. Perhaps the prob- 

lem has been reversed. 

65 - ELM AVENUEs 

"We can't waste food. 

—General Mills 

| don't start until Mr. Fettle finishes his Wheaties." 

Camel’s Back Dept. 
An agency man who is mighty 

tired of hearing about any re- 
semblances between his Park Ave. 
outfit and Kimberly and Maag of 

“The Hucksters” fame _ strolled 
into an elevator at CBS a few 
weeks ago and overheard one cute 

little teen-age page girl tell an- 
other: “If anybody writes one 
more book about advertising and 
radio like ‘The Hucksters’ my 

mother won’t let me work here 
any more!” 

Revere’s Copy 
Dr. Floris van Minden, of the 

Chicago Sun, recently developed 

a story about the advertising of 
a well known Boston dentist, one 

Paul Revere. Revere, remem- 
bered more as a rider than writer, 
advertised in 1768: 

“Whereas many persons are so 

unfortunate as to lose their Fore- 

Teeth ... This is to inform all 

such they may have them re- 
placed with artificial ones, that 

look as well as the Natural & 

answers the End of Speaking to 

all Intents, by Paul Revere, Gold- 

smith near the head of Dr. 

Clarke’s Wharf, Boston.” 
In 1770, still going strong, he 

advertised that he “can fix them 

as well as any Surgeon-Dentist 

who ever came from London, he 
fixes them in such a Manner that 

they are not only an Ornament, 
but of real use in Speaking and 
Fating.” 

But Dr. van Minden also points 

out that Paul Revere was captured 

by the British, did not complete 

his famous ride, and that William 
Dawes was the man who delivered 

the warning. 

Battle of Colombia 
We recently had a letter from 

Dr. Manuel S. Guzman, a barrister 

in Bogota, Colombia. Dr. Guz- 
man appended an article describ- 

ing the work done by Reinaldo D. 
Verson, of McCann - Erickson, to 
make it possible for American 

agencies to operate in Colombia. 

It’s a good story, and we’re sorry 

we can’t give it to you in Dr. Guz- 
man’s text. Briefly: 

Reinaldo D. Verson was in the 

foreign advertising department of 
Colgate - Palmolive - Peet in 1944 

when George H. Smith, of Mc- 

Cann, asked him to go to Colombia 
to open a branch office. Verson 

left in December, and arrived in 

Bogota with a “strep” throat. Well 
again, he started to circumvent 

Article 13, Press Law 29, 1944, a 

statute which protected local in- 

terests and seemed to prohibit the 

operation of North American 

agencies. 

First he tried the American Em- 

bassy: the case was outside its 

- 

jurisdiction. He tried the Co- 

ordinator of Inter-American Af- 

fairs: the case was too delicate. 
Verson huddled with Dr. Guzman, 
asking the lawyer if the constitu- 
tion of the republic could help 
him. Dr. Guzman thought the pro- 

cedure too slow. Then Verson 

found a copy of the Reciprocal 
Trade Agreement of 1935, which 

said “the purpose of this agree- 

ment is to better commercial re- 

lations between the two countries.” 

Also, he discovered that the agree- 
ment did not cancel the old Treaty 
of 1846, Article 3 which said “the 

two contracting parties agree 
that the citizens of each one of 

them ... will have all the rights, 

privileges and exemptions, in 

navigation and commerce which 

the national citizens now enjoy or 
shall enjoy in the future... .” 

With this wedge, nine months 

later, the two men secured from 

the Colombian Foreign Relations 

Department a confidential resolu- 
tion, addressed jointly to the 

American Embassy and to the 
Superintendencia de Sociedades 

Anonimas (the body issuing per- 
mits to corporations to operate in 

Colombia) which stated the law 

“cannot apply to American citi- 
zens because of the prevailing 

treaties which have priorities on 

all laws.” It added that the law 

did not apply to McCann-Erick- 

son, and that the company could 
operate legally. 

So Verson got the agency into 

the country, and opened the door 

for any agencies to follow. In ad- 
dition, Dr. Guzman says yeoman 

work has been done to raise the 

engraving and typography stand- 

ards of the country and to improve 

the media of Colombia. 

Quite a story, and one that will 
be reenacted in other countries by 

other men, as more agencies try 
the foreign field. 

Jottings 
Personat Romances is conduct- 

ing a contest offering $25 a word 

for a ten-word slogan for the 
magazine... 

Stix, Baer & Fuller, St. Louis 
department store, sends a tele- 

gram to each of its 7,100 charge 

account customers on each Christ- 
mas Eve... 

Members of Blackstone Adver- 
tising Company, New York agency, 

drop suggestions or criticisms of 
current procedure in a special box, 

and messages are read at weekly 

meetings of the staff. Some of the 
notes are acid, and all are un- 

|signed. Recently a message sug- 

| gested that all future messages be 
|signed, otherwise that they not 
be read. A vote was taken, and 

the idea voted down. It then de- 
|veloped that the suggestion was 

unsigned. . . 

The following documents may 
be secured without charge from 
companies sponsoring them, or 

through ADVERTISING AGE, by any 
national advertiser or advertising 
agency executive writing on his 
business letterhead. Address Ap- 

VERTISING AGE, 100 E. Ohio St., 

Chicago 11, Ill. 

No. 2686. 
Survey. 

The composition and character- 

istics of its urban reader-families 

are the subjects of this nation- 

wide survey published in two 
parts by Collier’s, developed in 
cooperation with Psychological Re- 

search Corporation, which made 

the survey. The researchers de- 

veloped and used the _ block 
sampling method, in which the 
number of families to be inter- 

viewed in each income group was 
determined by. making maps of 
each city block, showing the aver- 
age rent paid by tenants in each 

block in the 125 representative 

cities included in the survey. The 

second of the two booklets shows 

the number of Collier’s readers 

using specific brand products, in- 

cluding automobiles, electric ap- 
pliances, etc. 

Collier's Qualitative 

No. 2687. Style Plus. 

Kimberly-Clark Corporation has 

issued the second of a new series 

of folders, which has a four-color 
Kodachrome reproduction on the 

cover, and shows, in the men’s 
fashions on the inside pages, how 
60-lb. Multifect Levelcoat repro- 

duces halftones in one or more 

colors. 

No. 2678. Cold Cereal Sales in 

New York City. 

Average sales of cold cereals per 
1,000 New York families amount 

to 909 packages weekly, according 

to this survey issued by the New 
York Times. Figures on brand 

distribution, brand shares of total 
sales and per cent of sales by in- 
come groups are included in the 
study, which was conducted in 

April, 1946, by the newspaper’s re- 

search department. 

No. 2679. People, Jobs, Homes— 
Metropolitan Washington. 

This booklet, printed by the 
Washington Board of Trade, and 

made available by the Washington 

Post, illustrates its text with tables, 

graphs and charts showing popu- 

lation growth within and outside 
the District of Columbia; shifts in 
the number of federal employes, 

and an analysis of private employ- 

ment in the metropolitan county 
zone. Included is a table indicat- 
ing housing available and needed 
in the metropolitan county zone, 

1940-1950. 

| No. 2682. 11th Annual Grit Reader 
Survey, 

Brand preferences of its readers, 
and plans for purchases of various 
household appliances is shown in 

this survey, Grit’s 11th annual 

study. Buying habits and brand 

preferences among the publica- 
tion’s small town reader families 

are tabulated in the 116-page, 
spiral bound book. 

No. 2669. Sales of Liquor and 
Wine in Pennsylvania. 

The Pittsburgh Post-Gazette has 

issued this booklet, which shows 
dollar volume of case sales, by 
types, in Pennsylvania in 1945; 

sales of 20 leading vendors, with 

comparative figures for 1944; a 

comparative picture of sales in 

the western and eastern parts of 

the state, and newspaper cover- 

age of cities and towns having 

'specific sales volumes. 
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Auburn Proves 
Ultra-Consistent 
in Toy Packaging 

Avusurn, Inp.— Auburn Rubber 
Company has developed something 

new in toy packaging and a new 
toy, which is putting it redun- 
dantly. The new package and toy 

are the same thing. 

Before the war, Auburn was a 
leading manufacturer of rubber 

molded toys, as well as shoe soles, 

Arcor Treads (stick-on soles), etc. 
Plans to enter the packaged toy 

field were interrupted by the war, 
during which Auburn turned out 
war material. 
Now ready in expanded quar- 

ters here and in Connellsville, Pa., 
to turn out greater quantities of 

products, the company has begun 
distributing its toy line in patented 
packages which also are sturdy, 

colorful play units. Perry-Brown, 
Cincinnati, agency for Auburn, 

and William P. Frankenstein, box 
designer, developed the packages. 

The packages, which resemble 

garages, barns, repair shops and 
other buildings in which toy 
trucks, tractors, cars, etc., may be 
housed, have a patented double- 

wall construction and are cut from 
single cardboard sheets. They 
meet requirements for compact 

shipment, protection of enclosed 
toy vehicles, maximum eye-appeal 

in display and ease in assembling. 

David M. Sellew, vice-president 

and general manager of Auburn, 

asserts that “toys packaged in a 

toy” will continue as the com- 

pany’s policy on all boxed sets. 
“We will develop new models and 
new play units to provide the most 
outstanding line of molded rub- 

ber toys in America.” 

Parks Aircraft Sales | 
| 

Plans Major Expansion | 
An expansion and improvement | 

program amounting to $200,000) 
was approved recently by the) 
board of directors of Parks Air- | 
craft Sales & Service, East St. | 
Louis, Ill. The program will em- | 
body improvements of the firm’s | 
facilities at Palwaukee Airport | 
(Chicago area) and at Norton) 
Field, Columbus, O. 

Parks is distributor for Ercoupe, | 
two-place personal plane. Oliver | 
Parks, president, said that the 
firm expects a volume of about! 
$4,000,000 in the last six months | 
of 1946, and a gross volume for , 

4 

1947 of about $12,000,000. 

Offers Toothbrush | 
with Dentifrice Supply 
A toothbrush which carries its | 

own supply of dentifrice is being | 
produced by the Port-A-Fount | 
Company, Whitewater, Wis., a/ 
newly formed company with F. E. | 
Weber as president and P. N. Cob- | 
leigh as secretary. The Port-A-. 
Fount resembles a fountain pen) 
and can be carried clipped in a/ 
pocket. By removing the cap and | 
sucking on the brush a supply of | 
dentifrice is drawn into the mouth. 
The barrel contains enough denti- 
frice to last several days. 

Prints Travel Booklet 
Pan American World Airways, | 

New York, has issued a 40-page 
booklet, ‘World of Neighbors,” 
consisting of facts and figures, and 
illustrated by reproductions of 
water colors of places and scenes 
of interest to tourists. 

oe 

| promote sales of any 
product sold through office 

supplies dealers use the indus- 
try's own trade paper. 

Ask for new 

Trade Summary 

dern stationer’ 

Gets Beverage Account 
Wonder Orange Company, Chi- 

cago, manufacturer of fruit drink 
concentrates, has placed its ad- 
vertising with Henri, Hurst & Mc- 
Donald, Chicago. 

Hanley Names Motte 
Frederick J. Motte, for the past 

six years Rhode Island State liquor 
control administrator, has been 
named assistant sales manager of 
James Hanley Company, Provi- 
dence brewer. 

pa 

Retail Grocers’ 
Sales Surveyed 
in New England 
Boston—The New England 

Newspaper Advertising Bureau 
has prepared a 17-page booklet 

showing how various’ grocery 
products rank by brand name ac- 
cording to the percentage of stores 
stocking them in New England 

states. The booklet is a supple- 

ment to the bureau’s eighth annual 

survey showing how many stores 

in each city in this region stock 
each brand (AA, July 29). 

The bureau’s survey consists of 
eight parts, covering groups of 

products. It released the first sec- 
tion, covering coffee, tea, etc., in 

July. The survey covered 1,031 
chain and independent stores here 

and in 36 other cities. 
The summary now released for 

use by advertisers and agencies 

shows the percentage of stores 

Cae 

13 

selling each of 387 brands of food 
products, soaps, cleansers, polishes, 

etc., during the past eight years. 
For each, also, figures show the 

percentage separately for chain 

and independent stores. 

Fawcett Research Moves 
The research department of 

Fawcett Publications, New York, 
has been moved to the publica- 
tion’s new building at 67 W. 44th 
St. Eventually the publication’s 
entire staff will be located there. 

BILL 
Raley 

Although George Spaniel (Exec. V. P.) has a habit of keeping late office 

hours, this is the first time he has taken station in the mop and broom 

room. His purpose, however, is detective work. His goal, apprehension 

of the office culprit responsible for the regular disappearance of his 

favorite (and most useful) magazine. It’s a costly theft. Mighty costly, 

because Mr. Spaniel knows, as do most Exec. V. P.’s and advertising men, 

Wherever you find it, you find a management-man... well informed 
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Printing Industry 

Group to Hear 
Capt, Jackson 

ATLANTIC CiTy—Representatives | 

of more than 750 commercial | 

printing houses will meet at the | 

Hotel Traymore here Sept. 9-11) 
for annual Printing Industry of | 
America sessions concerning sales, | 
technological and labor problems. | 

J. C. Capt, directer of the Bu- 
reau of the Census, will discuss | 

the general economic problems of | 

printers, basing his talk on 

try Also speaking at next Mon- 
day’s opening session will be Ed- 

ward McSweeney, head of the 
New York management consulting 

discuss “‘Where Will We Sell Our 

Printing?” 

At a luncheon Monday, W. K. | 

Jackson, president of the U. S.| 

Chamber of Commerce, will speak | 

discussed at a dinner meeting 

| Monday at which Paul M. Herzog, 

chairman of the National Labor 

Relations Board, will speak, and 

/at sessions the next day attended 
| by Edgar L. Warren, director, of 

the U. S. Conciliation Service, and 

|union representatives. 

Latest developments in printing 

| aquipment and techniques will be 
|revealed during the final day in 

National | 

’| Printing Equipment Association. 
/a presentation by the 

| Verne Mitchell, Harris, Seybold, 
| ine. .. president of the NPEA, will 

preside. 
annual meeting here ccncurrent 

revent bureau study of the indus- with the convention of printers. 

Plans Chemical Drive 
Liquid Conditioning Corpora- 

_tion, New York, is planning a cam- 
firm bearing his name, who will | paign to promote its processes, 

equipment and chemicals for soft- 
ening and purifying water and 
fruit juices and for recovering 
valuable products from waste| 
liquors. Business papers, maga- 
zines and direct mail will be used. | 

This group will hold its| 

Absorbs Brad-Vern Co. 
Paul Carlyle, formerly art coun- 

selor of Veterans Guidance in Ad- 
vertising and Selling, Inc., and 
Vernon H. Van Diver have estab- 
blished a new advertising agency, 
'Brad-Vern, Van Diver & Carlyle, 
‘absorbing the Brad-Vern Com- 
| pany, Garden City, N. Y. The new 
agency has opened offices in the 
McGraw-Hill building, New York. 
Mr. Van Diver is president and 
Mr. Carlyle is vice-president in 
charge of art and production. The 
|'Garden City office will be discon- 
tinued. 

‘Gannett Advanced 
| William H. Gannett, formerly 
|editor of the employes’ publication 
of Bausch & Lomb Optical Com- 
|pany, Rochester, N. Y., has been 
| appointed public relations director, 

Mudgett Joins Kawneer 
Waldo P. Mudgett, formerly 

with Kennedy & Co., has been 
"appointed advertising manager of 
Kawneer Company, Niles, Mich., 

on “The General Business Out- | Michel-Cather, New York, handles|manufacturer of store front con- 
look.” Labor problems will be| | the account. | struction. 
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Department Store 
Sales Jump 90% 

Over V-j Week 
WASHINGTON — Because of the 

V-J Day holiday last year, depart- 

ment store sales for the week 

|}ended Aug. 17 this year, as re- 

|ported by the Federal Reserve 

Board, show tremendous gains 

over the same week of 1945. 

For the nation as a whole, the 

sales showed a 90% year-to-year 

gain. This compares with gains 

of about 30% in recent weeks 

(AA, Aug. 26). 

By all odds, the largest gain was 

in Newark, where sales, week be- 

fore last, went 195% ahead of the 

V-J Day week. New York’s gain 

of 166% was second greatest, and 

the New York (second) district 

led the nation with an average 

* Agricultural ‘date from USDA re+ 
ports.1945 produttion for 26-county 
ABC trading area of O kiGhoma 

. City. Circulation figures: Pablish: ™., 
ers’ statement ter’ 8 lapag is endirig’ 
March 31, 1a: 

THE OKLAHOMA PUBLISHING 0: THE FARMER-STOCKMAN—WRY, OKLAHOMA CITY—KVOR, COLORADO SPRINGS 

KLZ, DENVER (UNDER AFFILIATED MANAGEMENT)—REPRESENTED NATIONALLY BY THE KATZ AGENCY. INC. 

| gain of 156%. The district has re- 

/cently led other areas. 

The reserve board reported the 

following percentage changes in 

department store sales from Cor- 

responding figures last year: 

Week Ending 
Federal Reserve Aug. Aug. Aug. 

district and city 3 10 17 
UNITED STATES.+30 +30 +90 
Boston District -+22 +19 +121 

New Haven...... +34 +19 +108 
eer er +23 +19 +134 
Springfield ...... +24 +24 +100 
Providence ..... +25 +24 +120 

New York District.+33 +37 +156 
IIOWGTEM ci cccuas +28 +43 +195 
FRMTERIG Wiese i6 esi +3 +28 +131 
New York ..... +32 +38 +166 
Rochester ...... +36 +28 +90 
gg Cl) | +49 +34 +107 

Phila. District. +22 +20 +104 
Philadelphia ....+17 +14 +108 

Cleveland District.+33 +29 +98 
pO errr es +30 +23 +82 
Ciheinnati ...... +92 +25 +96 
Cleveiane ....... +28 +27 +104 
ComMmmpUs ....<%. +29 +29 +92 
cee +28 +22 +90 
Pittepargn ...... +42 +37 1+108 

Richmond District.+23 +19 +55 
Washington -+19 +16 +48 
Mertimore ...... +26 +20 +66 

Atlanta District...+34 +26 +74 

Birmingham ....+42 +33 *¢ 
Perr ear ee +45 +32 +61 
pS A 5) eae +32 +26 +89 
New Orleans....+15 +26 +67 
POMPRVITIS. 265605 +53 +29 +127 

Chicago District...+33 433 +74 
CUIERBO 6 ioscccss +38 +34 +59 
Indianapolis ....+25 +19 +119 
Ph a! | ar +25 +33 +89 
Milwaukee ...... +32 +28 +77 

St. Louis District..+37 +31 +72 
Lattie Roek...... +17 +13 +77 
Louisville ...4... +49 +24 +84 
ee ae +30 +32 + 62 
MEOMPNIG i..c4.650% +70 +35 +4101 

Minneapolis District 

Minneapolis ..... 
ee || 
Duluth-Superior. 

(Not available) 

Kansas City Dist..+29 +20 +67 
NL, eee eee +43 +30 +78 

WRICMIOM. aetccaes +20 +11 +46 
Kansas City ....+27 +21 +58 
Bt. SOBGON .6iisss -——1 td +37 
Oklahoma City..+26 +11 +71 
‘5 +27 +9 +75 

Dallas District ....+24 +30 +64 
a ee +30 +32 +63 
Fort Worth .....+14 +30 +51 
PIOUStON 66460604 +20 +32 +71 

San Antonio ....+27 +35 +78 
San Francisco Dist. +28 +33 +80 

L. Angeles Area.+35 +36 +77 
fo +19 +30 +70 
San Francisco...+16 +20 +69 
POSCIGNG ii. .cass +30 +35 +104 
Salt Lake City..+42 +28 +106 

ee +15 +20 +82 

**Data not available. 

Champion Paper Elects 
Reuben B. Robertson, executive 

vice-president and head of opera- 
tions of Champion Paper & Fibre 
Company, Hamilton, O., has been 
elected president, succeeding the 
late Logan G. Thomson. Dwight J. 
Thomson, son of the late president, 
-will fill his father’s position on 
the board of directors. Reuben B. 
Robertson Jr., vice-president, has 
been named to succeed his father 
as executive vice-president. 

Sales Executives Elect 
Elmer L. Weber, advertising 

and sales promotion manager of 
Glidden Company, has been 
elected president of the Sales Ex- 
ecutives’ Club of Cleveland. Other 
officers are Harry West, Swift & 
Co., first vice-president; Les E. 
Merydith, Standard Oil Company, 
second vice-president; Courtney 
W. Turney, Acme Visible Records, 
Inc., treasurer, and Frank A. Kolb, 
Cleveland Electric Illuminating 
Company, secretary. 

Joins Coast Agency 
Sam Gould, formerly art direc- 

tor of Wm. B. Seidenbaum Adver- 
tising Agency, New York, has 
_joined the art department of Par- 
| dee, Cash & Associates, Hollywood. 

Unsurpassed in RIO 
Quality at any Price Ses: 

_sSESNO NEGATIVE. CHARGE™WO EXTRAS OF ANY KIND - 
F 62 EA. in 100 Lots 
See EA, 

c= PHOTO ( 0S 5. 

MOUNTED = 
in 1000 Lots | ENLARGEMENTS 

POST CARDS or 4°x5"s | 30°x40° 53.85 EA. | 
522.00 per 1000 Lots | 20°x 30° $2.50 EA. 

24 HOUR SERVICE ON REQUEST 
— THE PHOTOGRAPHER'S PHOTOGRAPHER’ 
Copy Aer WRITE DEPT. 90 

165 West 4m Ss. A 
ographers New Yorn I9.NY ¢: 
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You never heard of the Grand Avenue 

.. th, teh! . . . that Via Appia 

which binds together like a bent safety 

carline? . 

pin the borough of Brooklyn which (with 

Texas) won World War II, the city of 

homes, churches, the Dodgers and radio 

gags... with the borough of Queens, rich 

in history, cemeteries and wrong addresses, 

and more than a million population since 

the year 1920 A.D.! 

Opposite Manhattan’s Lower East Side 

and just north of the Navy Yard, the 

Grand Avenue ‘line starts at Broadway 

(Bklyn.), ‘runs north to Grand Street, and 

describes a sort of great circle course, links 

Williamsburg, Bushwick, 

Ridgewood in Brooklyn . . . with Maspeth, 

Woodside, Elmhurst, Jackson Heights and 

Flushing in Queens. 

Greenpoint, 

f or a 5¢ fare, the youth and beauty, 

the age and experience, the citizens and 

craftsmen of these two great boroughs can 

ride to work, home, shop, play, or their 

final resting place on the Grand Avenue 

carline. The beautiful women and skilled 

men who do our mounting, die cutting, 

hand assembly, pasting, collating, packing 

.can arrive and depart and shipping . . 

’ a 
Ciusou-F reeman Co. INC. 
EXPANSIVE LITHOGRAPHERS 

Starr & Borden Avenues, Long Island City, New York 

rar C...all the way to Slushing ! 
conveniently — Well, what d’you know? 

We almost forgot what this ad was 

supposed to be about—the new Einson- 

Freeman finishing plant and warehouse 

which is, curiously enough, located at 5900 

Grand Avenue, almost midway on the 

Grand Avenue line. 

L Is three miles away from the main 

EF plant which still houses office, sales, 

art, plate making, lithography . . . and 
from which printed sheets will be trucked 

to. the new plant to be mounted and 

finished. The main EF plant will not be 
cluttered up with bulky cardboard and 
containers, can expand its production 

departments. Finishing done at Plant 2 

will move faster, cost less! 

With three floors, each more than an 

acre of usable space, adjacent rail siding, 

street level loading at both the first and 

second floors, lots of parking space, and 

. Plant No. 2 

means better production, greater capacity 

midway on the G. A. line. . 

—yes, by gosh, even Progress! 

We’d like to have you see Plant No. 2. 

We'll even take you for a ride on the Grand 

Avenue carline, where you can see Brooklyn, 

see the Public, see Life! 
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BMB Issues Radio 

Ownership Report, 

Extends ‘Clinics’ 
New YorK—The radio industry 

and the agencies and advertisers 

who use the air as a commercial | ’ = 2 
|/American Association of Advertis- medium last week began receiving 

copies of “Radio Families USA,” 

the Broadcast Measurement Bu- 

reau’s 260-page, figure-laden re- 

port of its findings in a monu- 

mental survey of nationwide radio 
family ownership. 

As the book went into the mails, 
BMB announced that a six-week 

series of “clinics” begun July 24 
in New York to explain uses of 

forthcoming bureau audience re- 

ports (AA, July 29) will be ex- 

tended two additional weeks to 
give still more advertiser, agency 

and radio representatives a chance 
to attend. 

The extra sessions will be held 
Wednesday, Sept. 4, and the fol- 

lowing Wednesday at 2:30 p.m. at 
BMB’s offices, 270 Park Ave. 

“Radio Families USA,’ first 
publication to bear the BMB im- 

print, lists every county and ap- 

proximately 1,000 cities of the na- 

tion, showing the total number of 
families, percentage of radio fami- 

lies and number of radio families 
in each. 

Breakdowns Are Given 

Also tabulated are radio families 

by geographical areas and by 
states, with breakdowns by urban, 
rural farm and rural non-farm 

classifications; radio ownership by 

time zones, county size groups and 

city size groups, radio station cities 

regardless of size, and metropoli- 

tan districts. There also is a Ca- 

j . . « add vacation spending of over 

} 400,000 summer vacationists and you 

» largest in Massachusetts and the 3rd 

| largest fishing port on the Atlantic 

INCREASE IN SAVINGS DEPOSITS 

16 Million Dollars 
IN ONE YEAR 

Only part of the picture—add Govern- 
ment Bonds systematically purchased 
week after week . . . add increase of 

$100,000 in weekly payrolls (now run- 
ning approximately 75 million yearly) 

begin to get a picture of the pros- 

perous New Bedford market — fourth 

Coast (estimated value of 1946 catch— 

9 million dollars). 

1S NEW BEDFORD ON YOUR 

NATIONAL SCHEDULE? 

nadian supplement containing 
similar data. 

Fifteen U. S. cities are shown 

to have radio ownership of 99% 
or better. Topping the list is 

Cleveland Heights, O., 99.7% of 

whose families have radios, fol- 

lowed by Oak Park, IIl., with 

99.6%, and Upper Darby, Pa., with 

99.4%. 
One complimentary copy of 

“Radio Families USA” is being 

sent to each member of the 

ing Agencies, and the Association 

of National Advertisers, and to 

each BMB subscriber. They can 
buy additional copies, as can 

others, for $5. 

Four regional networks have 

followed the Yankee Network in 

joining BMB, Phil Frank, execu- 

tive secretary of the bureau, re- 

ports. The new subscribers are 

the New England Regional Net- 

work, the Oklahoma Network, the 
Wisconsin Network and the Texas 

| State Network. 

Advertising Age, September 2, 1946 

‘Sponsor,’ for Radio's 
Bill-Footers, Out Soon 

Sponsor, a new monthly maga- 
zine catering to “the man who 
pays the bills” in commercial 
broadcasting, will hit the news- 
stands about Oct. 15. The publisher 
will be Norman R. Glenn, prewar 
business manager of Broadcast- 
ing, who recently has been as- 
sociated with FM Business. 

Joseph Koehler, radio-televi- 
sion editor of Billboard, has re- 
signed to become editor of the 

new publication, which will have 
offices at 40 West 52nd St., New 
York. Sponsor will guarantee be- 
tween 8,000 and 12,000 circulation 
the first year, according to Mr. 
Glenn. The initial advertising rate 
will be $250 a page. Yearly sub- 
scriptions will be $3; single copies 
25 cents. 

Heads Agency Publicity 
Arthur Brashears, copy execu- 

tive with Walter M. Swertfager 
Company, New York, has been 
appointed director of publicity. 

BOWMAN DAIRY 
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Offers Mat Service 
Electromatic Mfg. Corporation, 

New York, is offering its dealers | N. 
a series of 19 newspaper mat ads, 
promoting the Electromatic Colu- 
ratone automatic radio - phono- 
graph combination. 

WHO Promotes Fulton 
Harold Fulton, in charge of re- 

gional sales of Station WHO, Des 
Moines, for the past 11 years, has 
been appointed assistant sales 
manager. 

Barlow Appointed 
Prosperity Company, Syracuse, 
Y., manufacturer of commer- 

cial laundry and dry cleaning 
equipment, has placed its adver- 
tising with Barlow Advertising 
Agency, Syracuse. 

‘Yachting’ Ups Ad Rates 
Effective with the October, 1946, 

issue, Yachting, New York, will 
increase its basic page rate from 
$375 to $485, based on a new Cir- 
culation rate base of 35,000. 

Jardine & Young Name 4 
William Solater, recently re- 

leased from the Canadian Navy, 
has been appointed sales manager 
of Jardine & Young, Toronto, pub- 
lisher of Canadian Underwriter, 
Hotel & Restaurant Magazine, and 
Business Management. Frank Ross 
has been named assistant editor of 
Business Management, and Robert 
J. Young, assistant editor of Cana- 
dian Underwriter. Gordon J. An- 
derson has been appointed chief of 
the company’s production depart- 
ment. 

Vets Start Air 

Courier Service 
New YorK—Two young veterans 

have started the first air courier 
service in the country, which they 

say will begin operation Sept. 16. 

The service will originally be op- 

erated between New York and 

Washington, and its operators hope 

to extend it to Chicago and Bos- 

ton. 

The bonded messengers—which 

W MAQ’s 50,000-watt signal provides a milky 

way for the sales messages of The Bowman Dairy 

Company, which places its products on the door- 

steps of over 100,000 customers in the Chicago area. 

Each Monday through Friday morning at 11:30, 

Bowman’s program, The Musical Milk Wagon, brings 

melodic variety to thousands of WMAQ’s intensely 

loyal listeners. In a recent review, Variety reported 

—‘*Musical Milk Wagon is a smooth, easy-to-take- 

before-lunch-or-any-other-time musical show with 

an unusual serenade feature that lifts it out of the 

run-of-the-mill . . . It’s network caliber stuff.’’ 

A short time ago, Bowman’s renewed The Musical 

Milk Wagon for another fifty-two weeks—evidence of 

confidence in the power of WMAQ to reach people 

who do the buying in America’s Number 2 market. 

To learn how a rich segment of this market can be 

yours, call the nearest NBC Spot Sales office now. 

semneeranmtecnsintnesen, =: mecesaneemee a ee ee ee 

FIRST IN CHICAGO. 

50,000 WATTS 670 Ke. 

Represented by NBC SPOT SALES 

NATIONAL BROADCASTING COMPANY 
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initially will be the operators— 
will pick up packets at neon each 
week day, fly to Washington and 

to New York by airliner, and 

make deliveries. The service, of- 
fered on a contract and non-con- 

tract basis, sets a single trip rate 
of $10, on which the customer is 
permitted a maximum of five 

pieces and five pounds. Contract 

users will be charged on a fre- 

quency basis. 
The operators say there is no 

limit to the amount carried in 
any individual packet, except the 

obvious limitation of weight set 
by airlines. Air mail stamps are 

affixed to all parcels. 
Air Courier Service has its 

headquarters at 299 Madison Ave., 

New York, and 2908 13th St., N.W., 

Washington. : 

Joins Geare-Marston 
William C. Faust, formerly in 

the promotion department of the 
Philadelphia Bulletin, has joined 
the publicity and public relations 
department of Geare - Marston, 
Philadelphia. 

“BETTER 
THAN 

AVERAGE”’ 

108,500 Prosperous Readers 

Pantagraph Land is not just a 
city-zone population area . . . it 
comprises 108,500 well-to-do 
readers in an exceptionally 
wealthy market . . . 40,793,000 

gross Mow dollars* . . . $43,586,- 
000 in retail sales* . . . net effec- 
tive buying power $3,887 per fam- 
ily* ($274 higher than the U.S. 
average) ... McLean County, one 
of the top 620 counties that con- 
tain 80% of your sales potential, 
is in the center of Pantagraph 
Land. 
The Daily Pantagraph has exclu- 
sive exceptional coverage in this 
much better-than-average market 
comprised of McLean County and 
adjacent portions of eight equally 
rich, prosperous counties. Here 
are the ABC coverage figures: 
Bloomington city zone, 93%; 
McLean County, 86%; entire 
market 73%. 
* Copr. 1946, Sales Management Survey of 
Buying Power; further reproduction not li- 
censed, 

FOR 100 YEARS 

A 

HE PANTAGRALH 
COOMINGTON ILLINOIS 

Titec nrco MATIOMALLY OY Giimam, MIEGLL 

= ary baat pensigie Pore ait Ps i vad ea" tee Lai arate ae thee 5, ey tee Pe Se 
lve oi y peas sane? oar af : ys : q ceva ick ie : eC Ts ae 
aa on fie eter : Die te re 

’ 2 aed 
ea , ay 

Ag ee 

ans 1946 ee a a > 

ave i Ss | | : New ae 
be- Pp | ie 
tion Me see 
Mr. ee 
rate reas aie 

sub- ey 
ples | s 

2Cu- 

iger 

een 

— | 
| 
| 
| 

é : Z pas S 

| 

ce aa 
See pee 

Bee |e ; haere a 

- CaS eel es cane 
po : a ‘ ‘ ake a 

ae en tear ay 
ae ° ee ee oe ° ” | a 

7 . sli aoa . 

oe o @ @F : 
. ee “i RN, & 

en se WFR 
ana), . aio: 

/T, a © ae 

, x aa? 7 Pest Sah ; Aimaies a 
hii sa 2 a ee es ae ieee 

SER ee. (Saepet : eee ie aS : 

NSS DRE Oe <A aan 
aes ae Beene ke ag aes ae Pee 
ge apie ME ie N. ee 

oa ine wks : ete Y ean ee i 
ge 

Pes a ee ‘ales a 
<M ibe. te Becta rg - eo, ira a Mie 

a ar ee Se ee 

ire ey rit, ares: pete 
dicen. c' 

oie we FY re ae Yen ee e er 

' a. Te pete sit. ei ga years : : aie % 
ae ag k oa : ae ee ae se Bi Sin te > Q~w Bee er 2 ae : ale a SS Sora 

ie vee pee are Sar eee! SSs = . se 
ats ie ard & ¥ Par a eg iy. 

ee peat eae eS ER gy PIP Nisei Ss —} eee 
ee ae , ay BSS = x or 

ss ali a Sebel ioe : on cere oa 
RSS c ZS ? 

oot <=) maaan ES y} aren et RE a > ae 
See re: ; zy. 

eet es stn ye ee oi 

, | 

H or = ae ee - 3 

oa ean eer: : < eae 
ee i. ae me — at 
aCe 7 ia ee 

Eos ) , : Po: 

pane eo eae em rei aed: ee a 
aoe A ae aghe seem ee ihe prt Aap ie 
sis hae oS ee A go ee ame So ee eh 

A i a IR a ihe a % ; Bes) ae 
an a aka wil, ie ; 
bod oo) ee : 

on 7 eee . 
: pe om 2 

iy : x4 es . an An 
ee eee et ee ae r eh 
a: = " 7 wae) eae 

i a iy oi eo as ia baer tht - ‘my 

ect, oe |e ho te oa 
eis See | Ane ah Ne ai nM, 
7 er ee é us 4 
= mm i - AEs. lee we Le Pe 4 

pe! 

panes ) SR. SORE ice eet tn sk Be 
ey 7S | SRN = Ore Be 5 Pee, eit Pe. a a i a Spr Cage ov iil os, 

er = Mae a a Bate ic! 2," 
on 

a = yl sh Pri) ae 5, Ma, SE ae ae ee 23h 
ae ee _ an tits Se aot | ie 

ee Wh Nene e Pee - . = eee 
we be re So Sci aaa ge Bas 2 = L 

an Vemma 8 2 EN eel ch ane 
sais oe ee ae eo 

ae Bg: ty oe ee 
he: id gm 7 a pas 

: 
56 PM rg er ee owe oe 7 

P » eee Soe nn ee Mee , nf BASEN eS ne iti e 

a OM a é " fi ee. ne oe ae 

C3 Pe : RE os Aner a SEE 3 NRA 
caster” (me | ie pero BO oe Co er ae eR = ae rs, 

5 Bee er ee a Soa ee 
ee _ ee ican 2 ai RT ah RE AR Dn age a a 

: rk oe ada oo Hea vs Sea i. 
pases Ae Be ae re eee he Fe Be . Fite Ha 

bp Be es ee ar meen 5 Se ee. - es Re a ee age are 
Fae MN i OO aa Spee ae a oe ee oes 
Sips ge} Sa SEES e pelineretes pa rea i ae & Z errs | 
ees BR or, eas toe ; ee 
a ee : Bio ee tae Bee 5 te a hig 

BE ms, NS Es i re. : =a 

bo Gee. > @ ae | beh te 
ee ge Re rg : eae 

a ae |, ee id a “4 7 aw 
6. an iia ee 7 Ge hy 

; ee S res « : Fie a ‘ Pica 

CN ee nies oe f 

ay 

ee . } 

a 
Boe 4 ° 

a. 

| $46; f we 

\ 
4 vie 

i 

c 

. ' ; a , : Peres, ; 



18 

Philip Carey Boosts Two 
Laurence W. Clarke, manager 

of the New York branch of Philip 
Carey Mfg. Company for nine 
years, has been advanced to gen- 
eral sales manager, with head- 
quarters at the general offices in 
Cincinnati. David P. Seaman has 
been named to succeed Mr. Clarke. 

General Exhibits Moves 
General Exhibits, designer and 

manufacturer, has moved its of- 
fices to larger quarters at 1600 S. 
Bambrey St., Philadelphia. 

Appoints Jarvis 
National Electric Mfg. Company, 

Toronto, has named Albert Jarvis, 
Toronto, to handle its advertising. 

SIGNS OF LONG LIFE” 
FOR QUANTITY BUYERS 

THE ARTKRAFT* SIGN CO. 
. 4g Division of 

Artkraft® Manufacturing Cerperation 
900 Kibby St., Lima, Ohio, 0.$.A. 

“Trademarks Reg U.S. Pet OF 

G-E Home Bureau 
Trains Retailers 

to Plan Kitchens 
BRIDGEPORT—G eneral Electric 

'Company’s Home Bureau, which 

‘has heretofore prepared kitchen 

/and laundry room plans for home 
owners requesting them, has made 

arrangements for turning over 

{90% of this work to distributors 
|and retailers. 
| Many distributors and some re- 
tailers have already _ received 

training in drawing plans for cus- 

tomers. The Home Bureau has not 

yet decided when to transfer the 

actual planning operations to all 

dealers. 

Under the plan, the dealer will 

make rough measurements of the 

home owner’s kitchen and turn 

these over to its own trained kit- 

chen planner. The latter will then 

draw a simple plan for arrange- 

ment of kitchen equipment, using 
miniature appliance models fur- 

/nished by the G-E Home Bureau; 

it takes 

a 

split second 

... to hit a home run 

but back of the winning impact 

there’s expert coordination 

earned by years of practice. 

It’s the same with our specialty : 

Offset printing using the Veritone* technique. 

We keep our eye on one objective . . . 

the highest standard of offset printing in America. 

That’ 

63 WEST GRAND AVENUE, CHICAGO 10 

AN ADVANCED 

Of GFFSET REPROD 

s our idea of a home run. 

TEC 

<= 

| set up a scaled model kitchen and 
| photograph it, and finally mount 

|the photograph on a presentation 

board, along with the plan design, 

for customer study. 
Decision to turn the work over 

‘to distributors and retailers was 
‘taken after demand for the serv- 

‘ice became too great for the bu- 
lreau to handle. It will, however, 

‘continue to handle the 10% of 

‘requests calling for difficult and 
unusual layouts of kitchens and 

laundries. 
aaa 

Starts Political Show 
The Iowa Political Action Com- 

mittee has started a 13-week series 
of radio broadcasts, over the Tall 
Corn Network, which will drama- 
tize the CIO. The programs are 
aimed not only to appeal to trade 
unionists, but to farmers and 
housewives as well, and are ex- 
pected to make a bid for votes in 
the November general election. 

Surveys Production 
Twentieth Century Fund, New 

York, is now preparing a survey 
on the total productive power of 
America, covering war production, 
factors that made it possible, and 
trends in productivity per worker, 
population, income, expenditures, 
savings, etc. The survey, which 
is expected to be completed early 
in 1947, will be titled ‘““America’s 
Needs and Resources.” 

‘Nash Buys Ford Plant 
Nash - Kelvinator Corporation, 

Detroit, has purchased the Ford 
plant in Toronto for the produc- 
i of Nash automobiles in Can- 
ada. 

