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Rough Proofs 
That battle over national ad- 

vertising statistics being waged 
by the Bureau of Advertising and 

the Magazine Advertising Bureau 

is a lot of fun, particularly since | 

it has everybody completely con- | 

fused. | 
Vv + F 

Phil Harris refers to prefabs as | 
prevaricated houses, and if you 

have checked back on some of | 

those early postwar stories, you’re 

inclined to agree with him. 

vyv¥ssgy 

“Took in your mirror, any mir- | 

ror, even one on-a slot machine,” | 

suggests Einson-Freeman. 
But don’t look in the mirror of | 

an empty slot machine that’s just | 

gypped you out of your coin. 

7 | 

In only three years, reports 

Successful Farming, one pair of 

rats could have 350,000,000 de- | 
scendants. 

The race is not always to the 

swift, but at least they have an 

advantage. 
Tv 3 F¥ 

Mary McClung is called the first 

woman to become the general 

manager of a metropolitan news- 

paper. There ought to be a little 

balance on that side, in view of 

the growing number of lady space 

and time buyers. 

~~ 3 

Jim Woolf expresses his distaste 

for copy writers’ favorites like 

“delicious,” “satisfying” and “de- 

lightful,” but some pretty big ad- 

vertisers have practically copy- 

righted those words. 

a ee 

“One out of every eight FHA 

home loans in the U. S. are in 

Los Angeles county.” 

Are it? 
vv 

Gladys the beautiful receptionist 
says she sees Scripps-Howard is 

changing from the national to the 
general advertising department, 

probably because of so much busi- 

ness from General Motors, Gen- 

eral Mills and General Foods. 

vv¥#eesgy 

Some food manufacturers need 

‘lo return to good old-fashioned 

selling, warns A. C. Nielsen. 

When volume starts going down, 
they will. 

vv 

Christmas Club members will 

have $747,000,000 to spend for 
their 1947 Yuletide celebration, 

reports the world’s greatest ad- 

vertising journal. 

Santa Claus, here we come. 

vvy 

New England manufacturer | 

tas an opening for a “seasoned | 
young man” under 35 with expe- | 
ne: ce in writing technical litera- 

tur. He got his seasoning while | 
“oi ig his chores in the South Pa- | 

vg¥v¥sesey? | 

‘ideo coverage wins politicos | 

Philadelphia,” says a news 

y, which suggests that politi- 

no longer believe’ they 

ld be heard but not seen. 
vv¥seegy? 

ie Nielsen Radio Index says | 

* Lone Ranger” delivers the 

homes per dollar expended. | 
ur kids could have told you 

a long time ago. 

| 

Copy Cus. 

| This 
| Baker, 

|will be followed by a full-page, | 

in Life of | 

STARTER?—This full-color magazine 
page may be followed next year by a 
sustained F. W. Woolworth Co. cam- 
paign. The  pre-Christmas copy is 
Woolworth's first national magazine ad- 

vertising since 1929. 

Woolworth Chain 

Resumes Magazine 

Ads After 18 Years 
New YorK— With a double- 

page, four-color ad in Life for Dec. 

1, F. W. Woolworth Company, 

\largest variety chain group, will 

|run its first national magazine ad- 

vertising since the fall of 1929. 

insertion, through Lynn 

Inc., New York agency, 

four-color insertion 

Dec. 15. 

Although Woolworth executives 

would make no predictions, it was 

indicated that the company is con- 

sidering a large and_ sustained 

magazine campaign for 1948. 

Both ads, the company ex- 

plained, are the hub around which 

a nationwide Christmas promotion 

in the nearly 2,000 Woolworth 

stores in this country will be de- 

veloped, on the theme, ‘“Wool- 

worth’s Is Part of 

Christmas.” The Woolworth red 

and white symbol also will be 

featured. 

mote special Christmas sets of cos- 

metics and men’s and women’s 

toiletries, and the second will 

show small cosmetic gift items 

|for filling Christmas stockings. 

of the ads| Full-color blowups 

will be used as window back- 

grounds, the ads will appear in 

actual size in display cards, and 

special counter merchandise price 

signs based on them are being 

| distributed. 

Homestead Act... 
a boost for housing. 
See ‘In Washington,’ 
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NAB Board Drops 
Feb. 1 Deadline 

| 

| 

and Modifies Code 
BULLETIN 

NEw YorkK—Representatives. of 

| the four major networks will meet | 

|again today (Nov. 24) to continue 
\their discussion of a joint code of 
| standards. 
| Niles Trammell, NBC president, | 

‘suggested last week that the net-| 
| works get together to consider an | 

|interim code after NAB postponed | 

|action on its set of standards. Im-| 

mediate endorsement was not | 

| forthcoming from other network 

|/heads, but informal discussions | 
_were held on Mr. Trammell’s pro- | 
| posal. 

WASHINGTON — After two days 

Watch for ‘Frankenstein’ 
in Copy Research: Weir 

10 Firms Gave 

Away $1,400,000 
in 47 Contests 

P&G Hits $400,000; 

‘Why | Like’ Still Tops, 
but Variants Added 

By ROBERT MURRAY JR. 

CuHIcAGoO—It may be assumed— 

not safely—that no more big 

‘why I like,” jingle, slogan, nam- 

‘and two nights of intensive de-|ing or other contests will break 

| bate, a meeting of the NAB board 

of directors broke up Nov. 15, 
|agreed that  radio’s proposed 

| “Standards of Practice” cannot be 
completed by the tentative Feb. 1 

| deadline. 

until after the first of the year. 

Most companies which hold these 

‘contests certainly consider the pre- 

|Christmas season worse than mid- 

summer when it comes to attract- 

America’s | 

The first ad will pro-| 

ing contestants. 

While AA is not in a position to 

report how much was given away 

| Facing a deluge of protests that 

|threatened to split their associa- 

tion 

important modifications 

| code 

time, 

in the | report that prizes by 20 com- 
limitations on commercial | panies alone this year totaled $1,- 
and promised to consider | 400,000, and that is less than half 

in two, the. directors made | to prize-winners this year, it can | 

\further code changes at another | the amount spent to advertise the 
‘board session in February. | contests. More 

Once completed, the standards | 

than $2,000,000 
| probably was given away, most of 
‘are to be submitted to the NAB it this fall. 

/'membership “for approval or fur- | 

ther suggestion.” In all probabil- 

ity under the new timetable, final 

code action will not be taken be- 

fore the NAB’s next convention in 

Los Angeles May 17, 1948. NAB’s, 

board had been accused of “rail- 

roading” the code when it set the) 

Feb. 1 deadline last September. 

Urges Interim Code 

records. 

P&G Gives $400,000 

user of this device, gave away 

about $400,000 in 1947, most of it 

for 25-word “why I like” state- 

ments. General Mills and its sub- 

sidiary, Sperry Flour, gave away 

$205,000—or will by the time it 

distributes $111,700 in radios to 

children now busy sending in 

names for radios. 

Fram Corporation has held a 

$100,000 contest; Quaker 

(Continued on Page 42) 

Last Minute News Flashes 
Shefford Cheese Account to Dancer, Fitzgerald 
New York — Standard Brands, Inc., has appointed the New York 

office of Dancer-Fitzgerald-Sample, Inc., to handle the advertising 

of Shefford cheese products. 

May Seek Further Anti-Petrillo Legislation 
WASHINGTON—Rep. Carroll Kearns (R., Pa.) said last week that he 

may seek further anti-Petrillo legislation if the American Federation 

of Musicians goes through with its threatened strike against record 

makers and radio networks. Rep. Kearns, chairman of the House 

labor committee’s Petrillo subcommittee, indicated a legislative as- 

sault in January might make Petrillo and his union subject to anti- 

trust laws. 

Ballantine Seeks Yankee Video Rights 
NEWARK—P. Ballantine & Sons, brewer, reportedly is negotiating 

with the New York Yankee baseball club for the 1948 television rights 

to the 77 home games. The 1947 games were televised on WABD, 

New York DuMont station, on a sustaining basis. J. Walter Thompson 

Company, New York, is the agency. 

New PR Group to Decide on Bylaws 
New YorK—Within a fortnight six representatives will meet to pass 

a set of bylaws for the association formed by the merger of American 

'Council on Public Relations and National Association of Public Re- 

lations Counsel (AA, Aug. 11). The name chosen for the new group, 

American Public Relations Society, must be cleared because of its 
present use by a public relations firm. 

(Additional News Flashes on Page 71) 

Niles Trammell, president of 

NBC, voiced “great disappoint- 

mént” that immediate adoption of 

the code was postponed. He said 

NBC and other networks had 

postponed setting up their own 

/codes pending the NAB stand, but 

(Continued on Page 65) 

It was the biggest year in his-|erged triumphant. 

tory for this peculiar promotion | jt is commendable strategy—for a 
stratagem. And next year’s con-| client 

tests will undoubtedly. set new | agency for failing to demonstrate 

Procter & Gamble, long the chief | 

Oats | 

Rips Triumph of Safe 
and Thorough School 
of Advertising 

New YorK—Copy research im- 

properly used results in a cam- 

paign resembling a Frankenstein 

monster of exhumed parts, Walter 

Weir, of Walter Weir, Inc., told 

the copy session of the American 
Association of Advertising Agen- 
cies’ New York council last week. 

This was only one of a series of 

jabs administered in the course of 

a satirical speech, in which Mr. 

Weir charged that copy research, 

far from making copywriters timid, 

|had emboldened them to the point 

| where for readership results they 

| would turn in copy lacking utterly 

in originality or appeal. 
| Mr. Weir’s fire was directed at 
|Fortune’s description of J. Walter 

| Thompson Company as an agency 

‘which had _ succeeded through 
‘thoroughness as opposed to brilli- 
| ance. 

May Be Mediocrity 

The difficulty with thoroughness 
as a criterion of advertising, Mr. 

Weir believes, is that it results 

sometimes in mediocre advertising. 

Sample Weir potshots: “From 

all appearances, the cult of ‘if you 

can’t be good, be careful’ has em- 

And certainly 

can hardly criticize an 

|a quality it has been careful not 

‘to claim in the first place. . .” 
“The one fault I have had to 

find with copy research is... that 

|it has taken from all too many 

writers the timidity without which 

| they can’t become or remain good 

|writers. You have only to read 

|some of the incredible drivel be- 

ing foisted upon the American 

public to realize that today’s copy- 

writer—bred on copy research— 

is not only not timid but has be- 

‘come a virtual terrorist . . .” 
“Copy research is ... making 

the average copywriter little more 

than a technician —a_ technician, 

may I add, who can run the scales 

like nobody’s business but who 

has great difficulty in bringing the 

simplest melody to life.” 

“It can hardly be said that radio 

has benefited from research. In- 

deed, through its slavish obei- 

sance to Hooperatings —like the 

slavish obeisance of advertising to 

Starch rankings—it has become 

largely hackneyed and stereo- 

typed and, I would venture to say, 

does not enjoy today the same 

grip on and respect from the pub- 

lic it once enjoyed...” 

Ask for ‘Merger’ 

In direct contrast to Mr. Weir’s 

speech were the remarks of Marion 

Harper Jr., director of research for 

McCann-Erickson. Mr. Harper’s 

theme was the inevitable losses in 

copy technique which would ac- 

company the discard of research. 

The solution, in Mr. Harper’s opin- 

ion, is a union between knowledge 

-as represented by the research 

man—and understanding, as rep- 

resented by the copywriter. 

In similar vein, Gerald B. Car- 

(Continued on Page 68) 
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R. R. Young Hits 
‘Complacency’ 
in Advertising 
New York—“The advertising 

profession, labor and all of us 
have retreated into a dangerous 

state of complacency about alarm- 

ingly portentous things,” Robert 

R. Young, chairman of the Chesa- 

peake & Ohio Railway, told the 

eastern regional meeting of the 

American Association of Advertis- 

ing Agencies here last week. 

Mr. Young’s talk was not re- 

leased until two days later, when 
he made it before the annual gov- 

ernors’ luncheon conference of the 

New England Council in Boston. 

CAR CARD ADVERTISERS! 
SIND FOR : 

FREE SAMPLE 
POINT-OF-SALE CAR CARD HOLDER 

“We assure ourselves it will all 

work out in the end—we will 

muddle through,” he continued. 

But “things work out more and 

more badly—requiring more and 

more risky remedies.” 

He advocated “business - like 

principles” in government, though 

not necessarily a business man for 

President. 

Hits Wall Street ‘Excesses’ 

Wall Street he found to be 

“significant and worth preserv- 

ing,” but it has “suffered from the 
excesses of a few—Morgan, Stim- 

son, Dulles, et al. It was they who 

brought down on us the great 

panic, the indignation-born New 

Deal, the Securities Act, the Wag- 

ner Act, and, other legislative re- 

straints which more conscientious 

business men impose voluntarily 

upon themselves.” 
Mr. Young feared that “the war 

tempo,” stirred by political cam- 
paigns, will “rise to a still higher 

crescendo” in 1948, and added: 
“It is as unbusiness-like for us to 
permit reelection to place a pre- 

mium upon crises as it has been 
folly to allow the public treasury 

to be suborned. Even free enter- 

prise is not potent enough to go 

on subsidizing its own subversion. 

Reelection to the Presidency must 

be barred by law.” 

Allen Writes Third Book 
on Newspaper Design 
The historic background, past 

development of newspapers and 
the fundamental principles of 
sound newspaper design, plus the 
present day application of those 
principles, have been described 
and illustrated in a new book by 
John E. Allen, entitled “Newspa- 
per Designing.” This book com- 
bines the features (plus new ma- 
terial) of two previous books by 
Mr. Allen—‘‘Newspaper Makeup” 
and “The Modern Newspaper.” 

Wagner Joins Hannah 
Ferd Wagner, formerly with 

Dan B. Miner Company, Los An- 
geles, has joined Hannah Adver- 
tising Company, San Francisco, as 
art director. 

A born salesman! His very first words were I OWA Territory! 

Even a child knows you can’t miss where you sell 

a whole state through ove newspaper! Yes, the 

Des Moines Sunday Register takes 67 % of lowa’s 

buyers and serves them up in one convenient 

package. It’s just like selling a single city—in 

fact, that’s the way to look at it, 

covered by the Des Moines Sunday Register does 

rank with America’s top 20 cities. And it’s all 

yours for a milline rate of $1.66! 

ABC Circulation March 31, 1947: 

Daily 365,559—Sunday 480,803 

for the market 

‘THE DES MOINES 
REGISTER anv TRIBUNE 

PACKAGES A STATEWIDE URBAN MARKET 
RANKING AMONG AMERICA’S TOP 20 CITIES 

Basic Member American Newspaper Advertising Network 

Advertising Age, November 24, 1947 

Curtiss Candy 
Ad Allowances, 
Pricing Assailed 

Deals, Exclusive 
Contracts Condemned 
in FTC Order 

WASHINGTON — FTC Wednesday 

“threw the book” at the Curtiss 

Candy Company, Chicago, assert- 

ing that its pricing systems, ad- 

vertising allowances, “deals,” buy- 

ing arrangements and exclusive 

selling contracts were doing vio- 

lence to corn syrup. suppliers, 

candy manufacturers, jobbers and 
retailers alike. 

Culminating six years of liti- 

gation, the commission’s order told 

Curtiss to work out proportion- 
ately equal terms for all of its 

customers—jobbers, chain stores, 

vending machine operators, con- 

cessionaires and others—so far as 

prices, allowances and other valu- 

able considerations are concerned. 

It also told Curtiss to stop 

“knowingly receiving or accept- 

ing” discounts and allowances en- 

abling it to enjoy more favorable 

prices than other candy makers 

from suppliers of corn syrup, one 

of the chief ingredients of its 

product. 

Wins Price Favors 

According to FTC, through the 

late ’30s and early °40s, Curtiss 

enjoyed arrangements with A. E. 

Staley Mfg. Company and Corn 

Products Sales Company which 

enabled it to deduct 10 cents per 

hundredweight from the invoice 

price of corn syrup, and with 
Clinton Company to buy corn 

syrup at $2.29 a hundredweight 

long after the price to others had 

gone to $2.49. 

These savings “gave the re- 

spondent a proportionate price ad- 

vantage” over other manufactur- 

ers, FTC said. 

The commission found that Cur- 

tiss’ habit of treating drug and 

grocery chains, “syndicates” (5 

and 10-cent stores), vending ma- 

chine operators and concession- 

aires as “house” customers re- 

sulted in price favoritism danger- 

ously damaging to jobbers and 

their retail customers. 

Because of the resulting price 

advantage, Automatic Canteen 

firms “were enabled to offer larger 

commissions and obtain better lo- 

cations for their machines.” Be- 

cause of their ability to buy Baby 

Ruth, Butterfinger and other Cur- 

tiss bars for about a half cent less 

than jobbers, the “house custom- 

ers” could offer 15 and 20% for 

competitive locations, 

the 10% normally 

smaller venders. 

offered by 

Driven to ‘House Customers’ 

prices enabled chains and “syndi- 

cates” to sell Curtiss bars at three 

for 10 cents. “In some instances 

it was cheaper for retailers to 

purchase Curtiss candy from the 
chain store or syndicate at three 

for 10 cents than to buy from the 

jobber,” FTC said. 

Curtiss attorneys and account- 

ants had attempted to show that 

customers, but FTC found that 

they “had no actual cost surveys 

or study which could afford any 

basis for 

method.” 