Granted FM Permit 
FCC has granted a permit to the 

Troy Record Company, Troy, N, Y.., 
|to operate an FM station. 

| ee 
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Grocery Sales Are 
60% Self-Service 
in 694 Cities 
New YorkK — Self-service sales 

account for 60% of all grocery 

store sales in a study of 694 cities 

conducted by Outdoor Advertising 
Incorporated, as compared with 

an average of 39% in 341 cities 

studied by OAT in 1941. 
For the nation as a whole, OAI 

estimates that self-service grocery 
sales account for 59% of the na- 
tional sales volume in 1946 where- 
as in 1941 only 43% of the sales 
were in this category. Cities of 

less than 25,000 population had 

the highest percentage, 65% of 
self-service sales in the OAI study, 

while cities of more than 500,000 
had the lowest, 53%. 

Robert A. Sprague, research di- 

rector of OAI, points out that the 
study highlights the facts that 

“food products are sold largely 
through eye appeal; some are dis- 

played more prominently than 

others—fast moving products have 
preference; the power of advertis- 

ing operates more freely—the cus- 

tomer alone makes the decision; 

and the emphasis is on good pack- 
aging and identification ... on 
visual advertising that makes 

/people look for, recognize and buy 
the advertiser’s products.” 

A comparison by regions shows 

the following percentages of self 

service to total sales in 1941 and 

46: 

1941 1946 
%o To 

|New England ........ 24 40 
| Middle Atlantic ...... 34 55 
|South Atlantic ....... 35 55 
East North Central.... 34 53 

East South Central.... 56 70 

West North Central... 47 65 

West South Central... 60 70 

BOT OED, ag. os 6 s:-edca 4 71 75 

i a a ee 75 85 

New Magazine to Bow 
Petroleum Processing, formerly 

a monthly supplement of National 
Petroleum News, Cleveland, will 
appear in September as a separate 
publication. V. B. Guthrie, who 
edited the supplement, continues 
as editor. D. P. Thornton Jr. is 
assistant editor and William F. 
Bland is engineering editor. The 
magazine will cover new develop- 
ments in the construction, opera- 
tion and maintenance of plants 
which manufacture products from 
petroleum hydrocarbons. 

LNA Issues Supplement 
Lithographers National Associa- 

tion, New York, has issued sup- 
plemental teaching material to be 
used in conjunction with standard 
textbooks on advertising produc- 
tion. The booklet tells when and 
how lithographic processes should 
be used, and is available from the 
association’s headquarters, 420 
Lexington Ave., New York 17. . 

Plan Frozen Food Show 
The sixth annual convention of 

the Frozen Food Institute will be 
held in Boston, March 31 through 
April 4, 1947. The program in- 
cludes an educational congress, 
which will be held at the Copley- 
Plaza Hotel, convention head- 
quarters, and the annual frozen 
food equipment and trade show to 
be staged in Horticultural Hall. 

Infanseat to Fairall 
Infanseat, a new baby seat for 

infants of one to 12 mgnths, has 
named Fairall & Co., Des Moines, 

|to direct its advertising. 4 

CBS .. 

Just when the world is the hungriest, 
Kansas comes through with a 400- 
million-dollar wheat crop. That's a 
lot of dough and a lot of bread — 
and that’s the way Kansas comes 
through when the need is greatest. 

WICHITA IS 

‘ | ig | = a4 2 

- 5000 WATTS DAY AND NIGHT . 

There’s also a wonderful “crop” of cus- 

tomers ready for you in that “Solid 

Section” covered by KFH — and they are 
well worth cultivating. 

THAT SOLID SECTION OF 
KANSAS’ RICHEST 

A HOOPERATED CITY 

WICHITA 

MARKET fam 
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T hese Cities Lead U.S. 

in Retail Sales: 

. New York 

Chicago 

Los Angeles 

. Detroit 

Philadel phia 

. Washington, D.C. 

. Baltimore 
. Cleveland 

. Boston 

10. San Francisco 

11. Pittsburgh 

12. Seattle 

A yearly retail sales elisa of $521 mill- | 

ions establishes Seattle as an important 

market . . . twelfth in the entire United 

States. If women do over 85% of the \ 

buying, as surveys reveal, the Seattle Post-&\ 

SPN ANA WN Intelligencer will always be your best ad- \ 
‘© 

vertising medium in this rich, ready-to-buy \ 

market, because it is the newspaper most 

read by women in the Pacific Northwest. 

Photo Courtesy Sampson-Katzenberg 

Gat: Gr 
REPRESENTED NATIONALLY BY THE HEARST ADVERTISING SERVICE. 
NEW YORK + CHICAGO « BOSTON + SAN FRANCISCO * PHILADELPHIA « DETROIT + PITTSBURGH + BALTIMORE + LOS ANGELES »« SEATIE® 

Sales Management Survey of { 

Buying Power, May, 1946 
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Administration Finds It Tough 
to Trim Its Postwar Spending 
WASHINGTON—Hardly an edition 

of a Washington newspaper hits 

the street without a new estimate 

of the number of civil servants 

who are to be dismissed in the de- 

veloping economy wave, yet 

strangely enough cabinet level of- 

ficials confess they are mighty em- 
barrassed when it comes to trim- 

ming the $41.5 billion national 
budget. 

Here at the center of govern- 

ment, the economy drive will not 

be felt as much as it will be in the 
field, but nevertheless the admin- 

istration will make a definite effort 

to reduce government spending as 

its answer to those who contend 
that an unbalanced budgetj is a 

major source of inflationary pres- 

sure. 

One executive who is quite sin- 

cere about economizing discovered 
that less than $2 billion of this 

first postwar budget goes for gov- 

ernment’s regular functions, and 

only $1 billion for public workers. 
Untouchable are $13 billion for 

interest on the public debt ($5), 

tax refunds ($1.9) and veteran’s 

benefits ($6.2). 

Unwilling to reduce the $4.2 bil- 

lion for international finance set- 
tlements, he decided that Treas- 

ury can increase its prospective $3 
billion cash surplus only by look- 
ing into the $18.5 billion national 

defense item, which, if only for its 

size, might merit attention. 
% “J 

Commerce Secretary Henry 
Wallace, who sees a $10 billion 

export trade, promises a crusade 

to eliminate any red tape our 
government may be tying around 

international commercial transac- 
tions. The secretary’s project 

was publicized as he supported 
a suggestion from the Interna- 

tional Chamber of Commerce that 
UN simplify passport, customs in- 

spection, currency controls and 

other details that hamper even 

But ever a 

quldn’t be anything 1 way- 

Ganders W 

“white mea 

: jthout the 
entire adi hunk? Okay, 

plate! 

By STANLEY E. COHEN, Washington Edit 

the simplest international transac- 

tion, 
* & & 

No one actually knows how 

many information (public rela- 

tions) executives the government 

has, but before long the Civil 
Service Commission hopes to 
establish control over their hiring 
and firing. During the war, agen- 
cies were allowed to by-pass Civil 
Service. This will not be possible 
after an examination is held this 
winter to list persons qualified for 
public relations jobs paying up to 
$7,000. 

% oo * 

Grocery store prices don’t re- 

flect it, but farmers grew 75,000,- 

Advertising Age, September 2, 1946 

000 more bushels of potatoes this 
year than the Department of Agri- 
culture wanted. Under the price 
support program for farm prod- 
ucts, Uncle Sam underwrites an 
artificially high price level by buy- 

ing up the extras. Even Agricul- 
ture concedes it is a mad system, 
for prices remain up even if farm- 

ers ignore crop quotas. 

oS Be : 

Oldtime Commerce employes 
who were shocked at the prospect 
of working for Henry Wallace are 

Se ee 

among the first to praise his per- 

sonnel policies. Promotion of 
Horace B. McCoy to director of 
the Office of Domestic Commerce 
is merely another case, they say, 
where he recognized merit rather 
than political appeal. A Commerce 
employe since graduating from 

college in 1928, McCoy lacks the 
glamor of Brig. Gen. Albert 

Browning, his predecessor. 
cg % By 
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radio manufacturers, who are 

about to ask OPA to decontrol 

their product. With receipts of 
merchandise by department stores 
40% above the second quarter of 
last year, Federal Reserve finds 
that the supply of small household 
radios already approximates de- 
mand, and that clothing, jewelry, 

leather products, toilet articles, 

textile furnishings and furniture 
are coming along nicely. 

% co oe 

Robert M. Littlejohn, who has 

told his staff at the War Assets 
Administration to forget the fact 
that he is a retired major general, 

went quietly up to Baltimore and 
waited in line anonymously to buy 
some of the government’s photo- 
graphic equipment. Like other ex- 
G.I.s, customer Littlejohn agreed 

that the disposal job will miss the 
July 1, 1947, deadline badly unless 
the lines move faster. 

oo * a: 

Real estate agents and build- 

ers stepped ‘up their attacks on 

Wilson Wyatt after reporting that 

less than 16% of the homes started 
during the first half of 1946 were 
completed. Mr. Wyatt’s answer 
was tighter priorities, but Civilian 
Production Administration Chief 
John Small balked, and suggested 
that Wyatt administer the priori- 
ties himself. 

Reinhardt Joins BSF&D 
Harold F. Reinhardt, artist, has 

joined Brooke, Smith, French & 
Dorrance, Detroit. 

CBS Stars Barber 
in Co-op Show 
New YorK—Columbia_ Broad- 

casting System, which hasn’t 

pushed the co-op programming 

idea as hard as the other three 

major networks (AA, Aug. 26), 
made a move in that direction 

last week when it announced that 

Red Barber, CBS director of 
sports, will start a co-op sports- 

cast Sept. 16. 

“An Aet to 

Prevent Strikes” 
That is the way the Wagner Act was described by its sponsors in Congress. 

However, in an editorial, ““Wagnerian Unwisdom,” in Automotive and 

Aviation Industries, Julian Chase points out that the history of labor rela- 
tions since the Act was adopted in 1935 makes it obvious that that description 
is calamitously inaccurate and that the Utopian promises of industrial peace 

to follow were merely hollow phrases. 

The “before and after” figures on strikes in America are most revealing. 

For example, in the period 1928 to 1932, inclusive, the yearly average, for 

all industry, was 762 strikes with a loss of 773,900.man-days. Now, for a 

period after the Wagner Act became effective—allowing a year or two for it 
to get going—from 1937 to 1945, inclusive, the yearly average was over 

4,000 strikes with 15,400,000 man-days lost. In the month of February 

1946 alone, the lost man-days in production and wages was 21,500,000! 

designed ? 

Is this the industrial peace for which Senator Wagner told us the Act was 

We at Chilton believe that constructive measures in the field of industrial 

relations call for a complete remodelling of the one-sided Wagner Act. We 
believe that what is needed is an act that would really be, so far as that is 

possible, An Act To Prevent Strikes, an act that would give recognition to 

the rights of both sides and to the public interest in any industrial dispute. 
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Publishers International Corp.., 
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The show, now being offered to 

CBS’ 158 outlets, will be heard 
Mondays through Fridays from 

6:30 to 6:45 p.m., EDT. The Bar- 
ber sportscast will be Columbia’s 
fifth co-op. 

Meanwhile, Bert Hauser, Mu- 
tual’s cooperative program sales 

director, announced a jump in 

MBS co-op business as 36 individ- 
ual sales were racked up in one 
week. Local sponsors buying the 

co-ops ranged from jewelry, food 
and furniture stores to truckers, 

auto dealers and plumbers. 
Seventeen more sales of Fulton 

Lewis Jr., topping the list, gave 
him a new total of 199 for his 
Mutual commentary. 

Appoints Deupree 
Herman G. Deupree has been 

appointed director and promotion 
manager of the new, permanent 
industrial exhibit recently in- 
stalled in the Indianapolis Union 
Station. The exhibit is scheduled 
for opening. Nov. 7 and will con- 
tain displays of the products of 
74 Indianapolis industrial com- 
panies, 

HOW YOU DOING 

WITH THE LADIES? 

Let’s say that you are an advertiser 
(or agency buyer) with a product 
directed to feminine users. Natur- 
ally you must consider America’s 
third market in your radio appro- 
priation, but you might not want 

to buy a full program. So you cast 
about for one which has a large 
woman audience plus the added 
value of solid proven talent. If you 
do the kind of expert casting we 
think you will, you'll hook right 
onto KFI’s topflight participating 
program — LADIES DAy — just the 
deal you want. J 

Holding the 4:00 p.m. spot from 
Monday thru Friday, LADIES DAY 
is a favorite with Southern Califor- 

nia housewives because: (1) the 
three jovial swains who conduct 
the program (Emcee Bill Stulla, 

Tenor Bill Shirley, and Pianist- 
Organist Bob Mitchell ) are terrific 

entertainers; (2) the program 

reaches listeners at a time when 

they can ‘relax and enjoy it’. Also 
KFI welcomes the small amount 

of competition at this time period. 

The extent of the audience for 

LADIES DAY was indicated recent- 

ly when Bill Stulla offered a folder’ 
of photos of the cast. Within a 
matter of hours well over one thou- 

sand folders had been requested, 
almost exclusively by married wo- 
men residing in all income dis- 

tricts! Why not offer your picture 

to these lovely eager ladies? Any- 
way, why not get more facts about 

LADIES DAY from KFI Sales or 
Edward Petry Company ? 

CLEAR CHANNEL 

ste OPE se 
Speate ©. Gating. ne. 
Z NBC to, LOS ANGELES

 
Represented Notronally by Edword Petry and Company, | 
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Used Car Dealers 
Plan Association 
and Ad Campaign 

DETROIT — Representatives of 
used car dealer groups throughout 
the U. S. in meetings here have 

formulated plans to set up their 
own national organization. An or- 

ganizational meeting will be held 
in Chicago Sept. 24. 

Chief purposes of the proposed 

association will be to combat what 
the dealers consider widespread 
unfair criticism by the public, and 
formation of an OPA advisory 
committee to represent used car 

dealers. 

The 200 dealers meeting here 
laid plans for an immediate pro- 

motional campaign, calling for 

newspaper advertising in all im- 
portant markets announcing for- 
mation of the association and its 
policies. 

Dealers also considered action 
leading toward government re- 

strictions that would préVent buy- 
ers of new 1947 models from re- 
selling them as used cars on which 
no used car price ceilings exist. 

Buys Shoberg Tool: 
Names Sandberg A.M. 

Barnes & Reinecke, Chicago in- 
dustrial designer and engineer, 
has purchased Shoberg Tool Com- 
pany, Chicago, manufacturer of 
precision tools, instruments and 
machines. 
_ William Sandberg, who before 
joining Barnes & Reinecke was 
doing engineering work with 
Henry Pratt Steel Construction 
Company and prior to that in 
charge of advertising of Wilson & 
Co.’s_ northside Chicago branch, 
has been appointed advertising 
manager. 

Two Appoint Cantor 
South Seas Hotel, Miami Beach, 

Fla., and Essex Beach Club, Long- 
port, N. J., have appointed Solis S. 
Cantor Advertising Agency, Phila- 
delphia and Miami Beach, to 
handle its advertising. 

at eee! 
a eda oa 

350 Stores Participate 
in ‘Holiday’ Tie-Ins 

More than 350 stores have par- 
ticipated 
with Holiday during the seven- 
month period in which the maga- 
zine has been published, including 
83 stores now launching tie-ins 
with Holiday’s suggestions, in a 
recent issue, on how pack 
clothes for travel. The “How to 
Pack” promotion is the fourth run. 
Several stores have taken part in 
all four events. 

Gets Hotel Account 
Koehl, Landis & Landan, New 

York, has been appointed to handle 
the advertising in the United 
States of Hotel del Prado, new 
Mexico City hotel to open in the 
spring of 1947. 

Kamins in New Post 
Sid Kamins, formerly of Sterling 

oe nag & Poster Company, New 
York, has been named advertising 
and sales promotion manager of 
Eastern Bag Mfg. Corporation, 
New York. 

-@ Spot News! 

© Spot Advertising! 

MONDAY—On a recent Monday a carload of fat steers on the 

Kansas City market sold for $26.50 a hundred pounds, a new high! 

TUESDAY—The following day the story and pictures of this 

record sale were set in type and printed in 400,000 copies of The Weekly 

Kansas City Star. 

WEDNESDAY—Wednesday morning Midwestern farmers re- 

ceived The Weekly Star containing not only the news of the sale but 

on an inside page an advertisement by the Wilson-Flynn Livestock 

Commission Company that sold the cattle. 

JUST ONE WEEK LATER—The Weekly Star of the following week 

contained a full-page 2-color advertisement of Schreiber Mills, built 

around the story of the market-topping steers carried in the previous 

issue of The Weekly Star. 

Fast reporting! Fast advertising! 

Not only market news, but the latest developments in every 

phase of agricultural interest, from politics to crop pest controls, are 

covered in The Weekly Star. 

Speed is the essence of this service—and speed likewise is a 

compelling factor in attracting to The Weekly Star many advertisers 

who realize the importance of timeliness in attaining ful] market re- 

sponse. 

The Weekly Kansas City Star. 
398.426 Paid-in-Advanee Subscribers 

in promotional tie-ins | 

Versatile Lee-Muiron Rousseau, acc’t exec. with the Chas. -Dallas 
Reach ad agency, Newark and New York, whose hobbies include 
fencing, clay-modeling and music, has just completed his sixth. 
published work of fiction, a novel, “Farewell to Dreams.” The 
book, published this month by the Colt Press, Paterson, N. J., uses 
the psychological approach to “show man’s. search for the girl of 

his dreams,” reports author Rousseau. 

Rosalind Morrison, librarian with Manhattan’s Doherty, Clifford 
& Shenfield, had a fortnight’s vacation at Nefound Lake, N. H. 

. “Pass the Aspirin,” new book on “hotel headaches” con- 

taining “more than 300 ripe adventures and rich romances” has 

COMMUTER—R. C. Cosgrove, vice-president and general manager of Crosley 
Corp., Cincinnati, saves time ‘in cross-country runs in his company's private 
plane. He is shown here, third from right, as he reached San Diego to inspect 
new headquarters of J. N. Ceazan Co., southern California Crosley distributor. 
Left to right are Carl Nickell, sales manager of Ceazan's San Diego branch; 
Harold Perkins, San Diego branch manager; N. B. Dinkel, Crosley western 
regional manager; Mr. Cosgrove; B. T. Roe, vice-president and general man- 

ager, and Mose Katzev, sales manager of the Ceazan Co., Los Angeles. 

been penned by Chalmers L. Pancoast, who handled promotion 
until the war for New York’s Hotel Lexington, and is now its ass’t 
mgr. The author, who left formal contact with ad circles 10 years 
ago, was formerly eastern ad mgr. of the Chicago Tribune, ad mgr. 
of Liberty, and nat’l ad mgr. of the New York Times... 

Charles N. Ascheim, v.p. of Keelor & Stites, Cincinnati agency, 
had more excitement than he had’ bargained for on a recent vaca- 
tion, playing an important part in the rescue of 18 people when 

a pleasure launch capsized in a lake near Pequot, Minn. His fish- 
ing boat and a nearby motorboat sped to the rescue of the pas- 
sengers, who were clinging to life rafts and debris, and brought 
all of them ashore safely... ; 

Dick Cutting, assistant to Chet Huntley, dir. of public affairs for 
KNX and Columbia Pacific net, is back at work after two months’ 
convalescence which followed an operation. . . ; 
Tom Lewis, Young & Rubicam’s v.p. in charge of radio, has been 

awarded the Most Excellent Order of the British Empire, degree 
of Honorary Officer, by His Majesty the King of England. For his 
work as commanding officer of the Armed Forces Radio Service 
during the war, he’s already received the Legion of Merit medal 
and an accompanying citation from the U. S. Army... 
James M. Gaines, manager of WEAF, New York, learned the 

name of his new son, Kevin Venable, born Aug. 20 at Flushing 
Hospital, Flushing, L. I., from Tex McCrary over the WEAF “Hi! 
Jinx” program next morning. The baby hadn’t been named defi- 
nitely when Mr. Gaines left the hospital. Kevin has a brother, 
Richard, four, and a sister, Susan, two. . . Theodore C. Wiehe, pres. 
of Schenley Import Corp., and Mrs. Gertrude Drinkwine Rich 
were married in the First Baptist Church, Reno, on Aug. 20... 

Sept. 7 has been set for the marriage of Paul R. Fish, western 
manager of Nancy Sasser’s Buylines, to Mrs. Barbara M. Winburn 
of Glencoe, Ill. With two children of his and two of hers by pre- 
vious marriages, the couple will live in Glencoe. . . 
Two members of the Spencer W. Curtiss agency, separated by a 

couple of thousand miles, became proud fathers within a week of 
each other. Kenneth E. Keene, artist’ in the Indianapolis office, 
greeted a new son Aug. 7, and Ellis Walker, copywriter in San 
Francisco, welcomed a boy on Aug. 14... 

Erle Smith, managing news ed. of KMBC, Kansas City, Mo., has 
returned to his regular schedule after three months’ illness due to a 
major operation. . . Tom Emerson, v.p. in charge of domestic sales 

of Eversharp, Inc., grows a special type of onion, which he calls 
“Eversweets,” on his Texas farm, and packs the bulbs in gift boxes 

—32 bulbs to each—which he sends to business associates and 
friends. .. © 

Harry Seeburger, of John Falkner Arndt & Co., who now handles 

the chairmanship of the educational committee of the Production 
Men’s Club, has been elected to the board of governors of the 
Philadelphia Club of Printing House Craftsmen. . . 
Morton Jacobson, partner of the firm of Neblett Radio Produc- 

tions, Chicago, is in Los Angeles, combining his annual hay fever 
and business trip with-his honeymoon. He was married on Aug. 11 
to the former Ceil Smoler.. . 

Edward C. Logelin, of U. S. Steel’s publ. relations staff, handled 
the publicity for the 50th anniversary celebration of North Pelham, 
N. Y., which was commemorated Aug. 29 with a picnic, parade, 
bond-burning ceremony, etc... W. A. P. John, chairman of Mac- 

Manus, John & Adams, Detroit, is co-chairman of the business and 
proféssional unit of the Detroit Community Chest campaign. He 
is also chairman of the Oakland County Republican finance com- 
mittee. .. 

The newly organized softball team of Henry J. Kaufman & Asso- 
ciates, Washington agency, lost its first games to Broadcasting and 
the Washington Daily News. It’s reported that Bill Sigmund and 
Irv Abramson, co-managers, are advertising for a copywriter with 

| experience in softball pitching. . . 
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nnouncing the establishment of the 

RECORD-COURTER 
PERPETUAL GROCERY INVENTORY 

tn the Phitadeiphia-Camden Market 

3 MEET THE DEMAND of food manufacturers and distributors for specific facts on the 

comparative sales position of branded food products in the $707 million Philadelphia-Camden 

food market, the Record-Courier newspapers have established a Perpetual Grocery Inventory 

based on the pattern developed and perfected by the New York World-Telegram. 

This continuing study will trace the movement of hundreds of nationally 

known brands through local retail food outlets by means of monthly field reports collected 

from a scientifically selected panel of grocery stores. Its findings will represent an accurate 

cross section of the Philadelphia-Camden trading area, and will give the food industry the first 

authoritative picture of the sales and distribution pattern of grocery store products in this 

major market. 

After months of preparatory groundwork and organization, preliminary reports 

from approximately 50% of the grocery stores co-operating in the Record-Courier Perpetual 

Grocery Inventory are now available to food manufacturers, distributors and agencies servicing 

food accounts. 

These reports show how many stores in the scientifically selected Record- 

Courier panel stock each product, the total monthly sale of each item in all stores checked, 

the average sale per store and the competitive sales position of each brand. 

This is vital sales and merchandising information which has never before been 

available in the Philadelphia-Camden market. It can now be obtained exclusively through the 

Record-Courier Perpetual Grocery Inventory. And there is no other local source through 

which these facts are being compiled on the tested store inventory plan, pioneered by the New 

York World-Telegram and recognized as standard practice for other markets by the Bureau of 

Advertising of the American Newspaper Publishers Association. 

PHILADELPHIA CAMDEN 

wie”  RECORD-COURIER 
Represented Nationally by George A. McDevitt Co. — New York, Chicago, Philadelphia, Detroit, Cleveland 
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Interior Dept. 
Appoints JWT 
WASHINGTON—J. Walter Thomp- 

son Company has been selected 
by the Department of Interior to 

handle advertising for surplus war 

property located in U. S. terri- 

tories. 
About a dozen agencies had 

been invited to make presenta- 

tions for the $72,000,000 merchan- 

dising job, but several were un- 
willing to participate because In- 

terior was unable to estimate the 

proportions of its advertising pro- 

gram (AA, March 24). The suc- 

cessful agency had already con- 

ducted a one-shot campaign to 

SELL BY MAIL 
Let this successful direct mail advertising 
agency show you how to get leads for sales- 
men, catalog inquiries, etc. 

ARTWIL COMPANY, Advertising 
26-B West 48th St. @ New York 19, N. Y 

MEdallion 3-0813 

help Interior move a quantity of 

surplus barbed wire last winter. 

Much of the advertising for the 
property, located in Hawaii, 

Alaska, Puerto Rico and the Vir- 
gin Islands, will be in trade pub- 

lications, Interior believes. 

Plans Fashion Service 
Kay Sullivan, fashion editor of 

Town & Country for seven years, 
has resigned to open her own 
office, Kay Sullivan Associates, 24 
E. 71st St.. New York. The new 
organization will include a group 
of women in the fashion field who 
will act as fashion coordinators in 
photography, advertising and mer- 
chandising. Anne Thacher Fuller, 
formerly assistant fashion editor 
of Town & Country, is one of the 
associates. 

Elects Three Directors 
G. H. Murphy, director of ad- 

vertising; R. A. Montieth, director 
of the paper division, and F. W. 
Schreiber, director of research, 
have been elected to the board of 
directors of Personal Products 
Corporation, Milltown, N. J. 

Although electric 
look big to our blase metropolitan 

eye, actually advertisers’ annual 
expenditures in this part of the 

outdoor medium in 1945 amounted 
to only 3%% of the total, Out- 

spectaculars 

door Advertising 

tells AA. 
Of about $100 million spent in 

all three types of outdoor adver- 

tising last year, $80 million was 
for 24-sheet posters, $16.5 million 

for painted bulletins, and $3.5 

million for spectaculars. 

At prewar peak, about 70% of 

outdoor advertising was national 
and 30% local. Currently, the 
ratio is 60-40 in favor of national, 
but the national proportion is 
growing. 

Incorporated 

* * *% 

Food executives believe that the 
OPA decontrol order restoring 
ceilings to shortenings and meat 

will slow food production and pro- 

Over the years, America’s export sales have aver- 

aged roughly one-third to Latin America, one-third 

to Europe, one-third to Asia, Africa and Oceania. 

A sound export program includes all three. With 

these — and his domestic market — an American 

manufacturer has his eggs in four baskets. 

Such a manufacturer enjoys business stability, 

to a degree attainable in virtually no other way. 

The peaks and valleys in the business cycles of one 

market are counterbalanced by those in his other 

markets. Because of this stability, he can continue 

to expand his business; he knows that he will get 

sales, wherever sales are currently possible. 

Today some $23,000,000,000 of available 

purchasing power is distributed abroad. Anierica 

can look forward to export sales at twice the 

pre-war volume — for years to come. The manu- 

facturer who has not yet entered foreign markets 

The experience 

manufacturer who 

knowledge at your 

now has a doubly favorable opportunity to do so. 

of 68 years is available to the 

seeks sales abroad — through 

the publishers of American Exporter and American 

Exporter-Industrial. 

American firm has drawn upon and profited by the 

Over these years many an 

knowledge of all foreign markets, here available. 

The circulation of both publications is carefully 

and efficiently selected: first, to reach only those 

firms in each country who represent desirable con- 

nections for American firms; second, the volume of 

circulation to each country is determined in pro- 

portion to its current value as a market for Ameri- 

can goods, machinery and equipment. In perfect- 

ing these unique circulation methods — over such 

a long period of years — we have learned a great 

deal. We invite the opportunity to place that 

disposal. 

AMERICAN EXPORTER 
ESTABLISHED 1877 

ano AMERICAN EXPORTER-INDUSTRIAL 
Johnston Export Publishing Company 

386 Fourth Avenue 

PHILADELPHIA CLEVELAND CHICAGO ST. LOUIS 

New York 16, N. Y. 

SAN FRANCISCO LOS ANGELES 

a 2 et eae 
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motion in the latter part of the 
year. They point out, for ex- 

ample, that although consumption 

of grain recently was freed by the 
Department of Agriculture, a 

number of grain users also use 

shortening in the manufacture of 

their brands. 
* * * 

Curtis Publishing Company’s 
Holiday, launched last February, 

currently publishes on a ratio of 
one-third advertising to two- 

thirds editorial material. The Sep- 
tember issue carried about 53 ad- 
vertising pages, of 156 over-all. 

Single copy price is 50 cents. 

Macfadden Publications claim 
that Sport, just introduced, oper- 
ated in the black for the Septem- 

ber issue, which carried 23 pages 
of advertising, of an over-all total 

of 118. Sport sells for 25 cents. 
* * co 

The question of what accounts 
| may not be handled by an agency, 
due to a semi-competitive account 

|in the same shop, rises recurrently. 

One famous instance was the time 

the Pillsbury account was dumped 

into the lap of Benton & Bowles, 

but had to be declined because 

|General Foods didn’t like the idea. 

|More recently, Maxon added the 
-account of Snow Crop Marketers, | 
and underwent considerable un-| 

pleasant comment from Heinz, be- 

cause the latter company hadn’t | 

been previously consulted. 
a a * 

The studies will. be concerned, 
among other things, with sales po- 
tentials and coverage of 318 of the 

‘nation’s 3,070 counties in which 

the expected 70 member newspa- 

pers would be strongest. These 

318 are said to represent about 
70% of the nation’s retail_sales in 
various lines of business. 

The network will emphasize the 
“ease” with which advertisers and 
agencies may place their business 

with newspapers through a single 

organization for orders, billings 
and checking. The final discount 
schedule for volume, frequency, 
etc., has not yet been developed. 

Organization of the Pacific Coast 

and Rocky Mountain groups in the 

network has been delayed in part 

by the paper shortage in the West, 

caused by the British Columbia 
pulpwood mill strike last spring. 

* * * 

Censorship—which for years has 

plagued and sometimes emascu- 

lated radio—is not yet a problem 

for television, Worthington Minor, 

television director of CBS, tells 
AA. Thus far, for television, CBS 
has merely applied the code of 

standards of the National Associa- 

tion of Broadcasters. Because the 

audience is still small, and com- 

petition among advertisers and 
programs still limited, tele sta- 

tions as yet have had no occasion 
to deal with “unfair trade prac- 
tices” nor with “shockers” to at- 

tract lookers. 

The NAB code, however, was 

designed for listeners and not 

lookers. Something yet must be 
done, for example, on the amount 

‘of feminine anatomy which may 
/appear on receivers in the nation’s 

| Package radio show outfits are/ living rooms. 

made the nets more conscious of 

programming, and that the num- 
ber of network packages being 

peddled consequently increased. 

But the real beef is that the pack- 
age people fhink the nets use time 

availability to heighten the sales 
appeal of their packages. 

| a * * 

_ The American Newspaper Ad- 

vertising Network plans to start 

aggressive sales efforts in October, 

on completion of a thorough sales 

presentation based on several cur- 
rent research studies, in addition 

‘to the long secret $50,000 ‘Harper 
|Report” (AA, Dec. 24, 1943). 

muttering unhappily that the net- | 

works are making it harder for. 
them to get along. The package | 

boys say that FCC’s Blue Book. 

* * * 

The Association of National Ad- 
vertisers is polling its members in 

an effort to find out the advan- 

tages and disadvantages of motion 

pictures. The association has lined 

up interviews with 60 member 

companies, and will have a much 
broader mail poll. W. B. Potter of 

Eastman Kodak is chairman of the 
committee, and ANA thinks its 

study will be available for distri- 
bution on or about Oct. 1. 

Joins Hicks Rubber Co. 
Gene M. Lightfoot, formerly 

manager of Southwest Advertising 
Agency, Waco, Tex., has joined 
Hicks Rubber Company, Waco 
distributor, as advertising man- 
ager. 

Mr. Jo W. Harris, General 
Manager, The Farmers’ 
Market. Pasadena, Calif. 

The Farmers’ Market in Pasadena 
is not alone a shopping center 
comprised of twenty-eight units 
... it’s an “institution”! 
Occupying two and one half 

acres near the city’s center, its 

stores are a beehive of activity. 
Smart merchandising manager 

and coordinator is its J. W. Harris, 
who says— 
“We use The Independent ex- 

clusively because it reaches more 

IT’S PASADENA’S 

FIRST FOOD BUY 
MR. J.W. HARRIS 

FARMERS’ 

responsive food buyers. It’s the 
show window of food advertising 
in this area. Of the more than four 
hundred inches we run weekly: 
we find that our one hundred inch 
ad every Sunday stimulates sales 
the forepart of the week.” 

To find out more about the divi- 

dends awaiting the Food Advertiser 

who concentrates his linage in The 

Pasadena Independent... call or 

write REYNOLDS-FITZGERALD, INC. 

PASADENA * INDEPENDENT 
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JARRIS 

ce ay. 
Can you use 

18,000,000 customers 

next winter? 

Now's the time to plan for next winter. In 

planning. you'll want to know more 

about the Standard Outdoor Adver- 

tising Network, a mighty effec- 

tive way of putting your message 

into any or all of the 1,626 markets 

we cover—winter, summer, spring, or fall. 

Standard is a Network of progressive outdoor advertising companies’, banded together 

to give advertisers more value for every dollar spent. Standard can tell your story — 

repeatedly. attractively. effectively—to 18.000.000 vear-’round consumers in many 

of the nation’s heaviest buying areas. 

To reach and sell them. Standard gives STANDARD 

you the best in outdoor advertising serviec. OUTDOOR 

ADVERTISING 

Ine. 
$25 LEXINGTON AVENUE, SHELTON BUILDING 

* 4 booklet listing partici pating outdoor companies, with NeW YORK 17. N.Y. . ELDORADO 5-2232 

a map of the Standard Network. is being sent by mail. 
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sales and display rooms in Rio de 
Janeiro and of regular air trans- 

portation of Brazilian dealers out- 

New Air Services 
in and to Brazil side Rio to the show rooms at the 

Wlfered Exportera "1. tne ces the’ prozilian re- 
New YorkK—John P. Riddle, tailer has been largely dependent 

who developed an aviation schoo] /0" catalogs in making his pur- 
in Brazil during the war, has | Chases,” Mr. Riddle asserts. “We 
formed a distributing company | intend to make this unsatisfactory 

; ” 

with offices here and in Rio de | transaction obsolete. 
Janeiro to provide up-to-date} Other innovations include the 
merchandising services for U. S. | policy of requiring the Brazilian 
manufacturers. retailer to take short profits, rather 

Riddle Export-Import Company | than decide on his own mark-ups, 
here, and its Rio de Janeiro af- | S° that sales can increase more 

filiate, Representacoes Hemisferio rapidly. All shipments will be 
Ltda., plan to handle more than Made by air, via Riddle planes, 
500 U. S. products for non-com- | Whenever possible. 
petitive manufacturers. Emphasis 

is placed on establishment of large 
Joins Buffalo Agency 

Dominick J. Cross, printing 
supervisor of the New York State 

Hank Sounds Off, 
So Wurlitzer 
Sends a Bugle 

CuIcaco — When Rudolph Wur- 
litzer Company (musical instru- 

ments) recently inserted a 300- 
line ad in the Chicago Tribune 
boosting sales of bugles (“It’s fun 

one rousing response from Col- 
umnist Henry M’Lemore. 

Mr. M’Lemore played verbal 

high jinks with the copy, called it 

the most truthful he’d ever seen, 

ribbed Wurlitzer to a fare-thee- 
well, and had a general good time 

ing in any comment on what fun 
there might or might not be in) 

listening to a bugle. He regaled | 

to play a bugle”), it got at least. 

throughout one entire column. He | 

admired Wurlitzer for not bring-_| 

Advertising Age, September 2, 1946 

Es fonts play the bugle! 
ENROLL NOW; 

CLASSES START IN A FEW DAYS 

" sage 

WURLIIZER The Musical Department Store 

HENRY LIKED IT—This copy for the 
Rudolph Wurlitzer Co., Chicago, made 
such an impression on Henry M'Lemore 

| that he devoted a full column to a 
pseudo-serious discussion of bugles 

| likes and dislikes. Leo Burnett Co. 
| prepared the copy. 

; - z 

BEST DRESSED GIRLS 
ARE COVER GIRLS 

department of commerce and for- 
merly associated with the public 
relations department of Curtiss- 
Wright Corporation, has joined the 
production staff of Baldwin, 
Bowers & Strachan, Buffalo, 
agency. /ical set. 

readers with nostalgic reminis-_ 

cences of his own childhood and | 

recalled that he had been forced 

through popular opinion to get rid | 

of his bugle in favor of a chem-| 

Wurlitzer blinked at this na- 

tionwide hilarity over its bugles, 

then answered Mr. M’Lemore in 

kind. Telling him that what was 

| believed to be his childhood bugle 

e C 

e e e e 

pecializing EP ccveue 

...complete production of sound motion 

picture films . . for industry and education 

... recording studio, editing and laboratory 

facilities..for other film producers and 

photographic departments of other industries 

... superior 16mm duplicates with or without 
optical effects . . black and white or color 

...full information upon request 

Producing films by the 16mm method for IS years! 

LVIN Co. 
105. EAST 151 ST.,KANSAS CITY 6,MO. 

had been found, Wurlitzer shipped 
off a bugle to Mr. M’Lemore along 

with lessons. It was suggested 

that the columnist hunt up his old 
chemical set and send it to Wur- 

litzer. Due to Mr. M’Lemore’s 
hesitancy in mentioning Wurlitzer 
in his column (he ffinally got 

around to it), R. C. Holfing, head 

of Wurlitzer, signed the csaneaneral 

letter “The You - Know - What 

Company.” 

| The store here enlarged the 

‘column, pasted it on the window | 
\in front of a host of bugles. The 
|copy that enthralled Mr. M’Le- 
| more was prepared by Leo Bur- 

nett Company, Chicago. 

Schedules Pipe Drive 
M. Linkman & Co., Chicago, will 

launch its postwar advertising for 
the Hollycourt pipe with a full- 
page black-and-white insertion in 
Time, Oct. 28. Other ads planned 
so far are for Newsweek, Nov. 25; | 
Liberty, Nov. 29; The Saturday | 
Evening Post, Dec. 7; Sports 
Afield, December, and Esquire, 
January. The pipe was not manu- 
factured during the war. Simons- 
Michelson Company, Detroit, is 
the agency. 

Now Rogers Companies 
The name of Rogers Diesel & 

Aircraft Corporation, New York, 

‘throughout 

Dichter Sets Up 
‘Psycho-Panel' 
NEw YorK—Dr. Ernest Dichter, 

formerly psychological consultant 

to the Columbia Broadcasting Sys- 

tem on programs, has established 
offices here as an independent con- 

sultant on product attitudes, radio 

program reactions and _ general 
consumer acceptances of editorial 

and advertising content, using a 
research technique based on his 

“psycho-panel.” 

Declaring that “personality fac- 

tors and dynamic trends exert 
greater influence than the more 

commonplace statistical factors” 
over product attitudes, Dr. Dich- 

ter has set up a psycho-panel that 

consists of a group of families 
about whom a long list of per- 

sonality information has been 

gathered. 

He feels that his psycho-panel 
will confirm or refute any indica- 
tions that a particular product 

attitude is influenced by psy- 

chological factors. He also claims 
his research will enable an adver- 

tiser to diagnose the effects per- 

sonality factors have on sales; set 
up a list of the requirements and 
goals to be fulfilled by all forms 

of advertising; and to establish a 

“completely scientifically founded” 
merchandising and _ advertising 

campaign. 

Cooper & Crowe Gets 
Four New Accounts 
Cooper & Crowe, Advertising, 

Salt Lake City, has been appointed 
to handle the advertising of Vim 
Dog Food, Wilson Products Com- 
pany, Lovinger Disinfectant Com- 
pany and Paramount Beauty Sup- 
ply Company. Radio, newspaper 
and direct mail will be used 

the intermountain 
area. 

Lovinger, manufacturer of in- 
secticides, will use an educational 
theme in newspaper and radio 
promotions for Lodisco, DDT 
product. 

Gets Hotel Account 
Versailles Hotel, Miami Beach, 

Fla., has appointed the Miami 
Beach office of Solis S. Cantor Ad- 
vertising Agency to handle its 
advertising. 

Hillyer Promoted 
W. D. Hillyer, handling the pub- 

lic relations work of Bell & How- 
ell Company, Chicago, has been 

Tie 
ap = 

VYUPrES 
THAN IN ANY OTHER 
OUTDOOR MAGAZINE 

has been changed to R. B. Rogers| appointed assistant advertising 
Companies, Inc. manager. 
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Converging 
Fire... 

Eacu of the 24 specialized services* in Young 

& Rubicam makes use of a different weapon in 

the arsenal of advertising. 

But every weapon is aimed at a single target: 

profitable sales for Young & Rubicam clients. 

YOUNG & RUBICAM, INC. 
ADVERTISING + New York Chicago Detroit San Francisco 

Hollywood Montreal Toronto Mexico City London 

* Accounting, Art, Contact, Copy, Executive, Experimental Kitchen, Export, Legal, Library, Mechanical 

Production, Media, Merchandising, Motion Picture, Outdoor, Packaging, Plans Board, Publicity, Public 

Relations, Radio Commercials, Radio Entertainment, Radio Time Buying, Research, Television, Traffic. 
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Capwell Appointed 
Browne - Vintners Company, 

New York, division of Seagram 
Distillers, Inc., has appointed Earle 
W. Capwell advertising manager. 
The company distributes White 
Horse Scotch, Barton & QGuestier 
wines, Amer Picon liqueur, Vichy 
Celentine Water and other im- 
ports. 

Sponsors Big 6 Games 
Dodge automobile dealers have 

contracted for a full season of Big 
6 football games to be heard over 
Station KMBC, Kansas City, Mo. 
A total of 10 games will be broad- 
cast, with the first broadcast Sept. 
21. Ruthrauff & Ryan is the 
agency. 

1D CEUUES BLAMELESS CA Re SA 
Nr SS dail 

THE LETTER SHOP, Inc. 
431 S. Dearborn St., Chicago 5, Illinois 

Airline Plans 

Leased-Plane 

Private Service 
NEw YorK—An airline which 

operates intra-state service here 

implemented its service this week 

by offering a leased-plane system 

which will make it possible for 

companies to have a private plane 

available for instant use. 

Empire Airlines has been oper- 

ating an _ intra-state service to 

eight New York cities since March 

14 of this year. The service was 
conducted with Cessna five-place 
planes, pending delivery of 10 
new Beechcrafts. The new planes 
are now being delivered, and the 
company plans to withdraw the 
Cessnas from its scheduled runs, 
and to expand its routes to 12 
more cities late in September. 

In copy headed “your own com- 

pany plane, with none of the head- 
aches of private operation,” the air- 

line promised to “reserve for your 
exclusive use a twin-engine, five- 

place airplane always ready at 
LaGuardia Field to take you any- 
where, any time, plus a spare to 

pinch hit for your own aircraft | 
while it is undergoing periodic} 
inspection, maintenance and re-| 
pair.” 

The copy, which ran only in, 
New York City papers, promised 
prospective users that the plane is 
piloted by an airline pilot, and 
that “airline maintenance, by air- 
line mechanics, in Empire’s own 
shops at LaGuardia Field, assures 
maximum safety and dependabil- 
ity.”” Copy was placed by Eastern 
States Advertising Agency, New 
York. 

Fant Names Agency 
Fant, Inc., Chicago, has ap- 

pointed Holder Morrow Collier, 
Inc., Chicago, to handle the ad- 
vertising of its new instant nail 
polish remover. Newspapers will 
be used. 

Henton Named Manager 
Earl Henton, program director of 

Station WEBC, Duluth, Minn., has 
been appointed manager. 
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Young cowhands hang up their hardware around 

Labor Day in Pittsburgh. From then on, gun-totin’ 
is mostly a Saturday matinee occupa- 

tion... the rest of the week they fork 

a chair to hear a schoolmarm tell them 

“e-a-t” spells “cat” and 

important. 

It happens in 125 public, 112 paro- 

chial and a number of private schools 

it’s very 

in Pittsburgh proper, and in a great many more out 
through the suburbs. 

While the young tykes are being weaned from cattle 

rustling, their older brothers and sisters struggle with 

in well equipped and_ staffed 
high schools. Or the boys may be learning any of 20 

trades and the girls any of 11 trades in Pittsburgh 

amo, amas, amat, 

vocational schools. 

THERE'S ANOTHER SIDE TO 

PITTSBURGH 

{) a 

Vi =e — 

ey 

Many will go on to study anything 

from drama to astronomy at na- 

tionally famous local colleges—Pitt, 

Zz 
1°) 
aw 
——_—_, 

pride, and partly 
do that properly educated people make prosperous 

Carnegie Tech, Duquesne, Pennsylvania College for 

Women or Mount Mercy. Others will study horology, 

embalming, beauty culture or whatever they choose at 
over 50 private, specialized schools. 

| The variety of things that people can learn well in 

Pittsburgh is as astonishing in its way as Pitt's 

41-story Cathedral of Learning is among 

ordinary college buildings. 

Pittsburgh is one of America’s leading 

educational centers .. . but that’s another 

side of Pittsburgh that may surprise you. 

Pittsburgh people take their educational 
opportunities for granted and assume that 

everybody else knows about them. 

We're telling you about them partly out of civic 

markets for your product. 

Pittsburgh, you can reach them best through your 

advertising in The Press. 

The Pittsburgh Press 
Represented by the 

National .idvertising Department, 

Scripps-Howard Newspapers, 230 Park Avenue, 

New York City. Offices in Chicago, Detroit, 
Memphis, Philadelphia and San Francisco. 

ell, 
because you know-as well as we 

And in the case of 

In Pittsburgh 
In City Circulation 
In Classified Advertising 
In Retail Advertising 
In General Advertising 
In Total Advertising 

No. 

Advertising Age, September 2, 1946 

Hotel Group, Y&R 
Prepare Ad, Sales 
Promotion Guide 
New YorKk—‘How to Put Your 

Hotel’s’ Best Foot Forward,” pre- 

pared by the public relations de- 
partment of Young & Rubicam for 
the American Hotel Association, 

was sent this month to 6,000 hotels 

to explain “the basic problems of 

selling a hotel to the public in the 
same way that any sound com- 
mercial product is analyzed, pack- 

aged, advertised and sold.” 
The booklet is a _ preliminary 

step in AHA’s public relations 

program preparatory to a national 

advertising campaign when hotel 

standards and service have been 

raised and codified across the na- 

tion. It outlines a comprehensive 
public relations, sales promotion 
/and advertising program for hotels 
beginning with standards of serv- 

ice and ranging through guest 
registers to ashtrays and match 

books. 

Based on a study of 50 hotels, 
made in connection with Cornell 

University, the booklet suggests 

an advertising budget of 242% of 

gross sales as a starting point. 

The study found that appropria- 
tions ranged from 1 to 5% of 

gross sales and were divided ap- 

proximately as follows: News- 
papers 25%, outdoor 30%, direct 
mail 10%, magazines, 11%, hotel 

press 7%, publicity 10%, radio 

2% and advertising payroll 5%. 
It recommends a community 

relations program as a first step, 

then advises choice of media by 

circulation, use of plenty of white 

space, preferential page position, 

choice of a good slogan, featuring 

menus and calendars of events in 

copy, and use of radio spots and 
outdoor to attract tourist trade, 

The booklet, which sells for $1, 

is being offered at bulk rates to 

media associations for use by local 
newspaper, radio station, maga- 

zine and outdoor salesmen as a 
guide to the hotel industry’s prob- 

lems and as an aid in planning 
advertising programs for hotels. 

New Ad Agency 
Formed in Alaska 

ANCHORAGE, ALASKA— Allan V. 
Chapman Jr., formerly of Mil- 

waukee and recently discharged 
from the Army Air Corps, has 

established the Alaska Advertis- 
ing Agency here. Mr. Chapman 
claims his agency offers the only 
service of its kind in the territory. 

The agency is designed to give 

Alaskan advertisers complete 
agency service, and to give na- 

tional advertisers a territory-wide 

merchandising, market analysis 
and sales promotion service. A 

branch office has been set up in 

Juneau. Other offices will open 
later in Fairbanks and Ketchikan. 

Transcriptions are now being 

made for Alaskan radio stations. 

The agency is staffed largely by 
ex-servicemen. 

Fisher Packaged Products 
Plans Fall Campaign 

The packaged products division 
of Fisher Flouring Mills Company, 
Seattle, with a $350,000 ad budget, 
has scheduled a fall campaign in 
10 western states, Alaska and 
Hawaii. A major sum will go for 
weekly schedules in a list of more 
than 60 newspapers, supplemented 
by point-of-sale banners, price 
cards, mats and box toppers. The 
campaign also includes use of 
magazines and radio, with James 
Abbe, news commentator, continu- 
ing a five-days-a-week program, 
and additional local radio promo- 
tions. Pacific National Advertis- 
ing Agency, Seattle, handles the 
account. 
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Fa scina ting! - 
Any man, whether or not he is a hunter, angler or trapper, 
is always fascinated by FUR-FISH-GAME’s stories on travel, 
muskie fishing, bobcat, duck, elk and deer hunting. He 
doesn’t have to be a trapper to get a tremendous kick out of 
the stories of North Woodsmen who run trap lines in the 
fall, winter and spring. These FUR-FISH-GAME features 
account for its tremendous hold on readers. It explains why 
your advertising in F-F-G really gets results. Try it and see. 

The A. R. Harding Publishing Co. 
Chicago 

Cole & Mason, Taperier 6558 

175 E. Long St., Columbus 15, O. 
New York 

Walter C. Elly, Murray Hill 4-0626 
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Book: 

Write immediately, or better yet, wire in your reservations 
for space at once. First forms of The Market Data Book have 
closed, final forms close September 16. 

The year ahead will see so many major changes in market- 
ing plans, the entry of so many new advertisers, the placement 
of business by so many men who have been in the services for 
years, that no industrial publisher can safely feel that his posi- 
tion is absolutely secure. 

These new advertisers, these men who have been out of the 
picture, need information about your publication—the kind 
of factual data more than 225 publications published in the 
current edition. 

The Market Data Book can put business on your pages. 
Advertisers and agency executives find it the one complete 
source of facts and fiqures on markets and the media which 
serve those markets. They find new uses for old products and 
study the pages of The Market Data Book seeking the markets 
—and media—where sales are most likely to be profitable. 

Countless schedules every year are built from these studies. 
The Market Data Book makes it easier for marketing execu- 
tives, sales managers, and advertising managers to complete 
their plans. 

If you want action in the busy year ahead, assure it by get- 
ting your copy in to The Market Data Book before it is too 
late! 

Write or wire for your space reservation now! 

THE MARKET DATA BOOK 
@ Published by 

INDUSTRIAL MARKETING 

CHICAGO 11 

100 E. Ohio Street 

LOS ANGELES 14 

e Simpson-Reilly, Ltd. 
Garfield Building 

NEW YORK 18 

330 W. 42nd Street 

SAN FRANCISCO 4 

e Simpson-Reilly, Ltd. e 
Russ Building 

MEDIA DATA IN 1946 EDITION AVAILABLE ON THE FOLLOWING PUBLICATIONS: 
Abernethy Publishing Co. 
Advertising Age 
Airports 
Airport Directory, The 
American Artisan 
American Aviation 
American Aviation Daily 
American Aviation Directory 
American Aviation Traffic Guide 
American Automobile (Overseas Edition) 
American Builder 
American Butter Review 
American City 
American Exporter 
American Hairdresser 
American Lumberman 
American Machinist 
American Metal Market 
American Milk Review 
American Miller and Processor 
American Restaurant Magazine 
Architectural Record 
A.S.M.E. Mechanical Catal 
Associated Business Papers, Inc. 
Associated Construction Publications 
Automovil Americano, E 
Aviation Equipment 
Aviation Equipment Red Book 
Aviation Maintenance 
Bakers Digest 
Bakers Helper 
Bakers Weekly 
Bedding 
Boating Industry 
Boating South 
Breskin Publishing Corporation 
Brewers Digest 
Brick & Clay Record 
Building Supply News 
Business Publishers International 

Corporation 
Buyers’ Guide for Engineering and In- 

dustry in the Spanish-Reading Markets 
Caminos Y Calles 
Canadian Industrial Equipment News 
Canner, The 
Case-Shepherd-Mann Publishing 

Corporation 
Catalogo de Equipo Para Caminos 
Ceramic Indus 

Chicago Journal of Commerce 
Chilton Publications 
Civil Engineering 
Cleaning and Laundry World 
Coal Age 
Coal-Heat 
Commercial America 
Communications 
Composite Catalo 
Conover-Mast Publications 
Constructioneer 
Construction Digest 
Construction News 
Contractors and Engineers Monthly 
Cotton 
Dairy Industries Catalog 
Dealer News 
Diesel Power 
Distribution Age 
Dixie Contractor 
Distribution and Wershousing Directory 
Dodge Corporation, F. ° 
Domestic Engineering 

Gillette Publishing Company 
Gulf Publishing Company 
Haire Publishing Co. 
Hardware Age 
Heating, Piping & Air Conditioning 
Heating & Ventilatin 
Hide and Leather and Shoes 
Hitchcock Publishing Co. 
Hitchcock’s Export Sales Catalogs 
Hospital Management 
Hotel Monthly 
Ice Cream Review, The 
Illinois Beverage Journal 
Implement and Tractor 
Improvement Bulletin 
Industrial Bulletin 
Industrial Equipment News 
Industrial Finishing 
Industrial Heatin 
Industrial Marketing 
Industrial Plastics 
Industrial Publications, Inc. 
Industry and Power 

Domestic Engineering Catalog Directory Ingenieria Internacional 
Dun's Review 
Electric Light and Power 
Electrical Buyers Reference 
Electrical Contracting 
Electrical Dealer 
Electrical Equipment 
Electrical Manufacturing 
Electrical South 
Electrical West 
Electrical World 
Electricity on the Farm 
Electronics 
El Exportador Americano 
El Taller Mecanico Moderno 
Engineering and Mining Journal 
Factory Management and Maintenance 
Farmaceutico, El 
Farm Implement News 
Fire Engineering 
Fleet Owner 
Food Industries 
Food Packer, The 
Food Preview 
Foundry, The 

Chemical and Metallurgical Engineering Fritz Publications 
Chemical Industries 
Chemical Preview 

Furniture Age 
Gardner Publications, Inc. 

Ingenieria Sanitaria 
Inland Printer 
Institutions 
Instrument Maker 
Instruments 
I. R,. E. Yearbook 
og | Publishing Company 
Log, The 
Machine Design 
Machinery 
Machine Tool Blue Book 
MacRae’s Blue Book 
Manufacturing Confectioner 
Manufacturers Record 
Marine Catalog and Buyers Reference Power Plant Engineering 
Marine Engineering and Shipping 

Review 
Marine Equipment 
Mass Transportation 
Materials and Methods 
McGraw-Hill Publishing Company 
Meat Packers Guide 
Mechanical Engineering 
Mechanization 
Mechannual 
Metal Finishing 
Metal Working Equipment 
Michigan Contractor & Builder 

Railway Supply News 
Refinery Catalo 
Revista Industrial 
Roads and Streets 
Rock Products 
School Equipment News 
School Executive, The 
Screw Machine Engineering 
Sewage Works Engineering 
Sheet Metal Worker 
Simmons-Boardman Publishing 

Corporation 
Smith Publications, W. R. C. 
Snips Magazine 
Southern Automotive Journal 
Southern Fisherman 
Southern Hardware 
Southern Laundry and Cleaner 
Southern Machinery and Metals 
Southern Marine Review 
Southern Power and Industry 
Southern Pulp and Paper Journal 
—s Builder & Contractor 

t 

Mid-West Contractor 
Milk Dealer, The 
Milk Plant Monthly 
Mill & Factory 
Mill Supplies 
Mississippi Valley Contractor 
Modern Industry 
Modern Machine Shop 
Modern Packaging 
Modern Plastics 
Modern Railroads 
Modern Theatre, The 
Motorship 
Municipal Index and Atlas 
National Bottlers’ Gazette 
National Butter and Cheese Journal 
National Jeweler 
National Provisioner 
Nation’s Schools, The 
New England Construction 
New | ne Digest 
New South Baker 
Oficina Mechanica Moderna 
Oil Weekly i 
Olsen Publishing Company Steel Processing 
Overseas Buyers’ Guide for Automotive Surplus Record 

Sweet’s File, Architectural and 
Sweet’s File for Builders 

Sweet’s File, Engineering 
Sweet’s File for the Mechanical 

Industries 
Sweet’s File for Power Plants 
Sweet's File for the Process Industries 
Sweet’s File for Product Designers 
Telephone Engineer 
Telephony 
Texas Contractor 
Thomas Publishing Company 
Thomas’ Register of American 

Manufacturers 

Distributors 
Packaging Parade 
Paper and Pulp Mill Catalogue 
Paper gored and Paper World 
Penton Publishing Company 
Petroleum Engineer 
Petroleum Refiner 
Pit & Quarry 
Pit & Quarry Handbook 
Plant Purchasing Directory 
Plastics World 
Plumbing & Heating Journal 

| Sate rw: Street Catalog 
ractica uilder ; 

Proceedings of I.R.E. Ee Rag Ree Journal 
Product Engineering Water hat yy w 
Production Engineering & Management ,, ge Works 
Products Finishing ater Works Engineering 
Publishers’ Auxiliary, The Welding Encyclopedia 
Purchasing Welding Engineer 
Putman Publishing Co. Western Builder 
Railway Age Western Newspaper Union 
Railway Engineering and Maintenance Wood Products 
Railway Mechanical Engineer Woodworking Digest 
Railway Purchases and Stores Work Boat 
Railway Signaling Yachting 
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A STUDY OF AMERICA’S YOUNG FOLKS 

CONDUCTED BY STEWART, BROWN & ASSOCIATES 

More than 5000 boys and girls between 8 and 20 years old were 

interviewed. This sample was distributed to U.S. Census figures... 

according to age and sex. 

These respondents — characteristic of the 30,000,000 youngsters 8 

to 20 — bared their likes and dislikes; what they know about branded 

merchandise; what they are thinking about what you are producing. 

In 41 urban centers, away from home and the influence of parents, 

their responses are an absolute nationwide answer to “what do 

youngsters like?” 

Represented Nationally By RICH 
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(HY: Because they are one-fifth of the nation’s market, receptive and 

responsive to brand advertising, you want to know their pre- 

ferences for: 

Soft Drinks Hot Cereals Hair Tonic and Cameras 
Candy Phonograph and Hair Preparations Flashlights 
Candy Bars Records Shoes Flashlight Batteries 
Chewing Gum Ice Cream Sneakers Fountain Pens 

Cold Cereals Milk Fortifiers Typewriters Mechanical Pencils 
Fruit Juices Dentifrice Soap Pet Foods 

Gelatin Desserts Shampoo Bicycles Comics Magazines 

Volume 2 of Brand Preferances of Young America is yours for the asking! 

| The National Comics Group 
Action Comics Buzzy Mutt and Jeff 

Adventure Comics Comic Cavalcade Real Fact Comics 

All American Comics Detective Comics Real Screen Comics Thic cover syusbel identifies 

All Flash Comics Flash Comics Sensation Comics 

All Funny Comics Funny Folks Star Spangled Comics > the best in comics reading. 

All Star Comics Funny Stuff Superman cen 

- Animal Comics Green Lantern Wonder Woman ‘(oo 

rf Batman Leading Comics World’s Finest Comics weary 

. Boy Commandos More Fun Comics . 

illy By RICHARD A. FELDON «& CO., INC., 205 East 42nd Street, New York City * Chicago, San Francisco, Los Angeles 
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Borden Signs 13-Week 
NBC Video Contract 

The Borden Company has pur- 
chased the “I Love To Eat” seg- 
ment of a Friday night telecast 
called “For You and Yours” on 
NBC’s WNBT, New York. This 
portion of the program features 
James Beard, gourmet and author 
of three cook books. 

3,381 Firms Back 

Junior Companies; 

831 Units Formed 
The contract was signed through 

Young & Rubicam and runs for| 
13 weeks. Borden also will spon- | 
sor other programs on WNBT) 
during the contract term. 

Marek Elected V.P. 
George R. Marek, with J. D. 

Tarcher & Co., New York, for the 
past 19 years, has been elected a 
vice-president. 

MAILING SERVICE 
* inserting * Sorting 
* Labeling * Metering Tel: WEB 
* Sealing * Tying 
Fast—Certain—Safe—Low Cost 4998 
Complete job or any part 

CAPITOL MAILERS 
552 W. Harrison St., Chicago 7 

Scholarship Fund 
Established; Seven 
Contribute $29,575 

New York—J unior Achieve- 

ment, Inc., reports that six months 

after it distributed a fund-raising 

pamphlet calling for $1 million 

this year for expansion and re- 

search, it is “on its way to be- 
come a major achievement.” 

JA describes itself as a national 
/program sponsored by business 

|and industry to teach teen-agers, 

| while still in school, the funda- 
/mentals of business procedure. It 
|also ‘‘seeks to give them a clear 
Fs : 
/picture of our economic structure 

YOU MAY BE ABL E 10 RIDE 
18 WINNERS IN 4 DAYS-— 

BUT— You CAN'T BOOT 
HOME IN WESTERN MICHIGAN 
WITHOUT WKZO-WIEF! 

If you’ve made a recent study of network station cov- 

erage in Grand Rapids. 

Michigan, it won’t hurt to 

Kalamazoo and Western 

“skip” this message. But 
if you haven’t—please read this summary: 

The latest network coverag e maps shows that WKZO- 

WJEF deliver 214 times more radio homes (night- 

time) than any other station or combination of sta- 

tions. This means that WKZO-WJEF’s cost-per-fam- 

ily averages practically one-third of the cost of the 

next-best two-station combination. 

Get the FACTS about Western Michigan and you'll 
choose WKZO-WJEF every time. Ask us—or Lewis 

H. Avery, Ine. 

*Bobby Permane did it in 1943-4 

GREATER 

Both owned and operated by 

4! 

GRAND RAPIDS 

AND KENT COUNTY (CBS) 
Tt IN 

Fetzer Broadcasting Company 

| tion 

| unbefogged by radical or collecti- 
vist misrepresentations.” The or- 
ganization uses no regular adver- 

tising, although a half-column ap- 

peared in The New Yorker on 

June 8 at the suggestion of R. B. 

Bowen, the magazine’s ad man- 
ager, a JA director. 

In a “birds-eye” report of four 

years’ progress, Junior Achieve- 

ment discloses it has increased 
the number of areas in which it 

operates by 350%. From the five 
cities of New York, Chicago, Pitts- 
burgh, Cleveland and Middle- 
town, O., in which it operated in 

1942, it has expanded to cities in 

New England, New Jersey, Wis- 

consin and Indiana, and to At- 

lanta, New Orleans, Houston, De- 

troit, St. Louis and Toledo. Since 
last year JA companies have in- 

creased by 433%—from 192 to 
831—serving more than 100,000 

individuals. (The organization has 
set its sights for the end of this 

year at 25 areas to be organized, 

reaching 390,000 individuals). 

Business organizations supporting 

JA, not only as contributors but 

also as sponsors of companies, 

have grown 338% in four years, 
from 1,000 to 3,381. 

Sets Five-Year Goal 

| JA’s five-year goal for 1950 is 

30,000 companies, reaching 2,250,- 
/000 individuals, centered in 31 
key industrial areas throughout 

| the country. Total funds neces- 
aaa for this work are estimated 
at $14,260,000, including $500,000 
for research, The organization is 

'non-profit (tax-free), with a 

staff of 65 paid workers. 

| The idea on which Junior 
| Achievement is based was orig- 
inated in 1919 by Horace A. 

Moses, chairman of Strathmore 

/Paper Company; the late Theo- 

dore N. Vail, former president of 
|American Telephone & Telegraph 
Company; and the late Sen. Mur- 

‘Tay A. Crane of Massachusetts. 

‘JA was incorporated Nov. 29, 

1926, the first company was or- 
/ ganized in Springfield, Mass., and 

‘in 1929 several companies were 

started in the New York metro- 
politan area. 

Real impetus to the movement 

came in 1942, when national head- | 

quarters were set up in New York, 

turers at which NAM members 

were called upon to promote the 

organization. 

shortly after a meeting of the Na- 

tional Association of Manufac-| 

A national expan-— 

in | * sion program was launched 

January, 1943. | 

JA operates through state. 

‘boards of directors of business | 

}and educational leaders. Actual 
| raanization and management in | 

an area is directed by a local 
|executive director, 
‘national staff but responsible to 

the state board. 

munity the program is in charge 

| of a local JA committee which 

|secures sponsors from local busi- 

ness organizations for the junior | 

| companies which they set up.) 

paid by the 

In each com-'| 

‘Sponsors of a company agree to | 
|provide three adult advisers (in 

business management, production 
;and sales). 

Juniors Sell Stock 

Junior Achievement companies | 
include 15 to 21-year-old boys and | 

| girls, meeting one or two nights | 
weekly. They elect their own offi- | 

-cers, sell stock at an average of 

/50 cents a share, purchase their 

own equipment, create and sell a) 

| product or service, pay themselves | 

.an hourly wage averaging about | 

15 cents an hour, and carry out) 
liquidation procedures, usually) 

/after two years’ operation. The | 
companies, which receive only ad- | 

vice from the national organiza- 

and local _ sponsors, 

| charged four dollars for a charter 

}and two dollars a year thereafter. 
Typical of JA companies is the 

newly launched United Youth 
Publications, Atlanta, which pub- 

|lishes Georgia’s Teen-Ager under 
Lewis H. Avery, Inc., Exclusive National Representatives. the sponsorship of Davison-Paxon 

are | 
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& Co. To gain recognition as a 
bona fide advertising medium, its 
teen-age principals met the fol- 

lowing conditions set up by the 
Atlanta Retail Merchants’ Asso- 
ciation: The medium should ac- 

tually be published, circulation 
established, advertising rates de- 

termined, and the magazine should 
be entered as second class matter 
with the Post Office Department. 

Galley-proof dummy was_ sub- 

mitted for condition No. 1; 5,000 

guaranteed minimum circulation 
was established, an advertising 

rate sheet was drawn up, and the 
Post Office granted second class 

privileges. Such firms as the At- 

lanta Coca-Cola Bottling Com- 
pany, Atlanta Laundries, Fickett- 

& Co., Gordon Food Products and 
Arthur Murray Studios are using 
the magazine, which its teen-age 
publishers are promoting in news- 

papers and via Atlanta radio sta- 

tions, transit cards and posters. 
In 1941 S. Bayard Colgate, 

chairman of Colgate-Palmolive- 
Peet Company and an NAM di- 
rector, became chairman of JA, 
and Charles R. Hook, president of 

American Rolling Mill and an 

NAM executive committee mem- 

ber, became president. Mr. Hook 

is now chairman of the board, and 
JA president is Robert L. Lund, 

executive vice-president of Lam- 

bert Pharmacal Company and a 

former president and board chair- 

man of NAM. Mr. Colgate is 

chairman of the executive com- 

mittee. 

Adopts Scholarship Program 

This year the organization estab- 
lished a scholarship program of 

$32,000, a total of $29,575 of which 
is now available from Bates Col- 

lege, Bowdoin College, Horace A. 

Moses Foundation, Colgate Uni- 

versity, Stevens Institute of Tech- 

nology, Wisconsin College of 
Music, DePauw University, Rose 

Brown Mfg. Company, J. M. High |. 

EAKLY AD—This copy appeared in the. 
early 1900s for Pond's Extract Co., 
which this year is celebrating its 100th 
year. Headed "An Old Remedy," the 
caption reads: “Boy: ‘Grandfather, 
what did you use to do before we had 
Pond's Extract?' Grandfather: ‘Why, | 
don't remember. We used it regularly 

when | was a boy'.” 

Polytechnic and John Herron of 

Indiana. The scholarship commit- 

tee consists of Dr. James L. Mc- 

Conaughy, president of United 

China Relief, Inc., Lorna F. Mc- 
Guire of Barnard College, and 
Marion P. Morris, director of the 
educational department of Bristol- 

Myers Company. 

Among JA’s current vice-presi- 
dents are Alfred C, Fuller, chair- 
man of the Fuller Brush Com- 

pany; Phil S. Hanna, Chicago 
Daily News; Winthrop R. Howard, 

president of the Rawlplug Com- 

pany; John A. MacMillan, chair- 
man of the Dayton Rubber Mfg. 

Company; Charles Dallas Reach, 

president of his own agency, and 

J. P. Spang Jr., president, Gillette 

Safety Razor Company. Directors 

include a galaxy of business men 

Delhi — 
home of the Hindustan Times (in 
lish) and Hindustan (in Hindi), the 
most popular 
Northern India. Their Nationalist policy 
finds ready acceptance among the middle 
and upper classes of a vast area which 
stretches as far South as Jubbulpore and 
North to the limits of the Frontier Prov- 
ince. Well-produced, brightly edited and 
with an up-to-the-minute news service, 
the Hindustan Times and Hindustan con- 
stitute media of the first importance to 
advertisers. 

Published in the Rey 

Capital City of India—is the 
Eng- 

Dailies in Upper and 

You will find through them 
a ready response from a public whose 
standards of living are constantly improv- 
ing and whose needs in a wide variety 
of goods are steadily increasing. 

i he Hindustan Cimes 
(in English) 

(in Hindi) 
Let Upper and Northern India know what you have to sell through 
the advertising columns of the two papers with the largest circulation 
in these areas: 

Rates, specimens and full particulars from: 

THE HINDUSTAN TIMES, LTD. 
2/3, SALISBURY COURT, FLEET STREET, LONDON, E. C. 4. 

Cables Hintimes London 
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and industrialists, including ad- 
vertising agency president J. M. 
Mathes; public relations executive 

James P. Selvage of Selvage & 
Lee; R. B. Bowen, advertising 

manager of The New Yorker, and 

Katharine A, Fisher, director of 

the Good Housekeeping Institute. 
Although Robert J. Watt, inter- 

national representative of the 
American Federation of Labor, is 

also a director, little support has 
been forthcoming from _ labor 
unions. JA declares it would wel- 

come such aid. In the past six 

months, the organization reports 

it has received requests from ‘“‘re- 
sponsible groups’ for establish- 

ment of JA from the Pacific Coast, 

Hawaii, Canada and several for- 
eign countries. 

Among present sponsors of 

Junior Achievement are, in addi- 
tion to leading industrial firms, 

Compton Advertising, McCall 

Corporation, L. Bamberger & Co., 

KDKA, Pittsburgh, WDRC, Hart- 
ford, Conn., WINS, New York, 

WISH, Indianapolis, and WGBB, 
Freeport, N. Y. 

Neerco Appoints Rouse 
A. James Rouse Company, Los 

Angeles, has been appointed to 
handle the advertising of Neerco 
Corporation, automotive accessory 
manufacturer, using spot radio, 
newspapers and business papers. 

Wingate Names Charters 
Eugene J. Charters, Philadelphia 

attorney, has been appointed as- 
sistant sales manager of Wingate 
Sales Corporation, Brooklyn, 
wholesale distributor of Continen- 
tal Distilling Corporation. 

WOKO to Join ABC 
WOKO, Albany, dropped re- 

cently as a CBS outlet, will join 
ABC Jan. 1 as that network’s 
Albany-Troy-Schenectady outlet. 
WTRY, now ABC’s affiliate for 
this area, will join CBS. 

pas er” 

different 
. 
x 

2 ee 

Folks here 

just seem to 

prefer NBC 

shows (and why 

not!)—together 

with the 

sparkling local 

features of— 

| | 

Few Bank Budgets 

Include Salaries, 
Survey Shows 
Cuicaco—Continuing its reports 

on bank advertising budgets, Fi- 
nancial Advertisers Association 
has revealed that only 43, or 
14.7%, of 292 member banks sur- 
veyed this year by the association 
charge salaries and overhead to 

advertising (AA, March 18). 

Fees paid by banks to agencies 
or individuals for aid in preparing 
ads were, however, included as 

advertising budget items by about 

half of the banks. Only 21 banks 
included such extras as club mem- 

berships, dinners, travel, etc., in 
the ad budget. 

Wide variation in ad expendi- 

tures by banks in each of several 
size groups can be _ explained, 

largely, by differences in local 
competition, area of territory 

; served by the banks and range of 

deposits for banks in each group, 
the association reports. It shows 

for example, that larger ad ex- 
penditures were made by banks 

with most competition from other 

banks; by banks with higher de- 

posits in, for example, the group 

with deposits from $50,000,000 to 
$100,000,000, etc. 

Deutsch & Shea Adds 5 
Deutsch & Shea, New York, has 

been appointed to handle adver- 
tising for Eldee Sales Company 

33 

(microscopes), Hollywood Shoe 
Polish Corporation, Lee Industries, 
Inc., New York Clothing Company, 
and. Spar Metal Products. 

R&H Drive Starts 
Rubsam & Horrmann Brewing 

Company, Staten Island, N. Y., 
through Paris & Peart, New York, 
has released the first of a new 
series of 1,000-line newspaper ads 
for R&H beer. The copy stresses 
quality under the caption “Where 
Good Judgment Rates High.” 

“| want to show a 

customer some of 

our best samples” 

Right you are, Mr. Printing Shop Foreman! 

TICONDEROGA TEXT does give printed 
matter every advantage. For this top-rank- 
ing favorite among watermarked text pa- 
pers is as noteworthy for good looks as for 
printing qualities. Deckle or plain edge. 

Whether line-cuts and type by letterpress, 
offset-lithography or photogravure— you 

can be sure of brilliant results every time. 
Choose a laid or wove finish in any of seven 
attractive colors (or really white white). 
Each will lend the proper touch of distinc- 
tion to booklets, announcements, menus — 
doing credit to your reputation as a printer. 

“Be sure to include 

those jobs we did on 

TICONDEROGA TEXT” 

With current conditions, we cannot say there 
is enough TICONDEROGA TEXT for all who 
want it. Everything possible is being done 
to balance supply and demand while main- 
taining the quality standards of the world’s 
largest maker of paper. International Paper 
Company, 220 East 42nd Street, New York 
17,N.Y. 

INTERNATIONAL 
(PAPERS A 
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Issues Microphone Guide 
Electro-Voice, Inc., South Bend, 

manufacturer of microphones and 
stands, has issued a new catalog 
and selection guide which gives 
information on the line of micro- 
phones available today. 

Appoints Maurer V.P. 
Otto J. Maurer, with Young & 

Rubicam for the past 18 years/law 
specializing in 

Furniture Group 
Hits OPA Ruling 
on Store Margins 
Cuicaco — The National Retail 

Furniture Association has _ pro- 

_tested to the OPA that it violates 

the new price control extension 

in ruling that retailers of 
typography andj) major household appliances do not 

mechanical production, has joined qualify for restoration of prewar 
Electrographic Corporation, New 
York, as vice-president of typo- 
graphic service. 

on 

Cover Catholic 
Schools, Churches, 

| 
i 
t 

and Institutions : | 

, 
r 
s 

|profit margins. 

| The OPA interpretation was 
| based on its statement that “most 

| refrigerators and household ap- 

pliances are sold by department 

'stores or dealers whose principal 

Sales consist of many different 

|types of products and lines of 
products.” 

| The association’s officials protest 
that former Administrator Chester 

|Bowles last year held that “spe- 
cialty appliance and radio dealers 
‘together accounted for slightly 

more than 50% of the volume o 

|retail sales of major appliances, | of Tivoli beer. 

|including radio, handled in 1939.” 

| 
| 

‘amendments are designed to re-| 
|store conditions of 1939 to 1941. 

It is pointed out that even if 

changes occurred later, they should 

be disregarded because new OPA | 

OPA’s refusal to grant increases 

in margins to those handling ap- 

pliances “threatens to bankrupt 

newly established GI merchants 
and other small dealers,” accord- 
ing to Roscoe R. Rau, executive 

vice-president of the furniture as- 
sociation. 

Barlow Appointed 
Linn Coach & Truck Corpora- 

tion, Oneonta, N. Y., manufacturer 
of front-wheel-drive commercial 
trucks, has placed its advertising 
with Barlow Advertising Agency, 
Syracuse. Magazines and news- 
papers will be used. 

McKee Appoints Kester 
William Kester & Co., Holly- 

wood, has been appointed to 
handle the advertising of Stewart 
McKee & Co., Los Angeles, brewer 

Ss ae 

october 15, 
Get your 1947 sales off to a fast start at the 
National Shoe Fair in Chicago . . . by pre- 
senting a preview of your new styles, your 
special promotions, your merchandising 
helps in this big Show Number of Boot and 
Shoe Recorder. Extra copies will be dis- 
tributed at the National Shoe Fair. Total 
distribution 21,000. 

All the buyers will attend the show in the 
Recorder. If they go to Chicago, they’ll head 
first for the exhibits of manufacturers who 
have enlisted their interest through Recorder _ 
advertisements. If they stay home, the 
Recorder’s buying information is sure to be 
a large factor in their Spring 

Either way, you stand to win—the great- 
est audience, the greatest action—by your 
advertising in this National Shoe Fair Issue 
of Boot and Shoe Recorder. 

a 

GREAT NATIONAL 
SHOE FAIR ISSUE 

yR SPACE 

today 

1946 

plans. 

ie WA 

gooP SHOES 

SOMM ©. EVANS ¢ COMPANY & 
Cameaen, Riw 4 cco ERSey 

q 

$8 
aon os 

Plans, program and list of exhibitors for 
National Shoe Fair in Chicago, October 

28, 29, 30, and 31. 
Picture-story and detailed analysis of 

trends in Shoe Styles for Spring, 1947. 
A success formula for shoe retailing in 

1947 ... shows merchants how to succeed 
in this transition year. 

‘NATIO 
> 

Special features outlining trends in store 
planning, store operation and retail shoe 
merchandising. 

to Back Up Your Ads 

Rec and rder 

ecor 
NAL VOICE OF THE TRADE. 

— Published Twice Monthly 

A Chilton ® Publication 

100 East 42d Street, New York 17, N.Y. 

‘by Ivory Flakes, 
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‘Bulletin’ Issues 
First Poll Giving 
Brand Preferences 
PHILADELPHIA—Buying habits 

and brand preferénces of more 
than 5,000 Philadelphians have 
been tabulated in the first annual 

survey of branded products under- 

taken by the Evening Bulletin. 
Among food buyers, the per- 

centage favoring chain _ store 

supermarket patronage reached its 
highest point with families paying 

$50 or more monthly for rent. 
Computed at 50% in this group, 

it dropped to 33.5% in groups pay- 
ing less than $30 monthly rent. 

In prepared baby foods, Heinz 
led the Philadelphia market with 

38.6% preference as compared 
with the nearest competitor, Ger- 

ber’s, which polled only 28.7% 
preference. Among soluble coffees, 
Nescafe, the leader, was chosen 

by 66.8%. G. Washington followed 

with only 13.9%. In packaged 

coffees, Maxwell House led with 

preference by 25.7%. 

preference. 

Ivory Flakes Ahead 

Soaps used for dishes were led 

preferred by 

23.7%, and followed with Ivory 
bar soap, preferred by 19.4%. 
‘Toilet soaps for hands and face 
|/were led by Lux (28.4%), then 
Ivory, preferred by 21.2%. 

In cosmetics, Mum led with 

33.4% preference, with Arrid fol- 

lowing, preferred by 25.8%. Coty 

face powder polled 19.3% to lead 
Max Factor, preferred by 15.2%. 

Kleenex led overwhelmingly 
among facial tissues, with 73.5%. 

Pond’s ran a slow second, polling 

only 11.7%. 
Colgate outpolled other tooth- 

pastes with 43.2% preference, 
compared with the closest fol- 

Nearest | 

woner was Bescul with 320% | Belding, successor agency to Lord 

‘| lower, Pepsodent, 

only 17.3%. 
Only 32% of the families polled 

said that they owned automobiles. 
More families owned Chevrolets 

than any other make, although 

Plymouth ran aé close’ second. 

Dodge came third, Ford fourth. 
Among household appliances, 

Sunbeam Mixmaster led electric 

mixers (63.6%) compared with 
General Electric (8.6%). Radio 

preferences named Philco leader 

in the cabinet or console radio 

field with 39.8%, followed by RCA, 
15.7%. Philco was also first choice 
for table type models, with 29.9%, 
and polled a leading 20.8% pref- 
erence among radio-phonograph 

combination users. 
Chesterfield cigarets were pre- 

ferred by 40.6% of those families 
polled while Camel ran _ second 

with 22.3%. Luckies were third, 

then Philip Morris. 