“The allocation so made could 

‘and did amount to nothing more 

|than an estimate on the part of 
|the respondent’s accountant,” FTC | 

Company and similarly favored | 

THE WALL STREET JOURNAL SAYS: 

“Dealers Handling 
Kaiser-Frazer Cars 
Offer the Highest 

Trade-In Allowances’ 
"| hope that's true of our dealers 

" Joseph W. Frazer says 

vee 
when sey are re eokd tems the coe: of Randhing amd 

KAISER-FRAZER CORPORATION 
Willow Bee, Michigen 

PLUGS TRADE-INS—In 1,000 newspa. 
pers, including almost all dailies, Kaiser. 
Frazer today (Nov. 24) ran this ad 
quoting The Wall Street Journal on its 
fair trade-in allowances. In "A" mar. 
kets, copy ran to 1,000 lines, with 800 
lines elsewhere. Radio also will be used. 
Swaney, Drake & Bement is the agency, 

instead of | 
4 

FTC said the “house customer” | | 

| 

| 

} 
| 
| | 

price differentials were based on | 
cost of serving various types of | 

determining that such | 

allocation on the basis of dollar | 

sales was an accurate or true) 

said. The order allows price dif- 

ferences up to a half cent a case 
for large buyers. 

Assails Ad Allowances 

FTC denounced Curtiss for ne- 
gotiating advertising allowances 

and similar favors for drug chains 

in New York, Chicago, Kansas 

City, Detroit and a few other 
cities. It ordered that these favors 

in return for radio mention, dis- 

play space or other special con- 

sideration be available, if at all, to 

all customers “on proportionately 
equal terms.” 

It also blasted Curtiss for pro- 
viding “deals” and other induce- 

ments for selected jobbers, and 

passing over others. Finding that 

some jobbers were placed at com- 

petitive disadvantage by these 

selective favors, it told the firm to 

offer deals to all, on proportion- 

ately equal terms, or to offer them 

to none. 

Another count held that Curtiss 

was interfering with the sales of 

its competitors by making exclu- 

sive dealing contracts with con- 

cessionaires at athletic parks. 
Under these contracts, Curtiss 

“kicked back” 10% of the jobber 
price to concessionaires handling 

Curtiss products exclusively. 

Eastman to Transfilm 
Don Eastman, former promo- 

tion manager of Printers’ Ink, 
New York, has been appointed 
advertising promotion manager of 

Transfilm, Inc., New York. 

COURAGE 
CUTS COSTS 

An agency with courage saves 
the advertiser money. Good ad 
vertising counsel, like a good 
doctor, does not allow you 
choice of pills. Twenty rough: 
when one will do the job ofte: 
lead to 19 unnecessary layou 
charges. “You takes you’ 
choice,” to be sure, but “yo! 
pays your money.” 

An agency with the courag: 
of its convictions insists on th: 
importance of planning an 
continuity. This saves adver 
tising money through the re 
duction of author's alteration 
re-takes, revises, and habitu 
mind-changing. Every adver 
tising agency knows how ex 
pensive and weakening suc 
evils are; the courageou 
agency fights them. 

IT DOESN’T PAY 
TO ADVERTISE 

unless you do it right! 

JOHN MATHER LUPTON 
Co., Inc. - ADVERTISING 

GRAYBAR BUILDING 
N. Y. 17, N. Y. 
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SPORT's 
current circulation 

delivery is over 

go 
NEWSSTAND ! 

Readership survey 
indicates 
244 readers per 100 

copies... 

(201 males, 43 females) 
1,220,000 total. 

(This does not include 
tremendous outside 
pass-on. ) 

SPORT readers have 
money to spend— 
average income $3,916 

—over 28.8% in the 

$5,000 and over class— 
66% with incomes 

beyond $3,000. 

SPORT is concentrated 
where sales run high— 
31.3% in cities of 
500,000 or more— 

48.6% in cities 

of 100,000 and over. 

Ask for your copy of 
SPORT'S detailed Reader 

Characteristics Report. 

Effective March 1948 issue 

For three consecutive issues Sport has averaged over a half-million circulation . . . with 

demand still unsatisfied in city after city. This new magazine—built to serve a new market 

has shattered in little over a year every newsstand record for premium priced magazines. 

It’s current half-million-plus circulation reflects no high pressure subscription tactics—no 

million dollar promotion circus—just popular appeal alone! No wonder that, in the light 

of skyrocketing costs of the big ‘‘scattershot’’ media ... makers of men’s products are discovering, 

in fast increasing numbers, Sport's “‘rifle-shot’”’ coverage of MEN—in top buying brackets. 

NEW RATE CARD NOW IN MAILS, also effective with its March 1948 
issue, Sport will raise its basic rate from $2.50 to $2.75. While the 

guarantee change reflects the growing popular demand for the magazine, the 

basic rate change reflects the sizable increases in paper and production 

costs which the industry as a whole has had to absorb. 

IMPORTANT NOTE— If you have advertised 

in Sport during 1947, or if you place 

your 1948 orders prior to December 20, 1947, you 

will continue to enjoy the present rates 

through the May 1948 issue, 
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Lowell Adds Two | 
Ward Laboratories, Inc., New| 

York, hair preparations, and/| 
Perm-Aseptic Corporation, Ma-| 
maroneck, N. Y., manufacturer of 
a deodorant, have appointed Mor- 
timer Lowell Company, New 
York, to handle their advertising. 

Offers Video Courses 
Television Workshop, New 

York, starts its winter term Dec. 1, | 
offering 10 different evening) 
courses on television—hbasic tele-| 

vision, picture showmanship, ad- 
vanced program production, films 
for television, writing for televi- 
sion, television directing, program 
workshop, studio aspects of pro- 
duction, advertising techniques, 
and production forum. The term 
ends Feb. 13. 

Adds Shipboard Service 
World Travels, Inc., New York 

travel agency, has established a 
business and convention depart- 
ment as a new service for busi- 
ness firms and for executives 

traveling abroad. The new de- 
partment will arrange shipboard 
conventions for trade associations 
and “sales - meeting - cruises” for 
corporations, will provide offices 
and secretarial help for executives 
while abroad, and serve as the 
traffic department for business 
firms of all sizes. 

Smith Davis Expands 
Smith Davis Corporation, New 

York, . brokerage and _ financing | 
firm which heretofore has con- 
fined its work primarily to news- 

Advertising Age, November 24 jg 

papers and radio stations (AA, 
Oct. 27), has organized a maga- 
zine and business paper division 
with J. Robert Mendte as man- 
ager. For several months Mr. 
Mendte has been New York man- 
ager of the corporation. 

Get Hotel Account 
Barclay Hotels of Canada, To- 

ronto, has appointed Ben Sugar- 
man & Co., Toronto, to handle its 
public relations. The advertising 
will be directed by Muter & Cul- 
iner, Toronto. 

They raise the turkeys — 

and buy the fixings! 

No wonder well over half the nation’s top volume grocery stores 
are located in farm trading centers. Farm families have what it 
takes to eat well—latest reports show over 30 BILLION DOL- 
LARS CASH INCOME THIS YEAR. They raise their poultry, 
produce their milk and eggs—spend more on advertised packaged 

foods. For farm families are bigger families—) larger than city 
families. They eat heartily three times a day—they are the best 
customers of your best retailers. Any way you look at it, it’s a 
big market, worth cultivating. And the best farm families read 
farm magazines. We're BIGGEST in the country—according to 
Starch, the 4th largest adult magazine audience in America— 

and even we don't reach all of them. Why not ask us for the facts 

BIGGEST — in 

on bigger farm families and housewife readership, complete? Give 
us a call—we'll bring them over. 

Farm Journal 
the country 

READ IN 2,650,000 HOMES 

GRAHAM PATTERSON e PRESIDENT 

"PHONE US AT: NEW YORK: MURRAY HILL 3-7189 « CHICAGO: CENTRAL 0475 © PHILADELPHIA: LOMBARD 3-5820 « CLEVELAND: SUPERIOR 4275 © DETROIT: MADISON 7893 

PACIFIC COAST, c/o W. F. COLEMAN CO. « LOS ANGELES: TUCKER 1078 ¢ SAN FRANCISCO: EXBROOK 159 © SEATTLE: ELUOT 4315 © PORTLAND: VERMONT 4187 

Ellison Urges 
Agencies to Aid 
‘Economy’ Plan 
New YorK—Paul S. Ellison 

Sylvania Electric Products, | 
told a session of the Four & 
meeting here last week that ‘mo 

and more agencies are being ¢a]] 

in to help” in specific aspecis 

the program for better unde 

standing of our economic syste 

This, Mr. Ellison said, ‘can 
only be an indoctrination for j 

dividuals but... . a medium f 

getting closer to top manag 

ment.” It involves much mo 

than “turning out a few pla 

town ads.” 
Don Belding of Foote, Cone 

Belding, Los Angeles, chairman 

the joint ANA-Four A’s commi 

tee on this program, introducg 

the session, which featured th 
first New York showing of 

slide-film presentation on “T 

Is Our Problem” and an exhib 

of nine advertisements prepare 

by the Advertising Council for u 

in the campaign. 

“In our own company,” Mr. E 

lison explained, “we first take t 

campaign to the managers of o 

23 plants and see what they thi 
our policies are, and then take 
right down to the foreman leve 

as a means of checking on o 

communications job to superv 

sion.” 

Issued in Booklet Form 

He pointed out that the con 
mittee’s siudy, in booklet for: 

discusses, with case histories, suc 

factors as organization charts, em 

ploye magazines and newsletter; 

suggestions systems and employ 

handbooks. 

Under just one method of em 

ploye communication, the opel! 

house and plant tour, he added 

“there are 16 major considera 

tions and 118 sub-considerations. 

The ANA and Four A’s ar 

boosting their collective ant 

from $15,000 to $25,000 to suppor 
this program. 

U. S. CHAMBER NAMES 
NEW AD BOARD 
WaASHINGTON—Leonard W. Tres 

ter, chairman of the U. S. Cham 

ber of Commerce’s new advertis 

ing committee, last week said his 

committee would start moving 01 

its “American Opportunity” cam 
paign on locak levels through loca 

chambers of commerce. 

Mr. Trester, director of publid 
policy for General Outdoor Ad 

vertising Company and a cham 

ber director, is head of the new 

advertising group which replace 

the old subcommittee of the or 

ganization’s domestic distributio! 

department. 

Mr. Trester’s announcement (id 
not name the committee, merely 
saying it will be enlarged and wil 
include leaders from newspapers 

and other media groups as wel 
as from trade and industrial «s 

sociations. Materials produc 
under chamber auspices are 1 

ready being used by a nume 

of companies, “ranging fr. 0 

Thomas A. Edison, Inc., Kear y; 
N. J., to Van De Kamp bakery 

chain on the West Coast,” \!. 
Trester said. 
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FAIRCHILD BUSINESS PAPERS — THE CRUX OF THE BUSINESS NEWS 

This New Fairchild Building is a must. Business news 

has long overflowed its own vacuum. Commerce has 

lost its leisurely and isolationist status. The law of 

supply and demand is becoming more and more 

vulnerable to every social and political happening 

everywhere in the world. 

So things are happening fast. And our more than 

117,000 subscribers are now following Fairchild Bus- 

iness News with unusual intensity . . . thankful for the 

day-by-day picture and blow-by-blow descriptions . . . 

all provided dispassionately and objectively . . . and 

when it does them the most good. 

eared for hair trigger news 

This new building will enable us to get out the business 

news still faster; because it will enable us to gather and 

disseminate the news faster. And no matter how much 

faster the pace may accelerate from hereon, we'll stay 

on top of the news; because we now have the where- 

withal to stick with it. 

More elbow-room for more than 1100 home office 

employees . . . better teamwork with the 254 em- 

ployees in the key cities of this country . . . better 

two-way news service for the 327 Fairchild correspon- 

dents scattered around the world (employing one of 

the largest news gathering staffs in the publishing field). 

FAIRCHILD PUBLICATIONS 
8 East 13th Street, New York 3, N. Y. Phone ORchard 4-5000 

Covering the Textile, Apparel, Home Furnishings and related industries 

MEMBER AUDIT BUREAU OF CIRCULATION J 
3 

WOMEN’S WEAR DAILY DAILY NEWS RECORD RETAILING HOME FURNISHINGS MEN'S WEAR FOOTWEAR NEWS FAIRCHILD BLUE BOOK DIRECTORIES 
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Introduces Purisol 
Indiana Mfg. Company, New 

Albany, Ind., is introducing Puri- 
sol, a new solvent filtering process 
particularly designed for use in 
the Majestic dry cleaning unit, 
made by the Indiana Company. 
Advertising will be used in laun- 
dry and dry cleaning publications 
and direct mail. L. W. Roush 
Company, Louisville, handles the 
account. 

Peterson Names Correll 
Charles Correll, formerly in the 

advertising department of the Des 
Moines Register and Tribune, has 
been appointed production man- 
ager of Peterson Advertising 
Agency, Fort Dodge, Ia. 

SS MEOGRAPHING oC NDDRESST™ = MIMEOGRAPHING | 

THE LETTER SHOP, Inc. 

431 S. Dearborn St., Chicago 5,1 }inois 

Talent Costs Cut 

Radio Advantage, 

Barton Declares 
Television to Dilute 
AM Audience by ‘49, 
Austrian Prophesies 

New YorK—Increased costs of 

radio which narrow its margin 

over other media were primary 

topics of discussion last week at 
the radio production session of the 

New York Council of the Ameri- 

can Association of Advertising 

Agencies. 

Francis C. Barton, vice-presi- 

dent and_ radio director of Federal 

Advertising Agency, reported that 

increased payments to talent had 

boosted radio costs and narrowed 

radio’s advantage as an advertis- 

ing buy. He suggested that or- 

ganized talent and agencies work 

for better understanding of each 

other’s problems “for the benefit 

of all radio advertising.” 

Leonard T. Bush, vice-president, 

Compton Advertising, reviewed 
advertising’s radio contract prob- 

lems, recalling that by the end of 

November networks expect. to 

know whether their contracts with 

the American Federation of Musi- 

cians will be renewed. He also 

pointed out that the agreements 

between the networks and the 

Radio Writers Guild do not cover 

the purchase of scripts by adver- 

tisers and agencies from freelance 

writers. 

Sees Big Video Audience 

In one of the most optimistic 
speeches of the meeting, Ralph B. 

Austrian, vice-president in charge 

of television, Foote, Cone & Beld- 

ing, predicted that by the end of 
1948 there would not be “a single 

television channel available” in 
the leading 50 cities in sales rank. 
Mr. Austrian—whose speech was 

Advertising Age, November 24 

read by Roger Pryor of FC&B be- 

cause Mr. Austrian’s plane was 

grounded—called attention to the 

alertness of newspaper publishers 

in getting into television,-and pre- 

dicted that the medium will go 

hand-in-hand with newspapers. 

He said that, counting six 

watchers per set, the television 

audience may reach 4,500,000 peo- 
ple by the end of 1948. He warned 
that television must provide more 

data so that agencies may intelli- 

gently advise their clients. 

Radio, in Mr. Austrian’s view, 

will have its audience diluted in 

direct proportion to the spread of 

television sets. He foresees a drop 

in radio listening, a drop in rat- 
ings and “perhaps a reduction in 
rates for radio time.” This also 
means, he said “a reduction in 
radio billings‘on the part of the 
agencies.” 

The slack must be taken up by 

increased billings in television, he 

said. : 

The management sessions, 

closed to the press, were supposed 

= 

... of the 52.4% families in 

ABC Detroit* who read The 

Detroit Times everyday — 

71.8% have The Detroit 

Times delivered to their 

homes daily by regular 

Times carrier boys. 

418,058 

TOTAL 

DAILY 

A GOOD NEWSPAPER...FASHIONED FOR THE 

** ABC Detroit’’ consists of all the territory within the corporate limits of Detroit plus the cities 
of Dearborn (eastern portion), Grosse Pointe, Hamtramck, Highland Park, Lincoln Park, River 
Rouge, Ferndale; the villages of Grosse Pointe Farms, Grosse Pointe Park, Grosse Pointe 
Shores, Grosse Pointe Woods and Gratiot Township —as defined by Audit Bureau of Circulations. 

The DETROIT THES 

617,541 

TOTAL 

SUNDAY 

FAMILY 

REPRESENTED NATIONALLY BY THE HEARST ADVERTISING SERVICE 

to have discussed nothing of 

value. In a supplementary, 

sion, Four A’s representatives 
unwilling to reveal whether 

Four A’s should avoid con 

on the recent decision of Car 

agencies to ask for a 17% c¢ 

mission. 

Frederic R. Gamble, pre: 
of the Four A’s, said his pe: 
position on the matter is thai 
Four A’s should avoid commen 
of any kind, since the Can dig 

situation is different from that ; 
the U.S. 

Mr. Gamble also revealed, ; 
answer to questions, that the tren; 

of 1946 toward diminishing prof 

for large agencies has been curbed 

AGENCY EXECUTIVES FIND 
RESEARCHERS ‘ACADEMIC’ 
New YorkK—Advertising agenc 

research men should also be “ad 

vertising men,” participan 

pointed out in a research sessio, 

of the Four A’s meeting here, 4 

which Dr. Wallace H. Wulfeck 

vice-president and research direc 

tor of Federal Advertising Agency 

presided. Most- of these execy 
tives — who represented othe 

agency departments — found thd 

researchers to be “too academic,’ 

Joseph R. Busk, executive vice 
president of Ted Bates, Inc. 

urged a closer coordination be 

tween the research operation ani 

account servicing, and said thai 

research men should be given spe 

cific account assignments. 

Arthur Deerson, vice-presiden 

and art director of Warwick | 

Legler, said that researchers lack 

enough creative imagination | 

make a real contribution to ad 

vertising art. 

Pontiac Names Kimball 
Advertising Manager 

B. B. “Cap” Kimball, who joine 
the Pontiac Motor division ° 
General Motors Corporation, Pon 
tiac, Mich., in 1917 as time-keepe! 
in the payroll department an 
shortly was transferred to the 3 
department, has been appointe 
advertising manager of the di 
vision. He succeeds P. R. War 
mee, who has resigned to becom 
a Pontiac dealer in Van Nuys, Cal 

During the war Mr. Kimba 
was acting ad manager and wi 
responsible for the division’s em 
ploye morale programs and othe 
wartime campaigns. 