FC&B Appoints Dodge 
NY Research Director 

Sherwood Dodge has been ap- 
pointed director of research in tne 
New York office of Foote, Cone & 

which polled 

& Thomas which he left in July 
1942 to direct public opinion re- 

/search for OPA. Mr. Dodge joined 
L&T in Chicago in 1938 and helped 
organize and manage its market- 
ing, media and research division. 

In 1943 he became district price 
executive in the OPA’s District 
of Columbia office, and subse- 
quently became price field opera- 
tions officer for the New York 
region. He has recently been ac- 
count research manager of Mc- 
Cann-Erickson, New York. 

‘Chronicle’ Plans Forum 
The second annual San Fran- 

cisco Chronicle Forum, for the 
examination and consideration of 
postwar problems of the Northern 
California community, will be 
held in the Veterans’ Auditorium 
Dec. 6-8. 

city zone.* 

NEW YORK CHICAGO 
342 Madison Ave. Wrigley Bidg. 

the St. Paul Dispatch 

and Pioneer Press are 

the Only Daily Papers 

Read by 90% of 

the 331,000 people 

in the St. Paul A. B. C. 

7 

*Less than 10% of the people in the St. Paul 
City Zone read any other daily newspaper. 

RIDDER-JOHNS, INC.—Notional Representatives 

DETROIT 
Penobscot Bidg. 

ST. PAUL 
Dispatch Bldg. 
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Pree. 3 the 
Armed Forces 
Walter E. Naylor (Navy) has 

joined the advertising staff of the 
Journal, Portland, Ore. 

Carl H. Hoffman has been ap- 
pointed circulation manager of the 
Gazette, Janesville, Wis. 
Young & Rubicam, New York, 

has announced the return of two 
veterans: Richard Zellner to the 
art department and Anthony 
Carillo to the outdoor media de- 
partment. 

Kermit Richardson (AAF) has 
joined the production staff of 
Pardee, Cash & Associates, Holly- 
wood. 

L. Richard Johnson (Navy) has 
been named copy chief of the pub- 
lic relations department of Hix- 
son-O’Donnell Advertising, Los 
Angeles. 

R. W. Zarker (AAF) has joined 
Wolfe - Jickling - Dow & Conkey, 
Detroit, as account executive. 

Klitten & Thomas, Los Angeles, 
has announced the addition of 
four veterans to the staff. They 
are: Gerald W. Ravenscroft (AAF), 
Hays Busch (Navy), Robert Rentz 
(Army) and Sam Kweller (Army). 

Leaves Universal Match 
Harry Golden has resigned as 

sales manager of Universal Match 
Corporation, St. Louis, and its di- 

| Visions, after over 15 years with 
‘the company. His future plans 
‘have not been announced. 

To Ralph Harris 
Corinthian Publications, New 

York, publisher of photographic 
books, has placed its advertising 
with Ralph Harris, New York, 
effective Sept. 1. 

! 

| 
| 

| Associates, 

Wright to Manage 
Annual Report Banquet 

Todd Wright, of Bernard Relin 
has been appointed 

managing director of the Financial 
World Annual Report Awards 
banquet, which will be held in 
the Grand Ballroom of the Wal-., 
dorf-Astoria Friday, Oct. 4. Bronze 
“Oscars of Industry” will be pre- 
sented to the corporations with 
the best 1945 reports in each of 
the 80 industries and gold and 
silver trophies will be awarded 
the corporations with the best an- 
nual report of all industry, as 
well as for the best cover designs 
and annual report ads. 

Commercial Moves 
Commercial Services, Inc., De- 

troit, has moved to 91 E. Kirby, 
Detroit 2. 

Drug & Cosmetic 
INDUSTRY. 

‘Covers an bisciatry with 

a bright future in ex- 

panding world markets. 

Also Publishers of Beauty Fashion 

| 
Frank Edgar Davis (Navy) has | 

been appointed advertising repre- 
sentative of Newsweek’s foreign 
editions, in New York, New Eng- 
land, Canada and western Penn- 
sylvania. 

Bela St. George Jr. (Army) will 
direct Hickey-Murphy-St. George, 
Inc., New York agency. 

Crawford Hall (Canadian Army) 
has rejoined Locke, Johnson & 
Co., Toronto agency. 

A. Dillon Stubbings (RCAF has 
rejoined the Toronto office of J. J. 
Gibbons Ltd. 

Clifford B. Mueller Jr. (Army) 
has rejoined the Schaible Com- 
pany, Cincinnati, maker of plumb- 
ing and heating fittings, to handle 
marketing research and sales pro- 
motion. 

Alice W. Brown (WAC) has 
joined the Dole Home Economics 
services, Hawaiian Pineapple Com- 
pany, San Francisco, has an- 
nounced. 

William H. Gannett (Navy) has 
been appointed public relations 
director of Bausch & Lomb Op- 
tical Company, Rochester, N. Y. 

W. B. Gardner (Canadian Army) 
has joined Ronalds Advertising 
Agency, Toronto. 

Robert C. Myers (Navy) has 
been named assistant manager of 
the market development division 
of U. S. Steel’s Carnegie-Illinois 
Steel Corporation, Pittsburgh. 

Roy W. Hudson (Navy) has 
joined the Detroit staff of Brooke, 
Smith, French & Dorrance. 

Robert I. Shohet (Army) has 
been named production manager 
of H. B. LeQuatte, Inc., New York 
agency. 

W. H. Long Company, York, Pa., 
agency has announced the addition 
of two veterans: Arthur I. Watts 
(RCAF) and John H. Rudisill 
(AAF). 

Print it in 
the West 

DISTRIBUTION — 

% Los Angeles 

Flying us the copy, layouts, mats 

or plates saves time and money 

when you have anything to print 

on newsprint . . . black, color or 

process colors . . . fast, modern 
rotary presses. Our capacity is 

limited only by temporary paper 

restrictions. Samples and prices 
on request. 

Rodgers & 
McDonald 

Publishers, Inc. 

Rotary Printing Specialists 
2621 W. 54th Street 
Los Angeles 43, Calif. 

‘ 

EDGAR B. Jessup 
President & General 

Manage 
__ Marchart Clideli

ed Mechinn Company 

“A business such Gs ours is keenly sen- 
sitive to changes ‘Giecting the nation’s : 

production and employment. The Well 
Street Journal helps us gauge important 

_ trends which determine the long range 
policies of this organization. We depend 
‘on The Well Street Journal deily for — 
ustute reporting of business news. ft is 

definitely not just a financial publication.” 

_ a publication provides complete and | 
up-to-the-minute coverage of all business 

news daily... it’s bought! 

When a publication provides accurate inter- 
pretation of trends in the making in industry and 
commerce... i/’s read! 

When a publication commands the attention 
of important executives in their offices at their 
points of purchase ... it sells/ 

44 Broad Street 

LE ll is ES 

More than any other group, Wall Street Journal 
readers are alert to the developments of industry 
which affect their own businesses, the products, 

services and ideas they sponsor and the markets 
for which they compete. 

Influence the thinking and planning of manage- 
ment with the advantages of your products. Do it 
through The Wall Street Journal, meeting place 
of America’s decision makers. 

THE 

WALL STREET JOURNAL 
The Only National Business Daily 

New York 4, N. Y. 
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ABC Signs Tobacco Co.; 
Philco Renews Show 

Brown & Williamson Tobacco 
Corporation, Louisville, has signed 
a 52 week contract with ABC for 
sponsorship of “Fact and Fiction” 
with Johnnie Neblett, effective) 
Oct. 6. The new program will be| 
heard over the full network Sun- 
days, 12:55-1 p.m., CST. Russel 
M. Seeds Company, Chicago, is the 
agency. 

Philco Corporation, Philadelphia, | 
has renewed its sponsorship of 
the 8:45 to 9 a.m. segment of | 
“Breakfast Club,” Monday through | 

/permits will be 
|erection, enlargement or alteration 

featuring Don McNeill for 52 
weeks, effective Sept. 2. Hutchins 
Advertising Company, Philadel- 
phia, handles the account. 

Plan Removal of Posters 
An ordinance providing for the 

gradual elimination of all outdoor 
posters in Neenah, Wis., has been 
adopted by the city council. The 
measure provides that no more 

issued for the 

of posters. It provides for removal 
of existing posters within 10 years. 
Violators will be subject to fines 
up to $10 or a jail term not ex- 

Friday variety program over ABC | ceeding 90 days. 

———_ 
. 

So eal 

New folder discusses Construction, Materials and Treatment, 

with examples of each. Handy to have when you are planning 

a catalog job. Write for a copy on your own letterhead. 

- BEAVERITE PRODUCTS, INC. 
35 DE WITT STREET, BEAVER FALLS, NEW YORK 

and Proposal Covers of BESTEX Artificial 
Leather. ond Paper Cover Stocks; ter Leosstoet. Mastic and Wire Bindings 

9-BP-2 — 

the Hayward Lumber & Investment Co. stocks ‘ 
everything from fuses to complete bathrooms, - 

er 

Monopoly Study 

Gets Top Billing 
at Retail Parley 

Retailers, Commerce 
Dept. Plan to Study 
Postwar Selling Job 

WASHINGTON—When representa- 
tives of 50 national retail asso- 

ciations meet with Under Secre- 

tary of Commerce Alfred Schind- 
ler Sept. 12, they will have at 

least one $64 question to ask. 

To a man, they will undoubtedly 
want to know what is behind a 

study the department is now pre- 

paring on the growth of monopo- 

lies in the distribution system. 

From their point of view, it 

may appear strange that the de- 
partment is embarking on such 

a study at the same time that it 
is setting up meetings ostensibly 

to improve its relationships with 
business. In inviting the retail 
trade assocations, Secretary Wal- 
lace said the department wants 

to do everything it can to help 

retailers find more efficient ways 

of doing their jobs. 

When they get here in Septem- 

ber, they are to hear about “Re- 
tailers and the Postwar Selling 

Job” from Mr. Schindler. Later 

they are to tell the department 
what retailers need in the way of 

services, information and facts. 

Says Big Job Ahead 

Secretary Wallace says that the 
retailers have a big assignment 

ahead in moving the output of our 

factories to the consumer. 

Long an advocate of better and 
less costly ways of selling, he ex- 

plains that a comprehensive study 

of the inner workings of the dis- 
tribution system will be of great 
value to both government and 
business in meeting the problems 

of postwar distribution. 
Commerce’s study of distribu- 

tion monopolies is to be turned 

over to the House small business 

committee by the end of this year, 

as part of a search for ways of 

improving anti-trust enforcement. 

While there may not be many 
legislative recommendations, the 

committee wants to know whether 
the government is spending 

enough money on enforcement of 
existing law, and whether there 
are obvious gaps which can be 

plugged. 

Public Hearings Planned 

Drawing on earlier studies by 

TNEC and the Smaller War Plants 
Corporation, Rep. Estes Kefauver 

expects to run a long series of 
public hearings on the subject this 

fall, so that an interim report will 
be on the desks of the members 

of the 80th Congress when they 

arrive in January. 
In asking Commerce to par- 

ticipate in the investigation, Rep. 
Kefauver said that previous 
studies of economic concentration 

have neglected monopolistic prac- 

tices in the distribution field. 

He asked for a 
document,” covering - distribution, 
to the one recently prepared by 

“companion 

the Smaller War Plants Corpora- | 
tion on manufacturing. 

“There is always the danger 

that during the next several years 
we will have a recurrence of the 

vertical integration and the growth 

of chains which occurred during 

the ’20s,” he said. 

Will Show Actual Control 

“This investigation should go 

far in bringing to light the ex- 

tent to which economic concentra- 

tion is throttling the independent 
business man in truly free enter- 

prise. For the first time in our 

'country’s history we hope to have 
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a true picture of how much con- 
trol some few big companies have 
over the distribution of American 
goods.” 

The Commerce study is to dem- 
onstrate: 

1. The role of distribution in 
the economy. 

2. Measures of concentration 

and trends in the distribution of 
control between large and small 

business. 
38. An evaluation of business 

births, deaths, and transfers of 
business in the distribution in- 

dustries. 
4. An evaluation of recent mer- 

gers and acquisitions in whole- 

sale and retail trade. 

5. An analysis of specific areas 
in distribution which are highly 

concentrated and the techniques 
used in effecting and maintaining 

control. 

Expect Houghton to Help 

Because data in the field “‘is 
less extensive than in manufac- 

turing,’ Mr. Wallace feels his de- 
partment will have little difficulty 
in completing its work before the 
end of the year. While assign- 

ments have yet to be made, it is 
believed that Harrison F. Hough- 
ton, author of the Smaller War 

Plants Corporation report on con- 

centration of manufacturing in- 
dustries, will have a major role 

in the work. 

In addition to Mr. Houghton a 

number of other Commerce staff 
personnel will work on segments 

of the study under the direction of 
Louis Paradiso, chief of the busi- 
ness structure division, who is one 

of the department’s most widely 

acclaimed economists. 

Because of the shortage of time, 
and the dearth of material, Mr. 

Paradiso is thinking more in terms 
of statistical studies of trends 
toward concentration, rather than 

a detailed analysis of evils in 

particular industries. 

To Consider Mergers 

Using the 1939 Census of Busi- 
ness as a basis, the study will in- 
vestigate such things as mergers, 

the chain vs. independent struggle, 

and the retail population both dur- 

ing the war and since V-J Day. 
It will deal with a number of 

specific trades including food, fill- 
ing stations, drug stores and other 
fields where independent busi- 

past. 
Those who are doing spadework 

for the House small business com- 
mittee monopoly study expect that 
the public hearings will attempt to 

take up where TNEC left off in 
1940 by finding out what is being 
done about monopolies, and what 
can be done. 
Some of the things the commit- 

tee may want to know are: Are 
the laws aggressively enforced? 

Is there overlapping authority, or 
are cases “falling between” FTC 
and Justice? Could a new tax 
program aid small business? Is 

there adequate machinery for fi- 
nancing small businesses? 

Divided Into Groups 

Many of the trade groups, such 

as clothing, textiles, and foods, 

which are to get special attention 
in the Commerce distribution 

analysis, have been invited to the 

Sept. 12 conference. 

Since many retail trades have 
different problems requiring dif- 
ferent services, Commerce will 

split the 50 associations into six 

groups for heart-to-heart talks. 

Food, tobacco, eating and drink- 
ing places will constitute one 
group; apparel, shoes and general 

merchandise another; and drugs, 

books, stationery and jewelry a 
third. Furniture, hardware and 

farm implements, appliances, 

building materials, .fuel and ice, 
automotive and ffilling § stations 

make up a single group. Retail 
associations other than _ single 

trade groups make up a fifth, and 
miscellaneous trade such as flor- 

ists, garden supplies, photo deal- 

/ers, music, optical and office ma- 

chines, the sixth. 

In addition to Mr. Schindler, 

and other department executives, 

the visitors are to meet Raymond 

Bill, consultant to the Secretary, 
who will tell about the National 

Distribution Council, set up to 

bring important sales, business 

distribution and management as- 

sociations closer to the depart- 

ment (AA, Aug. 19). 

Large-Size Week Coming 
Large-Size Week, sponsored by 

Chain Store Age, New York, and 
featuring nationally advertised, 
fair trade drug products, will be 
promoted by drug chains through- 
out the nation from Jan. 17 to 27. 

nesses have been numerous in the, 

CLEVELAND'S 

STATION 

GETS 

BIG HAND 

—— 

BC Network 
AEPAES.. 

REPRESENT 1ONALLY 

Listeners heartly applaud Cleveland’s CHIEF station again and 
again for the best local shows on the air. WJW has more local 
daytime listeners in Northern Ohio than any other regional 
station. 

850 KC 
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TWO MEN BELIEVE IT—This and pan- 
els like it in Milwaukee express the per- 
sonal views of Harry Scott (Scott- 
Telander agency, Milwaukee) and Fred 
Nicholson (Milwaukee lithographer) in 
a personal advertising campaign boos* 
ing each American's right to make 

money. 

Taint No Sin 
to Make Money, 
Admen Panels Say 
MILWAUKEE—T wo Milwaukee- 

ans, thoroughly indignant over 

what they consider abuses of the 
American profit system, recently 
began expressing their opinions 

publicly via 24-sheet poster panels 
throughout the city. 

On 21 outdoor panels, more than 
half of which are _ illuminated, 
Harry Scott, partner in Scott- 
Telander advertising agency, and 

Fred Nicholson, Milwaukee litho- 

grapher, are using the major 

theme ‘Protect your right to get 
rich” and supplementing it with 

inserts reading “Better Pay for 

the Better Man,” “. . . See to It 

That Your Savings Aren’t Taxed 

Away,” and others. On each of 
the panels, either one or the other 
of the principals signs his name. 

Mr. Scott told AA that no firm 

or organization sponsors the post- 
ers, and that no search was made 
for a sponsor. Free use of the 
posters’ contents may be extended 
in the future, but the sponsor-to- 

be must meet certain require- 

ments. 

The slogan was originated when 
Mr. Scott drafted it as a reply to 
criticisms of the overworked 
phrases, “free enterprise” and the 

“American Way.” 

Fairman Appointed 
Hutchinson K. Fairman, re- 

cently with Batten, Barton, Dur- 
stine & Osborn, New York, has 
joined Hanly, Hicks & Montgom- 
ery, New York, as copy super- 
visor. 

Instrument Group to Meet 
Instrument Society of America 

will hold a conference and exhibit 
at the William Penn Hotel, Pitts- 
burgh, Sept. 16-20. 

@ Set slants with FOTOTYPE, this 

ad is just a sample of what can be 

done with this amazing new type- 

setting device-and it cuts costs, too, 

eliminating display type and hand 

lettering charges. Quick, simple, eco- 

nomical ... any office girl can be your 

compositor. 

Write TODAY for catalog explaining 

the FOTOTYPE system and showing 

the 60 modern types now available. 

THE FOTOTYPE COMPANY 

625 W. Washington, Chicago 6 

Chemical Show Planned 
The National Chemical Exposi- 

tion, which is sponsored by the 
Chicago section of the American 
Chemical Society, will be held 
Sept. 10 to 14 at the Coliseum in 
Chicago. 

Vick Chemical Uses 
Magazines for Sofskin 

Vick Chemical Company, 
through Wesley Associates, New 
York, will begin a campaign in 
national magazines for Sofskin 
Creme this month. Copy will 

feature the competitive theme, 
“No matter what hand cream or 
lotion you’ve ever tried... Just 
wait until you use Sofskin!” 

Full page and two-column copy 
will be used in Cosmopolitan, 
Good Housekeeping, Ladies’ Home 
Journal, Life, McCall’s, Modern 
Romances, True Confessions, True 

Story and Woman’s Home Com-| 
panion. A special Christmas pack- 
age will be featured in color pages 
in Life, True Confessions and True 
Story. 

Borden Renews Show 
Bordon Company Sales Divi- 

sion, has renewed, for Hemo, its 
sponsorship of Station WABC’s 
Monday through Saturday, 9-9:15 
a.m. news by Joe King. Young & 
Rubicam, New York, is the agency. 

Luggage Firm to Olian; 
Appoints Ad Manager 

Oshkosh Trunks & Luggage 
Company, Oshkosh, Wis., has ap- 
pointed the Chicago office of Olian 
Advertising Company to handle 
its advertising. A campaign in 
business papers and national 
magazines, including Bride’s Mag- | 

azine, Esquire, Harper’s Bazaar, 
Holiday, Mademoiselle, National 
Geographic, Newsweek, Time, The 
New Yorker and Town & Coun- 
try, is planned. 

Samuel D. Plotkin has been ap- 
pointed advertising director of the 
luggage company. 
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Increases Ad Rates 
Effective with the January, 1947, 

issue, Popular Photography, pub- 
lished by Ziff-Davis Publishing 
Company, Chicago, will increase 
its basic page rate from $700 to 
$900, with a net paid circulatio: 
of over 330,000. 

WNEW Gets New Home ‘Offers Radio Courses 
WNEW, 10,000-watt New York | The evening and extension di- 

City independent, has moved into/| vision of the City College School 
a new million-dollar studio home| of Business, New York, which be- 
at 565 Fifth Ave. The new quar-| gins its fall term Sept. 23, is offer- 
ters allows room for expansion,|ing a variety of radio and tele- 
including FM and television facili- 
ties. 

vision courses. Registration be- 
gins Sept. 13 and ends Sept. 20. 

GIBBONS 
ADVERTISING 

TORONTO MON/IREAL, WINAIPEG, 

KNOWS CANADA 
J. J. GIBBONS LTD. 

200 BAY STREET. 

REGINA, 

MERCHANDISING 

CALGARY, EDMONTON VANCOUVER 

28th in population among 

the 30 largest cities 
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EDITOR AND PUBLISHER 
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Find 16% ‘Water’ 
in Refrigerator 
Orders in Elmira 

Ev_mira, N. Y.—A study by the 
Star-Gazette and Advertiser here 

to get the facts on duplication of 
orders with dealers for scarce re- 

frigerators, automobiles and wash- 

ing machines has found a 16% 
duplication of refrigerator orders. 

Tabulations on automobiles and 

washing machines are not com- 
pleted. 

Dealers representing 71% of the 

total retail sales volume made 

available to the newspaper com- 

plete lists of their customers. A 
tabulation showed that out of 1,879 
orders on the books of 18 dealers, 

237 were duplicates. Most dealers 

required a cash deposit with or- 

Union Ice Co. 
Booklet Boosts 

ders. 

respectively of duplication. 

Duragloss Account 
to Baker & Hosking 

tising for 
and accessories. 

1 

Inc. 

Two big mail order houses (not 

identified) show only 9% and 7% | 

Lorr Laboratories, Paterson, 
N. J., has appointed Baker & Hos- 
king, New York, to handle adver- 

Duragloss nail polish 
The account was 

| formerly handled by J. M. Mathes, 

Ice Refrigeration 
San FraNcIsco—Union Ice Com- 

| pany, serving 465 cities and towns 

in California and Nevada, has be- 

gun distributing 60,000 copies of 

a 34-page, plastic-bound brochure, 

|“The Perfect Combination for the 
Kitchen of Your Dreams,” to build 
acceptance of ice for home re- 

frigeration. 
Handsomely illustrated with 

full-color pictures, the brochure 

emphasizes that ice companies 

supply better ice than can be made 

IN EXCESS OF 200,000 
ABC MEMBERSHIP 

Lowest milline rate— 
lowest cost per inquiry in this 

highly responsive field 

in electric refrigerators. The 

booklet points out that Union’s 

ice is well suited to preservation 

|of frozen foods and of full quality 

| of other foods. It says that quality 
lice boxes and ice freezers are 

|available. (The Coolerator Com- 

|pany’s refrigerator is used in il- 

| lustrations.) 

| Emphasis is also placed on 

Advertising Age, September 2, 1946 

larger space available in ice re-| 

frigerators. Consumers are told 
that food does not dry out for 
lack of moisture in ice refriger- 

ators. 
The booklet was prepared by 

George M. Wassells Company, 

agency for Union. 

Stemler Joins OAI 
R. J. Stemler, formerly with 

General Outdoor Advertising 
Company, has joined Outdoor Ad- 
vertising, Incorporated, as a sales 
representative in the New York 
office. 

Appoints Peck Agency 
The Hollywood office of Peck 

Advertising Agency has been ap- 
pointed to handle the advertising 
of American Food Sales Company 
of California. 

Joins Spitzer & Mills 
Douglas Philpott, formerly To- 

ronto manager of Ruthrauff & 
Ryan, has joined the staff of 
Spitzer & Mills, Toronto. 

Six locally-edited Sunday Magazines 

Magazine beauty of reproduction 

Extremely long life in the home 

Single order, single copy convenience 

Total circulation of over 1,246,000 

each Sunday in six major markets 

Olin Industries 
Steps Up Copy 
for Conservation 

East ALTON, ILL.—Olin Indus- 
tries, Inc., is promoting game con- 
servation with its most ambitious 

schedule to date in national maga- 
zines, with the headlined warning, 
\“No conservation—no hunting.” 

| The company, two of whose di- 

| Visions are Western Cartridge 

Company, East Alton, and Win- 

_chester Repeating Arms Company, 

New Haven, Conn., began promot- 
ing conservation about 10 years 
ago and has also maintained a 

continuous research program to 

stimulate game restoration. As a 
field laboratory, it is now using 

the Shiloh-O’Fallon soil conserva- 
tion district in southern Illinois, 

an area set up under the nation’s 

soil conservation program. 

The current campaign, to con- 

tinue until mid-September, in- 

cludes four-color ads in Business 

|Week, Fortune, Life, Newsweek, 

The Saturday Evening Post and 
U. S. News. Olin Industries in- 
tends to continue its sponsorship of 

conservation indefinitely as a “na- 
tional responsibility,’ a company 

official explained. “The basic 

theme of the program may vary 
from year to year to highlight the 
most important conservation de- 

|velopments of the year, as evalu- 

_ated by our research men,” he 
| Said. “However, the motif will 

|continue to be ‘No conservation— 

‘no hunting.’ ” 

| Requests for Olin Industries 

|publications dealing with game 

|propagation have been stepped 

/up coincidentally with the new 

iseries of ads. Its research has 

produced two textbooks, “Upland 

Game Restoration” and “Upland 

|Game Propagation,’ which are 
supplied to sportsmen without 

charge. 

D’Arcy Advertising Company, 

St. Louis, is the agency. 

Issues Guide Book 
Ken Cook Company, Milwaukee, 

producer of manuals, parts cata- 
logs and technical books, has pub- 
lished a 24-page Kenco Teck 
Guide on “How to Plan an Owner 
Manual.” The guide, which gives 
ideas and suggestions for present- 
ing products to customers, includes 
sample pages of sectional and cut- 
away views, flow diagrams, tune- 
up and maintenance illustrations, 
trouble charts and exploded parts 
views. It is free on request to the 
company. 

Hill Resigns Diaperwite 
Hill Advertising, New York, has 

resigned the Diaperwite Company 
account. Diaperwite announced 

: 'a $250,000 appropriation through 
; | Hill last winter (AA, Feb. 11), 

and began a newspaper drive in 
April (AA, April 8). The com- 

| pany expects to announce a new 

i agency after Labor Day. 

An example of the “Local Editorial Touch” 
as found in the Atlanta Journal. Each one 
of these six Sunday Magazines is tailored to 
measure for the people who read it. 

ig bee 

S~ . | Rd CANNOT BE SOLD 

FROM THE OUTSIDE 

Concentrated Circulation 

Gives Enduring Results 

92% Home - carrier - delivery and 
73% Bayonne family subscription 

gives us a unique ability to 

get you enduring results in 
a community we have been 

serving for 76 years. 

THE BAYONNE TIMES 
NEW JERSEY 

BOGNER & MARTIN 
Sales Representatives 

CHICAGO 

New 1,000-line page size with rotogravure 
beauty of reproduction in monotone, duotone 
or full color. (Color not available in 
Houston Chronicle until 1947.) Available in 
any combination or as a convenient package. 

Write Standard Gravure Corp., Louisville 2, Ky.; or con- 
tact anyone at Branham Co., Jann & Kelley, O'Mara & 
Ormsbee or Sawyer-Ferguson-Walker Co, 

JOURNAL © COLUMBUS DISPATCH HOUSTON CHRONICLE » NASHVILLE TENNESSEAN 
VILLE COURIER-JOURNAL © NEW ORLEANS TIMES-PICAYUNE-STATES » 
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Now Extra Sales - Extra Pride - Extra Profits 
from your Retail ads... at no extra cost 

This new Townsend training film 
“ « Pre-Evaluation Pays” : 

trains new copywriters and artists to pre-check selling power 

To know the score before! 
The Townsend Method shows why your ads succeed or fail 

Saves time —saves changes —reduces waste — steps up sales 

Form oscs:* 

More! Every day it happens . . . one ad brings in more people, makes 
more sales, and gives your pride more lift . . . because it complies with 
more of the well-known basic standards. 

How do you get such ads consistently —these profit-makers? You get 
them out of the heads of your own personnel . . . Provided: 

They know the 9 Basic Standards. 
And remember to use them. 

This Method solves this ‘Know and remember’’ problem. ‘Know and 
remember” seem to be the two Great Musts . . . the winning team for 
winning ads. It’s not what they know—it’s what they remember to use 
that sells. Know is the root—remember is the fruit. 

bowmucs 
since ee oa $2 060.00 

reveal” up 
—$37 5.00____A# 

- 
Sale 

Training Now Easy 3 
In six 30-minute meetings your new personnel get the net result of 25 
Years Research . . . get simple, tested rules to guide them. Your most 
experienced get their selling knowledge organized. The 9-point check 
sheets with values attached to each Standard make all remember to use 
what they know—consistently. You know the score before publication. 
Waste and worry are reduced, deadlines are met with less strain. 

if 
; \s—Copy Interes 

Copy No. 4 Main AP Pee not — Belief 
lity— 

pr ea
 prposit

ion—Acti
on 

oO. 

it e e e f Copywriter ail The Majority Bought...on Sight 

Layout and Illyst ‘, . . Pre-Evaluation Pays’’ is so obviously the long-sought solution 
No. 7 Socieppecks—Wistrated for training that at the first preview by leading stores the majority 

Ss edentification—Stvl° bought on sight. Coming to you in 6 parts with leader's guide, printed 
p20 Rating text and copyrighted check-sheets, this 16mm sound film is a complete 

Selling Power training program. 
Artist . 

 Case— awe «8.978 Money-Back Guarantee 
pees created by vsu0l —, Method $2060 Films are available for lease and group showings at a fraction of what 
o 4 "B" created by a es newspePer owed they save you. You get a money-back guarantee of complete satisfaction. 

ub 
Both ads peat one wee The Coupon 

You can’t avoid the rush, but the coupon establishes priority. For more 
sales, more pride and more profits at no extra cost—if you want to be 
in time for fall training—suggestion please . . . tear out the coupon 
and mail it today. 

TOW 

These Questions Answered . . . 8. What appeals should illustration feature? Townsend Methods, Inc. 

and many more 9. How you get prospects to buy. 176 West Adams Street 
Chicago 3, Ill. 1. Where should store name appear? 

2. What determines success or failure? Who Uses the Method? We want to train our Copywriters and artists to pre- 
3. How you pick main selling appeals. The coupon brings you the names of 20 evaluate and make winning ads. Without obligation 

4. How you get prospects to read copy. prominent department stores who use The to us, please send complete information on your 
Townsend Method—also letters of enthu- — . Training Film, ‘’... Pre-Evaluation Pays.” 
Siastic approval. The stores are in New York, _5. Where and when do you mention price? 

6. How you control eye-flow. Chicago, Brooklyn, Detroit, St. Louis, Co- 
7. What type layout cuts readership lumbus, Memphis, Buffalo, Philadelphia, 

up to 4? Asheville, Cedar Rapids and other cities. 
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Grades Outrank 
Brands in GMA 

‘Leader’ Survey 
(Continued from Page 1) 

ers returned their students’ an- 
swers, which were included in the 
tabulation. 

Barnard Tabulating Service 
made the tabulations and Hauser 
Associates the statistical report. 

“Labels in the Spotlight” pre- 
sents a detailed breakdown of 
answers to 23 questions by groups 

and by all the 2,000 women sur- 
veyed. 

52% Always Read Labels 

Fifty-two per cent of the total 

read labels “always,” 37% fre- 
quently and 11% sometimes in 

buying canned or packaged food. 
Teachers, 60%, rank highest and 

students, 17%, lowest among those 
who always read labels. 

Of 31% who indicated that they 
“don’t pay much attention to 

labels,” 75% said it was because 
they “buy just by brand,” 15% 

because they buy mainly by price, 
12% because of no special pref- 
erence. Smaller numbers gave 
such reasons as “have to take 
whatever is available now,” “too 
busy,” or “my grocer recommends 
it.” The percentages totaled more 

than 100 because some women 
gave more than one reason. Home 

economists and dietitians, 83%, led 

the groups who “buy just by 

brand.” 

What They Look For 

Of 10 items commonly found on 
labels for grocery products the 
women read, on the average, 6.4. 

Most-read items by all the women 
-were type of product, 93%, and 

brand name, 91%. From 73% to 

51% of them were concerned, in 
order, with such factors as in- 
dication of quality, size af food 

unit, net contents, list of ingre- 

dients, instructions for use, and 
number of servings. Nutritional 

information concerned only 42% 
and manufacturer’s or distribu- 
tor’s name, 36%. _ 

Only 23% of the respondees 
mentioned other information which 

they thought should be on labels, 

but among these were 40% of the 
students. The principal “other in- 
formation” factor sought—by 10% 
of all the women but by 21% of 
the students—was United States 

grade label. Four per cent or 
less of the total wanted to know 

“when, where and how packed,” 

quantity by cups, etc., recipes, 

etc., liquid contents, accurate color 

photo of contents, and other fac- 

tors. 

Expect Labeling Help 

Eighty-five per cent expect the 
label to help them “find the right 

product for the right purpose.” 

The practice of some manufac- 

turers of seasonal changes of 
recipes on labels was found help- 

ful by 61% and not helpful by 
11% of all the women. Twenty- 

two per cent did not know and 

6% did not answer. Of those who 
often use recipes, 80% found the 

changes helpful. 
The principal reason given for 

the first purchase of newer types 

of products—such as gingerbread, 
pudding and ice cream mixes, 

soluble coffee’ and dehydrated 

soups—was given by 36% of all 

the women as “ease of preparation, 

time saving, convenient.” Then 

came “rationing, shortages,” by 
29%; recommendations, 14%; curi- 
osity, 11%. Advertising in maga- 

zines, newspapers or radio was 
mentioned only by 7% and dis- 
plays in stores by 3%. Thirty- 
two per cent either named no new 

Advertising Age, September 2, 1946 
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IN JAPAN—The advertisements in Reader's Digest look like these. The lim- 
ited space available in the edition (all paper comes from the United States) 
is allotted to British, Japanese and American advertisers. Recognizable are 

Lockheed, Socony-Vacuum and Orange Crush. 

types or gave no reason for their 

first purchase. 

U. S. Grades Important 

Although among all the women 
the brand name, with 76%, had 
a strong lead among factors “likely 
to affect your selection,” and de- 
scription on label was second 

with 56%, government grade on 
label was cited by 55% of all of 
them and was ranked first by 

teachers and rural extension lead- 
ers. 
Recommendation of a friend was 

an influencing factor cited by 41% 
of all the women; size of package 

compared with another at same 

price, by 37%; advertising, 31%. 
Attractiveness of package, clerk’s 

recommendation, difference in 

price, and editors’ or radio com- 

mentators’ recommendations 

trailed. 

Friends’ recommendations also 
led, 30%, in first inducing these 

women to try quick frozen foods— 
followed -by “saw cabinet and 
sign in store,” 29%; magazine ar- 

ticle, 20%, and smaller percent- 

ages for newspaper advertising or 
food columns, and radio commer- 

cials or commentators. More im- 

portant than space or time adver- 
tising was school or extension or 

educational bulletins. 
These women learned to use 

frozen foods to the best advan- 
tage, however, chiefly through 

reading the labels, 68%; demon- 
strations, 27%; and through ad- 
vertising and by trial and error, 
both 14%. 

Seventy-five per cent said that 

adequate information on a label 
of an unfamiliar or new type of 

product persuades them to use it 

and 83% replied that such infor- 

mation helps them in using it. 
These proportions actually may be 

higher because, respectively, 17% 
and 16% did not answer the ques- 
tions. 

New Product Labels Studied 

Slightly more than half (52%) 
of those surveyed buy different 
qualities or grades of the same 

product for different uses or dishes 

—the percentages ranging from 77 

for rural extension leaders ‘and 

home economists to 33 for food 

editors. 
When favorite brand is unob- 

tainable, 58 read the labels to 
learn if other products will meet 

their needs, 49% buy another 
well-known brand, and 37% go 
to another store. Only 13%, in 
each group, ask grocers for substi- 
tutes, take whatever is available 
or “buy another brand at about 
the same price.” Two per cent did 
not answer. 

Where Brand is Important 

Among 10 products listed, brand 
preferences were found to be 
strongest in coffee, 77%; soup, 

58%; ready-to-eat cereal, 55%, 
and baked beans, French dressing, 

and peas, 50% each. Preferences 

were lowest for corned beef hash 
brands, 17%. 

Women opinion leaders, as well 
as copywriters, the GMA reports, 

find the distinctive flavor of prod- 
ucts “almost indescribable.” Only 
61% of the 2,000 answered this 
question and only 24% of all of 
them hazarded suggestions. And 
“only a few” of the 24% who said 
they could describe flavor ‘“ac- 
tually set down descriptive words. 
They use such words as ‘home- 
like,’ ‘garden-fresh,’ ‘mellow,’ 

‘lightly-spiced.’ Isn’t it strange,” 
the GMA asks, through Flanley & 

Woodward, “that these are the 

very words some people criticize 
as ‘vague’ or ‘puffery’ when manu- 

facturers use them .. .?” 

However, 69% of the women 
admitted that a brand name of a 
product does mean a distinc- 

tive flavor—whereas 15% said it 
did not and 16% did not know. 

Grade Labeling Known 

Seventy-three per cent had 

heard of grade labeling and they 

told what it means. An additional 

4% had heard of it but gave an 

“irrelevant statement of mean- 

ing,’ and 23% did not answer. 

Teachers ranked highest, 83%, in 
knowledge of grade labeling, but 

apparently had not transmitted 

their knowledge to their students, 

CSG 

ortrait of a happy 

DISTILLATION PRODUCTS, INC. 
570 LEXINGTON AVE., NEW YORK 22,.N.Y. « 135 SOUTH LASALLE ST., CHICAGO 3, ILL. 
PITTS & LOUGHLIN, LOS ANGELES AND SAN FRANCISCO, CALIFORNIA 

‘Ot-Soldble-Uilamins Meadguarre 

Some ideas at times seem more attractive than others, but even an 

art director will admit that it’s sound agency practice to be constantly 
on the lookout for suggestions that might enable a client to improve 

his product and open the way for a more effective advertising campaign. 

There are some accounts—particularly those with food or nutritional 
claims—in which vitamin fortification is a determining sales factor. 

In such cases, detailed information regarding vitamins is a plus 
service to a client, especially if it concerns knowledge of the 
advantages offered by DPI’s superior vitamin concentrates. 

DPI makes available Distilled Vitamin A Esters and Distilled Natural 
Mixed Tocopherols (Vitamin E), both produced by the remarkable 
process of molecular distillation in high vacuum. Both are vitamins : 

to watch; particularly, vitamin E, for which some surprising 
new values are being demonstrated. 

We invite you to write for complete information about these two 
vitamin concentrates and the place of molecular distillation in 
modern industry. It may help you offer better advertising service. 
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Advertising Age, September 2, 1946 

who ranked lowest among the 
groups, with 62%. 

Twenty-eight per cent replied 
that grade labeling means quality; 

ness and other qualities; 12%, 
“grading A B C”; 10%, “grading 
—good, better, best; 1, 2, 3 or 
fancy, choice’; 8%, “government 

inspection and standards.” 

“Actually,” the GMA points out, 
“their descriptions were usually 
quite vague, indicating in many 

instances a willingness to accept 
grades as absolute standards -of 

comparative quality. Yet ... 

many proved that they had no 
idea what qualities a grade might 

measure.” 

The “market-basket quiz” then 
asked: “If the government were 
to set up Grade A, B and C 

standards for canned foods, in 

what characteristics do you think 
there would be the most impor- 
tant differences between the three 

grades?” Recipients were asked 

to check factors listed and space 

was provided for including others. 
Size (of product) led the an- 

swers, with 71%, followed by 
flavor, 68%; texture, 55%; ripe- 

ness, 44%; nutrition value, 39%; 
sanitary manufacture, 28%, and 
purity, 27%. The average number 

of characteristics named was 3.5. 

All other characteristics totaled 
only 1%. They included such sug- 
gestions as “proportion of liquids 
to solids,” ‘‘continuous inspection,” 

and “freedom from defects such 

as bruises.” 

Students Least Informed 

Although students were found 

to be less familiar than the other 
groups with what grade labeling 

means, they ranked highest, 55%, 
among the groups who said they 
would not continue to buy their 
favorite brands regardless of how 

they were graded. Only 15% of 

students said that they would con- 

tinue to buy them. The teachers 
were divided 42% for and 25% 
against grade labeling, and rural 

extension leaders, 47% for and 
19% against. 