Matson Appoints BBDO 
Matson Navigation Company 

San Francisco, has appointed Bat 
ten, Barton, Durstine & Osbor 
San Francisco, in association wit 
Holst & Cummings Ltd., Honolul! 
to handle its advertising, effectivé 
Jan. 1. BBDO will supervise th 
mainland advertising and Holst § 
Cummings will be responsible fa 
the advertising in the Hawaila 
Islands. 

iden} 

song 

the 

CANDY INDUSTRY 
FIRST AGAIN IN AD LINEAGE 
Survey reports overwhelming 
preference for CANDY INDUS'RY 
among major advertisers 

Candy Industry again carried (he 
most advertising in the con & 
tionery field during the 12 mor ths 
ending September 380th, the (0! 
tinuing Study of Candy Indu: 
Advertising Reports. 
Twenty key advertisers placed 
of their space in Candy Indust: 
more than twice as much as in the 
next two books combined. Of ‘hi 
4 leading publications surve ed 
Candy Industry packs the ros 
pages of vital, informative d 
torial text, gets consistently 
cover-to-cover readership. 
Candy Industry’s circulation 
now passed 5500 . . . includes 
candy manufacturers — more 
any other journal. Now, more 
ever, Candy Industry delivers ) 0 
advertising message straight to ‘) 
heart of the confectionery fie! 

Survey will be sent upon requ: *t 

Gomer 7 = VANDY lINDUSTI) 
The Newspaper of Confectior =") 

Business 

33 W. 42nd Street, New York C ty 

Other Don Gussow Publicatio: s: 
Bottling Industry, Tobacco Rect 
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ARE 

You 

SEARCHING 

FOR SALES 

WITH 

OUT-OF-DATE 

''FIGURES ?”? 

Be sure you have today’s 

facts and figures on Philadelphia— 

America’s 3rd market ! 

Let your eyes feast on the /atest facts and figures in 

Philadelphia and your next schedule will feature 

THe Inquirer. For THe INQuiReER paces the field in 

America’s 3rd market . . . has shown circulation gains far 

ahead of ALL OTHER PAPERS .. . today is out front 

in national and total advertising linage. Reason? 

Philadelphia’s loyalty to THe INQuIRER has made it 

FIRST IN PRODUCTIVITY ! 

NOW IN ITS 14TH CONSECUTIVE YEAR 

OF ADVERTISING LEADERSHIP 
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Gillette Schedules 
$1,000,000 Drive 
for New Dispenser 
New YorkK—Gillette Safety 

Razor Company will spend $1,- 

000,000 in a 13-week introductory 

campaign ‘for its new plastic dis- 
penser which deals out blades 
singly, unwrapped and ready for 

use. 
Advertising for the dispenser 

package, to be used for Gillette 

Blue Blades exclusively for the 

present, will get under way Jan. 1 
via radio, television, newspapers 
and magazines. The package will 

go on the market with a special 

to Chicago conventions. Simply send 
blowups, photes, ete., by mail. We will 

mount, eut out, etc., and install complete 
display iri your booth within 24 to 36 hrs, 

Fred Mees, Bindery, Siic,Go'o it 

offer of a dispenser containing 10 

blades and the new Super-Speed 
one-piece razor at the usual price 

of $1. The standard dispenser 

contains 20 blades and retails at 

98 cents. 

Magazines on the company’s list 

for the drive, which is being han- 
dled by Maxon, Inc., are Ameri- 

can Magazine, The American 

Weekly, Collier’s, Esquire, Life, 

Parade, The Saturday Evening 

Post, This Week and Time. 
Commercials on part of Gil- 

lette’s regular radio and television 

sports schedule — including foot- 

ball bowl games over ABC, CBS 

and MBS—will plug the new con- 

tainer. 

Introduces New Paint 
Imperial Varnish & Color Com- 

pany, Toronto, is using 21 dailies 
in Ontario and western Canada 
plus spot radio announcements 
and two-color business paper copy 
to introduce its new one-coat 
paint called Charm. The account 
is handled by MacLaren Advertis- 

ing Company, Toronto. 

Columbia Adapts 
Radar Principles 
fo Radio Research 

Novel Device Gives 
Instantaneous Rating 
on Show Popularity 

New York—Instantaneous meas- 
urement of reaction to radio pro- 
grams—on a nationwide basis— 

may be made possible through a 

new audience measurement serv- 

ice developed by the Columbia 

Broadcasting System. 
Frank Stanton, CBS president 

and a pioneer in radio research, 

made public the details of the de- 

vice, which is based on an ap- 

plication of wartime radar prin- 
ciples, for the first time last week. 

Use of this technique, to be 

Advertising Age, November 24, 

called the Instantaneous Audience 

Measurement Service, will enable 

broadcasters to listen to a radio 

show and see exactly how many 

people are tuned in at the same 

time. It will also show a sponsor 
how many homes switch the dial 

when his commercial comes on the 

air. 

Employs Radar Signals 

Minute-to-minute trends for all 
segments of the potential radio 
audience—in rural and urban sec- 

tions, in high and low income 

groups—will be recorded perma- 

nently on a special tape “as fast 
as it takes a radar signal, travel- 

ing at the speed of 186,000 miles 

per second, to go from the trans- 

mitter out to representative radio 

families and back again,” Mr. 
Stanton said. 
CBS will demonstrate the IAMS 

technique, evolved in the net- 

work’s research laboratory by Dr. 
Peter C. Goldmark, director of 

engineering reseach and develop- 
ment, at its first annual listener 

research forum next spring. 

As local as your next sale 

F you are a national advertiser, chances 
are that your next sale... 

right now. It is a local sale... 
customer . . 

is taking place 
to a local 

. by a local merchant. 

And it will pay you as an advertiser to 
study your local retailer's friendly selling 
approach. If he’s on his toes, he knows his 
customers. Now, it’s true you can’t be ex- 
pected to call all of these potential customers 
by name. But if you are to spend your ad- 
vertising dollars profitably, you must know 
what these people are like—what they want 
and what they don’t want... what interests 

them and what doesn’t. 

Of one thing you can be certain: people 
everywhere are just naturally interested most 

in persons, places and events that are closest 

to them. 

And week after week that’s what people in 
eight metropolitan markets find in their own 
Locally Edited Gravure Magazine—pictures 
and stories centered around the local scene. 

The result is higher, more thorough, more 

interested readership for the Locally Edited 
Gravure Magazines. . 
the advertiser. 

.and greater value for 

To order, just write the Locally Edited 
Group, Louisville 2, Ky.—or contact any of 
the following representatives : 
Jann & Kelley, John Budd Co., 
Co., 
Walker Co. 

Branham Co., 
Kelly-Smith 

O’Mara & Ormsbee, Sawyer-Ferguson- 

WEEKLY NEWSPAPER MAGAZINES FEATURING THE LOCAL TOUCH 

FOR HIGHEST READER INTEREST, FOR GREATER ADVERTISING VALUE 

LOCALLY EDITED FOR 1,650,000 FAMILIES IN EIGHT MAJOR MARKETS 

San Antonio Express 

Louisville Courier-Journal 

Columbus Dispatch Atlanta Journal 

The Indianapolis Star* 

The Nashville Tennessean 

New Orleans Times-Picayune-States 
*First issue Jan. 4, 1948 

Houston Chronicle 

‘analyzer—which 

1947 

The device uses a single chan. 
nel in the ultra-high frequen ies 

of the radio spectrum, with the 

signal going out in all directions 

from the transmitter to the «x. 

tremes of the area covered by the 
station, the Columbia president 

explained. 

Will Equip Homes 

Throughout this area, a Cross 

section of different types of radio 
homes will be equipped with the 
device which will automatically 
report to the transmitter while 

their radio sets are turned on. 
Each family report will contain 

the following: 

1. When the set is in use. 

2. What program is being lis- 

tened to, minute by minute. 

3. Income level of the listening 
family. 

4. Location of the family. 
As the signals come in from 

selected radio homes, the informa- 

tion is recorded electronically for 

each program on each station 

tuned in by each set, thus giving 

a record of audience size and com- 

position for competing programs, 
Mr. Stanton said. 

Among other CBS contributions 

to the field of radio research are 

the Stanton-Lazarsfeld program 

indicates which 

parts of a broadcast a studio audi- 
ence like and dislike, and how 

much; and the much publicized 
“Big Annie,” which does a similar 

job for a larger audience. 

FIBBER AND MOLLY 
TAKE HOOPER LEAD 
New York—S. C. Johnson & 

Son’s Fibber McGee & Molly 

(NBC) topped C. E. Hooper, Inc.’s 

Nov. 15 report with a rating of 

26. Second place went to Bob 
Hope, the leader of the first 15 

shows in the last two reports, 
whose efforts for Pepsodent over 
NBC rated 25.7. Jack Benny, for 
the American Tobacco Company 

(NBC), placed third with 23.1. 
Others on the list: 

Radio Theater (Lux), CBS...... 23.1 
Charlie McCarthy (Chase & San- 

oo ty er ere ee 22.4 
Amos ’n’ Andy (Rinso), NBC....21.5 
Fred Allen (Standard Brands), 
BS Sis Es bodies ade ameane bu 21.4 

Red Skelton (Raleigh), NBC....20.4 
Mr. D. A. (Bristol-Myers), NBC. .20.4 
Ad JOIS0n TETOEt), MBC. os c2s00% 19.9 
Walter Winchell (Jergens), ABC.18.1 
My Friend Irma (Swan), CBS...17.8 
Bandwagon (Fitch), NBC...... 17.3 
Duffy’s Tavern (Bristol-Myers), 
NBC 

Average evening sets-in-use of 

30.2 was up 2.3 from the last re- 
port, down 1.7 from a year ago. 

Average rating of 9.8 was 0.5 

more than that of the last report 
and 0.4 less than that for a year 
ago. 

Daytime favorite was “Our Gal 

Sunday” (Anacin, CBS), which 

moved from third to first place 
with 6.9. 

Other soapers pleasing the pub- 

lic, according to Hooper: 
Aunt Jenny (Spry), CBS......... 6.7 
Young Widder Brown (Sterling), 
BD ck vdeadueee Cine reaieksa ss. 65 

Helen Trent (Kolynos), CBS..... 35 
Stella Dallas (Sterling), NBC.... §.4 
Ma Perkins (Oxydol), CBS....... 1.2 
Backstage Wife (Sterling), NBC..».! 
Pepper Young’s Family (P&G), 
OT ire a hkas oe0.d a ee wad» 6 

Right to Happiness (Ivory), NBC. '.0 
Portia Faces Life (General 
OE: BH kes canetcrissense 

Daytime sets-in-use average d 
| 16.6—a decrease of 1.3 from te 

last report. Average daytime rit- 

ing of 4.1 was up 0.5 from the 1st 

report. 

Field to Jasper, Lynch 

} 

Herbert P. Field, former éc- 
count executive of Charles V. 
Hoyt Company, New York, has 
been appointed a vice- -president of 
Jasper, Lynch & Fishel, N«w 
York, where he will head tie 
agency’s new business depa't- 
ment. Prior to his associati 
with the Hoyt agency, Mr. Fie< 
was for 15 years executive vic°- 
president and personal assistant ‘0 
Albert _D. Lasker of Lord & 
Thomas. 
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Our advertising gets more readers 

per thousand circulation in POPULAR 

MECHANICS because our readers—hav- 

ing the P M. Mind—read ads deliberately. 
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euarantees 

Effective March 

1948 issue 

OBOUND CIRCULATION GROWTH! 

The Field & Stream circulation policy is to cover the 

market represented by the top-flight sportsmen with 

the desire and the money to buy—the men whose ad- 

vice has a powerful influence on the buying of less- 

experienced friends. 

Because there are more top-flight sportsmen active 

today, Field & Stream’s total circulation is by far the 

largest in its history! That’s progressive publishing! 

600,000! Imagine the impact of your message hitting 

that many top-flight sportsmen who spend millions of 

dollars every year on the sports in which they are 

actively interested. Men with the money to buy the 

finer things of life—the kind of products that you 

make and sell! That’s progressive publishing! 

600,000! This terrific, yet sound, active circulation 

is A.B.C. guaranteed. It’s sound, and solid. It’s all 

Field & Stream, the magazine that produces sales, 

creates action by dealers and customers alike. That’s 

progressive publishing! 

Field & Stream’s circulation policy, like all its poli- 

cies, has been created by the most progressive pub- 

lishing vision in the sportsman’s magazine field! 

Any way you measure Field & Stream can be measured by many yardsticks—advertising 
leadership . . . circulation growth . . . editorial content . . . dealer 

4 M4 M4 influence . . . income of subscribers . . . reader desire studies . . . reader 
it, Field & Stream IS service ... reader response ... publishing leadership . . . editorial staff 

° 5 ... prestige... sales results. 
America S Number One The most important measurement of any magazine is—“‘sales results.” 

Sales results is the reason more advertisers used more space in Field & 

Sportsman’s Magazine! Stream the first nine months of 1947 and for the past 37 years than in 
any other sportsman’s magazine! 

infol-Sale for 600,000 Top-flight Sportsmen! 
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The Need for Better Statistics. 
The estimates of national ad- 

vertising volume prepared by the 

Magazine Advertising Bureau and 

the Bureau of Advertising of the 
American Newspaper Publishers 

Association, presented in these 

columns recently, demonstrate 

clearly the need for better and 

more reliable statistics in the ad- 

vertising field. 

When a difference of more than 

20%—in this case some $77,000,- 

_ 000—emerges from two sources on 

‘newspapers, 

an estimate of the dollar volume 

of national advertising placed in 

it becomes obvious 

*that more careful and more com- 

‘plete data are necessary. 

We don’t know whether MAB 

estimates or Bureau of Advertis- 

ing estimates are closer to actual- 

ity. And that is exactly the point. 

Under the existing conditions of 

‘newspaper advertising measure- 

ment, there is no way to prove or 

disprove either figure. 

Working in an extremely diffi- 

cult and complex field, Media 

Records, Inc., the generally recog- 

nized source for newspaper statis- 

tics, has done a remarkably good | 
job. Yet that job is far from a 

perfect one, very largely because 

of conditions which Media Records 

cannot control. In the first place, 

normal Media Records measure- 

ments are made on a line, not a 

dollar basis. In the second place, 

the records do not cover all news- 

papers, although they cover all 

large newspapers. 

These two factors make it virtu- 

ally impossible to determine ex- 

actly how much money is invested 

in newspaper advertising, or even 

in “general” and “automotive” ad- 

vertising, the two Media Records 
classifications which most nearly 

embrace what is commonly called 

“national” advertising. 

The cost of extending Media 

Records’ service to all newspapers, 

and to a dollar basis, is undoubt- 

edly substantial. But the value of 

such complete figures to the news- 

paper industry is so obvious that 

we hope that some method can be 

| developed to make this possible. 

Not only should newspaper, 

magazine and network radio fig- 

ures—the “big three” of national 

comparable, which they are not at 

| present, but to complete their use- 

fulness, we believe they should 

_all be broken down to show prod- 

ucts and brands, as well as totals 

for companies. A step in this di- 

‘rection already has been taken in 

'the magazine field. 

We don’t doubt that both Media 

Records and various newspapers 

have given a considerable amount 

|of thought to more complete and 

|more comparable statistics. The 

problems involved are, we recog- 
|nize, not easy ones. But we be- 

lieve that the newspaper business 

owes it to itself to resolve them, 

{as quickly as possible. 

Who's Being Squeezed Now? 
Publication of Clyde Bedell’s let-| 

ter in the Voice of the Advertiser 

a week or two ago has resulted in 

the receipt of some long, and some 

bitter letters, some of which ap- 

pear in the Voice department this 

week. 

Along the same general line, a 

Practical 

Builder inquires if the boss is also) 

recent editorial in 

“worthy of his hire,” and points 

out that with the “shrinkage” of 

large incomes due both to taxes 

and reduced buying power, the 

“boss” is in many cases now be- 

ing squeezed even harder than 

“labor.” 

We can’t get over the notion 

that attempts to assess the blame 

for labor difficulties, or to deter- 

mine who is being squeezed worst 

by taxes or rising prices, are in- 

teresting but academic. 

Furthermore, if we spend too 

much time trying to assess the 

blame, we don’t have enough time 

to develop a remedy. And what 

we need now, more badly than we 

have ever needed it before, is not 

a continuing post-mortem, but 

some remedial action—sound, in- 

telligent, and based on the needs 

of the present and the future, not 

the grudges or disagreements of 

the past. 

In these arguments every one is 

,at least partly right and at least 

partly wrong. And the greatest 

danger of trying to assess the 

blame is that too many people 

may become convinced that they 

are wholly right and the other fel- 

low wholly wrong. This is the sort 

of thinking that can very easily 

make it more difficult than ever 

to reach a rational, reasonable, 

workable solution. And the solu- 

tion to the difficulties is infinitely 

more important than aé_  deter- 

mination of whose wrong-doing 

or carelessness created the diffi- 

culty in the first place. 

advertising media—be completely | 

“Listen, Ed, | asked the salesman about those fancy refrigerators you saw in the 
slick magazine. He says you gotta have electricity to run ‘em." 

Blue & Gold? 
The Navy must be softening. 

We read with astonishment that 

Faber Birren, New York color 

consultant, is to develop a report 

on functional applications of color 

for shore establishments of the 

Navy and Marine Corps. 

That wouldn’t be the Navy we 

knew. The oyster-white buildings 

were jumbled with brick, and 

nestled _ beside bottle green 

hangars, the gray-green Quonset 

huts, and the general antipathy 

to camouflage was startling. 

It’s a tidy idea, a vast, world- 

girdling bunch of bases, all easily 

distinguishable as belonging to the 

Navy by their genteel color. Neat 

but not gaudy. Shipshape. 

| Good Reason* 

H. LESSERAUX* HAS SWITCHED TO 

COMMONWEALTH BUILDING BECAUSE 

THE STAFF NEEDED MORE ROOM. 

*H. LESSERAUX ADVERTISING 
408.409 COMMONWEALTH 8106 

PHILADELPHIA 7, PENNA. 

Ri e-9i7e Rie.oi77 

Credit Story 
| Not long ago, Gilmore’s, a New 
York restaurant, was pondering its 
charge accounts. It had only a 

handful, and for a good reason; 

in order to charge liquor, charge 

j}account customers had to post a 

\deposit, in compliance with the 
‘state law. 

The restaurant found that it 

could charge food and drink if it 

paid an annual $2,000 license fee. 

Two grand is a_ considerable 

amount of chops. The restaurant 

|paid it and decided to build its 
|charge account list. 

Using direct mail, the restau- 

|rant first sent a carton of matches 

to a list of prospects, culled from 

the elite of sales and advertising. 

Following the matches went an 

engraved invitation to use the res- 

taurant’s credit facilities—the in- 

vitation drew a 5% response (yes, 

5%). Then went credit application | 
cards and cards for accredited per- 

sons to keep in their wallets. The 

whole job cost $2,600, or 26 cents 

/per person. 
In a two-month period, Gil- 

'more’s built up a charge list of 
800 people, including top sales 

and advertising people from azure 

|chip companies. According to the 

bret mgpee figuring, itll get back 
the 26 cents from a single meal; 
since the list was aimed for people 
who do considerable entertaining, 
they’ll rack up a_ considerable 
amount of money from the pro- 

motion. Further, the charge sys- 

tem means that an executive can 

provide definite proof of his ex- 
penses, handy when facing either 

the comptroller or Uncle Sam, 

and he gets the personal satisfac- 

tion of signing the check instead 

of paying cash. 

Jottings 
The Woman’s Home Companion 

has a nifty booklet on selling 

women, based on a survey of au- 

tomobile salesmen and _ dealers. 

It’s called “You Can’t Sell a Wom- 
an with Man Talk.” .. 

Hatco Enterprises, Verona, N. J., 
which makes shellcraft kits, is 
looking for an All-American girl 

who would look good in a mer- 

maid’s costume. It should try 

Gloucester. . 

Old Gold has been ribbing 

Camels with “Old Gold was taught 

by experience nearly 200 
years of it!” This is, of course, 

slightly inaccurate. Lorillard is 
nearly 200 years old, all right, but 
it only acquired the Old Gold 

brand after the split-up of the 
“tobacco trust,” and Old Golds 

were introduced in the ’20s. . . 

Passing up a printed mailing 

piece, KQW, San Francisco, re- 

minded West Coast agencies of 

the prominence of its women’s 

commentator, Katherine Kerry, by 

sending out a tiny hatbox, ribbon 

and all, containing a miniature 
hat. The fashion tie-up was a 

natural, for Kay, as official com- 

mentator, accompanied the recent 

junket of San Francisco models 

and apparel leaders to Paris for 

the first American fashion show- 

ing there. . . 

From International Wool Secre- 

|tariat, a release beginning with a 
unique zoological pitch: “I have 

|a special booklet for all you lucky 
|people who fly south with the 

paras.” .. 

Oldest newspaper in the coun- 

| try? There are two ways of look- 

| 

_ing at it, according to The Satur-| 
|day Evening Post. The Alexan- 
dria Gazette began publishing as | 

|a daily in 1797, while the Hart- 

ford Courant started as a weekly 

in 1764, and became a daily in 

The following documents may be 

secured without charge from com- 

panies sponsoring them or throug) 

ADVERTISING AGE, by any national 

advertiser or advertising agency 

executive writing on his business 

letterhead. Address ADVERTISING 

AcE, 100 E. Ohio St., Chicago 11. 

No. 2933. You Get Business When 

a Composite Brain Decides to 

| Buy Your Products. 

Facts about teamwork buying 

in the metalworking market are 

given in this Iron Age booklet, 

with a graphic presentation of the 

results of a survey to determine 

“the extent” and “the who” of 

teamwork buying in this field. 

No. 2934. Our Country — the 

United States of America. 

The Philadelphia Inquirer has 
issued a revised edition of this 

booklet, which has -been distrib- 

uted widely in the past few years. 

It contains a guide to historic sites 

in Philadelphia, and. reproduces 

the words of famous U. S. docu- 

ments, codes, pledges and other 

patriotic reminders. 

No. 2935. Coverage of America’s 
Gigantic School Market. 

In this folder School Manage- 

ment shows a circulation analysis 

by classifications and states, along 

with a comparative table of the 

circulation and advertising rates 

of leading school administration 

publications with audited circula- 

tions. 

No. 2936. A $106,000,000 Market. 

The Waterbury, Conn., story is 

presented in this folder, issued by 

the Waterbury Republican-Ameri- 
can, which lays particular stress 

on the larger proportion of retail 
sales compared with wholesale 

sales in the market. The material 

includes effective buying income 

figures, various retail outlets and 

other information. 

No. 2937. Third Quinquennial 

Survey of the Detroit Market. 

Maps and graphs simplify the 

presentation of 48 pages of figures 

in this Detroit News market re- 
port, which covers population, 

shopping habits, ownership and 

plans to buy, newspaper coverage 
and a lot of supplementary date. 

No. 2938. Five More Hometown 

Daily Newspapers. 

Hometown Daily Newspaper 
Publishers’ Promotion Committee 

has issued Study No. 3 of a series 

conducted by Chilton R. Bush of 

Stanford University. This report 
covers an analysis of readership 

by men and women of five south- 

ern California newspapers: Al- 
hambra Post-Advocate, Fullerton 

News Tribune, Pomona Progress- 
Bulletin, Riverside Daily Press 
and Ventura Star-Free Press. 

No. 2939. 
Report. 

Knitted Outerwear Times, in 

| this report, describes the character 

and composition of the knitted 

|outerwear industry, with statistics 

on the consumption of raw ma- 

terials, geographic dispersion of 

mills and production trends. 

Market Information 

|No. 2881. Designing Newspaper 
Advertising for Greater Ej- 
fectiveness. 

A talk on preparation and de- 
‘sign of newspaper advertising 
given before Chicago admen by 

'Ben Dalgin, director of art and 

reproduction, New York Times, 

has been put into this booklet. 
which should be helpful toward 
more effective use of newspaper 

| space. 

7 | | 7 Advertising Age, November 24, 1947 

re ;*% | AD ge r ALG CFL SCHAS 

a Se ae | 
ah Le | lull 7 fo ARE if { SEP 80) Alia 
No BR eile | i) ee — 
om ee Tl ez =~ ! | | | ert) 6)0|2>5 = 
i ee es ear] “= ZA | 
ut ee [Oke == Coe 
pay ee: — < | ps , 

by ee (mi 

; a 
PUA Ub bie \ 

i Pe eee 

| ee 

id — 

ql — 

M | 
Oe 

eee 

| i - 



ough 

ional 

fency 

iness 

ISING 

© 11. 

Vhen 

es to 

lying 

f are 

klet, 

f the 

mine 

” of 

d. 

- the 

4 

* has 

this 

strib- 

years. 

sites 

duces 

Jocu- 

other 

rica’s 

nage- 

alysis 

along 

f the 

rates 

‘ation 

cula- 

urket. 

ry is 

2d by 

meri- 

stress 

retail 

lesale 

terial 

come 

$ and 

nnial 

urket. 

y the 

gures 

t re- 

ation, 
and 

erage 

ata. 

town 

paper 

nittee 

series 

sh of 

‘eport 

srship 

outh- 

Al- 

lerton 

jress- 

Press 

vation 

30 

racter 

nitted 

tistics 

’ mMa- 

ym of 

paper 
r Ef- 

d de- 

tising 

mn by 
t and 

Primes, 

oklet. 

ward 
paper 

Results of the 1947 R. L. Polk Survey are being 
made available in booklet form. Copies will gladly 

SONSUMER ANALYSIS 

be sent to interested executives. 

Mrs. Mary Margaret Slatt, right, R. L. Polk & Co. representative, interviewing one of 
the Spokane City Zone respondents, in the 1947 Polk-survey of the Spokane Market. 

Ulh OURVEY | 
OPORANE MARKET 

In 1932 and again in 1936, the Market Research 

Division of R. L. Polk & Co. conducted consumer surveys 

of Spokane and Inland Empire. Results were used ex- 

tensively by scores of national and retail advertisers as 

the basis for lucrative advertising and sales campaigns in 

the Spokane Market. 

In the decade since the last Polk study, the Spokane 
district has taken great forward strides: Grand Coulee 

Dam has been completed, a great light metals industry 

built, other substantial industrial payrolls created. ‘The 

area's buying income climbed from $400,000,000 to over 

a billion dollars; Retail Sales, from $230,282,000 (in 

1935) to $646,818,000 (in 1946). The Spokane Market 

has gained over 136,000 in population, which now ex- 

ceeds 795,000. Circulations of the Spokane newspapers 

have more than kept pace with their fast-developing field. 

The combined daily circulation of The Spokesman- 

Review and Spokane Daily Chronicle now exceeds 150,- 

000 net paid each issue, while the Sunday Spokesman- 

Review circulation is averaging over 120,000. 

To supply consumer information accurately reflect- 

ing radically changed conditions, R. L. Polk was engaged 

to conduct a third survey even more complete and reveal- 

ing that the two earlier studies. Based on an adequate 

cross-section of the Spokane City Zone and of the Inland 

Empire outside Spokane, the new Polk consumer analysis 

of the Spokane Market will provide advertising and sales 

executives, for months to come, with invaluable con- 

sumer statistics about this fast-growing market. 

* * * 
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Gets Linen Account 
M. Wallach, Lime Rock, Conn., 

manufacturer of handblocked lin- 
ens, has appointed Hanson-Ger- 
ber-Shaw, New York, to handle 

_ its advertising. Gomard Leonhard 
Jr., formerly managing director of 

| . Advertising House of Connecticut, 
Inc., has been appointed account 
executive and New England field 

) representative of the agency. 

: 

Kent Names Kuttner 
Kent Products Company, Chi- 

cago, manufacturer of Kent coffee- 
makers and accessories, has named 
Kuttner & Kuttner, Chicago, to 
direct its advertising. A full-page 
newspaper campaign will be 
launched after the first of the 
year. 

increase reader- 
FREE ship of your ads 
with LIFE-like EYE* 

Write for new FREE 
proofs No. 108. No obliga- 
tions. EYE*CATCHERS, 
10 E. 38 St., N. Y. C. 16 

GM Contest Pulls 
58% of Employes 
Detroit—General Motors Cor- 

poration, which started a contest 

for its employes Sept. 15 offering 
5,000 prizes from Cadillacs to 

home freezers, has announced that 

it pulled entries from 174,854 
workers, or more than 58% of the 
eligible employes. The contest 

ended Oct. 31. 

Contestants were asked to write 
a letter on “My job and why I 

like it,” and the prizes included 
a Cadillac convertible, three 
Buicks, six Oldsmobiles, 10 Pon- 

tiacs, 20 Chevrolets, 65 refrig- 

erators, 65 electric ranges, 50 

automatic washers, 50 electric 
ironers, 25 home freezers and 

others. 

The 40 top winners will come to 

Detroit as guests of C. E. Wilson, 
GM president. They will visit 
points of interest, be honored at 
a banquet—and learn for the first 
time what kind of an automobile 

they won. Mr. Wilson noted that 

the response was “remarkable by 
comparison with the percentage 

of persons who participate in most 
contests.” 

Stetson Ads Promote 
Gift Certificates 

John B. Stetson Company 
(hats), Philadelphia, through Ken- 
yon & Eckhardt, is planning a 
preholiday campaign to promote 
its Christmas gift certificates. A 
color page will appear in the De- 
cember Good Housekeeping, and 
the company also will mention the 
certificates in its commercials on 
“Meet the Press,” Mutual co-op 
show, which it will sponsor in 
Philadelphia starting soon. News- 
paper copy will be used in New 
York and Philadelphia. 

Four Stations Join CBS ; 
Four new stations have joined 

CBS: KLOU, Lake Charles, La.; 
WVAM, Altoona, Pa.; WKRG, 
Mobile, Ala., and KLAS, Las 
Vegas, Nev. This brings the total 
number of network affiliates to 
171. The last two stations will 
not go on the air for some time. 

AMONG THE FIRST... 

American Home Foods Inc., one of the largest 

food manufacturers in the United States, 

is among the first of many manufacturers and 

distributors to take advantage of the detailed 

planning of the San Francisco Examiner’s 

sales control. 

Ask Hearst Advertising Service for a presenta- 

tion of ““SALES OPERATING IN THE 

NORTHERN CALIFORNIA MARKET.” See for 

yourself how this unique, first-of-its-kind | 

study can assist in realizing maximum exploita- 

tion of the San Francisco and northern 

California market. 

IN NORTHERN CALIFORNIA 

THE SAN FRANCISCO EXAMINER 
FOR OVER 60 YEARS—NEWSPAPER NUMBER ONE 

Winning DMAA awards for excellence in direct mail is getting 
to be a habit with F. C. Himmelman, mgr. of the dealers’ sales 

promotion dept. of General Motors photographic division. Fow 
GM divisions—Chevrolet, Buick, GM Truck and GM Diesel Engine 
—were awarded “Best of Industry” badges in the ’47 competition, 

while campaigns produced by Himmelman’s department also picked 
up blue ribbons in the ’44, ’45 and ’46 competitions. . . 

Buzzing the speaking circuit is Harry Simmons, New York man- 
agement consultant, who, in the past two months, has done his 

stuff from the rostrums of sales exec. clubs in Montreal, Detroit, 

Cleveland; Elmira and Pittsburgh, and adclubs in Detroit and 
Cleveland, as well as before conventions in Chicago and Atlantic 
City. .. 

NICE BUSINESS—Boris Hamilton, Vision, Inc.; John Roberts, president, Cana- 
dian Ace Brewing Co., and William Siegel, all of Chicago, hold a conference, 
Hollywood style, with Joan Davis to complete arrangements for sponsorship by 

the brewer of Joan Davis Time on CBS, Saturdays at 8 p.m., CST. 

A lucky Bermuda vacationer is Constance Boland, account ex- 
ecutive at Morse International, New York. .. Edward Fischer, who 
recently resigned from Sullivan, Stauffer, Colwell & Bayles, New 

York, as v.p. and art director, sailed from London on the SS Maure- 

tania on Nov. 18 for New York, after a two month survey of adver- 

tising in Europe. While visiting agencies and publications in the 

British Isles, France, Italy and Switzerland, Mr. Fischer spoke be- 

fore several advertising groups... 
E. F. (Pete) Hamm Jr., publisher of Traffic World, Chicago, was 

given a send-off by friends in the business publishing field at a 
dinner Nov. 13. He is moving his office to Washington, D. C., and 

has bought a home in Virginia. The editorial and production de- 
partments of the magazine will be moved to the capital next April. . . 

Samuel McCobb Reed of Foote, Cone & Belding, New York, was 

married to Anne Root of New York recently. .. Other newlyweds 

are Don Pryor of the CBS Washington news staff and Barbara 

Jones, special assistant to the director of the Voice of America for 
the State Department... 

HAPPY SURPRISE—Sam Howard (right), ad manager of the Denver Post. 
presents a $50 check to John L. Hinchey, a war veteran, whose job-wanted ad 
turned out to be the Post's millionth want-ad of 1947. Ad-taker Rosella Kelly 

is pleased about her part in the transaction. 

A lei of Hawaiian orchids was flown 8,000 miles to Lenore San- 

ders, radio time buyer of National Export Advertising Service, New 

York, as a gift from Frank V. Webb, general manager of KULA, 
Honolulu, on the opening of the “Jimmie Fidler’ program on KULA. 

Upon receiving the lei Miss Sanders said she planned to have her 

beau take her out for an evening on the town so she could shov 

off the 25-orchid necklace. . . 

Karl Hoblitzelle, head of Interstate Theaters, Dallas, and forme 

publisher of the defunct Dallas Dispatch-Journal, has produce 
Texas’ first commercial crop of avocados on his Rio Grande Valle; 

ranch... Leslie B. Joy, gen’] mgr. of Station WDAS, Philadelphia 

is convalescing after an operation at Bryn Mawr Hospital, and i: 
expected back at the studio soon... 

General Motors’ director of customer research, Henry G. (for 
Grady) Weaver, is the author of “Mainspring,” a new book pub- 
lished by Talbot Books, Detroit, and described by its publisher a: 
“the story of human progress and how not to prevent it.” Talbo' 

has put a condensation into a 16-page pamphlet called ‘‘Though' 
Starter Digest.” .. 

a nga ae ; eer: yee ie i: ae , 
Advertising Age, November 24, 1947 
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One alarm clock wakes up 

more Americans than any other 
Could this be the reason: the makers of this clock have earmarked 

more of their advertising dollars for The Saturday Evening Post 

than for any other magazine. So have the makers of America’s 

best-selling automobile, shirt and bathing suit. In fact, the leaders 

in every line are supported by Post advertising. 

People like to read advertising in the Post... far more than in any other magazine. 
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Write for information on 

gLE-ST/K splays 
SIMON ADHESIVE PRODUCTS CORP. 

; 220 Fifth Avenue, New York 1, N.Y. 

Promotes Farm Loans 
The Federal Land Bank, Louis- 

ville, is using farm publications 
in Indiana, Kentucky, Ohio and 
Tennessee to advertise farm im- 
|provement loans and other farm 
financing. The account is handled 
by L. W. Roush Company, Louis- 
ville. 