But 41% of the homemakers 
and housewives said they would 
continue to favor brands against 
grades, as against 34% who would 
not. Business and professional 
women stood 43% for and 28% 
against brands, and the press 45% 

for and 31% against brands. Home 

economists and dietitians were 

about evenly divided: 37% for 
brands, and 36% against them. 

Forty-one per cent of the women 
would expect all brands of the 
same product to be available, 

under grade labeling, at the same 

price, and 46% would not. House- 
wives, teachers and business and 

professional women were almost 

evenly divided on this. By a ratio 
of 50 to 42 the rural extension 

leaders believed that they would 
be, while by 48 to 37 the press 
believed they would not. Home 
economists and dietitians, 48 to 
43, were less emphatic in the nega- 

tive, but the students indicated, 

67% to 10%, that the brands would 
not be available at the same price. 

More than one-third of the 

women, at GMA’s suggestion, ex- 

amined the labels of six or eight 
packages or cans in their kitchens, 
listed the names of the products, 

and reported what they liked and 
did not like about the labels. 
Ninety-three per cent of these 
noted ‘things they liked, 69% things 
they disliked. “Most of the ‘dis- 
likes,’” the GMA explains, “were 
really requests for specific infor- 
mation. And in most instances 
such information is already on the 
labels of the more progressive 
manufacturers.” 

The leading “likes” were: 

Labels giving ingredients and na- 

ture of contents, 66%; labels 
giving uses and recipes, 62%; 
attractiveness of label, 32%; iden- 
tifiable labels, “such as ‘Camp- 
bell’s,’” 24%; use of grade label- 

ing, 12%, and how, when and 

where packed, 9%. 
“Containers overloaded with ir- 

relevant matter’—such, perhaps, 

as cartoon strips—brought gripes 
from 6% of all the respondents. 
This factor bothered none of the 
editors, home economists or stu- 

dents, but was substantial with 
rural extension leaders, 19%, and 
teachers, 10%. 

The findings in the “market 
basket quiz,” the GMA empha- 
sizes, “will guide grocery manu- 
facturers as they continue their 

campaign to provide the kind of 

labels which will best serve the 

homemaker.” 

Rodgers & Brown Moves 
Rogers & Brown Advertising, 

New York, will move to 131 W. 
58rd St.,.Oct. 1. 

Koppers Names Deskey 
Donald Deskey Associates has 

been appointed to act as consultant 
industrial designer on product de- 
velopment and packaging for Kop- 
pers Company, Pittsburgh. 

Hearst Appoints Jones 
Paul Jones, formerly promo- 

tion manager of the Pittsburgh 
Sun-Telegraph, has joined Hearst 
Advertising Service, New York, in 
the same capacity. y 

41 

Joins Pardee, Cash 
Alice Gardner, formerly copy- 

writer of Advertising Counselors 
of Arizona, Phoenix, has joined 
the copy department of Pardee, 
Cash & Associates, Hollywood. 

Stetson Buys Mallory 
John B. Stetson Company, Phil- 

adelphia, has purchased the Mal- 
lory Hat Company, Danbury, 
Conn. Both will continue to oper- 
ate as separate units. 

ee PHOTO COPY CO. 

R95I5 - DEL5S560 
ieee Cis ey > 

ais 
CHICAGO * 

414 SO. STATE SIREET 6129 N MICHIGAN Av 

“It sure was nice of WFDF Flint to 

announce dat lady's party.” 

If you now advertise to design engineers... 

or plan to, soon ... you should have the 

facts on this new magazine. 

EDITORIAL STAFF ... ‘Design News” is planned, 
edited and published by engineers with a long 

editorial, publishing and marketing experi- 

ence in this field. 

EDITORIAL CONTENT __.. New and unique. 

Designed to fill a real need among design 

engineers. Advance studies show that it rates 

CHARTER ADVERTISERS. . 

ROGERS B Bu ‘ 

outstanding reader interest. 

FORMAT ... Designed so that every advertisement 

is located ‘‘next to editorial’’, assuring visi- 

bility for each advertisement. 

plates required, however). 

extra values. 

(No special size 

Are offered two 

PUBLISHING — 

COMPANY 
DETROIT 1, MICHIGAN 4612 WOODWARD AVENUE 
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Litho Club to Meet 
The 14th annual convention of 

the National Association of Photo- 
Lithographers will be held at the 
— Hotel, Washington, Oct. 
-5. : 

Names Curtis Publishing 
Effective with the August issue, 

Sports Afield, Minneapolis, will be 
distributed by Curtis Publishing 
Company, Philadelphia. 

Joins Reynolds Exports 
A. J. Vargas, formerly with The 

Buchen Company, Chicago, has 
been appointed export sales man- 
ager of Reynolds Exports, Inc., 
Chicago. 

ANPA Adds Conner Co. 
American Newspaper Publishers 

Association has granted recogni- 
tion to The Conner Company, San 
Francisco agency. 

Fine Printing Plates 

from Kodachromes... 

every time 

When you give your platemaker a Kodachrome to reproduce, sir, 
you are asking him to interpret a transparency. A transparency 
ss difficult to judge. He sees it one way, you another. And too 
often, perhaps, you fail to get just the effect you anticipated. 

Our full color Chromart Print, made from your Kodachrome to 
fit into your artwork, is made photographically and is right. Being 
on paper, your platemaker has a real chance to display his skill, 
matching color-for-color. And it has the full production flexi- 
bilities of other forms of normal copy: It can be dramatically 
displayed, airbrushed for last-minute changes, pasted into com- 
plicated artwork so that but ome set of plates need be made of the 
entire page. 
Chromarts are backed by 8 years of making color prints that are 
right for platemaking. Priced from $48 to $115, depending upon 
print size. Write! 

Frank Miller Laboratories 
FORMERLY PHOTOCHROME 

846 N. Fairfax, Hollywood 46 

METROPOLITAN 

Reap Bigger 

@ 43% population 

area. 

expanding. 

Western States. 

DAILY 142,832 

WILLIAMS, LAWRENCE G CRESMER CO; 

OAKLAND // 
Where Advertising Dollars 

Metropolitan Oakland, the Pacific 
Coast’s 3rd largest market, is cer- 
tainly an expanding and profitable market. Facts prove it: 

increase 1940-45. 

County). Over 735,000 potential customers now liv- 

ing in a 733 square mile industrial and agricultural 

e@ 1226 diversified industries, 248 of shew new or 

e@ Over $700,000,000 in retail sales during 1945. 

@ Mainland terminus of transcontinental railways and 
Pacific waterways—-air and highway center of 11 

Right in stride with Metropolitan Oakland is the Oakland 
Tribune with 84.2% circulation increase since 1939. 

For full particulars about this great and growing market, 

write the Oakland Tribune, Oakland 4, California 

TOTAL NET PAID CIRCULATION 

A.B.C. Publishers’ Statement, March 31, 1946 

Oakland. 2B4Tribune 

/fe 

Profits Zee 
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SUNDAY 155,093 

©... UUITED Fetes 

| Representatives Including Sunday Magazine Sec 7 
Comics: METROPOLITAN SUNDAY NEWSPAPERS, INC. — 
‘Member: AMERICAN NEWSPAPER PUBLISHERS’ ASSN. 

BNRF Says Policy: 

of WAA Permits 
Virtual Blackmail’ 
New York—The Brand Names 

Research Foundation was still en- 
grossed this week in its battle to 
persuade the War Assets Admin- 
istration to construe the surplus 
property acts so that manufac- 
turers would be permitted to re- 
purchase damaged goods in order 

to avoid discrediting their trade- 
marks (AA, Aug. 26). 
BNRF officials pointed out that 

Canada, which has legislation sim- 

ilar to that of the United States 
for disposing of excess war goods, 
has permitted manufacturers of 
both consumer and durable goods 
to repurchase items which they 

were better equipped to sort, grade 
or otherwise prepare for sale. 

So far, WAA has been willing 
to permit manufacturers of dur- 
able goods to buy back material 
which is unfit for sale, but has 
steadfastly refused to let consumer 
goods makers exercise the same 
privilege. 

Compete with Own Lines 

The result, BNRF officials say, 

is to make the manufacturers 

susceptible to a practice which it 

calls “virtual blackmail.” In many 

instances, these sources said, a 
manufacturer suddenly receives a 
call from a broker who asks that 
damaged goods be replaced with 
good items, and investigation re- 
veals that the damaged goods 

were bought at WAA auction. Or, 
in less scrupulous cases, the man- 
ufacturer receives a call suggest- 

ing that he would be wise to buy 
the damaged goods to prevent their 
being put on the market. Or, and 
this is the prevalent worry, the 
manufacturer may walk into a 
retail outlet to find his damaged 
goods on sale, in competition with 
his own line. 

The WAA’s position is based on 
the assumption that present prac- 

tice is “more fair to the small 
business man,” BNRF officials re- 
port. The foundation men assert 

that the ruling is purely arbitrary 

with the agency; that the law can 

be construed to permit repurchase 

if WAA wishes. The foundation 
hopes that the policy may change 
now that Robert E. Littlejohn has 
succeeded Lt. Gen. E. B. Gregory. 

BNRF again emphasized that 
its complaint has to do only with 
dilapidated goods, and that there 
is no thought of repurchase for 

resale, 
At the present time, the founda- 

tion says, priorities on the sale of 
WAA goods are as follows: Gov- 

ernment agencies have first prior- 

ity, and manufacturers have no 
objection to diversion to another 
government agency; veterans have 

second priority, and here BNRF 

says WAA has been “mishandling” 
government property, but that it 

understands that the agency has 
overhauled its procedure; third 
priority goes to “small business 
men” and here considerable con- 

fusion exists, with local admin- 

istration determining who fits the 
mantle of the small business man; 

fourth priority goes to the high- 

est bidder. It is primarily the third 

and fourth priorities which worry 
the foundation, although the al- 

leged abuse of the veterans’ prior- 
ity is also of concern to BNRF. 

Similarly, the foundation is con- 

cerned about the return of items 

which it says manufacturers as- 

sumed were to be used only for 
the armed forces overseas. Most 

of these goods, BNRF says, were 

intended for issue or for PX and 

ship’s stores’ stocks abroad. These 
items are also being returned in 
dilapidated condition and being 
put on the market, the founda- 

tion says. 
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New Ad Services 
for IGA Grocers 
Told at Meeting 
Cuicaco—New advertising aids 

for Independent Grocers’ Alliance 
stores were outlined here at a 
recent meeting-on the 20th anni- 
versary of the founding of IGA, 
nationwide voluntary food store 
group. 
Howard R. Gerhard, IGA vice- 

president in charge of merchan- 
dising and advertising, disclosed 
four new services to help the 
grocers: New window posters and 
display banners, an auxiliary miat 

service, “supplemental heads” and 
“ad drop-ins.” 
Produce banners will be printed 

without price information, which 
can be inserted by the grocer. New 
posters, printed in two colors, will 
be supplied with two price mark- 
ings to fit regional price leveis. 
Four of these will be supplied 
weekly, three of them featuring 

nationally advertised items. The 
“drop-ins” will feature fruits and 
other seasonal merchandise. IGA’s 
new mat service offers several 

hundred pictures, labels and other 
material to permit wider variation 
in IGA ads, 

Cites A&P Policies 

J. Frank Grimes, president, told 
IGA’s wholesalers that present 
plans contemplate raising the IGA 

stores’ 

from $10,000 to $15,000. He warned 

the jobbers against over-buying, 
pointing out that a price decline 
will come as soon as present short- 

ages end. He said that Kroger 
Grocery Company has reputedly 
set up a $1,500,000 reserve fund 
to cover possible inventory losses. 

monthly minimum sales]. 

Don R. Grimes, head of IGA’s 
supervisory staff, discussed present 
trends toward greater sales of 
fresh foods in large stores. He re- 
vealed that the A&P chain stores 
in 1931 did 70% of their business 
in dry foods and 30% in_ fresh 
foods, but now the percentages 
are exactly reversed. It was re- 
ported that the A&P has plans to 
cut dry grocery business to only 
5% of total sales, making possible 
increased volume on the higher 

margin fresh food sales. 

Koppers Co. Names 
McGehee Sales Manager 

E. J. McGehee, a vice-president 
of Koppers Company,: Pittsburgh, 
since 1941, has been appointed 
sales manager. 
He joined the 
organization in 
1934 and since 
that time has 
served in va- 
rious executive 
positions in 
connection with . 
production and - 
sale of pres- 
sure - treated 
timber for rail- —_ 

way and utility £ J, McGehee 
work. . 

Prior to joining Koppers, Mr. 
McGehee was a production ard 
sales executive of Ayer & Lord 
Tie Company, which subsequently 
was purchased and merged with’ 
Koppers. 

Launches Jewelry Drive 
Marvel Jewelry Mfg. Company, 

Providence, has launched a cam- 
paign to introduce its Bijou 12K 
gold filled and stainless steel ex- 
pansion bracelets. In addition to 
business papers, the schedule in- 
cludes Esquire, Glamour, Movies, 
Movie Life, Movie Stars, New 
York Times Magazine, Personal 
Romances and Seventeen. 

SUNDAY TELHGRAM 

WORCESTER’S 
PER CAPITA SALES 

NATION’S PER 
CAPITA SALES 

= 

A THRIVING MARKET WITH RETAIL 

SALES CONSTANTLY ON THE UPGRADE 

Despite cancellation of war contracts in the 
middle of the year, per capita sales in Worcester 
zoomed to new heights in 1945 — $777 as compared 
to the nation’s $550. A survey conducted by the 
Business Bureau of the Worcester Chamber of Com- 
merce also shows amazingly high food purchases — 
38% above the national average. Worcester sales 
in clothing were 68.9%, furniture 47.3%, automotive 
supplies 38% and restaurants 7.7% above the 
average for the entire state of Massachusetts. 

Take advantage of the unprecedented prosperity — 
in this great Central New England metropolis through 
the Worcester Telegram-Gazette with a daily cir- 
culation in excess of 135,000 and more than 95,000 

Sunday. 

the TELEGRAM-GAZETTE 
WORCESTER, MASSACHUSETTS — 

% 

GEORGE F BooTH Publisher- 
ASSOCIATES, NATIONAL REPRESED 

OWNERS ‘of RADIO STATION WTAG 
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Opens Biggest 
Promotion for 
Monarch Foods 

Cuicaco—Reid, Murdoch & Co., 
a subsidiary of Consolidated Groc- 

ers Corporation, is undertaking its 

biggest promotion of Monarch 

Finer foods in a national radio 
and newspaper campaign involv- 

ing a $500,000 expenditure. 

With radio time on 64 stations 

and space in 608 newspapers from 

coast to coast, Reid, Murdoch is 
spending about 50% more than 

in prewar years. Allocations for 

promotion of various items in the 

Monarch line include 25% of the 
funds for coffee each month. 

Rogers & Smith, Chicago, will 

place copy for the campaign ex- 

cept in West Coast areas where 

the account is handled by W. B. 
Ross’& Associates, Los Angeles. 

In addition to the radio time 
and newspaper space, the cam- 

paign will include use of car cards 

and..considerable point - of - ~ sale 

material. : 

Resumes Ads for 
Prep Toiletries 
Detroit—Mark Allen Company 

is resuming normal ad schedules 

for its Prep shaving cream and 

other toilet goods under the Prep 

name. Wartime ad schedules were 

cut because of a shortage of in- 
gredients and also because of the 

company’s decision to market its 

products only through post ex- 

changes during the war. 

It is too early to determine the 

promotional effects of limiting 

wartime distribution to the serv- 

ice camps, according to William A. 

Boyd, president. 

At present, 30 daily newspapers 
are being used throughout the 

nation, with two-column, five and 

a half inch insertions scheduled 
to run until the end of the foot- 

ball season. Holmes Associates is 

the agency. : 

Group Formed to Promote 
Chicago as Video Center 
A committee of sales and ad- 

vertising executives of television 
manufacturers has been formed to 
take an active part in the cam- 
paign launched last month by the 
Electric Association for establish- 
ing Chicago as a top-ranking tele- 
vision center. Ernest H. Vogel, 
vice-president of sales of Farns- 
worth Television & Radio Corpo- 
ration, Fort Wayne, Ind., has been | 
elected chairman of the group. 
R. A. Graver, vice-president of 
the radio division of Admiral 
Corporation, Chicago, and H. A. 
Renholm, regional manager of 
RCA Victor division of Radio Cor- 
poration of America, Camden, 
N. J., have been elected vice- 
chairmen. 

At its first meeting, the com- 
mittee discussed tentative plans 
for the manufacturers’ participa- 
tion in the program, possibly a 
television exposition in the early 
spring of 1947. 

IF YOU HAVEN'T 
SEEN THIS MARKET 
You'll want to know why certain 
foods, drinks, cosmetics and 
cigarettes are missing out on it. 

...For it is all around you, with 
seven billion dollars to spend on 
everything people buy anywhere. 
Yes, the Negro market is so close 
to us all that it’s easy to overlook 
it. And yet it is amazingly easy to 
reach it, too, for the Negro looks 
to his race press for guidance. 
Your advertising in his papers can 
earn his confidence, good will, and 
regular patronage. 

So no matter what your product is, 
it will pay you to write to Inter- 
state United Newspapers, Inc., 545 
Fifth Avenue, New York, for the | 
facts and the success stories built | 
out of reaching this great and 
growing market through economi- 
cal advertising. Write now. 
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Type Directors Club 
Formed in New York 

A group of New York typo- 
graphical directors who have con- 
ducted informal meetings since 
1943 have organized the Type Di- 
rectors Club, with Frank Powers 

of J. Walter Thompson Company, 
president; Milton Zudeck of Mc- 
Cann-Erickson, vice-president, and 
James M. Secrest of G. M. Bas- 
ford Company, secretary. 

Membership, by invitation only, 
is open to men engaged in layout 

jand supervision of advertising 
typography in agencies, art studios, 
composition and printing plants. 

Uses Farm Papers 
Penn Mutual Life Insurance 

Company, Philadelphia, for the 
first time is using rural and farm 
magazines. The first of a series 
of full page ads appeared in the 
August issue of Successful Farm- 
ing and the series will be con- 
tinued each month for the re- 

mainder of 1946. Geare-Marston, 
Philadelphia, handles the account. 

Gets Pen Account 
Kimberly Pen Corporation has 

named Brisacher, Van Norden & 
Staff, Los Angeles, to handle the 
advertising of its Kimberly 
Pockette pen and Californian pen. 
National magazines, business 
papers, newspapers and point-of- 
purchase material will be used. 

Kerr to Federal Agency 
Harry J. Kerr, formerly an ac- 

count executive with Russell W. 
Allen, merchandising research and 

43 

sales engineering counsel, has 
joined Federal Advertising 
Agency, New York, as an account 
executive. 
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\ LUMI NESCENT DECATS: 
Ask for || CARDY-LUNDMARK CO. 
Samples { 1801 BYRON ST. — CHICAGO 

b wtiinn cost more than sill. 

I" THE MIDDLE of the nineteenth century, British cotton cloth 
was a scarce commodity in China. Chinese women haunted the 

shops in search of calicos and ginghams, and paid fabulous prices 
for them. Luxurious silks, in plentiful supply, were less expensive. 

How values have changed! 

So it is in advertising. Until recently color was a luxury that only 
large advertising budgets could afford. It was the silk dress of 
advertising. 

But the cost aspects have been reversed. Today you can buy adver- 
tising in FOUR-COLOR GRAVURE in the Sunday Mirror Magazine, at 
a cost that is less per unit per thousand circulation than black and 
white in six of the other seven New York daily newspapers. 

With high concentration in America’s largest market, with the sec- 
ond largest newspaper audience in the United States—in excess of 

2,000,000—the Sunday Mirror Magazine is 
a tremendous advertising medium. It does a 
tremendous job in getting results for adver- 
tisers. And that holds true for any service 
or product. 

—in excess of 2,000,000. 

Effective January 1, 1947, you may buy either— 
1. METROPOLITAN CIRCULATION. New York 

City and Suburbs—in excess of 1,100,000. 

The Sunday Mirror Magazine offers you a time-tested { 
editorial background, balanced editorial content, all- 
family readership, scientific split-run copy testing, 
color at lower cost than in any “group,” 
roto supplement in the United States. 

4-color page $2300. 

2. FULL CIRCULATION. New York City and Sub- ? 1 
urbs, plus distribution beyond fifty miles of New York 

4-color page $3000. 

magazine or 

SUNDAY MIRROR MAGAZINE 
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A Bop on the Head for 
the Creative Man! 

To the Editor: Enclosed you 

will find our reply to the recent 
comment of your “Creative Man’s 

Corner” on a piece of advertising 

we prepared for JI Frozen Foods. 

Because we believe the criticism 

quite unfair, we trust you will 
print this in full. 

Davin Bascom, 
Copy Chief, Garfield & Guild 

Advertising, San Francisco. 

“Of all the temptations in ad- 
vertising none should be more 

vigorously resisted than the urge 

to write even one folksy first per- 
son campaign.” Why? Because 

Wilken Family and Bear Creek 
Orchard did it in the 1930’s. This 

does AA’s “Creative Man’s Cor- 

This department is a reader’s forum. Letters are welcome. 

ner” grandly dispose of Garfield 

& Guild’s current campaign for 

JI Frozen Foods. 
Think of the advertisers who are 

today using variations of that 
technique not knowing they are 
forever barred from it by Wilken 
Family and Bear Creek Orchard. 
Lock Elsie the Cow in the barn, 
send Aunt Jemima back to the 
plantation. Remind our own Senor 

O’Brien his apparent success is 
but a figment. If any agency has 

files over ten years old, dust off 

these immortal examples of ulti- 

mate perfection and send them 
post-haste to Fred Beck and Awful 

Fresh MacFarland. First person 

folksy copy has been done before! 
Bow low before Wilken Family 

and Bear Creek Orchard. Profane 
not their memory. 

However, we must no discrim- 

inate. Why should first person 

folksy. copy alone be sacrosanct? 
Undoubtedly there are superlative 
examples of third person treat- 

ment as well. They, too, should 

be enshrined with Wilken Family 
and Bear Creek Orchard. True, 

our growing group of untouchables 
will soon present problems to any 
future advertising. Perhaps each 

agency should set up a “Manhat- 

tan Project” for copy departments. 

Ring down the iron curtain. 
But, your “Creative Man” also 

urges, the JI ad not only uses 
folksy copy but makes statements 
that are “phony” ... “unbeliev- 

able.” Is anyone expected to be- 
lieve that cars powered by Shell 

gasoline can climb vertical cliffs? 
Are consumers of Wheaties ac- 
tually so hypnotized by a dish of 

it? Are all those commercial com- 

, 4 

The third in a series of frank talks about the aluminum industry and Alcoa 

WHO'S GOING TO MAKE ALUMINUM? 

Answer: Anyone willing to invest 

these four things — 

BRAINS—-SWEAT 
DOLLARS-—-GUTS 

That’s the meat from a decision of the 

United States District Court, boiled down 

into short form. Judge Francis G. Caffey 

delivered his opinion after presiding over 

the trial of the exhaustive aluminum anti- 

trust case—longest legal trial in the history 

of the English-speaking world. His actual 

words were these: 

“It appears without contradiction that 

there exist in the United States adequate 

supplies of bauxite and water power... 

I think it clear that, with access to the 

two raw materials of ore and power 

named which is and, 

vented by a patent, always has been 

open to everybody in the United States, 

anyone possessing the four cardinal 

tangible elements of intelligence, indus- 

try, courage and money or credit is and 

has been able, with confidence, to go into 

the production of virgin aluminum.” 

From 1888, when it founded the indus- 

try, to 1940, Aluminum Company of 

America was the only producer of virgin 

in the United States. 

aluminum was a field too fast-growing, 

ALCOA 
ALUMINUM COMPANY OF AMERICA 

1882 GULF BUILDING - PITTSBURGH 19, PENNA. 

aluminum 

too attractive, for others to stay out in- 

definitely. Since 1940, others have taken 

up the brains-sweat-dollars-guts challenge, 

and are growing bigger every year: 

These companies can expect vigorous 

competition from Alcoa. But their ability 

to compete on an equal basis with Alcoa 

was assured by Alcoa itself. Alcoa vol- 

save when pre- 

research. 

But 

untarily licensed the government, free of | 

charge, to use basic patented processes at 

the huge government-owned Hutricane 

Creek alumina plant, with the right to 

sub-license whatever competitors might 

operate that plant. 

These patents, obtained only recently, 

were the result of many years of work and 

large sums of money spent by Alcoa in 

The granting of free licenses 

under them was one of Alcoa’s great con- 

tributions to the winning of the peace. 

And this action made important news. 
Aluminum will continue to make big 

news. Watch for the rest of this series of 

advertisements, sponsored by Aluminum 

Company of America, to keep you posted 

on “‘What’s news in aluminum’’. | 

| 

edy routines on the radio intended 
as fact? Hardly. They merely use 
extreme exaggeration to get over 

a basic idea. The JI advertising 

piece was composed in exactly the 

same spirit and has been received 

in the same way. 

Perhaps the “Creative Man” 

should come out of his corner. 

Apparently he can’t see the room 

for the walls. 

[Editor’s Note: The Creative 
Man calls them as he sees them, 
without editorial direction from 

anywhere. And he can take it as 

well as give it, so we’re glad to 

record Mr. Bascom’s complete dis- 

belief in his infallibility, and any 
other comments—rough, tough or 

intermediate — which any other 
readers may have.] 

* ? ¥ 

Studebaker Letter 
To the Editor: May wEeE HAVE 

PERMISSION TO REPRODUCE IN STUDE- 
BAKER DEALER PUBLICATION YOUR 
EDITORIAL ON STUDEBAKER? CREDIT 
WILL BE GIVEN. 

GASTON E. MArRQuE, 

Director of Public Relations, 

The Studebaker Corporation, 

South Bend, Ind. 

To the Editor: We are enclos- 
ing an editorial from ADVERTISING 

AcE entitled “Enlightened Labor 

Relations,” which discusses some 

correspondence between Stude- 
baker Corporation and Walter P. 
Reuther. Can you advise us where | 
copies of the correspondence re- 

ferred to in this editorial can be 

obtained and at what cost? 

Eric A. EGGE, 

Marsh & McLennan, Los An- 

geles, Cal. 
=. 2 

‘Real Contribution,’ 
Agency Study Called 

To the Editor: Thank you for 

the copy of “Advertising Agency 

Functions and Compensation,” 
which I have read with a great 

deal of interest. 

Over the years I have observed 
that it is extremely difficult to in- 
telligently compare figures regard- 

/ing agency operation and costs for 

the simple reason that, by and 
large, advertising agencies are not 

well integrated business organiza- 

tions, but groups of professionally 
and creative minded people, hav- 
ing little or no business ability. 

It is particularly difficult to 
compare payroll figures because 

of the great variation in methods 

of compensating principals and 
owners. Here’s one agency whose 

copy expense, we'll say, is 20%. 
Here’s .another whose copy ex- 

pense is 35%, for the simple rea- 

30n that the principal stockholder 
or wwner in the agency is the head 
of the &dpy department and draws 
down ‘most his pay for being an 

owner rather than a copywriter. 
You have done a splendid job 

and it is helpful to us to see that 
yur method of operation appar- 

ently conforms very closely to the 

average, if averages in this busi- 

ness are possible. 

What the business needs more 

than anything else in the world, 
in my opinion, is a comprehensive 
manual of operation, in order to 

bring all agency management in 

much closer conformity. 

You have made a real contribu- 

tion to the business, for which I 

am sure we all owe you a vote of 

thanks. 

H. K. DUGDALE, 

Executive Vice-President, Van 

Sant, Dugdale & Co., Balti- 

more. 

To the Editor: We are very 

much interested in obtaining at 

least 25 copies of Section 2 of the 

Aug. 12 issue of ADVERTISING AGE, 
entitled “Advertising Agency 

Functions and Compensation.” 

We feel that this study will be 

of great value to us not only for 
the guidance of our own person- 

nel, but for use in client contact 
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work, as many clients are un- 

aware of general agency practices. 

Please let us know whether we 

can obtain these reprints and how 

soon. 
WALTER C. CASH, 

Pardee, Cash & Associates, 

Hollywood. 

To the Editor: I want to register 

our: appreciation for your splendid 
research report on Agency Func- 

tions and Compensation. You can 

feel you have made a solid con- 
tribution to our mutual field. 

If possible, will you kindly send 
us another copy of both sections 
of the report along with a copy 

of Mr. Rubel’s 1942 report on 

agency profits. 

KENNETH S. DUFFES, 

Addison Vars Company, Buf- 

falo. 

To the Editor: I am very much 
interested in your study of Adver- 
tising Agency Functions and Com- 
pensation. The variation between 

the services which advertisers say 

they get, and the services which 
agencies say they can offer, is 

amazing. 
While the two do not have to 

jibe, nevertheless I am inclined to 

think that there is quite an area 
of disagreement as to who is get- 

ting what and who is giving what. 
Paut S. ELLISON, 

Director of Public Relations, 
Sylvania Electric Products, 
New York. 

To the Editor: Your Aug. 12 

| supplement is the most compre- 
hensive and useful report on 
|agency advertising functions and 

‘compensation that I have ever had 

_the opportunity to read—just an- 
'other example of how AA is on its 
_ toes. 

Don’t bother to acknowledge 
this note. You’ll probably get 

thousands like it from agencies 

and advertisers. Just keep up the 

good work. 

PauL AHERN KELLY, 
Kelly & Lamb Advertising, 

Columbus, O. 

To the Editor: Thanks very 
| much .for the advance copy of 
‘your very interesting report on 

| advertising agencies’ functions and 

| compensation. 

One very interesting point to 
'me is the wide variation between 
| answers by agencies and answers 
| by advertisers. I guess it all de- 
pends on where you sit. 

| Ray WEBER, 

Assistant Advertising Man- 
| ager, Swift & Co., Chicago. 

| To the Editor: Your booklet 
“Advertising Agency Functions 
and Compensation” came at the 
moment when I was looking for 

just this very information. Seems 
as though you were reading my 

mind. 

While I have not had an oppor- 
|tunity as yet to thoroughly read 

‘it, the little that I have read, I 
found enlightening and instruc- 

tive. My personal opinion is that 
you better get a lot of paper to- 

gether so that you will be pre- 

pared to meet the avalanche of 

copies that are going to be de- 
manded of you. 

It isa constructive piece of work 
that should bring favorable com- 

ments from everyone who reads it. 
Louis E. HIrRSCHHORN, 

Advertising Manager, New 

York Merchandise Company, 

New York. 

To the Editor: Please permit 

me to congratulate you and Mr. 

Hal Burnett on your excellent job 

on the special research report of 

“Advertising Agency Functions 

and Compensation.” 

NATHAN E. JACOBS, 

The Jacobs Company, Chicago. 

To the Editor: Thank you for 
ithe copy of your special research 

'report, “Advertising Agency Func- 
‘tions and Compensation.” It is an 
;excellent job and I congratulate 
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you and Mr. Burnett. 

I would very much like to have 
additional copies for our service 

executives and department heads. 

Could we have ten extra copies? 

Naturally, we will be glad to pay 

whatever charge may be entailed. 
Don PEARSONS, 

- Vice - President, Federal Ad- 

vertising Agency, New York. 

To the Editor: The extra divi- 
dend included with Aug. 12 issue 
of AA, Section 2, is one of the 
most informatively factual pieces 

of up-to-the-minute promotion 

material it has been my pleasure 
to pick up in years. 

Although we did not receive the 
questionnaires, it would be greatly 
appreciated if you would send us 

an extra set if any are available. 
RONALD C. BISHOP, 

Howell Advertising Agency, 

Elmira, N. Y. 

To the Editor: I have just fin- 
ished reading your “Advertising 
Agency Functions and Compensa- 
tion” and may I say it was very 
well done. 

I am a veteran learning the ad- 
vertising business and your book- 
let has helped me tremendously. 

Again, congratulations! 

FRED T: DICKINSON, 
Willis Agency, St. Joseph, 

Mich. 

To the Editor: I want to express 
our appreciation for the study of 

advertising agency functions and 

ccmpensations received with the 

Aug. 12 issue. 
In my opinion it is the finest 

and most valuable contribution 

you could have made to assist us 

in understanding and handling 

many of the little problems which 
constantly bother us. 
We will make excellent use of 

the material in all departments of 

our agency. 
H. H. HutTZ_er, 

Hutzler Advertising Agency, 

Dayton. 

To the Editor: Just received 
Aug. 12 issue of AGE and have 
glanced at the second section, 

“Advertising Agency Functions 
It looks ex- 

tremely interesting and I believe 
it is something that our business 
has needed for a long time. Keep 

up the good work. 
W. R. LAUGHLIN, 

Wilhelm - Laughlin - Wilson, 

Houston. 

[Editor’s Note: Extra copies of 
the exhaustive special report on 
Advertising Agency Functions and 

Compensation are available at $1 

each as long as the supply lasts. 
Address requests, with remittance, 

to Editor, ApverTISING AGE, 100 E. 

Ohio St., Chicago 11, I1l.] 
> = 

Chicago Agency Man 
Reports on Jap Radio 

To the Editor: The job out 
here is proving quite fascinating. 
When I first was assigned here 

Ken Dyke—then Colonel and later 

General—was chief of civil in- 
formation and education, of which 

the radio division is a part, so I 

went to work with him. 

| 
| 
| 

I have been here 10 months 
now and have learned a lot about 

these people, having traveled in 

all parts of Japan, talking with 

the natives and taking pictures. 

The more I see of the people and) 
their methods the more I am 

puzzled that they were able to 

prosecute the war as long as they 

did. 
In radio, both technically and 

production-wise, the network here 

is 15 years behind the U. S. Our 

job has been to democratize their 

programs; give voice to all sides 

of national questions, and produce 

educational features that promote 
the aims of the occupation. First 

we had to get radio from under 
the domination of government 
bureaucrats. This was done by 

MacArthur’s directives (on paper) 

but it was quite another thing | 
to accomplish it actually. 

It has been great fun and a 
worthwhile experience but I’ll be 

glad when it’s my time to return 

Stateside. 
Mac HARLAN, Magor, CAC, _ 

Chief Radio, CIkE, GHQ, APO 
500, San Francisco. 

' fF 

Suggests Contest for 
House Organ Editors 

To the Editor: Here’s to in- 
form you that I am in whole- 
hearted agreement with your Aug. 

12 editorial, “A Challenge for 

House Organs.” The rapid growth 

of the employe publication in re- 

cent years is an indication of the 
value attached to this medium by 

leading industrialists, and if the 

are published is to be realized, 

those who edit them should be en- 

couraged and offered authoritative 

guidance, 

The editorial policy that you 

advocate is indeed a “challenge.” 
‘But I think “it-likely that the ma- 
jority of editors are already facing 

this challenge. I believe that most 

of them know what they are after, 
but do not know well enough how 

to go about it. I, for one, would 

appreciate some further amplifica- 

tion with perhaps some examples 

of your theory in practice. Maybe 

some kind of contest would en- 

courage many editors in the right 
direction, also prove enlightening. 

JAMES F. CONSIDINE, 

Public Relations Department, 
John Donnelly & Sons, Bos- 

end for which these magazines ton. 

Drink’ to Bow in Oct. 
Drink, published by Drink Pub- 

lishing Company, New York, will 
make its debut in October. The 
new publication is designed to ap- 
peal to the beverage consumer, 
with editorial content including 
movie and theater stories with 
beverage angles, sporting events, 
fiction and humor. The initial 
press run will be 35,000, covering 
the New York area. Dick Randall 
and Harold Clark are the co-pub- 
lishers. 

Ink Makers Elect 
William J. Gorie Jr., manager 

of the Cleveland branch of Inter- 
national Printing Ink, has been 
elected president of the Cleveland 
Ink Makers Association. Other of- 
ficers elected are: Vice-president, 
Sidney Langford, Sigmund-UIll- 
man, and_ secretary - treasurer, 

45 

Mare Sommerchield, Forbes Ink 
Company. 

Sponsors Harry Wismer 
Peter Fox Brewing Company, 

Chicago, through Schwimmer & 
Scott, Chicago, will sponsor ABC’s 
cooperative sports program, 
“Harry Wismer,” heard Saturdays 
at 5:30-5:45 p.m., CDT, over Sta- 
tion WENR, Chicago. The contract 
becomes effective Sept. 14 and 
continues through Dec. 7. 

Balcrank Names Maxey 
John M. Maxey, formerly with 

Philip Carey Company, Lockland, 
O., and previously assistant ad- 
vertising manager of Dubois Com- 
pany, Cincinnati, has been ap- 
pointed advertising and_ sales 
promotion manager of Balcrank, 
Cincinnati. 

Calls 

and her modern-minded daughters concede 
no monopoly on gla 
urge to be attractive 

Want evidence? Con 

mour to the big cities. The 
is basic and universal. 

sider this: Far more small- 
town drugstores have cosmetic departments than 
city drugstores! And Country Gentleman’s beauty 
page is one of the magazine’s leaders in drawing 
fan mail. Requests for leaflets on beauty and per- 
sonal grooming run into the thousands every 
month. 

Country Gentlewoman, **magazine within a mage 
azine,”’ is a powerful influence on Mrs. Colossus, 

It holds a special place in the lives of its millions 
of women readers . . . the women, by the way, 
who are America’s most prosperous farm women. 
Country Gentleman’s circulation is concen trated 
among the top-half farms. 
Right now, moreover, these women have more 
money than in many a year. What a time—and 
place—for cosmetic advertisers to **go to town” 
in the country! 

( (Gentleman 
NATIONAL SPOKESMAN FOR AGRICULTURE 
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lhe Creative Ulan Corner 
The advertisement reproduced here to- 

day probably isn’t a great advertisement. 

Perhaps it isn’t even a very important 

advertisement. 

But somehow we think it is an excel- 

lent one. 
The bright illustration and the interest- 

ing headline and the sensible, faintly 

philosophic copy do about everything that 
seems possible within the limitations of 

the subject—which is house paint. 

As a matter of fact, we read this ad- 

vertisement quite uncritically. We hap- 
pened on it in Time. And despite the 

signature, which would ordinarily have 

made us turn the page since we have no 

interest whatsoever in lead, zinc or in- 

sulation, we read every word of it and 

somehow felt a little bit happier for the 
experience. It has a pleasant and, as 

we said, slightly philosophic quality that 

is unusual and unusually penetrating: 

“Once in a lifetime! The new house 

is ready, awaiting the bride and groom. 

Lucky couple—they not only found a 

house—they found one they wanted. Now 
they’re home, for keeps. Like the bride, 

the house wears white. Like marriage, 
home is for life. 

“Will the house that welcomes the 

bride and groom today retain its bright 

beauty through the years to come? Much 

depends on the protection provided 
against time and weather. For over 100 

years Eagle White Lead has been pre- 

ferred by master painters and homeown- 
ers alike for its beauty, durability and 
economy. 

“The outstanding protection and beauty 
of white lead in a new and convenient 
form is being made available in Eagle 

Ready-To-Use Pure White Lead Paint. 

You Ought toKnow . 

Robert Mondell Ganger is an agency 

man who stayed put—in one agency. He 

started as a “glorified office boy’ with 

the Geyer Company, Dayton, in January, 

1927, not long after graduation from Ohio 

State University, and 

has been with it and 

successors, Geyer, Cor- 

nell Company and the 
present Geyer, Cornell 

& Newell, ever since. 

Today, as a_vice- 

president and ‘group 

head” at Geyer he sup- 

ervises operations on 
an estimated total of 

$5 million annual bil- 

lings on such diversi- 

fied accounts as Lord 

Calvert and Old Drum whiskies, Conti- 
nental Oil, Simmons electronic blankets, 

Berkshire Knitting Mills, Matrix shoes, 

U. S. Industrial Chemicals, Knox division 
of Hat Corporation of America, and 

Superba ties. 
He is also a director of the American 

Association of Advertising Agencies and 
chairman of its New York Council. Dur- 

ing the war he worked on public service 

campaigns with the Advertising Council, 

and on the distilling industry’s war bond 
drives. He conceived the wartime public 

relations advertising campaign of the 

New York Central System, which became 

the mainspring of a coordinated program 

of a dozen eastern railroads. 

Largely as a result of this program, 

surveys found that the proportion of the 
people who favored government manage- 

ment of the railroads during the war (as 

it did in World War I) declined in two 

war years from 55 to 18%. 

Bob Ganger has been salesman and 
contact man, creator, coordinator and ex- 

ecutive, but more than anything else his 

career has been based on finding facts. 