.. versatile 

to SPARK your sales copy 

ay 

Rage 4 

,* } 

GRANT-JACOBY STUDIOS 

936 N. MICHIGAN AVENUE « MOHAWK 2055 « CHICAGO 11 

= 

Letter Writers’ 
Dilemma Solved 
by Wilcox-Gay 

New York — Wilcox-Gay Cor- 

| poration has a new machine which 

‘is designed to appeal to people 
‘who have a way with words—but 

|/not on paper. 

Last week the Charlotte, Mich., 

manufacturer held a special un- 

veiling party here for Coin Re- 

cordio, an automatic recorder 

which it will retail to vending 

machine operators for $645, not 

counting the base. 

For 25 cents the letter-shy suitor 

can say sweet things to his lady 

and have it all preserved on a tiny 

plastic record. Another bit of 
change gets him an envelope and 

stamp. He puts an address on this 

“talking letter” and it’s ready to 

mail. 

Wilcox-Gay, which manufactur- 

ers home units combining radio, 

phonograph and recorder, has set 

Advertising Age, November 24, 1947 

}an approximate advertising bud- 

lget of $750,000 for next year. 
Cramer-Krasselt Company, Mil- 

waukee, handles this account. 

Magazines and newspapers will be 

used, featuring such combinations 

as the Manhattan ($269) and 

Towne ($399). The latter has 

both AM and FM radio, phono- 

graph and automatic recorder. 
Space to plug the Coin Recordio 

has been bought in the December 

issues of trade publications. It 

will be advertised in consumer 

publications at a later date. 

Names Republic Agency 
Artistic Products Company, 

New York, manufacturer of cases 
for musical instruments, has ap- 
pointed Republic Advertising 
Agency, New York, to handle its 
advertising. 

Jeffries Joins WIRE 
Allen Jeffries, formerly pro- 

gram director of Station WBAT, 
Marion, Ind., has joined Station 
WIRE, Indianapolis, as news- 

| caster. 
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Old Colonel Memphis is 

again... 

79 New Industries, 

+35 New Industries, 

passing out cigars 

1946 

1947 (so far) 

| |4 new industries, 

of the Mid-South. 

cover the rich potential 

largest market area 

a record birth, as 

Memphis takes its place as Industrial Leader 

Advertisers can best 

of the South's 

through Memphis 

Press-Scimitar and The Commercial Appeal. 

THE COMMERCIAL APPEAL 

MEMPHIS PRESS-SCIMITAR 

New York, Chicago 
Financial Papers 

fo Merge Dec. 15 
New YorK—The New York 

Journal of Commerce and Chi- 

cago Journal of Commerce will 
merge forces Dec. 15, with an in- 

terchange of directors but main- 

taining the same editorial policies 

and managements, it was disclosed 

last week. 

Negotiations, under way for 

some time, provide for the trans- 

ter of Chicago Journal of Com- 
merce stock to the New York busi- 

ness and financial publication in 

return for cash and a substantial 

minority interest in the latter 

company. On the basis of the 

merger terms, the price of the 

Chicago Journal of Commerce 

stock was set at $1,250,000. 

Bernard J. Ridder will continue 

as editor and publisher of the 

New York Journal of Commerce, 
and Eric Ridder as its general 

manager. Their father, Joseph E. 

Ridder, is president of the New 

York publishing company and Vic- 
tor Ridder is vice-president. John 

D. Ames, editor and publisher of 

the Chicago paper, will continue 

in that capacity and Philip P. 

Page, business manager, will re- 

;main at that post. 

| Bernard and Eric Ridder wil! 
|be elected as additional directors 

of the Chicago Journal of Com- 
merce while Mr. Ames and Mr 

|Page will be named directors of 

‘the New York corporation. 

Offer Combination Rate 

| The two papers will offer ad- 

|vertisers a combination rate, 
| though actual terms are still to be 

| worked out. Any consolidation in 

|the advertising departments will 

|be of a minor nature, it was said. 
|'Net paid circulation of the New 
| York publication last March was 

|close to 36,000, with the Chicag 

paper near 33,000. 

| News-gathering resources of the 
|combined staffs will be utilized 

|by both publications, Bernard 

|/Ridder said. An expanded Wash- 
/ington staff is being developed, 
‘and news bureaus are to be set 
/up in key cities. Direct wires will 

speed transmission of news be- 

|tween New York, Chicago and 

Washington. 
The New York Journal of Com- 

|merce, founded in 1827 and the 
nation’s oldest business news- 

paper, was acquired by the Rid- 

der family in 1927. In addition, 1! 

owns or controls the St. Paul Dis- 

patch and Pioneer Press; Dulut 

Herald and News Tribune; Her- 

ald, Grand Forks, N. D.; Amert 
can-News, Aberdeen, S. D.; Amer 

can, Odessa, Tex., and New Yor 

Staats-Herold, and a minority in- 

| terest in the Seattle Times, as well 
‘as several midwestern radio sta- 

tions. 
The Chicago Journal of Com- 

merce was founded in 1920 }! 

|Knowlton L. Ames. Its presen 

|editor and publisher joined the 

‘staff in 1928. 

Gets B.V.D. Export 
B.V.D. Corporation, New York: 

‘has appointed National Ex por!'! 
Advertising Service, New York 

,to handle its export advertising 
B.V.D. has started a newspapeé! 
|campaign in the Philippines .n 
will shortly extend it to Hawai 
Grey Advertising Agency, Ne¥ 
York, handles B.V.D. domestic 2¢ 

| advertising. 
| —E 

15 Firms Consolidate 
LaSalle Coca-Cola Bottliné& 

‘Company has been formed by )! 
companies bottling and merchan- 
dising Coca-Cola in the Midwes' 
The consolidation into a_ sing 
corporation has yet to be ap 
proved by the stockholders of ‘hé 
affected organizations. 
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It} Builders Use PRACTICAL BUILDER to Plan Their Purchases | 
73,  —_—_— and they start with the January 1948 MARKET PLACE ISSUE 
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1d the THE JANUARY 1948 ISSUE IN ITS NEW STANDARD SIZE 
news- 

e Rid- 

ote Yeu Opportunity o It’s the showroom for your product—day 'round—year long. It’s the issue 
Dulut of the year—eagerly awaited, constantly thumbed through by the volume- 

beset NE W F ORM AT sales prospects—your best customers. 
Amer i e 

A bk si api BAR cl , The January MARKET PLACE issue shows the industry's new and improved 

~ fee a poset ssi feat y Bea fon products to the more than 70,000 readers of PB— including the =a top - 
io sta- . + ee + . e e ct- . 
=" an opportunity to be represented in builders. it’s their bible for appraising their building needs and for sele : 

oO the FIRST ISSUE of its new standard ing their product purchases. ws 
} )’ 

oo size. : : 

4 the SPACE SIZES AND RATES Don’t overlook this big opportunity to place a dominating advertisement in 

12 6 3 1 the fourth annual January PB Market Place Issue. Give your company 

Page 7x10. 600.00 630.00 660.00 720.00 and product the benefits of high reader-interest and long-life in this rec- 
York, 2/3 pg. 42x10 500.00 525.00 550.00 600.00 ognized reference book of the building industry. 

port 1/2 pg. 7x4% © : 
* lepe 344x10 350.00 367.00 385.00 420.00 
spe pel 1/3 pg. 2%4x10 Forms close December 12th—for complete plates phone or wire 

Taw ai , ms era ea ee ee us if an extra day or two will help you make this important issue. 
7 . x 

hy. or 7x23% 185.00 194.00 203.50 222.00 

1/6 pg.2%x4% 150.00 157.50 165.00 180.00 
1/8pg.33%4x2%% 97.50 102.00 107.50 117.00 Pp RAC T 4 CA L Ps U i L D kc nm 

» ‘i 
tlin Trim size, 8x11; bleed plate size 8 Ygx11 1%; Pre- Naa 

he . ferred positions 20% extra. Bleed 10% extra. 5 SOUTH WABASH AVE. CHICAGO 3 y 

‘dwe: Colors—red, green, yellow and blueprint blue— ‘i dees ‘ oe 

single $100 extra per page, when placed in color form or Also publishers of BUILDING SUPPLY NEWS, the leading Lumber ond Building Material Dealer trade publication. 

forms at publisher's option. 

MORE BUILDERS PAY TO READ PB THAN ANY OTHER PUBLICATION 

=o 
i 

: cae ; 4 par! — 
: Cc A a 

a VILDING PRODU e x er {aan 

1 & Gas-Fired Gravity Furnace Pr — : ee | al 

{ i ee — = oe 
a _ —Sa ee 

’ _———— & Pees 

| ie aes . i 
: aah , ' te a’ 

—— Poe rd pa sd pratt oun Furnes? a 

Provides o, lock ai aan | ; x 
oe oad Fr Sree an) acl 

e } 

of the 



Paget is ee oe 
ear raate 

ee 

alge Se 

ah 

SOUTHWIDE MAJORITY * 

BAKERS’ FIRST READING cHoice 1s "64.9% 
NEW SOUTH BAKER 
Serving the industry, Southwide, since 1910 

MAKE Mm me : - Your: UST for a COVERAGE 

* Survey by Worrill Research | 

Cullinane Shifted 
to Watkins Division 

Michael J. Cullinane, former 
manager of sales and advertising 
of the Cummer Company division 
of Sterling Drug, Inc., New York, 
has been appointed merchandising 
director of the R. L. Watkins 
Company division of Sterling. 

In his new post Mr. Cullinane 
will be in charge of merchandis- 
ing of Dr. Lyon’s tooth powder, 
Lyon’s tooth paste, Double Dan- 
derine and other products in the 
Watkins line. 

Names McKenzie V.P. 
Jack McKenzie has been ap- 

pointed a vice-president of Pub- 
lic Relations Associates, Inc., New 
York management consultant spe- 
cializing in employe and com- 
munity relations. 

Advertising Age, November 24, 1947 

Edison Takes Over 
Splitdorf Operations 
Thomas A. Edison, Inc., West 

Orange, N. J., has taken over the 
manufacturing and selling opera- 
tions of its subsidiary, Edison- 
Splitdorf Corporation, under a 
plan approved by that company’s 
stockholders. The arrangement 
became effective Nov. 11. 

These operations, combined with 
others, will be conducted by a 
newly created automotive divi- 
sion within Thomas A. Edison, 
Inc. 

Appoints Swink Agency 
Martin Steel Products Corpora- 

tion, Mansfield, O., has appointed 
Howard Swink Advertising 
Agency, Marion, O., to direct its 
advertising. Farm _ publications 
and direct mail will be used. 

* 

When you advertise in the Oil and Gas Journal 

It actually costs you LESS money PER READER to advertise in The Oil and 

Gas Journal than in any other oil periodical! The test of a good advertising 

~ investment is not: “How much does it cost?” It is “Which magazine gives 

me the greatest number of readers AMONG MEN WHO BUY EQUIPMENT, 

for every dollar | spend?”. The Journal’s selective readership carries your ad- 

vertising message to the key men of the oil industry. . . the men who actually 

purchase or influence the purchasing of your goods! The Journal's large num- 

ber of paid subscriptions assures you that advertising in The Oil and Gas 

Journal reaches MORE of these men per dollar. 

Rate 

Cost per 1000 readers in 

leading oil publications 

BASED ON 13 TIME RATE 
(Except Petroleum Refiner Based on 12 Time 

This Publication Has No 13 Time Rate) 

$19.16 

$23.73 

PUBLICATION OFFICE: TULSA |, OKLAHOMA . 

LOS ANGELES, HOUSTON, ENCLAND, CANADA 

OFFICES: NEW YORK, PITTSBURGH, CHICAGO, 

$14.00 $14.17 | : oO 

WORLD PETROLEUM PETROLEUM 
SSuRNAL OIL ENGINEER REFINER DRILLING 

1 13,402 7,304 6,110 
olnhanen Akt... CIRCULATION CIRCULATION — CIRCULATION 

"FOLLOW THE JOURNAL... AND 

YOU FOLLOW THE OIL INDUSTRY” 

Lubri-Gas Invites 
Refiners to Adopt 

Single Brand Name 
Cuicaco—Emphasizing the pos. 

sibility that major gasoline com. 

panies may in time abandon leaq 

processing of motor fuels, Lubri- 

Gas International, Inc., has _ ip. 
vited independent refiners to adopt 
Lubri-Gas as a brand name, to be 

backed up by a national ad drive. 

In 600-line copy, which ran iy 
the Chicago Journal of Commerce 
during the recent API meeting. 
the company noted the apprehen- 
sion in the refining industry over 
Du Pont’s move to enter the tetra- 

ethyl fluid field, as Ethyl Corpo- 

ration’s first competition, after 
Jan. 1. 

As a means of protecting them- 

selves from uncertainties resulting 
from having two sources of sup- 
ply, independent refiners were 
asked to consider Lubri-Gas as a 

brand name. The company de- 

clared that it is now in a position 
to supply both national and local 
advertising to put it across, in- 

cluding displays, decals, booklets, 
etc. 

While the product has been mar- 

keted in the Central Southwest 

for 30 years, the company will 

distribute nationally after the first 

of next year and plans for a na- 
tional drive have been scheduled 

tentatively for that time. First 

shot will be a full page in Popu- 

lar Mechanics, and half-pages for 

the remainder of the year. Trade 

publications will get a large share 

of the appropriation. 

Has High Fire Point 

As its name implies, Lubri-Ga: 

is a top cylinder lubricant for 
automotive use. It has a high fire 

point, will not carbonize, and is 

intended to eliminate cylinder 

friction in the combustion cham- 

ber where motor oil does not nor- 

mally penetrate. 

The company claims that with 

the proper use of Lubri-Gas, an 

engine cannot overheat. To prove 
its point, it took the radiator and 

fan off a test car and raced it, 

reportedly without harmful effects 

Lubri- Gas International has 

used advertising intermittently 

throughout its history. Farm pub- 
lications were used in the early 

days, some newspaper copy has 

been placed from time to time 
and trade publications have bee! 

used, but the present drive will 

be stepped up considerably over 

any previous year. 

Copy will push all size con- 

tainers in which the fluid is pack- 
aged, from four ounces to drums 

Although the product may be 
added to the gasoline tank in small 

quantities, ultimate aim of the 

company’s promotion is to per- 

suade dealers to process. both 

leaded and non-leaded gasolines 

underground, and put decals on 

the pumps to indicate that Lubvi- 

Gas has been added. 

William S. Bishop Compan) 
here directs the account. 

Cloud Appoints Green 
George F. Green, formerly with 

Wilcox & Follett, Chicago, has 
been appointed director of adver- 
tising and sales promotion of 
Cloud, Inc., Chicago book pub- 
lisher. The company is planning 
a cooperative campaign with retail 
book stores, using business papers, 
consumer magazines, metropolitan 
and community newspapers and 
radio. 

Cressy Promotes Draper 
G. F. Draper, assistant sales 

manager, has been appointed sales 
manager of John R. Cressy Com- 
pany, Toronto, manufacturer of 
packaged drugs, toilet prepara- 

‘tions and food extracts. 
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CULTURE 

moves 

White ties, diamonds, ermine . . . plain serge 
and modest frock—from every walk of life the 
Metropolitan Opera in New York currently draws 
hundreds of thousands of ardent followers. No- 
vember through March, the drama and arias of 
opera pack in throngs. _of people every week, 
many of Whomeoften wait in line for hours just 
for standing room. 

Wherever there’s culture, people gather—in 
ihe museums, the art galleries, the theatre. Cul- 
\ure in print, too, finds huge audiences. 

How culture influences people 

Culture in print recently occupied the deep in- 
terest of the more than 9,300,000 families who 
read The American Weekly. An article entitled 
“The Decadence of Modern Art” awoke a host 
of experts and “amateurs” to a greater appre- 
ciation of the great paintings. 

“Mystery of China’s Great Pyramids,” an- 
other article, revealed to the outside world the 

‘liseovery in China of pyramids even bigger and 
older than those in Egypt. And a third article, 
“Swinnerton’s Desert,” unfolded before millions 
of American nature-lovers the majesty of one 
of this country’s least-known beauty spots. 

Culture is but one of the 12 basic human 
interests, deep-seated in all of us. Upon these 
interests is based an editorial policy that has 

won the greatest reading audience in the world. 
It is the editorial policy of The American Weekly. 

Editorial formula appeals to millions 

Love, romance and tragedy are basic in the 
lives of people, regardless of income or social po- 
sition. Therefore, people everywhere are held by 
the real-life stories in this magazine—covering 
the entire range of man’s emotions and achieve- 
ments. And all written so clearly, so simply that 
everyone can read and understand. 

The American Weekly is regular reading in 
9,357,277 homes—reaches one out of every four 

families every week. It provides the manufacturer 
with effective coverage in more communities of 
every size than any other publication. And it car- 
ries the advertiser’s message at a lower cost per thou- 
sand than any other leading weekly magazine. 

44,362 DIMES AND COUPONS 

from a 100-line advertisement 

A leading yarn mill published a 100-line 
advertisement in The American Weekly. 
offering booklets on crochet designs. 44,362 
coupons, each accompanied by a dime, were 
sent in. This return prompted the mills 
agency to write The American Weekly: “low- 
est inquiry cost we have ever experienced 
with either your publication or any other.” 

The Metropolitan, one of the world’s most famous grand opera houses. Opened in 1883, its ee 
100 star vocalists, 90 musicians and chorus of 90—regularly fill its thousands of seats, often play to standees. aor 

makes every night full house | 
at the METROPOLITAN OPERA 

THE 12 

BASIC HUMAN 

INTERESTS ae 
are fundamental in the SCIENCE 

editorial text of i  g / 

The American Weekly / Z¥ep —_ 
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Circulation 

in the World \WEEKly 
A Hearst Publication 

MAIN OFFICE: 63 VESEY STREET, NEW YORK 7. N. Y, 

» 1947 
al es * = = ‘ . : * ; 3 aaa " a 7 : 4 a . & ‘ <Fy ‘ “ts : 

ves , . ‘ " i ae ee ' — - an . i ‘s a ‘ ; oe aa a %. 5 d ee: 

) ae i ee ee a Wee he © 7 ee We ia 
Beds ee ee eae ee Prisniny er a an 4 iY cae ee. : we S £ i ly 

SEE me ee 5 Re sea. sete. i " Bt ae ie en Se a LE, 4 hee. , ae 

eee 7 Sarees | ae a fe eet ee ee oS a ae ES eg ead ae 32 ys _ = oe re ee ee, Mtoe Ve. Oe Renee ee ee > a i ’ 7 , ‘ ¥ — aa 
‘ Pe ts es oe eee ae ey ae es 7 ES 4 FF Se HE . ’ ; ms A , . Ye Bei 

‘ ome get ee hs 2 eS Aa : tie eee ae, pes. oo Sie aa aoe. Sam ™ z ¥ Lf % i $e A ce ‘* 

ieee. ty 4 eee . y {3 ee a oe See - po a ae ‘ | + ' : > ] a = a ee me i. meee es: a Pee ee ee a : ae — i sa ae ay go ‘ aoe : an Pic 2 Ce A a —.- i. ek Oe te, ASS a Pag roe aS F ’ cv Ne: “a oe ae. e : ee Et ae g % sae as iE : a 4 es " ie oa ntterin WA 2 oa ei - i Be 6 . een 
Mags * ; at ee a a i Jee ft te a SBT orks wang Se ee >| es S ste Mle mattis s,s eagle a ae Sa “ia ‘xe $ mee! 6m ie a — ~~ oer ——— ® A ‘ ; i, } Pay 3 ig : $2 ee a ” ex s . a ee or eet — Ss v # Ps ¢ : 

a2 4 sal ¥ N as eae es ae wi ae ‘ at: pe andor ‘ es ' “oe . a 4 : aa ~ me Pe tae We ata fp ernen aoe Pst oe . . oe : 

a aa : ae Seite Bk oes Seas peal > ” — i *) m 33 tt ie pa sh Nage a : af f 
’ } , ] ry 4 7 ER RS Aen r x. 2 ‘ 3 oe " = 1% ; Wi : ee pe *- eae ; ea (; J 

> eat ii . ; : a. 3 ‘ aay on ie fe ty a < “ ’ 
é 7 Meet on ‘ 0) ce i ee ee o_o Sy ae | je Fa 

st 7 ral —_ _ "XOA a ee | 3 . — ae Se oa er 7 . ~ a» F 3 A? <n bY ee ae fi 

fy a” , . ; oe & ‘ ese a “eS a & a - ~—— a 4 re a 2 ee 
“ 

a. oe aa ‘ os ES : =F -~ GP ; "al ; ; os ey $ 

: “sg eae Bi eye 4 ey i & a ef eit ae ° : 

A : 9 Beit. opus * pe ae Fe 6 ‘ ( Fae oe A 2 " : . Ae | | e " * fe eg ie ee 4 (3 PR i 7 4 : ~ " , , P 

VY / a wee ee ‘ . —_—_ = path od) |. Ce 
a ake 4 2 ES i Hood ‘ 7 eer ies a re e gv bia Ra ee be i SR GC t re Pre + i 

mf, ey, fas ’ e culieea: y ; vr : bos Late en ie ee . 3 ae Sa 83 1a eS %, f Be ; = Be. ; ay oe e ee 3S wo. See . * Wy ee a oo J Fie ge 4 uw ee ail TE PYLE Rees a0 Me || Ml 
oe.) 4S PF Bee Dk ee = > =. H et & E a he 6 ae ee ° . a ee ge i a - Nt SORES <hr He £ } Ge ve > ees ¥ ~~ ee “s te : 3 a ° 26, a “a 

fo ae 8 fx, OS OA Nee Ose . ae € kf ee Er gy = CSN a ll es, ei vy ‘H 2. i te wa OP f PE pee SE See we . Te. . ie : ae - % a ” a Bey ps oa ie be st ee ae: - er ae, me. = 2 7 a vu : § S € ss — ae ot i be ¥ ; ‘ Mi f 

, ff WF 4S — Ok bs : ?.)).l ee ee GY ita el ¥ : etait et glllatin il Mis ~~ * 4 rag a. ee ee 4; \ ef 4 a 5 F al < Ci + nee yt J Ae i, Se Oe” We oe bite a pep ee ‘3 wih 7 

wil. Te a. he i i hia ae 2%) aa a a D be kCF5 9 Sk OE My a yi ne oe 2h | 1 OE ee 

ake aa 7 4 ore, PANS - = an ae Ric. os fe : : ‘i a ° be ia = OES 5 ‘s 4 pers : 
cow © ft gy om > A a he id a. ta oe a ae a: ae %. Se x fe, «dh eee NS ga | hb a i i 
» «gf a # \ y ag A L * 2h ing Seis RD: | a. sia OR ee OCG, e Ta | {ey t aN : 
> Ue SO. eee =. CT ise * - « 8 “a it iy : rn Age. ee ee eer Ae, | ga \ of pin 4 gari~ f afl Lo a é : ms -_ hee : a” Cie a 4 yes 's wie ame VT ave at 4 “ee A ° shee A a me ; b I & 0 . i igy 2" & my y Ne a) be ee ry % PT a) oe ij na 4 * Ss ee ee ae t me e ' ae . 

’ _ 7 4 | ee ,\2 ‘ 4 ROO Ce te hae See ee a ee cae. Ne AY, ise vd wi f é ee ~ aoe ? . gh 4“ —_ 4 NY pe Ads ‘ H A 5 a $ Em I $ eb Agere es wed es 4 at % Az% - a? ® ae ce ay | ff 4 y Ps i 

x4 , Z ms a Fema, - : tas § a’ ue ‘ a : f * 

? Bet - . . , s - a "a aii pers age ed PI -— oe . ’ ih. ; Be. yf aie aes i (> a " “ . ‘ ¥ WALD ae a sebettu hoe] ok he) ech Oh eh a} tot) 1m ie - Tae eS. sie ae ae at a iiaees os eee a” Crore ae ey oe 17 rant i 
P 4 ¥ | A). P ~ae Ld Pr dm. « : eee ee ioe, * as bees Ve. \ » Pye ~ ae a bet Sa ; 8 ae 2. a At ae 7 ig it eae se ‘ oo a 2. - ~ wee 3 y ibs : i ae a : oe Re r *.  £as rr ee ee ee ed og 4. im 45 “eo OF i tay N/M eee a i : . eS iad { gs é a = ane ue : ii oat y ul ee mt ye aes a ae , s Se & a bs Pe he ik 28 a) ve : - . a ‘ : : , : 

a_i j th a ee ee rer Ay mm (< (  Ml : ; j Sighs! : ee a? oe 7 2 eee, Bae SAM 3 a P eee See ba ‘a bs ™ 4 ‘ ‘ 
= ae - : ssi Re Ot Fee see ey v ee, A a4 Bs ) y x a) q 4 2? ae oe e 7 5 ms ; yi) , Ue fe et fila ay gt UR NG : = , pili a i . —— 7 , a a © Bs . 5 : r me) : mae # } E 

as oS ee ee aaa Pg peak ose BP oN ae 9 4 A 26a é ji \ eH 7 ; 
—— : a. | eee ae ae" - ee ae ele 4 , CA ae } i § a ; ie SP Ae or 
oh ee % eee 2 ? a ‘a ere arte P . Se :2 ; é i Sag x a vi *\ oa Z < Fi ee ee ae au Bap ees deen 5 aoe wee. “4 ae yee: r ¢ be i ES 3 ~ 4 } + i . * as 

gS Ae a Ne ei , ees > ‘mee tae . ee pa | Ae e a a 4 8. a P EY cog. Ye AY ae 

geet ee Se | oie ; | oa. eet 5 Oy al | oF Ba A AS tt © ah A aa 2) ways oe. 
ee . a a alin Oe © “I cy re @ po hs I eh i. . ie. . , Ss 
i os aa : t a ee ; x KM “ , i eee. a Pn tie Te : 4 4 ree me iy ee: 5 ee teen Wet Mier a Mea Cede Mme Orig 6 oi Sara i br: an a ¥f : £ ats a ie ae *, ; es by: Re ~ “4 “aay Ag wh oe : if.. - _* + \ »'S aN bin : iy lg (" i ae ‘ 
os F 4m : Jn" « . te | ae. ae. « ae ee, er eee me _ Se ce | - a id ee |) oy ? ia  ) - Bee oe eS a " . ¥ : 3 vs ‘5 oo aa ad * x ko ¥ a P) a ’ \Z “= my te 3 .) z ad ae ane a 2 il . ay eet ‘ws . N et it) 4 Fis } 

io ee a Sh, rs ae a a aN C\ Ge Vee | \ ie : * Bi “Se j al ae ‘ os OR ia ae ¥ ow i, . i , 

a a - ye ee a’ Aes Giemee) Ce Se wa > a ; 
a tion. a 5 ee eo 3 an. ace : $) a val ee ‘ ~~ ! 3 \ 

Ne ohana I a al “ «a y y Serge a E , Z a ee rit £ 3 iy 4S a  ,. i — » 7a | eG ee ae eS ‘J a a ig ‘ ? \ FS ‘Rab. | we \. ap) - en — ce ow. ~ . er pet. RMSE 2 I aia eee = RAI eae ‘See es ° a & ee on i a ae 

ay i ot Pee ae helo whi ‘ eke rw : eee ae =o » . e \ ie B a tai ys i 3 ey os Aw . ii \ “. a Beg di ' . - 1 ie 

sf Ry, as. ‘pia x hese ee cae 5 ia = 4 Bites ae e Y +3 ¥ oe . * nae Mig 4 ; fen 4 a - sail * Saree ae ai , = “2 
Se eM Solas a ee "ee ge ili ace : tl — d 4, ‘ : ) | ; ? a 

4 s " = " Pad Ha a o — “ae Soe ae _ Ree a ae % mn iy a es ; tm eas “aes ey a fe ¥ -/ a. 2 ) 2 4 | ‘ _ »% ’ ; ae 

| . . ‘ ; ee ie: ee » i satin ’ — a” 4 a 

e 
i. 

ee 
: 

aa 

ee 
a i Pe 

ita ine 

Bi 

ee: 

: ¥ ‘' a Ee 4 pik cate 
i e ¥ g 

- . — ~.: oe a 
-* i.) es 

Se eye Cum * F ‘. ? ey) Line Sn ed 

y te ae BA a “3a 

ae i eae 

f F ge Fae «es 

mes og 2 7: 
> ~, e Y, “ a & 

be t £ ee ae —— SELF-IMPROVEMENT 

tt ig - j —— 

per —— . 
sales 

a : ' d sales 
Com- 

rer of 
| epara- 

ee 

- ¥ , 



Will Promote New 

Another Plexon Yarn in 1948 

BARNES 4 REINECKE 
A new fire retardent, self-ex- 

tinguishing Plexon yarn designed as 

Package Design... has been announced by N. 
Strauss, vice-president of Plexon, WaASHINGTON—Department store 
Inc., New York. Fabrics woven of | sales for the week ending Nov. 8 
the yarn are said to be immune to | were 10% : 2 , , . greater than in the first 
oil, grease and mild acids, and will week of November last year, the 
not mildew, rot or crack. Adver- 
tising of the new product will not | Federal Reserve Board has re- 
begin until some time in 1948. The | Ported. Sales were up about 10% 

) aa Plexon agency is Al Paul Lefton |from the preceding week. 
if al aii Company, New York. 

+4 ib a 

vf care POT ee Doherty Changes silting Rabin: 
t DE VILBISS fe f . John Doherty, former production a . ae 

- meee - Ficard _ Sarcemang 1935-39 EQUALS 100 
ompany, New York, has been ap-| fj 

Packaged for Sales Glamour pointed director of production and Week to Nov. 8, °47*.p345 | 
. and Product Protection traffic at Byrne, Harrington & Week to Nov. 1, °47*..315 | 

5 an Write for new Roberts, Inc., New York, succeed- Week to Oct. 25, 47...306 | 
tay It aoa ae OUR 14TH GREAT YEAR + STAFF OF OVER 200 | ing Charles P. Fritzsche, resigned. Week to Nov. 9, °46*. .314 

) dure to good . Bt Gn || Week to Nov. 2, ’46*. .277 
ia | oe +e egg BARNES & REINECKE INC. Increases Ad Rates ‘| Week to Oct. 26, ’46* 

| 8 re: ag ; Effective Jan. 2, 1948, the To-| |] _~ iatcones: ; a | | end styang DESIGNERS AND ENGINEERS | ronto Star will increase its flat rate *Not adjusted seasonally. 
wite 234 E. OHIO STREET, CHICAGO 11, ILLINOIS a eee Ste ee oor tae Preliminary. 

Mie Bh ine, EEE 
a | 

What does it mean when an architectural magazine 

Increases its architect and engi- 

neer circulation 30% in five years 

ib: In five successive A.B. C. statements (through June O © 

1947) shows the largest architect and consulting en- OmO 

gineer circulation of any building-field publication 

Uses Dodge Reports to direct its circulation to architects and en- 

} gineers who are active, who by actual project check are respon- 

sible for over 80% of all architect-engineer-designed building 

1a Delivers this top coverage, both quantitatively ral 

| and qualitatively, at the lowest cost per page 

per thousand architects and engineers reached 

) It means that architects and engineers find constantly in Architectural Record a kind of 

+ || information valuable to them. It means that the Record’s editors are right in their objective 

of giving architects and engineers an intensely practical ‘‘workbook.” 

‘To building product manufacturers and their advertising agencies the Record’s first position 

— its steady growth and continuous leadership in architect circulation and consulting engineer 

circulation; its ability to provide economical coverage of not only the largest number of 

architects and consulting engineers but those who provably control plans and specifications 

for most good buildings — means. . . 

You are right 
with the RECORD 

“Workbook of the Architect-Engineer” _ = | 
a 119 WEST FORTIETH STREET « NEW YORK 18 
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for upholstery and drapery 7, Federal Reserve Figures on Department Store Sales 

The increase sent the U. S. de. 
partment store sales index for the 

week up to 345, highest for the 
year (1935-39 equals 100). 

Greatest increases for major 

cities were Denver’s 48% and 
Houston’s 39% gain. The Kansas 

City (10th) reserve district had a 
25% gain, and the Dallas (11th) 
had a 19% sales increase. 

The New York district, which in 

October registered weekly gains 
of 24 to 38% because a truck strike 
held sales volume down in the 
same 1946 month, had a mere 5% 
gain for the first week of Novem- 
ber. 

Among the few dollar volume 
losses for the latest week were 

New Haven’s 8% decline and Salt 
Lake City’s 13% sales decrease. 
The Richmond (5th) district 

showed a 2% gain, the lowest 
among the 12 regions. 

Yr.-to-Yr. % Change 
Week Ending 

Federal Reserve Oct. Nov. Noy, 
district and city 25 1 S 
UNITED STATES. 7 r13 10 
Boston District.... —3 3 6 
New Haven..... —11 6 —8s 
errr rr ~—4 2 6 
Springfield ..... 1 —2 --2 
Providence ..... a4 6 1 

New York District. 30 r38s 5 
oy ee 40 46 —1 
EE 58 5 oa sas 17 21 4 
ey ee 35 r45 6 
Rochester ...... 9 9 4 
Syracuse,....... —3 4 =) 

Philadelphia Dist.. r4 10 16 
Philadelphia .... r4 11 12 

Cleveland District. 0 7 12 
EE. halts dha hss o-4 7 17 
Cincinnatt ...... 3 12 13 
Cleveland ...... 0 6 7 
Columbus ...... 8 ~=3 11 
oo. , See ree —5 4 11 
Pittsburgh ..... —6 4 12 

Richmond District. 2 9 2 
Washington .... 5 12 6 
Baltimore ...... 2 9 el 

Atlanta District... 0 8 14 
Birmingham ....—11l r4 27 
po ee ee —-4 22 1 
pe errr 0 rg 3 
New Orleans.... 4 13 29 
IIASA VEIS 2 occ ces —2 —8s 14 

Chicago District... 5 12 12 
RE Geahe oie 5 9 9 
Indianapolis .... 2 4 8 
| a rer 8 20 17 
Milwaukee ..... 5 20 13 

St. Louis District. . 0 20 16 
Little Rock..... --4 14 20 
Louisville ...... 15 37 31 
ee ae —3 18 9 
ps eae --4 7 16 

Minneapolis Dist... bd * ° 
Minneapolis .... . 7 , 
ae Oe bd ¢ ° 
Duluth-Superior. bd * ° 

Kansas City Dist... 12 17 25 
BPOTOE. 2das daca 17 27 48 
WOMEN 2c cccus 7 5 30 
Kansas City..... 11 10 21 
St. Joseph....... 10 17 11 
Oklahoma City.. 7 10 18 
TE ak anda tans 7 20 17 

Dallas District.... 12 21 19 
BE, 55 280 850.08 0 19 6 
Fort Worth..... 14 r27 14 
po Pree 41 31 39 
San Antonio..... 3 16 29 

San Francisco Dist. 3 r—l 4 

Los Angeles Area —3 —6 0 
|” re 6 13 16 
San Francisco... 4 0 2 
POPUORE wc cess 17 9 12 
Salt Lake City.. 22 18 —13 
ee aa ee 0 —2 0 

r—Revised. 
*Data not available. 

‘Big Break’ Renewal 
Undecided By Adam 

The fate of the “Big Break,” 
Adam Hat Stores’ NBC broadcast, 
still was hanging in the balance 
last week. Officials of the com- 
pany said they have not decided 
whether the show will be renewee 
at the end of its second 13-week 
cycle in December. 