He was born 42 years ago in Greenville, 

O., (pop. 7,000) near Dayton, and is still 

Robert Ganger 

It requires no mixing—comes ready for 
the brush. It covers evenly, leaves practic- 
ally no brush marks; its tough, elastic film 
doesn’t crack or scale, but expands and 

: a 2 Like the bride, the house wears white 

a EAGLE-PICHER 
twod + Zins « tneuistion 

_ 

contracts with the surface. 

fully by gradual chalking. 

“Besides this unique paint, Eagle- 

Picher manufactures countless products 

for home and industry. The mining, pro- 

cessing and manufacture of lead and zinc 

products has been Eagle-Picher’s business 

for over a century. In all three of our 

major fields—lead, zinc and insulation— 

we are constantly developing new and 

improved products to meet the challenge 

of a changing world.” 

If we ever buy any white lead paint, 
it will surely be Eagle-Picher’s. 

It ages grace- 

e « Robert M. Ganger 

quite proud of the fact that Greenville 

also produced the late O. B. Winters of 

Erwin, Wasey, Lowell Thomas and other 
notables. His father was in the Post Of- 

fice service and the family means were 

moderate. 
At 12, Bob started out to finance his 

education. He got the agency in Green- 

ville for the former Cincinnati Commer- 

cial Tribune and within a year had 

boosted that paper’s Greenville customer 

list from 12 to 360. Then he clerked in 

a department stcre, trimmed windows, 

drove a bakery truck and, in college, be- 

came trombonist in a jazz band. (He 
had started on the cornet but some pri- 

vate Ganger research showed a shortage 

of trombonists.) 

Almost every day for four years 

Ganger soaked up business administra- 
tion and journalism, and almost every 

night he plied his trombone, mainly at 

the Deschler-Wallach Hotel in Columbus 

—except for two quarters which he and 

the band “took off” for tours of night 

clubs and vaudeville. He had offers 
from big name bands, but on graduation 
he put his trombone away to study and 

play the game of business. The trombone 

hasn’t been used since. 
For a few months after graduation he 

worked as a laborer in an Alaska fish 

cannery. But further fact finding led 

him to the belief that advertising offered 

the best opportunities for a conscientious 

and enthusiastic young extrovert who 

knew at least the theories of the work- 

ings of business. By more elimination he 

settled on the Geyer Company. 

Bob Ganger’s chief memories of the 

office boy phase of his life were the start 
of a long friendship and association with 

B. B. (Pat) Geyer and his own posing 

for ads on various specialty selling prod- 

ucts then in the shop. 
Then he assisted the contact man on 

mail order accounts and foods, and helped 

on Delco-Light, which had been the 

springboard of Charlie Kettering, Dick 
Grant and others who moved to the upper 

stratum of General Motors. For a Delco- 

Light farm paper campaign, he toured 
the countryside getting testimonials on 

farm lighting plants. 

When GM bought Rochester Electric 

Company, merged it with Delco-Light 
and moved Delco’s headquarters to Ro- 

chester, the Geyer agency opened a Ro- 

chester office with Bob Ganger, then 29, 

as manager. His responsibilities broad- 
ened. Undaunted by. the fact that there 

were already 100 brands of oil burners 

on the market, Delco developed Delco 

Heat. Bob Ganger surveyed the market 

for it, wrote dealer and distributor pros- 

pectuses, franchise agreements, and 

otherwise helped to launch the new 
product. By coincidence ‘or otherwise, 
Delco Heat sales rose in one year from 

100th to first in the entire field. 

In 1935, the agency moved its head- 

quarters from Dayton to New York. 

Ganger moved to New York too. The 

agency had handled GM’s Frigidaire, but 

resigned it and later got Kelvinator. After 

Kelvinator merged with Nash, it acquired 
the entire account of this corporation. 

The war reduced automotive and ap- 
pliance billings, and killed or crippled 

a lot of agencies which had specialized 

primarily on consumer durable goods. 
But Geyer rode the punch and began to 

develop in other directions. The day 

after Pearl Harbor, Bob Ganger presented 
to the New York Central his ideas for a 

campaign on the importance of the rail- 
roads to the nation at war—in the move- 

ment of troops, food, fuel and other ne- 

cessities. Within a few months the New 

York Central was running such a cam- 
paign in 600 daily and weekly newspa- 

pers on its lines. The Baltimore & Ohio, 
Pennsylvania and other roads began 

similar campaigns. The campaigns were 

distinctive and different—placed through 

the roads’ own agencies—but all carried 

at the bottom of each ad the line: “One 

of America’s Railroads — All Mobilized 

for War.” Insertions were staggered so 

that no newspaper carried more than one 

ad from a participating road on any day. 

Each week for over two years, Geyer, 

Cornell & Newell, under Bob Ganger’s 

direction, wrote the “Bible” for the pro- 

gram. Railroads in other parts of the 
country undertook similar programs, and 

he was called in to advise other industries 

on wartime public relations advertising 

campaigns. a 

The themes of such campaigns involved 

a lot of fact-finding. Every campaign 

which Bob Ganger supervises is keyed to 

research on markets, copy appeals and 

other factors. The “Men of Distinction” 

campaign for Lord Calvert, which has 
been found to have consistently high 
readership throughout its three years, 

was the survivor of pre-tests of many 
different types of advertising. 

Continental Oil had operated a Tour- 

aide service before the war. After V-J Day 

this service was “reevaluated” for six 

months before intensive promotion on it 

was resumed. Prewar users were surveyed 
personally and by mail. Customers who 

used it, and didn’t use it, were asked why. 

The opinions of dealers—and competitors 

—were sought and analyzed. Then a 

complete plan was worked out for the 
operation of Touraide. This included, with 

booklets, station helps and other things, 
a five-reel motion picture. 

Bob Ganger’s “group” direction is 
based on a ceaseless quest for facts. The 

copy and art directors who work with 
him must hew to them. 

His favorite hobby is golf at Siwanoy 

Country Club in Westchester County. AA 
did not ask him the facts about that. For 

all we know, he may prevaricate a bit, 

on weekends, 

the Pay- OV NEWS AND VIEWS OF MAIL ORDER ADVERTISING 

CAN AN ADVERTISING BUDGET BE SET UP FOR THE MAIL ORDER 
BUSINESS? 

A well known advertising agency, op- 

erating in the general field, has put a 

question up to the Pay-Off editor regard- 
ing advertising budgets for mail order 
items. His inquiry reads as follows: 

“One of our clients has had 

rather unusual success in the mail 

order business during the past six 

years, and has asked our assistance 

in formulating plans for the future. 

“We all recognize the fact that 

the present ‘sellers market’ has 

not produced dependable sales and 

cost figures on which future plans 

and budgets can be based. 

“Our problem is simply this: In 

terms of a percentage of sales, 

what is considered an average an- 
nual expenditure for advertising in 

a mail order business during a 

normal market?” 

Too many factors enter into the selling 

of mail order items to set up fixed ratios 
of advertising costs versus sales volume. 

For example, an advertiser may be using 

a specialty item to build a customer list, 
and is willing to trade dollars. In that 

case, his sales cost would be exceptionally 

high. The profit would come from the 

sale of additional related items, or from 

supplies and materials. 

On a specialty item, sales costs fre- 

quently run rather high, because the 

tendency is to force the business, as there 
are no follow-up sales. For example, a 

mail order dealer selling personalized 

billfolds has a sales cost of approxi- 

mately 30%. This figure is based on a 

total advertising expenditure during one 

year of $200,000. This amount was not 

appropriated in one lump sum, but was 

spent as publications continued to pay 
out. 

If an advertiser is selling a non-com- 

petitive item, or an item where scarcity 

is involved, the sales cost will be much 
lower than a line of general mail order 

merchandise. About a year ago, one mail 

order house was featuring a certain type 

of cameras at $3.98. They were buying 
orders as low as 15c each, This was 

because of the difficulty in buying cam- 

eras. As additional supplies came onto 

the market, sales costs within six months 

jumped to $1.50 per order, which made 

it impossible for this advertiser to con- 

tinue in business. 

It is almost impossible to set up a fixed 

ratio of advertising expense against gross 
sales. The best way to base an adver- 

tising program is to keep a very close 

check on results from week to week, and 

as publications stay within the profitable 

bracket, continue to place copy with 
them. You should recognize seasonal 

trends and make plans accordingly. 

On items that have a Christmas gift 
appeal, the heaviest advertising, nat- 

urally, would be placed during the 

months of October, November and De- 

cember. In general, experience has shown 

that the most profitable months are from 

September through April, with January 

and February bringing the peak volume 
of business. 

By plotting your advertising costs 
versus gross sales by months, you can 

establish a sales trend and then plan 

to make your heaviest expenditures in 
the months that bring orders at the low- 

est sales cost. 
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Sport Firm Sells 
Flies—Then Flies 

the Fishermen 
St. Louis—Faced with cus- 

tomers’ complaints that they were 

having difficulty getting to north- 

ern fishing grounds, American 

Sporting Goods Company recently 

undertook the project of flying the 
sportsmen to the spot they wanted. 

President Harold Siebens and 
Robert Fischer, advertising man- 

ager, chartered a DC-3 and one 
Saturday morning late in July 
loaded in 28 fishermen, outboard 
motors, boats, tackle, beer and 

sundries, then wished them bon 

voyage. The early morning de- 

parture (1:30 a.m.) got the sports- 

men to Bemidji, Minn., by day- 

light where the Chamber of Com- 
merce and hundreds of Bemidijians 

turned out to meet them. The 

group returned Sunday evening 

happily loaded with 550 pounds 

of fish. Total cost of the trip per 
man: 
expenses on the lakes. American 
Sporting Goods underwrites the 
passage by guaranteeing Payment | 

in case the customer doesn’t show 

$75 plus about $15 to $20) 

up. So far more fishermen have 

shown up than the plane could 
carry. 

Rates have been lowered to $58 
(plus tax) through regular char- 

ter arrangements. Service from 

now on will be regular and prob- 

ably fruitful, the company said. 

Joins Simmel-Meservey 
Douglas Meservey, recently re- 

leased from the General Staff 
Corps, has joined Simmel-Meser- 
vey, Beverly Hills, Cal., producer 
of educational films and records. 
/Previous to his Army service, he 
'was deputy director of the OWI 
‘domestic radio bureau, program 
}executive of National Broadcast- 
/ing Company and_e advertising 
manager of duPont Cellophane 
Company. 

Lapointe Promotes Three 
J. J. Prindiville Jr., vice-presi- 

dent and general manager of La- 
pointe Machine Tool Company, 
Hudson, Mass., has been elected 
president and treasurer. Edward 
M. Dowd, assistant general man- 
ager, has been appointed vice- 
president in charge of production 
and Joseph P. Crosby has been 
promoted to vice-president in 
charge of sales. 

A LUCKY TELEPHONE NUMBER 

Eldorado 5-/0II 
ALREADY SPACE ORDERS 

OFF TO A GOOD START The day 
was that getting a telephone was 
not significant at all—but today 
things are different, and that’s 
one of the reasons why a lot of 
manufacturers seeking orders 
need PRODUCT DESIGN & 
DEVELOPMENT. 

HERE’S WHAT PD&D WILL ENABLE 

YOU TO DO THAT YOU COULDN'T 

DO BEFORE For the product that 
can’t afford big colorful ads that 
dominate the engineering papers 
PD&D offers essential equality, vis- 
ibility and penetration all the way 
to the great mass of men who write 
the specifications and do the work 
of designing and developing all 
kinds of products. For the product 
that affords a liberal budget PD&D 
offers these things too, and they 
should be utilized to increase the 
effectiveness of larger, more expen- 
sive advertising. 

HERE’S HOW PD&D WILL ENABLE 
YOU TO DO IT Space is sold in stand- 
ard units. The limit for any ad is 
2 units, There is no need to use 
2 units for any ad unless it takes 
that much space to tell your story. 
Every ad is next to editorial mate- 
rial. The format is designed for 
easy reading and quick grasping 
of the message. It is the standard 
format that has been proved so 
effective by papers of the IEN type. 
Enough copies, 35,000 of them, are 
going into the field to assure that a 
man can hold on to his copy long 
enough, before he passes it to some- 
one else, that he can use it in his 
work. He won’t hesitate to tear 
out an item or an ad about which 
he wants to make further inquiry. 

HERE’S HOW PD&D IS GOING TO 
REACH 35,000 The W. P. Woodall 
Company, long highly regarded for 
its work in the building and main- 
tenance of personalized lists for 
industrial markets is cooperating 
with PD&D in developing the con- 
trolled (free) circulation list for 
PD&D. The basic list is now being 
supplemented by additional names 
from lists being furnished by adver- 
tisers. Total distribution of PD&D 

TO REMEMBER 

ARE COMING IN OVER IT 

Franklin H. “Spats” Johnson, 
Publisher 

PRODUCT DESIGN & DEVELOPMENT 

will be 35,000 guaranteed begin- 
ning with the first issue. This is 
greater penetration of the original 

bought before. 

JOHNSON ASKS FOR AN ORDER 

But not for 12-time contracts from 
scratch. You don’t need a 12-time 
contract. The $120 rate is a flat- 
rate. However much or how little 
space you use, you'll never get a 
short-rate bill. Your initial order 
for PD&D should be just $360. 
You can’t go far wrong for $360. 
For that $360 you'll get a minimum 
of 35,000 circulation for your mes- 
sage in November . . . and again in 
December . . . and again in Janu- 
ary. Johnson wants you to decide 
whether to continue advertising in 
PD&D on the results this trial 
brings you. PD&D will protect 
every charter advertiser against any 
rate rise for the whole year 1947. 
Johnson's request for an order is 
a request for a trial. 

PRODUCT DESIGN & DEVELOPMENT 
The only news magazine collecting, interpreting and 

summarizing NEWS for the Original Equipment Market 

Published by JOHNSON BUSINESS PAPERS « 138 East 47th Street, New York 17, N. Y. 

Franklin H. “Spats” Johnson, Publisher 

35,000 CONTROLLED CIRCULATION - FLAT RATE $129 PER UNIT - CLOSING DATE NOV. ISSUE, OCT. 10 

||most of their talents and material. | 
The crusade is still based on his} 

equipment market than could be. 

Will Townsend's 

Crusade On Again; 
11 Points Now 9 

97-Minute Film, 
Seminars Readied 
to Help Retailers 

Cuicaco—He may not intend 

to set the advertising world on 

its ear again, which is just as 
well, but Will Townsend of the 

famous 27 principles of evaluating 
advertising has 
set up shop 

again. 

A decade ago 

this soft-spoken 
master sales- 

man raised the 

biggest clamor 
ever heard 
from. advertis- . 

ing men when 
he tried to 

make copy writ- 

ing more of a 
science. He then 

commanded the 
fanciest of fees from a few ad- 

vertisers and agencies, largely by 

taking advantage of the very 

Will Townsend 

Advertising Age, September 2, 1946 

Charges for the film and for re- 
lated material will vary according 
to the client. 

The scale of rental for news- 
papers, for example, varies ac- 

cording to the population of the 
metropolitan areas in which the 

newspapers are located. For a 

newspaper in a city of over l,- 

000,000, the film rents for $500 a 
day. The rate is $50 a day in 
areas under 10,000 population. 

Along with the film a news- 

paper client gets, at no extra 

charge, an illustrated text of the 

“Nine Standard Retail Advertis- 

ing Methods.” This is a condensa- 
tion of the 110-page text devoted 
to the original 27 principles which 

Mr. Townsend brought out three 

years ago and offered at $1,500 
each. The client also gets two 

copies of a “leader’s guide,’ 200 
evaluation check sheets and 10 

“Main Appeals Classification” 

booklets. 

Leased For Permanent Use 

For larger department stores, 

the film is leased for permanent 

use. The charge is $1,000 for the 
film and training material. For 

smaller retail advertisers, a 

Townsend representative shows 
the film, instructs the personnel 
and leaves printed materials for 

permanent use, at fees of $300 and 

up. For advertising, sales and 
civic or fraternal clubs, a copy of 

the film and leader’s guide is 
mystery in advertising that he 

opposed. 

Now he is ready again to carry | 
on his crusade, this time in be-| 
half of department store copy- | 
writers, students and the other | 

_| little fellows in the field. He wants | 
to show the people who make | 

most of the ads how to make the) 

original principles, though by’) 
,|now he has boiled them down to. 

nine. 

Uses 6-Reel Film 

For his chief weapon, Will 
Townsend has chosen the war- 

tested visual training film. For 
Townsend Methods, Inc. (the new 
corporation), Schofield Produc- 

tions in New York has _ pro- 
duced a six-reel, 97-minute film, 

“' . . Preevaluation Pays.” It is 

designed for use by department 

stores, newspapers, ad_ clubs, 
schools and colleges to give ad- 
vertising people a simple, scien- 

tific method to pre-check the sell- 

ing power of retail advertisements 

before publication. 

Formerly, Mr. Townsend points 

out, his method had to be taught 
personally to agency and adver- 

tising staffs. The new film not 

only makes it possible for the 
first time to reach a wide audi- 
ence, but provides, as the military 

forces learned during the war 

with their own films, a_ faster, 

easier and more economical way 
to train people. 

Takes 3 to 6 Sessions 

For best results, Mr. Townsend 

believes, the film should be shown 

in six sessions lasting a half hour 
each. They can be shown in as 

few as three meetings. The film 

is largely devoted to showing Mr. 

Townsend explaining how to ap- 
ply his nine principles to various 

effective and ineffective adver-| 
tisements. The nine principles are, | 

as ads in the advertising press 

this month will show: 

For headlines and _ subheads: 

1. Identification — Memory; 2.) 

Main Appeals—Featured, and 3. 

Reason Why—Subheads. 
For copy: 4. Main Appeals— 

Copy Interest; 5. Quality—Proof 

—Belief, and 6. The Proposition 

—Action. 

For layout and illustration: 7. 

Sequence; 8. Main Appeals—lIl- 
lustrated, and 9. Identification— 

Style. 
Prints of the 16 mm. film will 

be leased. Ads will offer “a 
money-back guarantee of com- 

'supplied, and those attending each 

plete satisfaction” for the film. 

pay $10 to attend three sessions, 
Schools that contract with 

Townsend Methods to offer a 

course’ in the principles can ob-| 

tain a print of the film for $250 | 

and agreement to pay $10 for each 

student taught. Schools must also 

for showing the six-reel film to 
“individuals” in three sessions. 

The fee is $9. 

Has Many Newspaper Clients 

Not a few newspapers and at 

least one university have pre- 
viously subscribed to Will Town- 

send’s method. The first news- 
paper to teach the method to its 

copy salesmen and advertising 
writers was the Chicago Tribune 

about two years ago. The charge 

to the newspapers has been on the 

basis of circulation—$l a month 

per 1,000 circulation, for the text 

of the principles. Users include 
the Atlanta Journal, Cincinnati 

Enquirer, Columbus Ledger-En- 

quirer, Dayton News, Indianapolis 

News, Miami News, Nashville 

Banner & Tennessean and about 
a dozen others. 

A year ago last spring, the Uni- 
versity of Iowa’s journalism school 
began a course in Townsend 

methods. Fifty-seven students 
took the course. Last spring, when 
it was given again, 217 enrolled. . 

Mr. Townsend has recently had 
inquiries from the University of 
Illinois and other universities and 

business colleges for information 

as to arrangements for holding 

similar courses. 

Philco, GOA Are Users 

At present, also, a large num- 
ber of big advertisers, agencies 

and department stores use the 

Townsend method. Though little 

has been heard of it since the war 

began, the method has continued 

in use throughout the country. 

Among companies now using his 

method, Mr. Townsend claims, are 

36 agencies, 14 of the largest de- 
partment stores in the nation, and 

agree to require each student to) 

buy the textbook at $10 apiece. | 
In addition, “clinics” are being | 

set up in Chicago and elsewhere. 

a miscellaneous group including 

Butler Brothers, General Outdoor 

Advertising Company, National 

Cotton Council of America, Philco 

city may be bought separately. 

A MUST 

EVERY MICHIGAN LIST! 

211,068 City Zone Population 

455, 792 Trading Area Population 

666,860 Combined City Zone and 
Trading Area Population 

You wouldn't think of passing up a city of over 200,000 population, 

yet some agencies have been doing this very thing because of the 

trouble of compiling figures for 20 individual small cities. 

it convenient for agencies, the members of the Michigan League of 

Home Dailies offer a one-order, one-check opportunity for blanketing 

these 20 important Michigan non-metropolitan markets . . . 

These high per capita sales localities await your profitable use: 

Albion Greenville Petoskey 
Big Rapids Holland South Haven 
Cadillac Ionia Sturgi a : Sturgis 
Cheboygan Manistee T ‘ 
Coldwater Marshall Three Rivers 
Dowagiac Midland Traverse City 
Grand Haven Niles Ypsilanti 

To make 

or each 

COMBINED CITY-TRADING 

One Order, One Check, Combined Rate 
3000 lines or more, 79c 

1000 lines or more, 86c 

Open rate per line, 88/2c 

AREA POPULATION 666,860 

coverage. 

MICHIGAN LEAGUE 

35 E. Wacker Dr., CHICAGO 1 

No wavering doubts as to coverage—each paper serves its territory 
exclusively and intensively with HOMETOWN news as well as world 

Lower Peninsular Group of 

SCHEERER & CO., National Representatives 

OF HOME DAILIES 

441 Lexington, NEW YORK 17 

origi 

the t 

50 Mil 
Get 

Agricult 
contacts 
leaders k 
the farm 
recomme 
reaches a 
ing six m 
Merchan 

AGRIC 

aco 

: G yay oy e 7 ae e . ie. dso : " 5 ary eae SA felis te rf sae 

Ls Fi : 

ee a 

es | - 
a ie ; 

= 

? a : 

o 
; | ee 

NO’ 
new 

ae prey 

ee 
den 

- age! 

pane 

a | ee | Rad: 

a | +4 Safe 
Oats 

oh Com 

ge pan} 
gies Gen 
es Sg Mye cee = b 

pany 

ee ee W 
tol-I 
amo: 

a , banc 

a? paid 
- send 

ae send 

i who. 

es §« | for 1 

ee ——— ee ee Re 
hes. — | Li 

Bt 18 ipa ; abou ie — Sa \ i up s 
ee oS SQ ! 
py tf = a (Lor 
dover ta eres Se. xoaieg 

ae ee rd ae ee Qual 
pre a fn) eg . 4 i S York 

ee tas 2 i es ‘ ‘ A 4 i | a nena brotl 

: . ¥ : “i a na 9 Af 

ie  —_ P| | prod 

iii _ 2 ””6h Ue | cidec 
eal Pie a ee | adve 
5 ii A. 4 vee Cus ; 3 

Th 

a peek “3 %, aa ria | ey 

mer TT 7G | & H 
: ; - _ a LS a } Whe: 
pias a ee ee back 

a aa 2 “ 3 oe gsi _ ial . 

a — 7: . f is st 

ie 3 oa Com: 

eee ae Poses out ° 
ar bk sca “asst Wi 

ee (2022352333 | in V 
aie ws thastessal | work 
nos ‘ | not c 

seit ue ne . 

ea | prince 

ose ee in hi 

We | 

a carry 
= ; fF eel is his 

eo ee ee and 
oe want 
Sete send 

in tk 

pean 
ie me 

. 7 

7 

rE 

SS | Po Po | 

met ee | 
ee SE ee 

ee ir a 



Advertising Age, September 2, 1946 

NOW, it ig your baby, Mister! 
RISING MAINTEMANCE COSTS PROVE ET 

NOT SO DREARY—This is one of a 
new series of Jenkins Bros. valve ads 
prepared by Horton-Noyes Co., Provi- 
dence, and scheduled for a list of man- 
agement publications. Lajaren a Hiller 

took the photographs. 

Radio, McCall Corporation, Gillette 
Safety Razor Company, Quaker 

Oats Company, Wm. Wrigley Jr. 

Company, Andrew Jergens Com- 
pany, Nunn-Bush Shoe Company, 

General Shoe Corporation, Bristol- 
Myers Company, John H. Wood- 

bury, Inc., and Delta Mfg. Com- 
pany. 

Wrigley, Quaker Oats and Bris- 

tol-Myers, it will be recalled, were 
among the first to jump on the 
bandwagon 10 years ago. They 

paid fabulous fees to Mr. Town- 

send and his brother A. J. Town- 

send—usually 5% of the first year’s 
whole ad budget and 1% a year 

for four more years. 

Returned to Production Work 

Little was heard during the war 

about the method that had stirred 
up so much trouble in the thirties. 

(Lord & Thomas resigned the 

Quaker account over it; The New 

Yorker ran ae profile of the 

brothers, etc.) 

After they brought their plan 

to the big advertisers, the Town- 
send brothers, who had been in 
production work in Georgia, de- 

cided to find out what exactly the 
advertising business involved. 

They went to work in the Calkins 
& Holden agency in New York. 

When the war came, they went 
back to production work. A. J. 
developed a textile business and 

is still in it, as head of Kitpak 

Company, New York, which turns 

out work clothes. 

Will Townsend spent much time 
in Washington during the war, 

working with the OWI, though 

not officially attached to it. Mean- 
while, he kept working on his 

principles, always with the thought 

in his mind of getting back to the 
original idea he had had early in 
the thirties. 

Starts Seminar 

The film is one weapon for 

carrying on his crusade. Another 
is his plan to hold “seminars” here 
and elsewhere for anyone who 

wants to learn the method. Town- 

send Methods has rented a studio 
in the Fine Arts building here 

Agricultural * 

eaders 
Digest i 

“EXTENSION AND VOCATIONAL PROGRAMS 
FOR FARM AND HOME 

50 Million Opportunities to 
Get Your Product “Talked About” 

Agricultural Leaders make over fifty millionfarm | 
contacts each year. Be sure these influential 
leaders know about your products to implement 
the farm practices and home conveniences they 

recommend. Agricultural LEADERS’ Digest 

reaches all 30,000 men and women leaders serv- | 
ing six million farm families. Ask for Market and 
Merchandising Data Folder. 

AGRICULTURAL LEADERS’ DIGEST | 
139 N. Clark St., Chicago 2, ll. 

PUBLISHED EXCLUSIVELY FOR LEADERS IN 
AGRICULTURE AND HOME ECONOMICS 

where last week it began its first 

seminar, charging $90 for a series 

of evening sessions held once a 

week for five weeks. 

Townsend’s headquarters have 
just been set up at 176 W. Adams 
St. His right-hand man is J. Ed- 
win Sunderland, 32-year-old ex- 

Navy lieutenant commander who 
is vice-president and _ treasurer. 

Before the war Mr. Sunderland 
was assistant to vice-president and 
treasurer of Crosley Corporation; 

assistant to vice-president and 

general manager of United Wall- 

paper Factories, Inc., and on the 

staff here of Booz, Fry, Allen & 
Hamilton, management-engineer- 

ing firm (now Booz, Allen & Ham- 
ilton). 

Dorothy C. Thomas, secretary 

and assistant treasurer of Town- 

send Methods, worked with Wm. 

Wrigley Jr. Company here for 
seven years, her duties largely 

connected with applying Town- 
send methods to Wrigley adver- 
tising. 

WJR Sponsor Gets 
Gold-Plated Platter 
A gold-plated transcription of 

the 500th broadcast of “The Her- 
mit’s Cave,” a weekly thriller 
originated at Station WJR, De- 
troit, and syndicated to several 
other stations for the Carter Coal 
Company, recently was presented 
to the sponsor by the station in 
commemoration of the occasion. 
Carter has sponsored the program 
since 1937. 

The gilded platter, mounted on 

49 

a mahogany base, was presented 
to James W. Carter, coal company 
head, by Charles M. Robertson Jr. 
of the Ralph J. Jones Agency in 
New York, in behalf of Owen 
Uridge, WJR general manager. 

C. M. Meehan Promoted 
C. M. (Tom) Meehan, a Wes- 

tinghouse publicity and public re- 
lations man since 1944, has been 
named director of public relations 
for Westinghouse Radio Stations, 
Inc., with headquarters in Phila- 
delphia. 

Curtain call... 
As the small second floor switchboard room 

- filled with smoke, the house officer warned her 

- to get out... She shook her head, kept plugging 

 in..."There is a fire in the hotel. Please leave 

your room as quickly as possible’... Later the 

_ assistant manager tried to forcibly remove her, 

was overcome by fumes... Afterwards they 

_ found her slumped across the switchboard, 

_ headphones on, one hand still clutching a plug. . . 

Heroine of the Hotel La Salle fire, Julia Barry, 

switchboard operator, a widow, forty-four 

years old, had one sustaining ambition ... to 

Tre Sun gets action in Chicago... if you 

have anything worthwhile to say—or sell! 

Because the people in Chicago who want this 

newspaper back it with their confidence, 

convictions—and cash...are more responsive 

to advertising in a medium they respect... 

made it second in department store linage in 

Chicago, and first in results in an impressive 

number of instances!...True, The Sun’s 350,000 

circulation doesn’t reach all of Chicago—but 

. today no advertiser can reach all of Chicago, 

~ and a lot of the best of it— without The Sun! 

The Chicago Sun 
400 West Madison St., Chicago 6, Ill. 

250 Park Avenue, New York, 17, N. Y. 

National Representatives; The Branham Co. 

tl eaves ne . i a ae TNE 

give her sixteen year old son his chance at 

_ college. That his mother’s ambition might be 

_ realized, The Chicago Sun invited contributions 

co an education fund for Jack Barry... 

A bishop of the Catholic Archdiocese, the 

_ magician Blackstone, the cast of “Up in Central 

Park" promptly sent checks for $100...a night 

club owner $200... Secretary of State Office 

employees in Chicago and Springfield $314.75... 

Contributions came from a Buddhist priest, 

Union League Club Members, Social Register 

names, firms, business men, factory workers, 

Boy Scouts... from the North Shore suburbs, 

the Gold Coast, back of the yards, the negro 

districts, scores of towns and cities ...In ten 

days, the thousands of checks, crisp banknotes, 

totalled $12,262.06—which, with the $3,439.20 

raised by The Chicago Times, provided 

$15,701.26 for Jack Barry’s schooling. 
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Chicago Printing 

Costs Will Sef 

National Scale 
No Settlement 
of Union Demands 
Seen Until Oct. 4 

|Franklin Association. 

eae 

time for reaching a settlement—|leave a year and severance pay 
/or a strike. amounting to one week for each 

Last Sunday the union members six months of service (AA, Aug. 

voted to reject an 11-cent-an-hour | 12). 
wage increase offered by 

ployer group’s offer was 

tingent on the union’s dropping 

its other demands for sick leave, 

etc. 

Besides turning down the as- 

sociation offer, 1,300 members at 

the union meeting voted unani- 

|/mously to terminate the present 
contract through a 30-day notice 

,of cancellation effective Sept. 4, 

CHICAGO—AII signs in the print- 

ing industry now indicate that this 

fall, even more than last, the “Chi- 

cago basis” of wage rates will de- | 

termine how much higher pub- 

lishing. costs will go in the U. S. 

Few in the industry believe that 

Chicago typographers — the key 

union group—will get the $3.02 

hourly wage they “demand.” With 

the present wage at $1.811% an 
hour, that leaves plenty of room, | 
however, for a possible inflation. | 

Oct. 4 appears to be the earliest | 
date. when harried publishers can | 
learn what their 1947 approximate | 
costs, rates and profits may be. | 
Publishers and printers are well 

aware of what happened prior to/| 
and during last October’s three- | 
week strike here; they feel certain 

that Oct. 4 is not only officially | 
the earliest but the most likely! 

if a wage agreement has not been 

reached by then. 

5,400 Workers Involved 

Negotiations will not begin in 

earnest until Sept. 4, between the 

Chicago Typographical Union, No. 
16, representing 4,100 men in com- 

mercial plants, and the Franklin 

Association, negotiating unit for 

some 500 commercial plants. (The 

CTU also represents 1,300 men 

working in newspaper plants, who 
will later negotiate separately with 

the newspapers. But all 5,400 em- 

ployes vote on each contract.) 

The contract for commercial 

shops signed last fall does not 

allow reopening for anything ex- 

cept wage issues until 1947. The 

CTU has, however, presented other 
demands. Besides a 66.4% wage 

increase, they include a four-week 
vacation with pay, 10 days’ sick 
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THAN IN ANY OTHER 
OUTDOOR MAGAZINE 

MORE ADVERTISERS 

USE MOR 
IN 
E SPACE 

The present contract allows 
the |the union to serve 30-day notice 

The em-| Sept. 4 of termination of the 
con-|agreement. The employers believe 

it most likely that if a strike oc- 

curs, it will come Oct. 4, 5 or 6. 

MacKinnon Is Leader 

C. L. MacKinnon, new general 
manager of the Franklin Associa- 

tion, who formerly handled per- 

sonnel problems for Sherwin-Wil- 

liams Company and other indi- 

pare for the coming negotiations. 

He admits that the association 
handled the 1945 dispute badly 
and failed in its efforts to win a 

reasonable compromise. This time, 

he believes, the printing companies 

will have a maximum of solidarity 
and strength. 

The association now has two 

shifts of its augmented staff work- 

ing on statistical data it intends 

to use in negotiations. Mr. Mac- 
Kinnon says such material has 

never before been collected in the 

U. S. His chief aim is to organize 
to stand a strike. That, he be- 

lieves, is both the best way to 
meet the undoubtedly strong power 

of the union and the best way to 
win a strike if it does come. At 

present, he voices no certainty 

that a compromise will be reached 
in time to forestall cessation of 

work. 

Many Magazines Printed Here 

In recent weeks, Mr. MacKin- 

non and other association officials 
have met with publishers of busi- 

ness papers and general magazines 
printed here, in an attempt to ob- 

tain the publishers’ support. Steps 
have been taken also to keep all 

printing companies accurately in- 

formed of developments — some- 

thing overlooked last year. 

About 200 publishers whose 

magazines are printed in Chicago, 

the nation’s largest printing center, 

have so far given no indication 

that they will take unified action 

toward influencing the negotiators. 
Last year a four-man committee 

of the Chicago Business Papers 
Association got the two sides to- 

gether after negotiations stalled 

during the October strike.. Later 

some of the employers’ group 

criticized them for intervening and 

giving union officials the idea that 

the publishers preferred to foot 
the bill for the full wage and 

hours demands rather than con- 

tinue shut down. 

Many publishers now say they 

prefer closing down and support- 

ing the employing printers during 

a two-to-six-month strike period, 

if they have to, rather than see 

the union put over its demands. 

These publishers’ printing costs 
have risen from 50 to 100% this 

year because of the wage increases 
granted last fall to the typogra- 

vidual corporations, has in the past | 

two months worked hard to pre-| 

} 

| POINT OF SALE—Two postwar household chemicals, Dippo and |. C. Degreaser, 
made by Interchemical Corp., Trade Sales division, get promotion at point of 

| sale through these display cards for counter or window use. 

phers and, later, to pressmen, 

binders and other union groups. 

They believe they would benefit in 

the long run by facing the issue, 

even though a strike would be 

costly to them. * 

Most publishers also say they 

will take their printing out of Chi- 

cago if wages and printing costs 

go much higher. They point out 

that many magazines have already 
left this area, and that almos¢ all 

publishers are trying to find print- 

ing facilities elsewhere. Some jobs 
have already been moved as far 
away as Atlanta. Several publish- 

ers told AA they can print outside 
Chicago this fall if a strike occurs. 

Other Disputes Held Up 

Meanwhile, wage negotiations 

involving International Ty po- 
grapical Union members in other 

cities have in some cases been 

postponed pending developments 

here. Franklin Association officials 

say the Washington dispute falls 

in this group—and it also involves 
about 5,000 union men. New 

York’s contract last year was 

signed largely on the basis of the 

deal worked out here, and will 

undoubtedly again be settled on 

the “Chicago basis.” 
Some contracts, as in Seattle 

and the Twin Cities, have already 
been settled. But most contracts 

will be based on the outcome here 

a month from now. There are 

about 80,000 ITU members in the 

U. S. and about 400,000 workers 

in all the graphic arts field. The 
ITU is said to have about $100,000 

in its national strike fund. A spe- 

cial assessment could be made to 
increase it, and it could be used 

to support the Chicago local. 

Among magazines involved are 

Cosmopolitan, Esquire, Good 
Housekeeping, Liberty, Redbook, 

True Story, several movie maga- 
| zines, a long list of business pub- 

|lications, the American Medical 
| Association journals and many in- 
'dustrial house organs. Much di- 
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rect mail material and mail order 

house catalogs are also involved. 

Almost all large printing plants 

here except R. R. Donnelley & Sons 
Company are members of the 
Franklin Association. Members in- 

clude Cuneo Press, Regensteiner 

Corporation, etc. 

The Chicago Newspaper Pub- 

lishers Association, meanwhile, 

has been negotiating since June 

on demands presented by the ty- 

pographical union for wage in- 

creases ‘comparable to, though 
higher than those asked by the 
members in commercial shops. 

The newspapers have a contract 

expiring Oct. 21. It permits re- 

opening for negotiations four 

months before expiration. The 

newspaper employes also seek 

severance pay, a fourth week of 

vacation and, in addition, reduc- 

tion in hours. The latter demand 

would reduce the lobster shift 

from six to five hours a day. 

ITU VOTES BIG FUND 
TO SUPPORT STRIKES 

Miami BeEacH — The Interna- 

tional Typographical Union at its 

88th annual convention voted to 

establish a strike defense fund 

that would not be allowed to con- 

tain less than $500,000. It pro- 

vides, subject to the entire mem- 

bership’s majority vote, for as- 

sessment of one half of 1% of 
members’ earnings. 

The proposal would provide 
funds for seeking public support 

in strike areas, increased strike 

benefits giving married men 40% 
of their wages and single men 25% 
of their wages, and publication of 
typographical union newspapers 

in cities where strikes affect news- 

papers. 

The convention did not adopt a 
proposal by the Chicago local to 

prohibit union members in any 

city from working on advertise- 
ments unless the advertiser guar- 

anteed not to use a similar adver- 

tisement in a struck paper. ITU 

officials opposed the action on the 

ground that such a rule would 

perhaps make the ITU subject to 

ing to do by union law what it 

should do through struck work 

clauses in local union contracts.” 

The action leaves local unions free 

to pursue such action if they want. 

The Biggest Little Paper in the U. S.! 

|AUFBAU 
LINEAGE Space buyers say, 

“AUFBAU is tops.” 

4 1940.... 300,000 lines 

1941.... 550,000 lines 

1942.... 650,000 lines 

1943.... 729,212 lines 

1944.... 850,000 lines 

1945... .1,100,388 lines 

For rates and ABC circulation, write Adv. 
Manager, Aufbau, 67 W. 44th St., N. Y. 

lawsuits because “it would be try-. 
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More Advertising 

ls South’s Need, 

Publishers Told 
SAVANNAH — Increased advertis- 

ing by southern manufacturers 
offers a great opportunity to 

Georgia and the South, William W. 

Neal, of Liller, Neal & Battle, At- 

lanta agency, told the Georgia 

Press Association at its annual 

meeting here recently. 

“For all too long, too large a 

part of southern industry has not 
advertised enough,” Mr. Neal as- 
serted. Admitting some southern 

brand names are well known na- 

tionally, he pointed out that few 

in this area have attempted a 
strong ad campaign. 

“The lack of advertising and the 
lack of a product that could be 

advertised have placed too many 

of our southern industries at the 

mercy of competition throughout 
the nation,” Mr. Neal said. “Such 

manufacturers are forced to sell 

on price alone. They have nothing 
else to offer. Often the workers 

back in the factory have to con-- 

tribute to this low price by taking 
less money in their pay envel- 
opes.” 

Cites Negroes’ Gains 

Publishers and _ agencies. in 

Georgia, he continued, should do 
all they can to foster more adver- 

tising, not only for their personal 

gain but for the economic gain of 

all Georgians. Continuing, he said: 
“My interest is strictly eco- 

nomic. One of the best things that 
happened to the South, especially 
the deep South, during the war, 
was the increased income of our 

colored people. About one-third 

of the people in Georgia and the 

South are colored. In the past, 

we have had to ignore, practically, 

that segment of our population, 

market-wise. 

“Here in Georgia we have about 

3,000,000 people. But 1,000,000 of 
them were colored, so we had a 

market of only about 2,000,000. 

But let’s look at the picture an- 

other way. Now with our 1,000,000 

colored people enjoying the high- 

est income they have ever known, 
we have increased the size of our 

market by 50%—from 2,000,000 to 
3,000,000.” 