It was indicated that should the 
show, which costs around $10,000 
weekly for talent, be dropped, the 
network time (Sunday, 10:30 p.m., 
EST) may be retained. Biow 
|Company, New York, is the 
| 

Gets Model Account 
Garry J. Carter of Canada Ltd., 

Toronto, has been appointed ‘0 
handle the advertising of Walte! 
Thornton of Canada Ltd., mode! 
agency which will open soon iD 
Toronto. 
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KGO at 50,000 Watts 

Most Powerful Station 

On Pacific Coast / 

The new KGO transmitter, on the air December 1, emits a 

signal of well over 100,000 watts in the San Francisco Bay area! 

Thus, it completely BLANKETS one of the nation’s richest, 

most important markets. 

In addition, literally thousands of new radio families all 

over the West Coast can now tune in this great new station. 

Its signal extends all the way from the Columbia River to 

the Mexican border. 

All broadcasters know the advantage of transmitting over 

salt water. But in addition to a straight water path to 

San Francisco, KGO’s amazing efficiency is due to the fact 

that its antennas rise right from the middle of a pool of con- 

centrated salt water. So concentrated, in fact, that air con- 

ditioning equipment was installed to remove from the air salt 

particles that might have been damaging to the transmitter! 

The results: 99% perfect! 

Don’t overlook KGO in YOUR spot sales plans for 1948! 

And don’t delay—because time on the West Coast’s most 

powerful station won’t wait! Call the ABC representative in 

your city —today. 

ABC “sess: DIVISION 

American Broadcasting Company 
New York Chicago San Francisco 

West 42nd St. Civic Opera Bldg. 155 Montgomery St. 

Los Angeles ... 1440 Highland Ave. © Detroit... Stroh Bldg. 

LOOKING FOR THE SALES KEYS {0 the nation’s top 

markets? You'll find them conveniently located at 

ABC SPOT SALES. You can contact any or all 

of ABC’s key spot-sales stations (in New York, 

Chicago, San Francisco, Los Angeles, Detroit and 

Washington) by merely calling the one nearest you. 
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Emerson Makes 
Bid to Expand 
Foreign Markets 
New YorKk—Emerson Radio Ex- 

port Company—newly established 

subsidiary of Emerson Radio & 

Phonograph Corporation — may 

spend as much as $750,000 to pro- 

mote its products in foreign mar- 

kets during 1948. This figure in- 

cludes a liberal estimate for co- 

operative advertising with its 

overseas distributors. 

Already operating its own as- 

sembly lines in three foreign 
countries, Emerson expects this 

year’s export sales—an anticipated 

10% of the total merchandising 
figure—to show a marked increase 

over the best prewar year. Of- 

ficials of the manufacturing firm, 

however, refuse to say in what 

countries these plants are located 

or to reveal in which areas sales 

are going best. 

The company is supplying dis- 

RAND BUILDING, BUFFALO 3,N.Y. 

National Representatives, Free & Peters, Inc. 

tributors in Belgium, Portugal, 
Sweden, China, India, the Philip- 
pines, Siam, and in Central and 

South American countries. 

Distributors Handle Ads 

Most of Emerson’s advertising 
to potential customers in these na- 

tions is placed locally by distribu- 

tors, with the company sharing the 
cost. Newspapers—and radio 

whenever possible—are used. 

“We believe that these distribu- 
tors know how to do a better job 

in their own locality than we do, 
even though we try to keep closely 

in touch with them,” Joseph Kat- 
ten, vice-president and general 
manager of Emerson Export, said. 

“The company, of course, coor- 

dinates these drives and we decide 

where the main effort is to be con- 

centrated — depending on where 

the radio sets are selling better.” 

Mr. Katten said a sizable share 

of Emerson’s export sales is in 

standard table and portable 
models within the $19.95 to $150 

Advertising Age, November 24, 1947 

price range. 

In addition to the cooperative 
advertising program, the radio 

manufacturer plans a_ regular 
schedule of institutional copy in 
several publications, including 

American Exporter, Importers 
Guide, Norte and perhaps the 

Spanish and Portuguese editions of 

the Reader’s Digest. 
The company, through its Cuban 

representative, Hermanos Bared, 

Havana, is sponsoring this season’s 

baseball broadcasts of Cuban Na- 

tional League games. Airing of 
these sports events started Oct. 30 

over Cuba’s Blue and Red net- 

works and will continue for four 

and a half months. 

Emerson radios also are being 
plugged regularly via radio in the 

Dominican Republic, Puerto Rico. 

Hong Kong, Brazil and Argentina. 

Appoints Keene V. P. 
John Macauley Keene has been 

appointed a vice-president of Fx- 
port Advertising Agency, Chicago, 

=. HAPPY (Best in Show) HOLIDAY says: 

The doggonedest things happen to me! 

First I win 800,000 blue-chip families. 

And NOW the news is... 

Holiday wins 
9 blue ribbons/ 
Here’s plenty of proof that Holiday is a howl- 
ing success. Take a look at the chart on the 
opposite page and you'll see Holiday wins first 
place in nine widely different advertising clas- 
sifications this year. What’s more, our total 
advertising revenue in our second year is 

greater than the second-year revenue of any 
other monthly magazine! In fact, Holiday’s 
average advertising revenue per issue for the 
last quarter of 1947 is $236,399.10! 

All these figures add up to one important 

fact: in only two short years, Holiday has 
become America’s blue-ribbon magazine for 

advertisers who want to reach America’s blue- 
chip families. The more than 800,000 families 
who read Holiday are the «martest, alertest 
families in the land. And they read it in a re- 
ceptive, buying mood—a Holiday mood! If 
you’re an advertiser with a quality product to 
sell, the place for you is Holiday! 

The most responsive new market 

today is exclusive with 

HOLIDAY 
A CURTIS PUBLICATION 

INDEPENDENCE SQUARE, PHILADELPHIA 5, PA. 
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Peach Dessert 
to Be Promoted 
by Three Sponsors 
SAN FRANcIScO—Three sponsors 

will join forces in January and 
February to promote the latest 
cooperative advertising creation 

of the Cling Peach Advisory 

Board—Boston cream peach des- 
sert—via newspapers, magazines 
and radio. 

The new dessert was developed |also will play up the same meal | ports, retailers tying in with the 

by Ann Pillsbury for the board, | on the Fred Waring show over | 
Pillsbury Mills, Inc., and the Can 
Manufacturers Institute. Ads fea- | 

turing the product will be placed 

by the board and Pillsbury in 

newspapers and magazines, while 

the can institute will tie in its 

“whole meal” promotion in Febru- 

ary with magazine color advertise- 

ments featuring corned beef hash 

as the main course and the new 

dessert for a “topper.” 

The American Meat Institute 

/161 NBC stations. 

Fifth Joint Campaign 

The new merchandising event 

marks the fifth such cooperative 

campaign initiated by California’s 

cling peach industry. In the past 
10 months, the advisory board has 

worked out drives with General 

Mills, Kraft Foods, Carnation 

Company and National Biscuit 

Company. In each drive, it re- 

campaign doubled their normal 

turnover of the related items fea- 

tured. 
“Results from our forthcoming 

three-way drive should beat all 

records hung up thus far,” said 

Stanley Plumb, advertising and 

merchandising manager of the ad- 
visory board. 

Among point-of-sale material 

being distributed by the advisory 
board. to retailers from coast to 

coast are “Fibber McGee and 

Radio and equipment SECOND HOLIDAY 
'¢ ond misses’ apparel HOLIDAY cg a THIRD 

Textile mater! 
*#SO0URCE—LEADIN G NA
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Molly” ad reprints, counter dis- 

play cards with free recipe pads, 

newspaper mats and price cards 
for stack displays. 

The entire Pillsbury sales force 
will help retailers set up mer- 

chandising programs for stores of 

all sizes to back up the promotion 
with point-of-purchase display. 

Batten, Barton, Durstine & Os- 
born, San Francisco, is the ad- 

visory board’s agency. 

Brown Leaves Y&R 
Gerald M. Brown, manager and 

account supervisor in the Toronto 
office of Young & Rubicam, has re- 
signed to go into public relations 
work. George Berthon, formerly 
supervisor of merchandising in the 
Montreal office, has been named 
to succeed Mr. Brown. 

Gets Fashion Accounts 
Mark, Mautner & Berman, Mil- 

waukee, has been appointed to 
handle the advertising of Everitt 
Hat Company, Milwaukee, wom- 
en’s needlepoint hats, and Clau- 
dette Frocks, Inc., Chicago, wom- 
en’s and junior dresses. 

ACB Services are helpful to 

advertisers and their agencies } 

@ How soon and how fully do 

you know of important changes 
in the selling and promotion of 
competitive products? 

It is almost impossible to fol- 
low these changes as they occur 
in the 1,738 U.S. dailies unless 
you are a subscriber to ACB 
Newspaper Research Services. 
But with these services, you are 
kept informed of any changes 
and necessary details promptly. 

Many other important devel- 
opments are revealed in detail 
by ACB’s Research Reports 
as they appear anywhere in 
daily newspaper advertising. 

ACB Advertising Linage re- 
ports have been used by leading 
merchandisers for many years. 

They are made up to your own 
specifications as to information 
or areas covered. A catalog 
covering 12 services will be 
sent executives on request. 

Send for Catalog 
Gives details of 12 re- 
search services—covers 
wide range of subjects 

- tells how to estimate 
cost—suggests many 
applications of informa- 
tion furnished—gives 
names of satisfied users. 

79 Madison Ave., NEW YORK (16) 

538 S. Clark St., CHICAGO (5) 

16 First Street, SAN FRANCISCO (5) 

Ye | 
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MAGIC WORDS 
That Sell by Mail! 

t to work for you certain ‘“‘magic’’ 
words at get maximum orders for meri- 
torious products. We are + fully recognized 
advertising agency with a staff of top-flight 
mail order specialists. Established 1926. 

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

MEdallion 3-0813 

Offers Radio Manual 
W. E. Long Company, 155 N. 

Clark St., Chicago, is offering its 
“Morning Radio Show Production 
Manual” to radio stations, adver- 
tisers and advertising agencies at 
a reduced price of $3.50 mailed 
postpaid. 

‘COVER COLORADO 

Rant 

WITH 

Colorado 

cher 7 ond 
Che 

: Sam R. eve, Publisher 

Farmer 

Britannica Doing 

Nicely, Despite 

Rumors: O'Brien 
Cuicaco—The biggest subscrip- 

tion book company the world has 

known expects to go on being so. 

That is what executives of En- 

cyclopaedia Britannica told AA 
when questioned about rumors 
that the organization is heading 

toward the rocks. 
The rumors have it that EB has 

been forced to borrow millions 

from banks, has other millions tied 
up in unsellable books, has fired 
anywhere from 10 to 40% of its 

employes, may be taken back 
again by Sears, Roebuck & Co. and 

has a selling cost of 39%. 
While some of these may be 

close to true, many of these and 

others are not, it appears, and EB 

Advertising Age, November 24, 1947 

executives owning no stock in the 

company claim they couldn’t think 

of a better buy if shares were 

available. 

Exact dollar figures on sales are 

not given out by EB or its subsidi- 

aries, but it is doing 30 times as 

much business now as 10 years 

ago; sales are 20% over last year 

and not even the general decline 

in book sales nationally seems to 

have hurt EB’s over-all sales vol- 

ume—though the EB trade books 

are not selling well. 

Sales of the encyclopaedias to- 

taled 90,000 sets last year. There 
are now about 4,000 sets in inven- 

tory—less than the normal supply. 
Sales of the encyclopaedias this 

year are above those of 1946. 

Has 1,600,000 in Stock 

A year and a half ago, the trade 

division was started under Robert 

Whitney (now president of Na- 

tional Federation of Sales Execu- 

tives). Two 12-volume sets, 
“True Nature” and “World’s Chil- 

dren,” were brought out at 50 
cents a volume. That was more 

For Data, 

Free Counsel, or 
Literature, write Dept. 39-11 

CudtiHtedd cot Wie 

ce wee 

MEYERCORD DECALS 
Thousands of firms save time, money . 
profit with Meyercord Decals. These washable, durable 
decalcomania transfers are easily applied on every 
type of commercial surface. They can be economically 
produced in any size, color, or design. Decide now to 
lastingly identify, advertise and decorate your product 
with Meyercord Decals! 

. and find new 

JeMEYERCORD( | 
World's: lorges? Deca! Meaviecturer 

“A 
ADVERTISE + IDENTIFY *- DECORATE... WITH MEYERCORD DECALS 

than enough. Of 1,200,000 prinieg 
of each, half the “True Nature” 

and 1,000,000 of the “World’s Chil- 

dren” books remain to be sold. 
That’s not good, but as Dale 

O’Brien, advertising and public 
relations director, points out, 80()- 

000 were sold, and many or all of 

the others will be sold later— 
partly through the new general 

subscription book department 

headed by K. M. Harden, formerly 

with P. F. Collier & Son. This unit 
expects to have a field force of 
1,000 people soon selling EB and 
other companies’ books direct to 
consumers. 

Britannica already has _ 1,300 

salesmen handling its Britannica 

and Britannica Junior set sales— 

by far the biggest selling organ- 

ization of its kind. Britannica has 
set up headquarters in Mexico 
City for selling its encyclopaedias, 

“Book of the Year,” “World At- 

las,’ “Ten Eventful Years” and 
other books in Spanish and Portu- 
guese-speaking nations. (The 

books sold there are in English.) 

Ad Budget Doubled 

“Closer to 15% than 40%” of the 
employes at Britannica home of- 
fices here have been dismissed. 

Most dismissals apparently result 
from a management survey just 

completed by Booz, Allen & Ham- 

ilton here. The sales staff, how- 
ever, remains much larger than 

two years ago. 

Britannica last year spent $74,- 

000 for advertising. Its 1947 ad 

budget is $135,000, biggest in its 
history. Space has been used in 

Better Homes & Gardens, Col- 

lier’s, .Life, Parents’ Magazine, in 
some newspapers in major cities, 

in about 90 school and library 
publications and in trade publica- 
tions. The ’48 budget, not yet set, 

probably will be as large or 
larger. 

Encyclopaedia Britannica Films, 
Inc., headed by C. Scott Fletcher, 

is continuing to make educational 

films. It is the largest in this 
field. 

Britannica has, indeed, felt a 
shortage of cash. This, Mr. O’Brien 

says, resulted from errors in esti- 

mating cash requirements and not 

from any decline in business or 

poor profit position. Subscription 

book selling always requires much 

use of bank capital—because so 
high a percentage of sets are sold 
on time—and recent borrowings 

have been of that kind, he said. 

Indexing Continues 

He said that present top officials 
of the company will not be shifted 

and that William Benton, chair- 
man of Britannica and owner of 
its common stock, will not, as 
rumors have it, dispose of his 
Muzak Corporation ownership to 
“bail out” Britannica. 

It was said that the massive edi- 
torial preparation going on at the 

University of Chicago for publish- 

ing the “Great Books” series is 
continuing uninterrupted, although 
date for printing the 60-odd vol- 
umes (perhaps the greatest single 
editorial preparation of all time) 
is being postponed “to defer print- 
ing operations.” 

As to the sales costs hitting 39‘% 

of gross on encyclopaedia sales, 

Mr. O’Brien pointed out that that 
figure is not far from what it al- 
ways has been and that increases 

have been no more than experi- 
enced by other companies re- 

cently. 

Gets Sandeman Account 
W. A. Taylor & Co., New York, 

distributor of Sandeman ports and 
sherries throughout this country; 
has appointed Charles W. Hoyt 
Company, New York, to handle 
Sandeman advertising. A cam- 
paign, headlined “You Always 
Know Sandeman,” will be 
launched in Esquire, Gourmet, 
The New Yorker, Social Spectator, 
Time and in daily and Sunday 
newspapers in large cities through- 
;out the country. 
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Here’s how it works — market by market across the 
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This hand-tailored service gives you a coverage close-up 

of every: trading area the country over. It shows you in 

detail just how much combined circulation your list of top 

magazines is delivering in each of the nation’s 608 primary 

and 3,160 secondary markets. 

We believe it is safe to say that no other service avail- 

able to advertisers offers so many vital answers in the de- 

termining of the local strength of magazine advertising. If 

you are interested, arrange to have one of our representa- 

tives explain this exclusive service to you. 

Cosmopolitan circu.aTioN BREAKDOWN SERVICE 
The Hearst Building « 57th Street and Eighth Avenue * New York City 19 « Phone: COlumbus 5-7300 
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Reymer Names Hodnett (Takes Over For Ratner 
A. P. Hodnett, formerly branch| Activities of Victor M. Ratner 

sales manager of hotel and restau-| Company will be taken over by 
rant sales in the Pittsburgh dis- | Tom Fizdale, whose public rela-| 
trict for the H. J. Heinz Company, tions office is at 515 Madison Ave., | 
has been appointed general sales| New York. Mr. Ratner recently | 
manager of Reymer & Brothers, | became vice-president in charge) 
Pittsburgh, manufacturer of! of advertising and promotion at! 
candies and soft drinks. 'CBS. 

Whats tu 

Vour Fata? 
Can your Product or Service be sold to the Dairy 
Industry? If so... Your Future will be actively 

profitable if you get your share of the $71 

Billion Dairy Industries Market. The best way 

is through MILK PLANT MONTHLY .. . most 
authoritative Dairy publication since 1912. 

ABC Audited Since 1929 

‘@ Milk Plant Monthly 
327 SOUTH LA SALLE STREET, CHICAGO 4 

ATAT Starts New 
N. Y. to Boston 
Microwave Setup 
New York —A 500-mile tele- 

vision hookup—the longest video 

network in existence—was demon- 

| strated last week when the Ameri- 

‘can Telephone & Telegraph Com- 

/pany held special ceremonies in 
| Washington, New York and Boston 
|to inaugurate its new radio relay 

service between New York and 
Boston. 