Tells of Weekly Study 

Mr. Neal pointed out that 

Georgia publishers, besides bene- 

fiting from increased purchasing 

power of the people and by some 

increase in advertising by various 

companies, also would be helped 

soon by continuing studies of 

weekly newspaper readership 

sponsored by the Four A’s. 
The first study, of the Hancock 

County Journal, Carthage, IIll., he 

said, has shown average reader- 

ship per page at 89% for men 

and 93% for women. The study 
also uncovered, he said, :a method 

for accurately determining the 
cost per reader for an advertise- 

ment in a weekly paper. Because 
the study was the first made of a 
weekly, full figures could not be 

released yet, Mr. Neal observed. 
Pointing out that additional 

continuing studies of weeklies will 

CANDY INDUSTRY 
Don Gussow, Editor & Publisher 

New York 18, N. Y. 33 W. 42nd St. 

come, he added: “If a high in- 
tensity of readership is discovered, 
the study may well mean that 
weekly newspapers will carry a 

higher volume of national adver- 

tising in the future than they have 

in the past.” 

Bra Campaign Features 
‘Girl of the Month’ 

Lovable Brassiere Company, 
New York, through Al Paul Lef- 
ton Company, New York, is run- 
ning “The Lovable Girl of the 
Month” ad campaign in national 
and fashion magazines, featuring 
a new “Lovable girl” each month 
whose fully-clothed perfection is 
credited to the Lovable bra she 
wears, but does not display. 

The magazine list includes 
Bride’s Magazine, Charm, Cosmo- 
politan, Glamour, Harper’s Bazaar, 
Junior Bazaar, Mademoiselle, 
Modern Screen, New York Times 
Magazine, Seventeen, Vogue and 
Womans’ Home Companion. 

Three Markets Group 
Offers New Package 

First Three Markets Group will 
expand Oct. 13 by making another 
Sunday combination package 
available to advertisers, which will 
give additional color rotogravure 
space. Included in the unit will 
be the Chicago Tribune’s Sunday 
graphic section, which will adopt 
a new tabloid format (AA, July 
15), and the Philadelphia In- 
quirer’s “Everybody’s Weekly” in 
combination with the New York 
News’ picture rotogravure section, 
giving a combined circulation of 
over 7,000,000. 

Color will be available in full 
tabloid-size pages only and mono- 
tone space is being offered in set 
a ranging upward from 50 
ines. 

New York Agency Moves 
Armstrong, Schleifer & Ripin 

has moved from 238 E. 44th St. to 
11 W. 42nd St., New York. 

51 

New Orleans, with Warren 
Drebing, as its head; 119 N. First 
St., Phoenix; Baum building, 
Omaha, headed by Mrs. Christine 
Cummings, and one in St. Louis 
with Ruth Wallis in charge. 

Opens Model Branches 
Estelle Compton Models Insti- 

tute, Chicago, has establfshed fou: 
new branch modeling institutes— 

one in the Industries building, 

540 N. MICHIGAN AVE., 185 N. WABASH AVE. 
410 N. MICHIGAN AVE., 111 E. DELAWARE STREET 

belongs. 

SEND FOR This: 
FREE Gi OK eee 

S IT REALLY necessary to “take your 

I office home”’ at night ? Maybe it’s time to 

ask yourself if a little more careful planning 

would keep routine moving across your desk, 

and keep your work in the office where it 

‘“*3 Steps that Get Things Done,” Hammer- 

mill’s idea-book, shows how easy—and how 

surprisingly effective—it is to set up a sim- 

ple system of ‘‘putting it in writing.’”’ Thou- 

sands of busy men have found that this plan 

does help them Get Things Done during 

regular business hours. Why not try some of 

these office-tested suggestions yourself? Just 

send the coupon for a free copy. 

And when you choose paper for the 

forms and letterheads onwhichefficiency 

solargely depends, rely on the paper made 

for business use—Hammermill Bond. 

Don’t be a 

‘[ptetenienteeteentententententententententents 

HERE YOU ARE... 

WORKING TILL MIDNIGHT 

AGAIN! 

A 

j lia ie) 

Hammermill Paper Company, 1459 East Lake Road, Erie; Pennsylvania 

Please send me—FREE=—a copy of ‘‘3 Steps that Get Things Done.” 

(Check here [J if you’d like a sample book showing the color range of Ham- . 3 

mermill Bond for business forms and letterheads.) ; 

Name —_ — Position 

(Please attach to, or write on, your business letterhead) AA 9-2 
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ORGANIZER -- 
SALESMAN 
To initiate and handle 
organizing campaigns in 
selected hie under the 
auspices of a group of 
leading manufacturers. 
Must be familiar with 
merchandising, sales 
management and sales 
training, and qualified 
to deal with top execu- 
tives. Salary. and travel 
expenses with bonus. 
State fully business rec- 
ord and earnings. 

Box 6551, Advertising Age 
100 E. Ohio St. 
Chicago 11, Il. 

Advertising Agency 

FOR SALE! 
Long established, fully recog-. 

nized, highest credit standing, lo- 
cated in Chicago. List of well- 
rated industrial accounts (some 
national} in widely diversified 
fields. (Credit loss $150.00 in 8 
yrs.) As now operated with low 
overhead, nets owner $18-20,000 
per year. Can easily be expanded. 
For sale as going concern with 
furniture and lease to next May, 
or will sell accounts and good 
will, Owner leaving Chicago to 
take over business in west. At- 
tractive price for quick action. 
For interview write giving phone 
number. 

Box 6554, Advertising Age 
100 E. Ohio St., Chicago 11, Ill. 

—THE ADVERTISING MARKET PLACE- 

Advertising Age, September 2, 1946 

POSITIONS WANTER.... 

The rates for this department are as follows: “Help Wanted,” “Positions Wanted,” “Representatives Wanted,” 
and “Representatives Available,” 6@ cents a line, minimum charge $3. Pigure bold face heads 236 letters and 
spaces per line; light body face 34 per line. Box numbers add two lines. Terms cash with order. Forms close 

ursday noon, 11 days preceding publication date. Display advertisements take card rates. 

HELP WANTED HELP WANTED HELP WANTED 

FRED J. MASTERSON 
Advertising & Publishing 

Personnel 
Placements of all types with leading 

organizations 
185 N. Wabash Ave., Chicago 

CIRCULATION DIRECTOR 
Complete supervision over Circula- 
tion Department and Mail Room de- 
tails. Southern Publisher now pub- 
lishing six monthly magazines; more 
to be added. Must have Business 
Paper experience and be competent 
to do field work too. 

Box 8396, ADVERTISING AGE 
100 EB. Ohio St., Chicago 11, Ill. 

ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Placement anywhere in the 

United States 
GEORGE WILLIAMS-—Personnel 

209 S. State St., Har. 2063, Chicago 

FREE SERVICE TO EX-GIr’S 
GI training and permanent jobs on 
Virginia newspapers. Va. Press Assn. 

24 N. 8th St., Richmond 19, Va. 

WANTED 
EXPERIENCED FASHION ARTIST 
A break for the girl who can spe- 
cialize in shoe drawings and handle 
layouts. Permanent job (not free- 
lance) with large, long-established 
agency. Especially good salary. Send 
samples of shoe drawings and other 
artwork; samples will be promptly 
returned. 

JESSOP ADVERTISING CO. 
2100 Tower Blidg., Akron 8, Ohio 

Excellent opportunity for young 
college graduate or discharged vet- 
eran in copywriting and sales pro- 
motion. Old established company lo- 
cated 150 miles from Chicago in city 
over 100,000. Write giving full de- 
tails. Interviews in hicago. 

Box 8394, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 

. Director of Public Relations 
to present Management Viewpoint 
on Industrial Relations problems to 
the Community. Give complete in- 
formation first letter. 

Box 8399, ADVERTISING AGE 
100 E. Ohio St.,; Chicago 11, Ill. 

Sales Manager for two outstanding 
business publications serving manu- 
facturers in two highly competitive 
merchandising fields. Give resume 
experience, background, remunera- 
tion, etc. 

Box 8415, ADVERTISING AGH 
330 W. 42nd St., New York 18, N. Y. 

EDITOR WANTED 
for industrial aviation magazine, 
long established. Want the best man 
available with successful record. 
Must be experienced in production 
and maintenance roblems. Reply 
in confidence to: Thorndike Deland, 
1440 Broadway, New York, N. Y. 

ASSISTANT ART DIRECTOR 
Experienced in layout, lettering and 
some finished art. With initiative 
and ability to supervise pwcuene 
and grow into a top position with 
fast growing Chicago agency. At- 
tractive salary. Excellent working 
conditions. Outline experience fully. 

Box 8397, ADVERTISING AGH 
100 E. Ohio St., Chicago 11, Ill. 

Leading Chicago manufacturer of 
home heating equipment needs young 
assistant to sales manager to handle 
agency relations and advertising 
detail. 25-35 years. Experienced in 
advertising production. $350 month 
to start. Good opportunity. Our em- 
ployees know of this advertisement. 

Box 8404, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 

Exclusive rights offered to salesman 
acquainted with national advertisers 
and their agencies to sell -advertis- 
ing space in Circus Magazine cover- 
ing West Coast. rite giving 
experience, qualifications and con- 
nections. 

Box 83898, ADVERTISING AGE 
330 W. 48nd St., New York 18, N. Y. 

Advertising Space Salesman Wanted 
for long-established merchandising 
trade paper. Must have at least five 
years successful selling experience 
in home furnishin eld. Salary 
$7500 plus commission. 
Box 8400, ADVERTISING AGE 

330 W. 42nd St., New York 18, N. Y. 

Advertising Space Salesman Wanted 
for trade paper in ready-to-wear 
field. Must have successful selling 
record. Attractive salary, plus 
commission. Write full details. 
Box 8401, ADVERTISING AGE 

330 W. 42nd St., New York 18, N. Y. 

PROMOTION COPY AND LAYOUT 
Man or woman experienced in writ- 
ing and laying out promotion copy 
wanted to work in research and 
promotion department of one of the 
largest dailies in the Southwest. 
Relatively new department; an ex- 
cellent opportunity for future. Write 
giving age, experience, samples and 
salary expected. 

Box 8403, ADVERTISING AGE 
100 B. Ohio S8t., Chicago 11, fl. 

lutely essential. 

HIGH-TYPE YOUNG MAN AVAILABLE 
Excellent record in administration, selling and 
merchandising. Resourceful, quick thinking, 
highly adaptable. Prefer mid-west but have 
also had experience in Europe, Eastern and 
Southern United States. High income abso- 

Box 6560, ADVERTSING AGE 
100 E. Ohio Street, Chicago 11, Illinois 

Representative Wanted 
Ours is a successful monthl 
established seven years, ony 
writing-publishing fleld. 
We are | ee — for general 

onal advertis be . ng and a great deal 

We are located in New York, and would 
ere 4 er - ——e Fonte 

is business —_ A or as here as well 

An advertising representative now hand- 
ling cultural, educational and similar pub- 
ications would find it profitable to add 
us to his list. 

Box 6553, Advertising Age 

330 W. 42nd St., New York 18, N. Y. 

ublication, 
literary- 

PERSONALIZED SERVICE 
; Career Counselors 

SALES MGR., Paper Prod... ..$10,000 
SALES MGR., Cellophane Mfgr. 10,000 
SALES MGR., Power Pint Spls_ 7,500 
ADV.MGR.,Home Appliances 7,500 
ADV. MGR. Publisher Bks.... 6,000 
ADV. MGR., Ass’t. Dir. Mail.. 4,8 
ART DIR., Publisher Bks..... 
COPYWRITER, Fds. Ntl. Agcy. 
COPYWRITER, Refr’g’n Home _ 7,500 
COPYWRITER, W’sh’g. Mach’e 7,500 
PROD. MGR. Educa’nl. Bks.. 6,000 
PROD. MAN Adv. Dept. Mfg.. 4,200 
PROD. MAN Prtg. Spec. Frms. 4,200 
EDITOR Hse. Oren. per dp... 2,600 
PRSNL DIR., Mfg. Electrical. 7,500 
PRSNL DIR., Training Dept... 4,800 
RSRCH MEN,Paper Manufactr 4,800 
DSPLY MEN, Retail Store-to. ,200 
SALES COR, Steel Spelties... 4,000 

THE HONES COMPANY 
14 E. Jackson Blvd., Suite 1515, Chgo. 

Fast-growing Advertisin Agency, 
operating three offices, offers larger- 
than-usual commissjons plus share 
in profits to account executive con- 
trolling some business. 

Box 8412, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 

Editor with background in wood 
and its uses. This business paper is 
a national wood industry magazine 
with an excellent future for the 
man with broad knowlédge of for- 
estry and wood fabrication. Write 
giving complete business and per- 
sonal background. 

Box 8405, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 

REPRESENTATIVES WANTED 

Representative wanted by merchan- 
dising tradepaper. California, De- 
troit, Philadelphia, and New Eng- 
land territories. 

Box 8386, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 

Well established publisher plans 
new business paper in $200 million 
market. Must have unexcelled New 
York, Chicago representation. Com- 
mission basis only. Send full details 
including photo, capabilities, pub- 
lications now handled to: 
Box 8414, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 

POSITIONS WANTED 

MFR’S ADVERTISING MANAGER 
oF 

AGENCY SALES PROMOTION 
Sth generation in family of merchants 
knows dealers—and how to advertise to 
them. 

Brimming with ideas to translate natl 
advg into consumer purchases — increase 
deafer coop advg—improve point of sale 
aids. 

Mfg and retail advg experience: direct 
mal~—agunpepers-dlentep—astelog~ensh - 
sis — house organ. Successful large-scale 
administrator and coordinator. 

Box 6559, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 

* RARING TO GO * 
EXPERIENCED in copy, production 

and as Advertising and Sales Promo- 
tion Manager and Merchandiser. 

VERSATILE; all Media, both hard and 

soft lines. 

At 47 am just getting my “second 

wind" for a job where experience and 
“Know how" count, preferably in the 
Chicago Area. 

Box 6555, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Illinois 

PRINTING CONNECTION 
A responsible printing fir do- 
ing both letter press and‘ offset 
printing wants top notch gales- 
man having $100,000 volume an- 
me ays A consisting of advertising 
printing and publications: excel- 
lent opportunity. and remunera- 
tion to right man. Located in 

Adver- Co-operation invited from 
tising Agencies looking fer print- 
img connections. : 

Box 6567, Advertising Age 
160 BH. Ohio St., Chicago 11, Ill 

ADVERTISING REPRESENTATIVE 
Preferably young man, experience not 
necessary, to cover lowa, Missouri, 
Nebraska and Illinois for National 
Specialty Farm Magazine with large 
circulation. State Age, Background, 
Experience, Salary Desired, Car? ete. 

Box 6561, ADVERTISING AGE 

100 E. Ohio Street, Chicago II, Ill. 

WANTED — COPY MAN WITH 
AGRICULTURAL BACKGROUND. 

An organization with many contacts in the 
agricultural and poultry field wants a man 
capable of preparing literature and ad- 
vertisements. He should know agriculture 
in general and poultry in particular. Pri- 
marily a creative job but with a sales 
future if he is that kind of a man. Write 

Box 6552, Advertising Age 
100 E. Ohio St., Chicago II, Ill. 

ART DIRECTOR 
Would like to join National Advertising 
Agency where there is greater future... 
Presently years with 
ing agency—Motion Picture and Sales 
Training experience — Average. earnings 
$11,000 per year. 

Box 6558, Advertising Age 
100 E. Ohio St., Chicago II, Ill. 

Somewhere there's an 

ARTIST 

.. + tired of ulcer-stimulating traf- 
fic and pressure in the big city .. . 
who would like to settle down in a 
beautiful mid-western, all-American 
university town and do some real 
living. He will thoroughly enjoy 
working with the friendly, modern- 
minded people in a rapidly growing 
young agency that has a v — 

w 
experien finish 
ising future. He should 

in layout and 
mage retouching, too) and be 
able to adapt himself to a wide va- 
riety of work. Single man preferred 
(because of hensing conditions) but 
if a married man fills the bill, every 
effort will be made to house him. 
Write, giving experience and salary 
desired. Send a few samples. Inter- 
view will be arranged. : 

Box 6562, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, IH. 

Seasoned Copywriter 

Is Looking for 

A Bigger Opportunity 

Now assists president of well- 

known agency on copy, plans 
and contact. Writes product 

and institutional campaigns 
for a wide variety of con- 
sumer and industrial ac- 

counts. Age 43. Wants job 
with an agency that offers 
bigger opportunity and chal- 
lenge. Chieago only. 

Box 6556, Advertising Age 
100 E. Ohio St., Chicago 11, Hi. 

ABLE ADVERTISING ACE 
Advertising manager, sales manage- 
ment, public relations experience. 
A-1 writing, layout, sales letters, 
folders. A 34-year older. A decade 
of background. Available immedi- 
ately. : 
Bex 8387, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 

I WANT an exciting new job, 
something that will arouse my en- 
thusiasm and demand all I’ve got— 
maybe more. The tougher the bet- 
ter. I’ve handled sales promotion 
campaigns, seven sales contests, can 
get esmen to “sell over their 
heads.” I’ve handled publicity, pho- 
tography, edited house organs up 
to 300,000 cir., comical convention 
papers, appeared in movie, written 
some fiction. Will tackle anything 
anywhere. Healthy, full of ideas. 
Now vegetating. I want action. 
What have you to offer? 

Box 8406, ADVERTISING AGE 
100 BEB. Ohio St., Chicago 11, Ill. 

AN EAGER BEAVER will work for 
you! A sincere hardworking ex-sol- 
dier & college grad. with classroom 
exp. wants copy-writing assignment 
in Chicago. 

Box 8407, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 

LIVE INDUSTRIAL ACCOUNTS 
Crack writer with engineering 
bkged. exp’d. purchasing rinting 
and art available as ass’t. adv. mer. 
—full time or fee basis. 

Box 8416, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 

Trade Paper Editors: do you need 
an editor and advertising man? 
Here is a man who can do both 
jobs. I am offering my talents to 
an outstanding Chicago trade paper 
for a salary plus a percentage on 
all additional advertising procured 
thru my efforts. Let me work in 
conjunction with your regular ad- 
vertising department and bring into 
action 5 *years of advertising ex- 
perience and 1 year of editorial and 
publicity work with the Army. 

Box 8408, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 

How to keep clients contented: 
Submit sound, imaginative, fact- 
conscious ideas and clean, readable 
copy . . the kind I create for a 
7-figure account in magazines, news- 
papers, radio, and direct mail. 28, 
university+trained, availiable soon. 

Box .8411, ADVERTISING ._AGE.. 
100 E. Ohio St.,-Chicago ff, Fil. 

j LET’S TALK YT OVER 
Vet. 25, available: for on the job 
training in advertising or public 
relations, broad exp. Army P. R. 
Phone Livingston 1424, Chicago, Ill. 

There’s a manufacturer in Chicago 
who can use my talents to the best 
advantage. I’m looking for that 
man, and will only work with a firm 
which has its eye on the future. 
Over 5 years experience in _ copy, 
production and buying of printing. 
One full year of overseas Army Pub- 
lic Relations work. The salary is 
open—but you don’t buy my work 
for pennies! 

Box 8409, ADVERTISING AGE 
100 E.' Ohio St., Chicago 11, Ill. 

Production Man—12 yrs. adv. agcy. 
exp. desires pos. as prod. mgr. for 
Chicago Adv. Agcy. or Advertiser. 

Box 8410, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 

MISCELLANEOUS 

Krom-a-Tone Post Cards 
Newest, most economical way to 

display any product. 
Samples on Request. 

Graphic Arts Photo Service 
Box 365-A, Hamilton, Ohio 

Magazine Printing Estimates 
Reputable Publisher open for esti- 
mates due to change in format on 
offset or gravure for 32 Pages, ap- 
proximately 8%” x 11” national 
monthly, 40% to 50% pictures. Be- 
gin at 50,000 copies, potential in- 
crease 5000 copies per month, self 
cover, or we may furnish cover and 
stock. 1 or 2 colors. throughout. 
Prefer printer within 300 miles of 
Chicago. Write William Morsdorf, 
3218 N. Dayton, Chicago 13, Illinois. 

Automobtie Men—Attention! Have 
developed fascinating advertising 
medium with Pun’ch. Write Mc- 
Grory Enterprises—3939—W. West 
End Ave., Chicago. 

Bendix Schedules 
Outdoor to Make 
‘Transition’ Sales 
Soutu BEnp, INp.—Bendix Home 

Appliances, Inc., in cooperation 

with 79 distributors and more than 
8,000 dealers handling the Bendix 
automatic washing machine, will 
launch this month “the largest 
outdoor advertising program ever 
undertaken by an appliance com- 
pany.” Posters, bearing the im- 

prints of dealers, will appear in 
every state throughout the year. 

Bendix considers such a pro- 
gram “good reminder advertising 
for these times,” explained Wal- 

ter J. Daily, advertising and sales 
promotion director. “If there is 
a transition from a sellers’ to a 
buyers’ market we can readily add 
other kinds of advertising such as 
newspapers and spot radio,” he 
added. 
-The first in a series of human- 

interest posters is now ready. It 
shows grandpa, pipe in hand and 
reclining lazily with his news- 
paper in an easy chair, viewing 
a Bendix. He remarks, “From 
now on, Maw, I’ll do the washin’.” 
Dealers may obtain the poster on 
cloth for use at meetings, fairs 
and exhibits. 
Tatham-Laird, Chicago, handles 

Bendix advertising. 

Mutual Adds 8 
Stations, ABC 5 
New YorK—Six 250-watt sta- 

tions and two 1,000-watt daytime 
outlets have been added by the 
Mutual Broadcasting System, up- 
ping that net’s total of affiliates 
to 337. Meantime, five 250-wat- 
ters have been annexed by the 
American Broadcasting Company, 
increasing ABC’s string of outlets 
to 215. 

The Mutual additions are 
WKYB, Paducah, Ky., and WHHT, 
Durham, N. C., both 1,000-watts 
daytime only; WTNB, Birming- 
ham, Ala.; WSBR, Duluth, Minn.- 
Superior, Wis.; WBHB, Fitzgerald, 
Ga.; WMOC, Covington, Ga.; 
WCTA, Andalusia, Ala. -.and 

WWNR, Beckley, W. Va. WKYB is 
owned by the Paducah News- 
papers, Inc., and WMOC is owned 

by the Covington News. : 
ABC’s new affiliates are KBIO, 

Burley, Ida.; KGEM, Boise, Ida.; 

KEIO, Pocatello, Ida., and KLIX, 

Twin Falls, Ida., to be known as 
the Idaho Group; and WRHP, Tal- 

lahassee, Fla. All five are new 

Newspaper Men to Meet 
Directors ‘of. the Canadian. Daily 

‘Newspapers’ Association will meet 
in Toronto Oct. 2-4. 
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W. H. Ingersoll, 
Ex-Dollar Watch 
Partner, Dies 
Garwoop, N. J.—William H. In- 

gersoll, 66; a former partner in 

Robert H. Ingersoll & Bro., maker 
of the Ingersoll dollar watch, died 
in Newark Aug. 23 of a heart at- 
tack. 

He was the son of the late 
Arthur N. Ingersoll, also a part- 

ner, and the nephew of the late 
Robert H. Ingersoll, principal or- 
ganizer of the company. Upon his 

retirement from the firm 25 years 
ago, Mr. Ingersoll was general 

marketing manager in charge of 
sales and advertising. 

During the last quarter century 

Mr. Ingersoll was active in many 

capacities, including president of 
the Positype Corporation of Amer- 
ica, photographic materials; presi- 

dent of the Ingersoll Radipoint 

Company, mechanical pencils; 
vice-president and general mar- 
keting manager of the DeForest 

Radio Company; senior member 

of Ingersoll, Norvell & Babson, 

marketing consultant; and at his 
death, president of the Ingersoll 

Plastics Company, Roselle, N. J. 
He was an early president of 

the Advertising Club of New York, 
and a director and member of the 
executive committee ofthe As- 
sociated Advertising Clubs of the 
World. Under NRA Mr. Inger- 
soll was chairman of the advertis- 
ing committee in New York, and 
chairman of the “Buy Now” cam- 
paign there in 1933. He was an 
organizer and former director of 
the American Fair Trade Associa- 
tion. 

SIMEON R. WINCH 
PORTLAND, OrE. — Simeon Reed 

Winch, 58, business manager of 

the Portland Journal since 1921, 
died here Aug. 23 following an op- 
eration. He had been ill for two 
months. 

Mr, Winch was well known na- 
tionally in newspaper circles, hav- 
ing been a member of the board 

of American Newspaper Publish- 
ers Association since 1929, and 
secretary at the time of his death. 
Mr. Winch served on numerous in- 
dustry boards during the war, 
helped organize the Pacific North- 
west Newspaper Association and 
served as its president since 1935. 
He was also first vice-president 
of the Pacific Coast Division, Bu- 
reau of Advertising, ANPA. 

Rockford Admen Elect 
Roy Cratty, Greenlee Bros. & 

Co., has been elected president of 
the Rockford Industrial Marketers, 
Rockford, Ill. Other officers elected 
include: Cy Edwards, Geo. D. 
Roper Corporation, vice-president; 
Earl Kruse, Howard H. Monk & 
Associates, secretary, and Walter 
Larson, Elco Tool & Screw Cor- 
poration, treasurer. 

Plans to Buy Threadwell 
The purchase of the Threadwell 

Tap & Die Corporation, Green- 
field, Mass., for $2,000,000, is now 
being negotiated by a new Massa- 
chusetts corporation. Controlling 
interest of the company is held 
by the Sheffield Corporation, Day- 
ton. 

BONDED SPECIAL 

DELIVERY SERVICE 
Messengers @ Cycies @ Cars @ Trucks 

Meets the Trains and Planes 
Arrangements made for pickup and de- 
livery of rush shipments direct from your 
office to all railroads and airports. All- 
weather service. 

CANNONBALL 
Messenger & Truck Service 

412 N. Wells St., Chicago 

» PHONE. DEL. 1234 .. - 

F&S&R Names Lauesen- 
Chicago Branch Head 

Fuller & Smith & Ross, Cleve- 
land and New York, has opened 
a branch office at 29 S. LaSalle 
St., Chicago, 
with E. J. Lau- 
esen, vice-pres- 
ident, in charge. 
Mr. Lauesen 
joined the 
agency in 1943 
after serving in 
the advertising 
department of 
Firestone Tire 
& Rubber Com- 
| a ny, Akron, 
or six years, 
Chicago ac- E. J. Lauesen 

counts now served by the office 
include American Lumber & 
Treating Company, Certain-teed 
Products Corporation, IGA Stores, 
Lincoln Bag, United States Savings 
& Loan League and the Chicago 
region of the War Assets Admin- 
istration. 
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Lionel's $76,240 
16-Page ‘Liberty’ 
Unit Sets Record 
New YorK—tThe “largest ie 

advertisement ever run by any 
manufacturer in a national 

weekly” will be placed by Lionel 

Corporation, featuring a complete 
new line of toy electric trains, in 
the Nov. 23 Liberty. 

Lionel, at a cost of $76,240, has 
scheduled 16 four-color bleed 
pages. In addition, the company 
has ordered 600,000 reprints, 

bound in four-color letterpress 
covers, as a catalog for further 
distribution through stores. 

During four years of war Lionel 
had no trains to offer the public. 
Included in the new line are trains 

that whistle and spout smoke, and 

radio-operated locomotives. 

Lionel will make use of the 

Liberty unit with a merehandising 
and store display plan designed to 

“make big Christmas traffic” for 

retailers. Libertygrams and broad- 

sides to stores will offer a display 

program that features 350 - foot 

displays in major department 

stores, scaling down to smaller 
showings for smaller outlets. 

Lionel placed the Liberty copy 
direct. Formerly working through 

the Biow Company, the company 
expects to announce another 

agency soon. 

Ad Bureau Adds Six 
The Bureau of Advertising, 

American Newspaper Publishers 
Association, New York, has added 
the following to its membership: 
Citizen, Columbus, O.; Journal & 
Review, Crawfordsville, Ind.; Trib- 
une, Grand Haven, Mich.; Tribune, 
Hastings, Neb.; Bulletin, Manila, 
P. I, and American Republic, 
Poplar Bluff, Mo. This brings the 

33. 

'Swifty Wax Signs 
Boston Chemical Industries, Bos- 

ton, for Swift, . floor wax, 
has signed with Yankee Network 
to sponsor “Man on the Street” 
radio programs over Stations 
WONS, Hartford; WICC, Bridge- 
port, and WEAN, Providence, 
aired from 2:15 to 2:30 p.m. 
Hishon-Garfield, Boston, is the 
agency. 

KIST to Join NBC 
Station KIST, Santa Barbara, 

Cal., 250-watt station owned by 
Harry Butcher, has joined NBC 
as a supplementary station on the 
Pacific Coast, effective Sept. 29. 

WAGER RECORD BOOK. 7 
Keep o anal pend of 
racing wagers in this very bey pocket 
size book. Space per- 
tinert, information. is Goelened “Soller with f 
your name and complete address to 

JOROM PUBLISHING CO, 
Post Office Box 1393 ce 

Baltimore 3, Maryland > 6 6 ee 

total membership to 1,057. 

_ 
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Get the Lead Out 
of your Ads! 

What’s the good of getting prospects all hopped 

up over your goods if you weigh down your 

“clincher” with these leaden words: “At your 

favorite dealer’”—“At fine stores everywhere.” 

Put yourself in your dealer’s shoes. Suppose you 

are one of your dealers in a city of more than a 

million people. Suppose you see your goods adver- 

WHO SELLS 
PRIMROSE PANTIES? 

THE COLONY SHOP AT | 
FOURTH AND MAIN 

tised in a big-circulation national magazine with 

a night-and-day local telephone number printed 

right in the ad! And suppose you call that num- 

ber and Quick get local dealer’s name — YOUR 

name! Wouldn’t you say to yourself: “Maybe 

I'd better get this article in the window, or on 

the counter, or do something 

extra play?” 

to give it a little 

Now 1/3 of America can phone 

for your local dealer’s name 

Now you can have telephone numbers in Amer- 

ica’s ten multiple markets! With us doing the 

answering for you! These ten towns comprise 

35% of U.S.A. total population. They are 50% 

of the primary style market. 

mendous percentage of all 

They absorb a tre- 

national magazine 

circulation! Just give us the names, addresses 

and phone numbers of your outlets, section by 

section, in these ten cities—and you’re set! We’ll 

bill you on a per-call basis. 

Print these local phone 

numbers in your magazine ads 

Arrange your national magazine ad so it looks 

something like the bottom of this ad. We'll pfo- 

vide our ten phone numbers. Then the reader 

can phone, night or day, and we'll tell the name 

of your nearest representative, distributor, agent, 

fitter or store. Saves the prospect’s hotfooting 

around to find your goods; eliminates the risk 

of no sale or substitution. 

PHONE DAY OR NIGHT FOR LOCAL DEALER’S NAME 

BOSTON, Blank 0-0000 

CLEVELAND, Blank 0-0000 

CHICAGO, Blank 0-0000 

DETROIT, Blank 0-0000 

LOS ANGELES, Blank 0-0000 

NEW YORK, Blank 0-0000 

PHILADELPHIA Blank 0-0000 

PITTSBURGH, Blank 0-0000 

SAN FRANCISCO, Blank 0-0000 

ST. LOUIS, Blank 0-0000 

TELEPHONE ANSWERING SERVICE 
38 East Gist Street, New York-22.. 
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WAA Builds Huge 

Ad Staff to Aid 
Surplus Disposal 

$16,195,000 to Be 
Spent in Marketing 
Vast Stocks 

WASHINGTON — With more mer- 

chandise and kinds of goods than 

Sears Roebuck, Montgomery Ward, 
Woolworth, A&P and U. S. Steel 

together, and unknown quantities 

of almost everything stored in 

warehouses of the largest whole- 

sale houses in the country, War 

Assets Administration has built an 
internal advertising organization 

of more than 600 persons for the 

surplus property disposal job. 
Many of the advertising special- 

ists are here at headquarters 

working with the top executives 

planning disposal of major classes 

of commodities, but the greater 

proportion are in the regional of- 

fices and elsewhere in the field 

where they can service a sales 
organization merchandising a fan- 

tastic variety of products, often 

Advertising Age, September 2, 1946 

War Assets Administration 1947 Advertising Budget by Branches, 
Regional Offices and Media 

Real Consumer Capital Policy & 
Property Aircraft Goods Goods Institutional Regional Total % 

ee a ar re $1,302,668 $132,000 $ 275,000 $ 150,000 $1,066,334 °$3,793,800 $7,786,136 48 
Trade and Business Ex- 

ecutive P ublicé ations... 323,732 56,000 200,000 500,000 179,696 88,600 1,527,724 9.5 
DE cc ae tka coats, 2 eons 4,000 re 109,570 559,100 832,240 5.1 
PImOe BUNIOGE Costadaxe Assyas 7,000 35,000 Bounee- - ed seure 266,400 427,200 *'* 2.1 
Special listings, special 

offerings & direct mail 100,000 37,600 645,621 347,010 100,000 4,292,100 5,622,331 34.7 

BORE & 50a Aaa sae $1,726,400 $236,600 $1,205,621 $1,027,010 $1,544,400 $9,000,000 $16,195,631 100 

located at remote places. 
As it tries to finish its job by 

July 1, 1947, WAA will follow an 

advertising plan which will make 

it one of the top accounts of the 

year, and certainly the top news- 
paper and direct mail account. 

Half to Newspapers 

In all, WAA expects to spend 

$16,195,000 for direct mail, point 

of sale and media advertising on 

a national or regional basis, nearly 

half of it in newspapers, and an- 

other third for direct mail. 
As worked out by the adver- 

tising division under Carl K. Hart, 

60% of the advertising would be 

placed before the end of 1946, the 

remainder by mid-1947. More than 
half the budget, $9,000,000, would 

be spent through WAA’s 33 re- 

_ HELEN HART HURLBERT 
President and Publisher 

of the ‘ 

Warren Crime Chronicle 
WARREN, OHIO 

ANNOUNCES THE OPENING 
of a 

NEW YORK OFFICE 
AT 512 FIFTH AVENUE 

TELEPHONE 

PENNSYLVANIA 6-8289 

FOR THE PURPOSE OF HANDLING 

NATIONAL ADVERTISING 

9% 

Bias Sg 4 

ZELL HART HURLBERT 
Will be in charge of this office . . . Miss Hurlbert, daughter 
of the Publisher, is also granddaughter of the late Publisher 

of the Tribune, Zell Hart Deming. 

gional offices. 
Of the $7,786,000 earmarked for 

newspapers, $3,800,000 is to be 

placed regionally. Of radio’s $800,- 

000, about $560,000 would be 

placed regionally. The great bulk 

—$4,300,000 of $5,600,000—of the 

funds for special listings, special 

offerings and direct mail is to be 

used regionally. 

More than $1,527,000 is set aside 
for trade and business executive 

publication advertising. 

Regional Ad Chiefs Named 

Under Mr. Hart, who has since 

returned to private life, regional 

offices were equipped to handle 

their advertising job. Each of the 
33 offices was assigned a regional 

advertising director. Section chiefs 

were appointed for production, 

lists and catalogs, direct mail and 

publications. 

Recently Fuller & Smith & Ross, 

which handles the WAA account, 

retained seven other agencies to 

provide on-the-spot assistance for 

these regional advertising execu- 

tives (AA, Aug. 19). 

Additional advertising agencies 

may be used in the field, for 

Robert M. Littlejohn, WAA’s ag- 
gressive new chief, objects to ‘‘ab- 
sentee supervision” and feels that 

each of the regional advertising 
directors should have competent 

agency advisors, preferably in the 

same town. 

Here in Washington, WAA has 

10 “branch chiefs’ for advertis- 

ing, many of them devoting full 

time to the problems of particular 

commodities, such as consumer 

and capital goods, aircraft and 
real property. 

Others have more general as- 

signments such as fiscal control, 

displays, direct mail creative, 

mailing lists, catalogs and listings. 

The budget, as Mr. Hart worked 

it out, makes “appropriations” by 

commodity as well as media. For 

example, real property disposal 

is to have $1,726,400 for its ad- 

vertising, including $1,302,000 for 

newspapers, $324,000 for trad- 

and executive publications and 

$100,000 for direct mail. 

‘Policy’ Ads Planned 

Newspapers get a big slice of 

the $1,500,000 reserved for “policy 

and institutional advertising.” In 

addition to $1,066,000 for news- 

papers, WAA will spend $324,000 

in trade and business publications, 

$109,000 in radio and $100,000 in 

direct mail for this purpose. 

More than half of the $1,205,000 
for consumer goods advertising 

will go into direct mail and dis- 
plays. Of the remainder, $275,000 

will go to newspapers, $200,000 

to trade and business executive 

publications, $50,000 to radio and 

$35,000 for displays. 

Trade and business papers are 

to get $500,000 of $1,027,000 set 

aside for advertising capital goods. 

Direct mail accounts for $347,000, 

newspapers $150,000 and displays 
$30,000. 

Of $236,600 for advertising air- 

craft, $132,000 will go to news- 

papers, $56,000 trade and business 

papers, $37,600 direct mail, $7,000 

displays and $4,000 radio. 

Two Name Katz 
The Katz Agency, New York, 

has been named national repre- 
sentative of Stations WGBS, Mi- 
ami, and WPDQ, Jacksonville, 
Fla., both ABC affiliates. 

St. Louis Ad Club 
Sponsors Classes 

St. Louis—The Advertising Club 

of St. Louis will sponsor an Insti- 
tute on Advertising under the di- 
rection of St. Louis University 
with evening classes beginning 

Oct. 24 and running through 
March 13, 1947, at St. Louis Uni- 

versity’s School of Commerce and 

Finance. Enrollment will be lim- 

ited to 100 students who will pay 
an enrollment fee of $25 each. 

The institute will present basic 
materials and processes of adver- 

tising believed to be particularly 

helpful to beginners and those 

wanting a refresher course. A 

complete transcript of the lectures 

will be given so that at the end 

of the course each student will 

have what amounts to an adver- 
tising textbook. 

Lecturers will be enlisted from 
all fields of advertising. 

Northam Warren Elects 
Warren Jr., Yeomans 

Northam Warren Corporation, 
Stamford, Conn., manufacturer of 

arations, has 
elected North- 
am Warren Jr., 
vice - president 
and general 
manager, and 
John D. Yeo- 
mans ae vice- 
president and 
director of the 
corporation and 
an officer in 
various subsid- 
iaries. 

Mr. Warren, who succeeds P. W. 
Marshburn, resigned, has been as- 
sistant to the president since his 
return from military service six 
months ago. .Mr. Yeomans, who 
has been with the corporation 
since 1930, will continue as con- 
troller and assistant secretary and 
assistant ‘treasurer. 

N. Warren Jr. 

manicure and other cosmetic prep- | 

Lawyer Groups 
Get Ad Series 
SAN FRANcIScO — Ethical tradi- 

tion has been given a jolt by the 

California state bar, which has 
sent out to local bar associations 

a series of advertisements de- 

signed to show the value of pre- 
ventive legal advice. 

Individual attorneys still are 
prevented from advertising by the 

ethics of the profession and rules 
of the state bar, but ads may be 

placed above the signature of the 

local bar group. 

Culmination of a plan under 

consideration for three years, the 

series of ads stressing preventive 

legal advice was approved by 80% 
of the lawyers who replied to 
questionnaires in Long Beach and 
San Diego, Fresno, Kern and San 
Joaquin counties. 

The state bar’s announcement 

declared that many lawyers be- 

lieve the public could be spared 
considerable litigation if it were 

informed of its rights and obliga- 

tions before entering into some 

agreements. 

Copeland Named Head 
of BBDO Detroit Office 

Robert F. Copeland, formerly 
manager the Detroit office of 
Kudner Agency, has been ap- 

pointed man- 
ager of the De- 
troit office of 
Batten, Barton, 
Durstine & Os- 
born, which 
handles the De- 
Soto account. 

Mr, Cope- 
land, a director 
of Advertising 
Federation of 
America, is past 

Le. land president of the 

viene Adcraft Club of 
Detroit. He is succeeded at the 
Kudner office by Edward Schip- 

per. 

Son Succeeds Hart, Sr. 
L. M. Hart Jr., vice-president 

in charge of sales of White Motor 
Company of Canada, Montreal, 
has been elected president, suc- 
ceeding his father, who has re- 
tired because of ill health. 

Air Service to Ellis 
Sportsman Air Service, Inc., 

Grand Island, N. Y., has placed its 
advertising with Ellis Advertising 
Company, Buffalo. Newspapers 
and magazines will be used. 

WWL 
NEW ORLEANS 

shouts its shows in 

throughout the year 

Newspaper Advertisements 

onset TUNE IN orn 
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Folks turn fi 

The Greatest Selling Power 

first to— 

NEW ORLEANS _ 
a ORRARTMENT OF LOYOLA UNIVERSITY 

in the South's Greatest City 
50,000 WATTS — CLEAR CHANNEL — CBS AFFILIATE 

Represented Nationally by The Katz Agency, Inc. 
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Southern Pacific 

Blasts ‘Air Costs’ 

in National Drive 
San Francisco—The Southern 

Pacific, one of the nation’s six 

leading railroad systems, has 
launched a nationwide campaign 

in newspapers and magazines to 

provide “airline executives” and 

the traveling public with “a short 
course in railroading,” specifically 

on relative costs of rail vs. air 
travel. 

The present insertion, Claude E. 

Peterson, vice-president in charge 

of system traffic, told AA, is run- 

ning in newspapers of on-line 
cities between Portland, Ore., and 

New Orleans and in Boston, Chi- 
cago, New York, Philadelphia and 
Washington. It will also appear 

in Life, Newsweek and Time. 
“We are not planning any fur- 

ther advertising along this line 
at this time,’ Mr. Peterson ex- 

plained, “unless further material 
is issued by the airlines making 
unfair comparisons between air 

and rail fares. We dislike com- 
petitive advertising, but because 

of the airlines’ activity along this 
line for a period of some years, 

we felt that we should do some- 

thing to set the record straight.” 

Compare One-Way Fares 

The insertion, analyzed in “The 

Creative Man’s Corner” (AA, Aug. 

26), points out that the airlines 
“always compare the one-way 

fares.” The railroads make re- 

ductions for round trip fares and 

the airlines do not. Also, the 

railroads carry free children under 
five and charge half fare for 

children five to 11 _ inclusive, 
whereas the airlines charge “full 
fare for children except for a 
babe in arms.” 

In comparing fares, the airlines, 

the SP points out, always include 

the cost of a Pullman lower 
berth. “A comparison of a seat 
in a plane and a berth on the train 

is the same as comparing a chair 

with a bed,” it remarks. 

Shows Comparative Costs 

In different areas the SP re- 

produces cost comparisons between 

different groups of typical cities 

by air and rail coach, tourist and 

first class. 
Southern Pacific advertising is 

handled by Foote, Cone & Belding. 
The advisory committee on ad- 

vertising of the Association of 

American Railways, Washington, 

is reported not to have discussed 

the launching of a rail-air costs 

campaign, as part of its $1,000,- 

000-a-year group program through 
Benton & Bowles, or otherwise. 

Thus far, it is said, the SP is the 
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Met Medicoted— Met « Suberivere 

NEW THEME—This is typical of the 
new copy theme which Fleming-Hall 
Tobacco Co. will employ during Sep- 
tember for Sano cigarets. Heavier 
emphasis is laid on the nicotine reduc- 
tion, and the “ask your doctor about 
Sano” tag is new. Maxon, Inc., has the 

‘ account, 

only individual railroad to have 

gone to bat on this theme. 
The Air Transport Association 

of America, Washington, conduct- 
ing a $600,000-a-year campaign 

through Erwin, Wasey & Co., does 
not intend to “reply” to the South- 
ern Pacific. 

Develops Six New 
Dry Cleaning Products 
Pennsylvania Salt Mfg. Com- 

pany, Philadelphia, has developed 
six new dry cleaning products— 
Erusto Filter soap, for removing 
ground-in soil and many water 
soluble strains; Erusto synthetic 
solvent soap for use in synthetic 
solvent systems using perchlore- 
thylene trichlorethylene or carbon 
tetrachloride; Erusto dry spotter 
for oils, artists’ paints, wax, chew- 
ng gum, etc.; Erusto pre-spotter 
‘or removing ground-in soil that is 
not removed during normal dry 
cleaning; Erusto oil, a paint and 
grease remover, and Erusto liquid 
wet cleaning soap for wet clean- 
‘ng, brushing and pre-spotting. 

Three More Mutual 
Net-Packaged Shows 
A chart accompanying ADVER- 

TISING AGE’s recent article on radio 
package shows (AA, Aug. 19) 
‘ailed to include two Mutual pro- 
grams which are network-pro- 
juced—“‘Twenty Questions,” spon- 
sored by Ronson, and “True De- 
‘ective Mysteries,’ sponsored by 
Williamson Candy. Also, since 
cshis compilation was made, Mu- 
‘ual has sold a new network- 
vackaged show, “You Can Do It,” 
‘tarring Gabriel Heatter, to Mu- 
‘tual Benefit Health & Accident 
Association (AA, Aug. 26). 
“House of Mystery,” sponsored 

‘y General Foods and listed in 
‘he chart as a network-produced 
‘how, is a Maxwell ‘Proguctons 
package. 

Sylvania Promotes Burns 
M. D. Burns, plant superintend- 

ent and plant manager of radio 
tube division of Sylvania Electric 
Products, Inc., Emporium, Pa., has 
been appointed general manufac- 
turing manager. 

|U.S. Rubber Bids 
for No. 1 Spot 
as Video Sponsor 
New YorK—Standard Brands’ 

reputation as the biggest name 

sponsored time-wise in the infant 

commercial television picture faces 

a challenge from U. S. Rubber. 

In the past week the rubber com- 

pany turned up as sponsor on 
every commercial video station in 
the country save one—CBS’s 
WCBW. 

Du Mont’s WABD, New York, 

Tuesday began airing a six-week 
series, “Serving Through Science,” 
sponsored by U. S. Rubber. The 
programs are being relayed to 

WPTZ, Philadelphia, and W3XWT, 
Washington. 

ABC obtained a waiver from 

CBS on video rights to the Cleve- 

land Air Races this past weekend 
and signed U. S Rubber to spon- 

sor a filmed telecast of the races 

over ABC’s five television outlets 
—WABD, WPTZ, WRGB in Schen- 
ectady, WBKB in Chicago and 

WTTG in Washington. ABC lined 
up the  Berkray Corporation, 

maker of men’s jackets and sports 
clothes, through Henry Bach As- 
sociates, as sponsor of a similar 

telecast of Saratoga race track’s 

Hopeful Stakes last Saturday. 

NBC’s WNBT, New York, last 
week under U. S. Rubber’s spon- 

sorship aired films of the Los An- 

geles Rams-All-Stars collegiate 

football game in Chicago Aug. 23. 

U. S. Rubber bobbed up as chief 
contender to Standard Brands as 

video’s No. 1 sponsor last July 

when both firms paid for hours- 

long airings of sports events (AA, 

Aug. 5). Standard Brands has 

been buying time weekly on 

WNBT for some months. 

Two of U. S. Rubber’s competi- 

tors also are getting in early bids 

for choice television time. Good- 

year will sponsor NBC telecasts of 

Army football games at West 

Point and New York this fall (AA, 

Aug. 26) and Firestone is spon- 

soring a 15-minute weekly pro- 

gram on WNBT. 

Renews News Program 
Skelly Oil Company, Kansas 

City, Mo:, has renewed its Skelly 
News program, NBC split, six-a- 
week, 8-8:15 a.m., CDT, for 52 
weeks, effective Sept. 9. The pro- 
gram ‘is heard over 24 NBC affil- 
iated stations throughout the 
Midwest. Henri, Hurst & McDon- 
ald, Chicago, is the agency. 

Paynter Promoted 
Monty D. Paynter, district man- 

ager of Bauer & Black, Chicago, 
for the past five years, has been 
appointed manager of suture sales, 
succeeding Donn Court, who re- 
signed to become general sales 
manager of Cutter Laboratories, 
Berkeley, Cal. 
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‘Seventeen’ Starts 
Teacher Edition 
A teacher edition of Seventeen 

magazine, including an 18-page 
teacher supplement, “Seventeen in 
the Classroom,” will be distrib- 
uted for the first time by Triangle 
Publications, New York, early in 
September. Prepared for 1,500 
home economics teachers, the edi- 
tion will analyze articles in each 
issue on foods and _ nutrition, 
clothing, home planning, house- 
hold management, home nursing, 
family relationships and person- 
ality development. Mary L. Har- 
rell is editor of the supplement. 

On publication of a 304-page 
second anniversary issue, Seven- 
teen reports that its circulation is 
now 875,000, equivalent to about 
one-eighth of all the girls in the 
13-18 age bracket in the country. 

Starts Slip Campaign 
Silknit Ltd., through McKim 

Advertising, Toronto, has launched 
a campaign for its Formula and 
Su-lette siips, using hali-pages .. 
two colors in magazines. 

Flying Farmers to Meet 
Pacific Northwest Farm Trio, 

vhich includes the Idaho Farmer, 
Yregon Farmer, and Washington 
“armer, will sponsor a big flying 
‘armer convention in Spokane, 
Wash., Sept. 22-24, to give the 300 
lying farmers of the Pacific North- 
vest an opportunity to exchange 
views and perfect state organiza- 
‘on. A movie short in color will 

be made of the event. 

il SCRLIN 
PRINTING 

x 
pM 

POSTER STAMP PRESS | 
40009 OGDEN AVE. 

LAWnwoate 0414 

Way over 1,500,000 circulation now— 7 

and V.F.W. membership climbing 

at the rate of 50/000 monthly! 

No wonder the eyes.of alert 

advertisers, space¢buyers 

and media men are on. 

towards 
second millio 

SS eos 

For where else, outside 

could you buy over 

1,600,000 circulation 

for rates based on 

1,000,000? 

What other man's 

this | fp f f 

live veteran's publication, / / / 

such unique reader loyalty, 

such terrific buying-power 

among men, such an*open- 

sesame’to a market which will 

expand and increase for a quarter 

century to come? 

Toreign Sewice 
OFFICIAL PUBLICATION 

VETERANS OF 
DAN B. JESSE, JR. & ASSOCIATES, INC. - Advertising 

its / 
/ 

FOREIGN WARS 
Directors - 10 EAST 43rd STREET, WEW YORK 17, . ¥. 

Midwest Representative: Raymond J. Ryan, 203 North Wabash Ave., Chicago, Illinois 

Pacific Coast: Ren Averill Company, 617 S. Olive Street, Los Angeles 14, California 
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Fine Pharmarcuticats Since 1586 

HUMAN INTEREST—This new vitamin display for the Upjohn Co., Kalamazoo, 
Mich., which will begin appearing in druggists’ windows this month, centers 
around a hospital scene showing a family group admiring a new baby, painted 
by Douglass Crockwell. The side pieces are placards picturing various Upjohn 

vitamin products. 

Drive with 
EXTRA CARE, | 

TRAFFIC SAFETY PLEA—This poster in the national program for traffic safety 
is being recommended by the outdoor advertising industry's Traffic Safety 
Coordinating Committee for timely showing to warn motorists of the need for 

extra care because of children's return to school. 

mhecce: 

SHE'S SYNONYMOUS—When. H. Stanley Marcus, executive vice-president of 
Neiman-Marcus, Dallas department store, put on a journalese-inspired fashion 
show for newspaper men, he. played charades with an array of models who 
enacted néws-room expressions such as "close the form” “putting ‘er to bed,” 
etc. This scene.shows Mr. Marcus and the beauty who demonstrated the news 

writers’ sign-off. 

CHARACTER =Blorw (758... Reborm 1946° 
res CARSTAIRS 4 

eae Bion ae | 

RETURNS—Carstairs Est. 1788, off the 
market during the war, is being rein- 
troduced with this copy in 1,260 and 
450 lines in more than 100 newspapers 
in 69 cities. A 122-line series and 
transportation advertising will supple- 
ment the big space campaign. Lennen 
& Mitchell is the agency for Carstairs 

Bros. Distilling Co., New York. 

©. what happens to-its homes” 
pee es kee “ ‘ & : 

ee 

; i : 
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SEND-OFF—This is the opening ad in 
the newspaper campaign placed 
through J. Walter Thompson Co. by 
the Institute of Life Insurance (AA 
Aug. 26). Copy, based on the thesis 

_that "family happiness has to be 
planned," is signed by Life Insurance 
Companies of America and Their 

Agents. 

FOR CHRISTMAS—Coty will intro- 
duce this "Slalom Set'—two bottles of 
L'Aimant and Emeraude perfume— 
in a ski-slide package designed for the 
Christmas trade. Coty and its agency, 
J. D. Tarcher & Co., New York, are 
readying the holiday schedule for four 

Coty lines. 

TOASTED WHEAT FLGVER 

TOASTER THES COGKING 

WHEATENA-WISE—Wheatena Corp., 
Rahway, N. J., will market Wheatena 
quick-cooking cereal this fall in this 
new package, revised by the addition 
of a color product illustration and “pic- 
ture-story" cooking directions and serv- 
ing suggestions on the reverse side. 
Compton Advertising, New York, han- 

dles the account. 

CLINICIANS—New subjects for fashion photography were brought forth during 
the recent KFI;Camera Clinic to select the most photogenic amateur fashion 
model of the year. Shown here are Hugo Scheibner, left, whose agency in 
Los Angeles sponsored the contest; the winner, Alice Ann Kelley; Saturday 

Evening Post Photographer Gene Lester, and Jean Leonard. 

BREVITY—The current Dr. Pepper poster, which wastes no words in putting over 
its message, was originated by the art director of Tracy-Locke Co., Dallas, and 

the finished painting was produced by Stevens, Gross Studios, Chicago. 

PLAN ARMOUR CAMPAIGN—D. B. Hause, standing, ad director of Armour 
& Co., Chicago, discusses the packer's first postwar newspaper campaign with 
F. D. Warner, manager of the fresh sausage sales department, and W. S. 
Shafer, general product sales manager. Weekly ads for Armour Star fresh 

sausage items have been scheduled in 70 newspapers coast to coast. 

AVERICNY TOME? 

IGA CELEBRANTS—Standing in front of American Home ‘magazine's booth at 
the 20th Jubilee of Independent Grocers Alliance are, left to right: Howard 
R. Gerhart, advertising and merchandising director of IGA; Warren Agry, 
advertising manager of American Home; Mrs. M. J. Carrabine; Esther . mi. 
new food editor of the publication, and M. J. Carrabine, Gary, Ind., IGA f 

retailer. 
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Sponsor Signings 
Fill Major Gaps 

‘in Net Schedules 
(Continued from Page 1) 

on NBC for Brown & Williamson 
Tobacco, to replace ‘“‘Meet Corliss 

Archer” on CBS. 

The Florida Citrus Commission 

bought the Monday-Wednesday- 

Friday segments of NBC’s five- 
time weekly Fred Waring shows. 

R. B. Semler Company, for 
Kreml, bought the Mutual mys- 
tery, “Sherlock Holmes,” spon- 

sored last season by Petri Wine. 
. Nash-Kelvinator took an option 
.on ABC’s new sustainer, “Society 
of .Amateur Chefs,” and Ever- 
sharp Schick reportedly optioned 

ABC’s “Fat Man” series. 
The Parker Pen Company was 

reported considering sponsorship 
of “Information Please’’—a report 

which the office of Dan Golenpaul 
Associates, owner of the show, 

refused to confirm. 

Weighs ‘Senator’ Series 

Lever Brothers will put the 

Joan Davis show on the air again 

over CBS starting Sept. 30. The 
sponsor reportedly would like to 
continue “The Fighting Senator” 

series, aired as a summer replace- 

ment and accorded critical praises, 

but would need to up its radio 
appropriation and find a new net- 

work spot to do so. Young & 

Rubicam handles both shows. 

Still not definitely set on fall 
radio plans at mid-week were 

Philip Morris, with a Rudy Vallee 

program in the works, and Kellogg 

Products, reportedly shopping for 

a substitution for “Home Edition” 

on ABC. 

Starts Oct. 16 

Crosby’s Philco platter will hit 

the air Oct. 16 over 211 ABC out- 
lets and nobody knows how many 
other stations to which the half- 
hour show may be sold meantime. 

+P: 

THE FACTS REMAIN 
OUTDOORS MAGAZINE HAS INCREASED ITS CIRCU- 
LATION BY 300% IN 7 YEARS... ITS ADVERTISING 
LINEAGE BY 417.6% IN THE SAME PERIOD ...A 

SIGNIFICANT RECORD! ! ! 
On its record, Outdoors belongs on any list of 

media aimed at an all-man or sportsman’s market. 

IT'S TIME TO GO OUTDOORS! 
Outdoors’ circulation jumps to 300,000 A.B.C. effective January, 

1947 issue. 

OUTDOORS MAGAZINE 
136 FEDERAL STREET BOSTON 10, MASS. 

Philco Plans New 
Transcribed Show 
PHILADELPHIA—Philco Corpora- 

tion, going all out on the tran- 
scribed radio show idea after hav- 
ing landed Bing Crosby on such 
a deal, has signed Burl Ives to 

do a 50-minute recorded show. It 
will be offered to individual sta- 
tions, with dealers paying half the 

toll, Philco the other half. 
Starting date for the Ives show, 

to be called “The Philco Trouba- 
dor,” has not been set. Agency is 

Hutchins Advertising, which also 
is handling the Crosby program. 

Philco, through Hutchins, will 

break full-page advertisements 

promoting the Crosby show in 

Collier’s, Life, The Saturday Eve- 
ning Post and Time. An extensive 

newspaper drive also is planned. 

ABC, which will air the Crosby 
program, also is understood to be 

readying a heavy promotion drive. 

ABC will air the highly-coveted 
program Wednesdays at 10 p.m. in 

the eastern time zone and at 9 

p.m. local time in all other time 

zones. Reason for the 10 p.m. 

time in East, it’s said, is that 
Crosby wants to avoid any feeling 
of spite on the part of his friend 

Sinatra, whose Old Gold show 
will be on CBS at 9 p.m. the same 
night. 

Seek Nearby Spots 

Since landing the Crosby plum, 
ABC is said to have been “flooded” 

with demands for the time periods 

flanking Bing’s show. Both of 

these spots presently are occupied 
by sustainers. 

The crooner’s Philco stint will 

resemble his easy-going Kraft 

Music Hall duties, featuring Skitch 

Henderson at the piano, the Chai 
Chai Charioteers, John Scott Trot- 

ter’s orchestra and a girl vocalist 
yet to be announced. 

Kay Kyser, who has been on 
lend-lease to Colgate since late 

1944, started with American To- 

bacco Company in February, 1938. 
The breaking off of his current 

American Tobacco contract, which 
ran to 1948, followed reports of 

disagreement between the band- 
leader and George Washington 

Hill, president of American 

Tobacco, over terms of a proposed 
new five-year pact. 

Under the Colgate deal, signed 
through Ted Bates, Inc., Kyser 

will return to the air Sept. 18 for 

two broadcasts on the old hour- 

long format and begin his new 

30-minute “Kollege” Oct. 2, in 

the Wednesday, 10-10:30 p.m. 

spot. American Tobacco, accord- 
ing to reports, may spot a Frank 

Morgan show in the half hour 

vacated by Kyser. Kay’s show, 
incidentally, will have Crosby to 
buck in the East. 

‘Pot o’ Gold’ Unchanged 

Lewis-Howe closed the “Pot o’ 
Gold” deal through Roche, Wil- 

liams & Cleary, spotting the pro- 

gram in ABC’s Thursday 9:30 p.m., 
EST, period. Format of the show 

—giving away $1,000 on a tele- 

phone call decided by a wheel of 
chance—will be the same as before 

it went off the air under FCC 
frowns. The FCC now is under- 

stood to be ready to let the show 
go by. 

Hildegarde’s show for Camp- 
bell soups, booked through the 

Ward Wheelock agency, will make 

its debut on CBS Sept. 29 in the 
Sunday 9-9:30 p.m. period. Camp- 

bell dropped “Request Perform- 

ance,” heard in this period last 

season, but has renewed the Jack 
Carson show. 

With the Florida Citrus Com- 

mission’s purchase of three seg- 

ments of the Fred Waring morn- 
ing show starting Aug. 30, this 

across-the-boarder is solidly sold. 
The Tuesday and Thursday broad- 
casts are sponsored by the Ameri- 
can Meat Institute. The Florida 
outfit bought the NBC feature 
through Benton & Bowles in behalf 
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of Florida citrus growers to pro- 
mote their canned juices, espe- 
cially grapefruit. 
Where Semler Company will 

spot its newly-acquired “Sherlock 
Holmes” series was not imme- 

diately determined. The Mutual 
spot on which it was heard last 
season belongs to Petri Wine, 

which. has decided to continue 

“Casebook of Gregory Hood,” the 
summer fill-in for “Sherlock,” into 
the fall and winter. Semler’s 

agency is Erwin, Wasey & Co. 
Other fall program develop- 

ments: 

The Carnation Company, Mil- 

waukee, will shift its Monday 

through Friday serial, “The Lone 

Journey,” from NBC to CBS ef- 
fective Sept. 23. Agency is Erwin, 

Wasey & Co. Into “Journey’s” 

daytime spot on NBC will go 
“Jack Berch,” sponsored by the 

Prudential Insurance Company of 

America through Benton & Bowles, 
and presently aired on ABC. 

Allis-Chalmers’ ‘National Farm 

and Home Hour” on NBC will be 
expanded to full network sponsor- 
ship Oct. 5. A-C, through the 
Bert S. Gittens agency, now pays 

the toll on only 47 stations. 
The Christian Science Monitor 

Publishing Company, through 
H. B. Humphrey Company, Bos- 

ton, has signed a 39-week con- 

tract with ABC covering a 15- 

minute weekly news commentary 
titled “The Christian Science Mon- 
itor Views the News.” Starting 

date is Sept. 5. 

Army Recruiting’s successful 

“Sound Off” series on CBS, orig- 

inally scheduled to conclude Aug. 
15 and recently extended for two 
weeks, has been extended for an- 

other five weeks, carrying it to 

Oct. -2: 

KOBAK ENDORSES 
NETWORK PLATTERS 

Cuicaco—The blazing feud over 

transcribed network shows, 

brought to a white heat by Phil- 
co’s signing of Bing Crosby, isn’t 
going to die down for a long 

time. 

Edgar Kobak, Mutual president. 
stirred the embers up a bit here 

last weekend, when he admitted 
that to his mind transcriptions 

make complete sense, and pre- 

dicted that in a year or two a 

majority of the big network shows 

will be transcribed. 
“Performers are human,” he 

said, “and it stands to reason that 

they’re not going to be at their 
peak at exactly the same time on 
the same day each week, and as 

a result they’ll have bad spots. 
But advertisers, with thousands of 

dollars invested in time and talent, 

don’t want dull spots in the 
middle of their shows, 

Difference of Opinion. 

“So why not make recordings 
of two or three or more shows 
when the performers are at their 

best? Furthermore, a_ recorded 

show can run overtime and have 
the weak spots cut out of it later, 

in the same way that movies are 

edited.” 
Mutual, Mr. Kobak said, thus 

far is the only network carrying 
a transcribed show (Morton 

Downey for Coca-Cola), and “it’s 
worked out fine.” 

Despite Mr. Kobak’s optimism, 

however, other network officials 
continue to view the possible ad- 

vent of the transcribed show as 

the beginning of the end of net- 
work broadcasting, and the 

struggle promises to be long and 

bitter. ; 
Under the deal completed with 

Philco, Bing Crosby will transcribe 
all shows, getting $30,000 a week 
for the privilege, and will be re- 
quired to appear before the micro- 

phone personally at the appointed 

broadcast time only if his 
Hooperating falls below 12 in the 
first 13 weeks. In addition, Philco 
hopes to put the recorded crooner 

on more than 600 stations, a rec- 

ord-breaking number. 

FOR Voue DIESEL PRODUCTS 

* Complete coverage of a 
big Diesel industry where pur- 
chases are now being made 
for more heavy equipment. 

Edited and Published by REX W. WADMAN 
2 WEST 45TH ST NEW YORK 19.WN Y 
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Distillers’ Quotas 
Bring Court Fight 

Against ‘Big Four’ 
(Continued from Page 1) 

Four” and adopted a combination 
“capacity” and “historical” quota 

system for September which has 
the effect of practically turning 
over all of the extra 500,000 

bushels to the prewar producers. 

Under the new plan, beverage 

alcohol distillers are to have 3,- 
000,000 instead of 2,500,000 bush- 

els. Publicker’s share remains at 

433,000 bushels, while the Big 
Four jump from 648,000 to 1,242,- 
000 bushels, almost enough to 
double their output of whisky. 

“Incalculable damage” will re- 

sult, Publicker said, “particularly 

since these four principal competi- 

tors already hold great competi- 

tive advantage in their control of 

much larger stocks of aged 
whisky, more barrels suitable for 

aging whisky and more well- 
known brand names.” 

Hearings This Month 

When hearings are held before 

Judge J. Dickenson Lett here in 

September Publicker will argue 

that the Reconversion Act bars the 
government from using any ra- 

tioning system which discrimi- 

nates against newcomers. 
At Department of Agriculture 

* hearings late in July it contended 
that “historical” quotas are par- 

ticularly unfair in the distilling 

industry because members of the 
Big Four would benefit from the 

fact that they have recently ac- 
quired numerous smaller distil- 

leries which had substantial out- 

put during the 1939-41 base period. 

Publicker, which controls Con- 
tinental Distilling Corporation, 
Kinsey Distilling Corporation and 
a number of other wholly-owned 

subsidiaries, claims that it had 

already largely converted for war 

work during 1939-41 and would 

therefore fare badly under an 

“historical” base system. 

OL Girl Wins 
orsey’s Ear 
WaSHINGTON—Staff members of 

WOL, Cowles-Mutual station here, 
are taking part of the credit for 

putting a new singing find on the 

path to fame. 
Tommy Dorsey, bandleader who 

helped Sinatra, Dick Haymes and 

others to stardom, has just fin- 
p= an eight-week nationwide 

‘ 

- 

talent hunt for a new girl singer 

to be featured with his orchestra 
—and his choice was. Sherry 
Louise Sherwood, a member of 

WOL’s auditing department. 

WOL auditioned 65 Washington 
area singers during the talent 

search, but sent its own Miss Sher- 

wood to Holtywood as one of the 

six finalists. She tried out only 
at the insistence of fellow WOLers, 
having previously never sung in 

public except at several veterans’ 

hospitals. 

+» G-E Promotes Two 

r+ 

Moorhead Wright Jr., manager 
of the apparatus department’s 
employe information division of 
General Electric Company, Schen- 
ectady, has been appointed a vice- 
president, with headquarters in 
New York. D. J. Sullivan, of the 
employe information division, has 
been named to succeed Mr. Wright. 

To Ewell & Thurber 
The Conference of American 

Small Business Associations, with 
headquarters in Chicago, has ap- 
pointed Ewell & Thurber Asso- 

ciates, Chicago, to handle its ad-| ; ry 
|appointed advertising manager of vertising. Full pages and three- 

quarters pages in newspapers will 
be used. 

Last Minute News Flashes 
Pine Bros. Switches Test on Alkaid Candy Mint 

PHILADELPHIA—Pine Bros., Inc., subsidiary of Life Savers, Inc., has 
begun testing new copy for Alkaid, candy mint antacid, in New York 
and Philadelphia. In place of small-space frequency insertions pre- 

viously tested, Alkaid opened with 210-line newspaper copy with 

a cartoon character and a comic headline, and will continue once a 

week for the remainder of the year. McKee & Albright is the agency. 

U. S. Steel Re-signs for ‘Theater Guild’ 
New YorK—United States Steel Corporation, through Batten, Bar- 

ton, Durstine & Osborn, has signed a 52-week contract with American 

Broadcasting Company calling for return of “Theater Guild” to the 

air Sept. 8 in the Sunday, 10-11 p.m. period. U.S. Steel, which spon- 

sored “Hour of Mystery” as a summer replacement, was one of several 

major advertisers whose contract renewals were regarded as uncertain 
(AA, Aug. 26). 

Whitehall to Air Senator Claghorn 
New YorK—Whitehall Pharmacal Company, a division of Ameri- 

can Home Products Corporation, has bought a new Kenny Del- 

mar (Senator Claghorn) show which will make its debut on CBS 

Sept. 30 as a Monday-Wednesday-Friday feature from 4:30 to 5 p.m., 

EST. Dancer-Fitzgerald-Sample is the agency. 

Small-Space Copy for Kool to Appear 
LOovUISVILLE—Brown & Williamson Tobacco Corporation will unwrap 

a new Kools campaign in newspapers of Sept. 3, using small space— 

53 lines—supplemented with spot radio, through Batten, Barton, Dur- 

stine & Osborn, New York. 

in your mouth” is the theme. 

“Smoke Kools for that clean Kool taste 

In the Chicago and Louisville areas, 

ads with a different theme will appear, placed by Russel M. Seeds 

Company, Chicago. 

Promotion Begins 

on Tru-Heat Iron 
MINNEAPOLIS — First specific 

General Mills appliance product 
copy will break shortly in full 

color pages in This Week Maga- 

zine, it was revealed at a preview 
for the press here Wednesday. 

First copy will feature the Tru- 

Heat iron, only appliance thus far 

ready for market. The iron will 

sell for $10.50, and will be strongly 

tied up with Betty Crocker, as will 
all General Mills appliances. 

First radio advertising for the 
appliance will consist of spot an- 

nouncements on the NBC “Women 

in White” and Betty Crocker 

shows, with the spots originally 

cut in on Minnesota stations Sept. 

9 and expanded in selected terri- 

tories as distribution is achieved 

until ultimately they will run on 
127 stations five times a week. 

Roto Ads Planned 

Plans also call for Sunday roto- 
gravure advertising, market by 

market, in about 100 newspapers. 
Heavy promotion has been appear- 

ing for the line for some months 

in a long list of electrical, jewelry, 

hardware, home furnishings and 
other trade papers, and additional 
publications will be added later. 
An important phase of promo- 

tional plans is a dealer talkie, also 
built around Betty Crocker, which 

will be given the major assign- 

ment of selling and educating 

dealers on the General Mills ap- 

pliance line. 

The iron, as well as other ap- 

pliances, will be attractively pack- 

aged in a red and white polka dot 

box which has been featured in 

connection with the General Mills 

signature in institutional adver- 

tising, and the whole line will be 

developed as “the Tiffany of all 

of the appliance field.” Batten, 

Barton, Durstine & Osborn, Min- 

neapolis, is handling the appliance 

advertising. 

Celestials Club Ended 
The Celestials, organized by 

Look in New York to bring the 
problems of the wounded returned 

Station WBKB Issues 
Video Rate Card 

Station WBKB, Balaban & Katz 
television station in Chicago, has 
issued a rate card based on the 
number of sets in use in Chicago. 
The rates for “live’ shows are: 
One hour $100; half-hour $60, 
and 15 minutes $40; for film, 
half hour $50, and 15 = min- 
utes $30. Spots up to two min- 
utes, $30 for “live” and $20 for 
film. Rehearsal and transmitter 
charges are included in the pack- 
age rates, with rehearsals on a 
two-to-one basis (two hours of 
studio rehearsal for a one-hour 
show). On a four-to-one basis, 
there is a charge of $25 an hour 
for the additional two hours and 
a penalty of $75 an hour for any 
more hours. The station retains 
the right of technical director of 
all shows. 

Continental Air Lines 
Will Spend $155,000 

Continental Air Lines, Denver, 

fiscal year, which compares with 
$52,000 spent last year. The air- 
line will divide its expenditures 
as follows: $58,391 to newspapers, 
$35,524 for local radio, and the 
remainder for promotion. 

Simultaneously, the. airline an- 
nounced that Stewart Faulkner, 
who joined Continental in April 
after being with Capital Airlines 
in New York as promotion man- 
ager, has been placed in charge 
of all advertising, promotion and 
publicity. Galen E. Broyles Com- 
pany, Denver, has the account. 

Standard Boosts Two 
Dwight F. Benton, assistant gen- 

eral manager of sales for the 
Rocky Mountain division of Stand- 
ard Oil Company (Indiana), with 
headquarters in Denver, will be 
transferred Oct. 1 to assistant gen- 
|eral manager of the lubricating 
| and sales technical service depart- 
ments in the Chicago general of- 
fice. On Sept. 1, William C. Knie- 
fel, manager in Mason City, la., 
was advanced to Mr. Benton’s for- 
mer position. 

American Gas Publishes 
Hot Water Booklet 
American Gas Association, New 

York, has published a three-color 

veteran before American business | booklet, “Hot Water Magic,” pro- 
men, has been discontinued. Over | moting automatic gas water heat- 
2,000 business men from the ranks 
of advertising, publishing, radio 
and allied fields, became members 
of the club. Dick Hyman was ex- 
ecutive director. 

‘Motor News’ Names Roth 
H. C. Roth, regional director of 

Library of Industry, Inc., has been 

ing. It also contains information 
|about home laundering with spe- 
cial emphasis on the importance of 

|high water temperatures. 
| The booklet has been produced 
lin two editions, one for the use of 
|home economists in colleges and 
schools, and the other for distribu- 
| tion to customers of local gas com- 
| panies. The consumer edition car- 
|ries a heavier sales emphasis on 

Motor News, official publication | eas water heaters and gas clothes 
of Automobile Club of Michigan. | driers. 

jat $12.50, and the Packet, sold at 
| $5.95. 

_ three types of pens; there will be 

will spend $155,000 during its next| and Time. 

Gimbel's, Others 
fo Propel Rocket, 
New Reynolds Pen 
Cuicaco — Milton Reynolds, 

chairman of Reynolds Pen Com- 

pany, last week informed AA of 
the following details of the forth- 

coming promotion of the new $3.85 

Rocket ball pen (AA, Aug. 19): 
Gimbel’s in New York, which 

first introduced the original $12.50 

Reynolds pen, will promote the 
Rocket with full-page color adver- 

tisements Sept. 22 in the New York 

Mirror and News, 
Reynolds’ own 

include full-color half pages this 

fall in Puck-the Comic Weekly 
and the Metropolitan Group, and 

other ads in American Magazine, 

The American Weekly, Collier’s, 

Cosmopolitan, Life, Look, The 

Saturday Evening Post and, almost 
weekly, Time. 

Copy will stress the slogan, “A 
Rocket in Your Pocket,” and— 
with the as-yet-untyped juvenile 

market in mind—the ability of the 

Rocket to write on blazers. Copy 

will play up the fact that the new 

pen comes in six colors—Atomic 

Red, Stratosphere Blue, Cosmic 

Gold, Radar Green, Jet Black and 
Chute Silver. 

Makes 75,000 Daily 

Reynolds has also distributed 
several hundred thousand lapel 
buttons bearing the Rocket slogan 

to sales people. Special promo- 

tions will be put on for the pen by 

the Allied Stores, Western Auto 
Supply Company and Woolworth 

stores. Gimbel’s will sell the 
Rocket in 40 departments. 

Mr. Reynolds told AA that the 

company has 1,000,000 non-can- 

celable orders for the Rocket 

already, and is turning the new 

cheap pen out at the rate of 75,000 

a day. Production continues on 

the Reynolds ‘400” pen, retailed 

campaign will 

All ads will mention the 

no separate ads for the Packet, 

but some for the “400” in Collier’s 

The Rocket will be sold with a 

desk stand resembling a _ rocket 

launcher. As revealed last month, 

the company guarantees the pen 

to contain enough ink for six 

years’ use, and estimates that it 

actually contains enough for 15 

years to a lifetime of normal writ- 

ing use. It is called the lightest 

ball pen on the market. 

Call Advertising All-important 

The ad budget this fall will 

amount to $500,000. It will not 

include radio, except that the com- 

pany supplies pens free to 500 
radio stations for prizes on quiz 

shows. Commenting on inability 

to sign up Bing Crosby for Rey- 

nolds this summer, Franklin Lamb, 

president, observed that Reynolds 

Pen Company will not use radio 

until it can sign a well-known 

radio star. 

“You can’t build up a new prod- 

uct by a new radio show,” Mr. 
Lamb asserted. “But we recog- 

nize that advertising is essential 

to our success. National adver- 

tising is the most important 
method for building up a new 

company. We were the first this 

year who sensed there would be 
an end to the seller’s market. We 

spent $1,600,000 for advertising in 

our fiscal year now ending.” 

Had $3,000,000 Net Profit 

Recently changing its name from | 
Reynolds International Pen Com-| 

pany to Reynolds Pen Company, 

and setting up an export affiliate, 
the company reportedly had a $3,- 

000,000 net income after taxes for | 
its first year. Since turning out | 
its first pens in a revamped tennis | 

59 

court clubhouse here last October, 

the firm has greatly expanded its 
plant. Now, Mr. Lamb asserts, it 

has hundreds of employes, includ- 

ing 30 men working in the design 

and engineering department alone. 
A new pen product will be re- 
vealed later this month, 

“We are very conscious of com- 
petitive merchandise,” Mr. Rey- 

nolds said. “At least two other 

companies make good ball pens. 

We have tried to make pens as 

fine as any. We have set up qual- 
ity control, calling for 54 separate 
inspections. Our main objective 

has been to establish ourselves 

firmly in the ball pen market 
where there is most demand.” 

Spire Joins SSC&B; 
Rumor American 

Tobacco Shift 
New YorK—William Spire, vice- 

president and member of the plans 
board of Ruthrauff & Ryan, has 

joined Sullivan, Stauffer, Colwell 
& Bayles, providing the new 
agency with another R&R execu- 

tive, Time magazine with a news 

story captioned “Pup Bites Dog,” 

and the advertising business with 

a new series of SSC&B rumors— 

this time to the effect that the 

agency may get R&R’s part of the 
American Tobacco account. 

Mr. Spire, who was account ex- 

ecutive at R&R on American 

Tobacco’s Pall Mall and Lucky 

Strike accounts, will work on the 
Whitehall Pharmacal Company 
(American Home Products) ac- 

count at SSC&B. But his Ameri- 

can Tobacco experience, plus the 
fact that several other SSC&B 

executives have been close to the 

Jack Benny show, has inspired 

active speculation as to the possi- 

bilities of the account’s moving. 

Donald D. Stauffer largely built 

the Benny show for General Foods 
when he headed Young & Rubi- 
cam’s radio department, and he 
was instrumental in getting the 

show for American Tobacco and 

R&R. S. Heagan Bayles was ac- 

tive on the program as co-director 

of R&R’s radio department with 
Mr. Stauffer. 

Three NBC Affiliates 
Soon to Boost Power 

Hikes in power to 5,000 watts 
will be effected by three National 
Broadcasting Company affiliates 
by mid-October. Station WKBH, 
LaCrosse, Wis., now operating on 
1,000 watts, will go to 5,000 on 
or before Sept. 15. Station WSAN, 
Allentown, Pa., will increase from 
500 to 5,000 before Oct. 15. 

Station KTFI, Twin Falls, Ida., 
will boost its wattage to 5,000 
nighttime about Oct. 1. Daytime 
power will be continued at 1,000 
watts. 

Kimberly-Clark 
Offers Fellowships 
Kimberly - Clark Corporation, 

Neenah, Wis., is offering, for the 
first time, research fellowships, 
with grants to the University of 
Wisconsin, University of Minne- 
sota and Massachusetts Institute of 
Technology. 

It is expected that the fellow- 
ships will be arranged in time for 
1946-47 terms, coincident with the 
opening of the new Kimberly- 
Clark Research and Development 
Laboratories started last Sep- 
tember. 

Offers Training Course 
Roosevelt College School of 

Commerce, Chicago, is starting a 
new coordinated business educa- 
tion training program this fall, 
through which it will place 
selected students with State Street 
department stores, Chicago mail 
order houses, manufacturers, ad- 
vertising agencies and newspapers 
for at least a five-month period. 
The plan will give the students 
practical business experience in 
retailing and advertising while at- 
tending classes. 
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VER 100,000 enthusiastic Phoenicians thronged the city’s 
thoroughfares recently to see the longest and most col- 

orful World’s Championship Rodeo procession ever 

staged in this or any other metropolis. 

Phoenix saw a spurt to its surging sales during this rodeo week. 

Events like the rodeo have this effect every year, but consistent 

volume derived from many sources has placed Phoenix THIRD IN 

THE NATION in per capita retail sales. 

Alert advertisers can reach TWO out of THREE families in 
Arizona—the nation’s hot spot for sales, by using the around-the- 
clock, morning and evening, state’s greatest newspapers—The 

PHOENIX REPUBLIC AND GAZETTE. 

1 | L y/ eo, 

REPUBLIC«GAZETTE 
BOB HALL, National Advertising Manager 

Represented by Williams, Lawrence & Cresmer Co. 
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