This microwave system, which 
can carry telephone conversations 

and television pictures simultane- 
ously, will be made available to 
telecasters for experimentation. 
AT&T’s coaxial cable between 
here and Washington currently is 
being used gratis, the telephone 
company having withdrawn _ its 

rate scale shortly after filing’ it 
with the FCC in midsummer. 

Mobile equipment furnished: by 

NBC was used for the demonstra= 

Advertising Age, November 24, 1547 

tion, since there is no commercial 
station operating in Boston. WBZ- 

TV, an NBC affiliate, expects to 

begin telecasting next year. 

Australian Company 
Issues Annual Report 

Burlington Mills (Australia) 
Ltd. has issued its eighth annual 
report, including 16 pages of four- 
color illustrations and copy re- 
counting the objectives, proced- 
ures and products of the company. 

Striking reproductions of fab- 
rics produced by the Australian 
affiliate of the North Carolina 
company of the same name are 
combined with the modernized 
balance sheets, directors’ report 
and profit and loss statements. 
Goldberg Advertising, Sydney, 
prepared the material. 

Joins ‘Traffic World’ 
C. B. Clark, formerly secretary 

of the Midwest Shippers Advisory 
Board, has been appointed eastern 
advertising manager of Traffic 
World, effective Jan. 1. He will 
make. his headquarters in New 
York. © 

And it’s true. Families with children who receive 

Parents’ Magazine never do grow old! They're 

always young, always at an age in which they are pliant, 

susceptible to brand advertising. 

There are no shades of Ponce de Leon in this picture! It’s simply 

because Parents’ Magazine's audience is ever 

Changing. Each new year brings thousands of new mothers who subscribe 

to the magazine... while older mothers, past the years. of 

peak spending, drop from the list of subscribers. 

Remember! Young families with children buy more food 

than all other markets combined. Parents’ Magazine's 

families with children have higher-than-average incomes = 

spend more-than-average for food. 

Reach over 1,100,000 of America’s young 

families with children through 

PARENTS’ MAGAZINE 
$2 Vanderbilt Avenue, New York 17, N. Y. 

Boston - Chicago - Atlanta - San Francisco - Los Angeles 

The PARENTS’ SEAL 
inspires confidence ~ 
and increases sales 

Slack Quits Post 
as General Sales 
Chief at Packard 
Detroit—George T. Christoph«r, 

president and general manager of 

Packard Motor Car Company, last 
week announced “after consider- 

able deliberation and with sincere 
regret” the resignation of Lyman 

W. Slack as director, vice-presi- 
dent and general sales manager. 

Karl M. Greiner, parts and servy- 
ice manager since September, 
1943, was appointed as Mr. 
Slack’s successor as general sales 

manager. He served as general 

parts and service manager for 
Nash Motor Company from 1938 

to 1942, and has held executive 
posts in various divisions of Gen- 
eral Motors Corporation. 

Mr. Christopher said Slack’s 
resignation is effective imme- 

diately and that his plans for the 
future “logically will be disclosed 
by him at the proper time.” 

Mr. Slack could not be reached 

for comment and company execu- 

tives declined to reveal his where- 
abouts. 

He joined Packard in 1934 as a 
sales promotion manager. He be- 

came general sales manager in 

1943; a vice-president in 1945 and 
a director in May, 1947. “Mr. 

Slack leaves with a fine record of 
accomplishment at Packard,” Mr. 

Christopher said. “Under his lead- 
ership, the dealer organization has 
become the strongest in the com- 

pany’s 48-year history. Slack has 
helped to build a firm foundation 
of preparation at Packard for the 

still distant buyer’s market.” 

Reveals New Program 

Shortly before his resignation 
was disclosed, Mr. Slack an- 

nounced that Packard is acquaint- 

ing its dealers with “the first com- 

prehensive postwar retail automo- 
bile sales training program.” Aims 

of the program, he said, are to: 

1. Strengthen the knowledge of 

dealers’ sales and service staffs on 
the full line of 1948 Packards; 

2. Begin now to break “sellers’ 

market habits” against the time 

when competition gets into full 
swing. 

The buyers’ market in new 
autos, Mr. Slack warned, “‘can ar- 
rive almost overnight.” 

The program employs the new- 

est teaching techniques adapted by 
Earl L. Coppock, sales promotion 
manager, and is so designed that 

it can be used for several years. 
One portion includes five sound- 

slide films on the firm’s 1948 line 
and the “Packard Facts Book.” 

The second portion, also using 
sound-slide films, emphasizes sell- 
ing methods through the expe- 

riences of a typical auto salesman, 

together with a text on “Selling 

Fundamentals.” Key to the pro- 
gram, said Mr. Slack, is a ‘‘Dealer’s 

Guide,” which recommends meth- 

ods for the most effective use of 
the program materials in training 

the dealer’s sales and service pe’- 

sonnel. 

Builds New FM Tower 
The South Bend Tribune his 

|/completed a 480-foot tower which 
| supports the transmitting antenna 
for the paper’s frequency modul: - 
tion station, WSBF. The heig’t 

|of the tower is expected to proje ; 
{ 

e 
the FM broadcasts about 1 
miles. The building housing t! 

| transmitting equipment is no V 
being remodeled to accommoda & 
a new 10,000-watt FM transmitte - 

Three Name Kemmerer 
Kemmerer, Inc., Hollywood, he: 

been named to direct the adver- 
tising of Wright Products Com- 
pany, Los Angeles, manufacture 
of automotive accessories; Web 
|Home Supply, Inglewood, hom 
| furnishings, and Pelton Mfg. Com 
pany, Diamond Springs, maker © 
| Cleen-Dry vacuum soap dishe 
‘and other products. 
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YOUNG & RUBICAM 285 MADISON AVE= 

HAPPY TO INFORM YOU THAT YOUNG & RUBICAM AGAIN HAS WON 

FIRST PLACE IN ADVERT!SING AGENCY DIVISION IN BILLBOARD'S 

TENTH ANNUAL RADIO PUBLICITY SURVEY* CONGRATULAT! ONSe= 

JOSEPH G CSIDA EDITOR IN CHIEFe 

THE COMPANY WILL APPRECIATE SUGGESTIONS FROM ITS PATRONS CONCERNING ITS SERVICE 

Young & Rubicam, Inc. 
ADVERTISING + New York Chicago Detroit San Francisco 

Hollywood Montreal Toronto Mexico City London 

, 1947 
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Two Name Frisco Agency 
Lori- Dawson, San _ Francisco, 

manufacturer of formal wear for 
women, and Economy Shade Com- 
pany, San Francisco, manufacturer 
of window shades, venetian blinds 
and Tropicraft woven-wood floor 
screens, have named Hoefer, Diet- 
rich & Brown, San Francisco, to 
handle their advertising. 

Lauraites Names White 
Arnold White, formerly with the 

Chicago Association of Commerce 
and Industry, Station WLS, and 
Lawrence H. Selz & Associates, 
has joined Paul W. Lauraites & 
Associates, Waukegan, II1., as vice- 
president and account executive. 
Nancy Rostron has joined the 
agency’s art staff. 
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Genuine photographs manufac- 
tured in quantity at little 
more than letter-press in 

any size... get full 

@ particulars from 

t 

2, 

OTO-MATIC Co 
421 So. Wabash Ave. Fine Arts Bldg. CHICAGO S, ILL. 

Phone HARrison 2770 — 

RCA Schedules 
Magazine Copy 
for Yuletide Sets 
New YorK—RCA Victor di- 

vision of Radio Corporation of 
America will swing into high gear 

on its Christmas promotion next 

month with color advertisements 

in six magazines. 

Announcements on RCA’s Sun- 
day afternoon NBC show also will 

be used to plug the company’s new 
radios and consoles. Featured 

models will be an 18th century 

styled radio-phonograph combina- 

tion (AM and FM) priced at $325; 

a table receiver ($35.95), and a 

walnut veneer table receiver (AM 

and FM) at $95. 
Full-page, four-color copy will 

appear in Armed Forces, Collier’s, 

Extension, Life, Look and The 
Saturday Evening Post. Spreads in 
color will be run-in six business 

publications to wish RCA dealers 

the season’s best. J. Walter 
Thompson Company is handling 
the drive. 

The manufacturing firm’s coop- 

erative newspaper advertising— 

a continuous campaign—will em- 
phasize the Yuletide theme, as will 

the television set promotion in 
video cities. 

NBC Surveys Youth 
In an effort to find out what 

the younger side of the radio 
audience thinks of its hroadcasts, 
NBC has hired the Gilbert Youth 
Research Organization, New York, 
to give its Saturday morning pro- 
grams the teen-age test. Gilbert 
Research, which is run by 21- 
year-old Eugene Gilbert, bases its 
findings on interviews by 1,200 
high school and college students 
throughout the country. 

KOAD Names Peddie 
Franklin Peddie has been named 

production manager of Station 
KOAD, Omaha FM station. He 
succeeds Harvey Twyman, who 
has resigned. 

This advertisement produced 

$17,000 worth of direct consumer orders 

for R. M. Jordan and Company, Inc., 
Providence, R. 1. 

$17,000 is jnery ores 
produced by ONE AD! 

Mr. R. M. Jordan writes: “The full page two-color ad which 

we ran in the August issues of your Hunter Screen Unit resulted in 
more business than from any other magazine group we have ever 

used. We got phenomenal results as over $17,000 worth of 
consumer orders were received. And the good will developed through 

redistribution of these orders back to our customers throughout 
the country has been tremendous. We have already planned to extend 

our advertising with you in 1948.” 

You can make your advertising dollars produce more 
definite returns by placing your message before the active 

buying readers of Hunter Screen Unit. 

Here you have a live, young ‘audience — eager to look 

glamorous, to wear glamorous clothes, to use glamorous products. 

Here’s a large, individual market .. . 67% of °em under 

3. 

4. 

HUNTER 
tee SCREEN UNIT 

1. Young Market .-- 
35 years of age. 

2. High Income® ** 53.000 per year: 

These R 

2 out of 3 readers
 are ' 

68% have higher- 

incomes of over 

Urban Buyers 

circulation 
of 

s Editorial 
Co 

-ading and inc
r 

revlation.- 

as shown the 

ge growt 

group. 

with highest 
percen 

all Romance an 

Glamorov 

to-cover Fe 

increasing Ci 
Screen Unit h 

largest percenta 
of any women’s 

since 19 

H 
easons Make lacs 

“THE BIG 3” FOR ‘48! 
inder 

than-average 

tage of city 

d Screen groups. 

insures ¢ 
ntent... insur ‘ 
eases the buying urs® 

40, Hunter 

unter Screen Unit 

6. Newssta
nd Gains.-

+> 

Gilver Screen are t 

ae Screen
 and _— 

newsstand gains in 1947. 

7. Low Cost. 

1,000 circu 

offers except 

Try it, see for yo 
jonally low cos 

over- ursell. 

Screenland and 

he only magazines 
ance field with 

_ at $1.60 per page Pet 
: 1 Screen Tunter 5 

lation, f t advertising. 

the age of 35... with plenty of money to spend on clothes, cosmetics. 

beauty and health aids, entertainment, books, self-improvement 
and household sundries ... circulation 1,127,000. By all means 

investigate the extraordinary advantages which make Hunter 
Screen Unit “the big 3” for °48! 
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Borton Promises — 
Consideration of 
Proposed Ad Group 
Lonpon—Elon G. Borton, presi- 

dent of the Advertising Federation 
of America, has pledged the will- 

ingness of the federation to ex- 
plore proposals for a Union of In- 
ternational Advertising. 

In a recent letter to J. L. Hen- 
derson, director of the British Ad- 
vertising Association, Mr. Borton 

said: “We do feel that there 
should be some kind of interna- 
tional advertising organization for 

the interchange of contact and in- 
formation. We feel that such an 
association can be of value to all 
of us and it is certainly needed in 
this present world situation. 

“T am hopeful,” he continued, 

“that the Nordic Advertising As- 

sociation will be part of this in- 
ternational advertising setup—in 

fact, it would not be complete 

without them. How far this inter- 
national association should go is 

quite a question in our minds, but 
we are certainly willing to ex- 

plore it, and we hope that out of 
the exploration will come some or- 
ganized international cooperation.” 

The proposed international ad 

group was stimulated. recently 

when a preparatory commission 

under Mr. Henderson was set up 

here. Preliminary discussion of 

such a union took place at the 

Paris conference of advertising as- 

sociation executives in July. 

No Regulative Powers Sought 

Twenty countries have already 

been approached regarding the 
purpose and scope of the ad union. 

Mr. Henderson explained the new 
group would not take on any regu- 

lative powers nor would it ask 
members to relinquish any of their 
normal prerogatives. He also ex- 
plained that the only commercial 

motive to be tolerated would be 
that of expanding usefulness of 

advertising as a whole. 

No action would be taken, or in- 

formation collected, he said, in 
competition with private interests. 

The group would act as a clearing 
house for information produced 
by member associations, would 

document legislative restraints in 

various countries, and seek means 

of developing improved circula- 
tion and readership checks. 

To Meet Next Year 

In addition, Mr. Henderson said, 

the Union of International Adver- 

tising would report on current na- 

tional or propaganda campaigns, 
the form and results of which may 

be profitably applied in other 
countries. Lastly, he declared, the 
U.LA. would attempt to propagate 
the cultural ideal behind adver- 
tising and the conception of ad- 

vertising as a social and interna- 

tional service. 

All of the objects are expected 
to be incorporated in the constitu- 
tion of the union which a meeting 
of national ad groups will be asked 
to approve early next year 21 

Paris. To date, both the AFA and 
the Nordic Advertising Federation 

are still outside the preparato'y 
committee’s planning, althouch 
Mr. Borton’s letter has stimulat:d 
the hope of an early entry by tie 

AFA into international activitics 

Launches Pen Drive 
Inkograph Company, Inc., Ne 

York, has launched a pre-Chris 
mas campaign for Inkograph fou! 
tain pens, using 125 newspape:s 
in 79 key markets with weekly ir- 
sertions that extend through De 
20. This campaign is in addition 
to the campaign currently runnin: 
in 44 national magazines. L. ! 
McGivena & Co., New Yor} 
handles the account. 
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Pieces of Kight! 
It’s money we're talking 

about. Your money. To be 

specific, we’re going to talk 

about $42,000 of your com- 

pany’s advertising appro- 

priation for 1948. We’re 

going to tell you how much space it will buy in 

each of four magazines — and something about 

the power of that money in today’s period of 

spiraling costs and increased competition. 

In 1948, your $42,000 will buy 2% black and 

white pages in LIFE... . 3% pages in LADIES’ 

HOME JOURNAL... 4 pages in THE SAT- 

URDAY EVENING POST... or 12 pages in 

CORONET. 

In LIFE, that $42,000 will guarantee you 

15,600,000 printed reproductions of your ad- 

2,000,000 GUARANTEED CIRCULATION (‘oro
ne ee

 

vertising ...in LADIES’ HOME JOURNAL, 

18,000,000 ...in THE SATURDAY EVENING 

POST, 15,200,000... in CORONET, 24,000,000. 

These figures show that CORONET’s rates 

are 40% lower than those of LIFE... 34% lower 

than those of LADIES’ HOME JOURNAL... 

and 36% lower than those of THE POST. 

They are, in fact, the lowest multi-million 

magazine advertising rates ever offered, at a 

time when costs are spiraling and competition 

is double the 1940 pre-war peak. 

So much for the space that $42,000 will buy. 

But what about the power of that space to sell 

more products to more people at less cost? 

There is no question that 2% pages in LIFE, 

or 3'2 pages in LADIES’ HOME JOURNAL, or 

4 pages in THE POST are powerful investments 

in advertising space. 

But by simple mathematical logic, a 12-page 

schedule in CORONET —a solid year of con- 

sistent advertising for the cost of any of the 

above space units — offers you a bonus of addi- 

tional selling power unequalled for economy by 

any other major magazine. 

And with that economy goes a policy engi- 

neered to give your advertising the highest level 

of efficiency ever attained: 

Full-page advertisements only, each opposite 

a full editorial page .. . lowest ratio of advertis- 

ing to editorial of any major magazine, hence 

the least competition... virtually exclusive prod- 

uct fraiichises and preferred positions for all, 

in one of the most intensely read magazines 

ever published. 

NEW YORK. 366 Madison Avenue PHILADELPHIA .1700 Walnut Street 

CHICAGO... Coronet Building a 525 Statler Office Bldg. 

DETROIT... 417 New Center Bldg. LOS ANGELES... .448 South Hill Street 
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"of wartime days, the Washington 

Congress Facing $2 Billion 
Veterans’ Homestead Act 

WASHINGTON—Congress may find 

it difficult to dodge in the near fu- 
ture “the Veterans Homestead Act 

of 1948,” an American Legion pro- 
ject creating $2 billion more of 

cheap money for veterans inter- 

ested in purchasing, constructing 

or remodeling homes. 

Blessed by real estate and build- 

ing interests, it enables World War 

II vets to form non-profit “home- 
stead associations.” Veterans Ad- 

ministration is their sugar daddy 

—extending working capital at 0.5 

to 1% and marketing their tax- 

exempt government - guaranteed 

bonds. The associations are to aim 

for living units averaging $10,000 

in cost. : 
Even without’ this added stimu- 

lant, Commerce Department sees 
the booming construction industry 
hitting $15.2 billion in 1948 — up 
20% from the anticipated 1947 to- 
tal. According to John L. Haynes, 

Commerce’s authority on construc- 
tion, 950,000 private residential 

units may be built in 1948, com- 

pared with 860,000 this year. 

Mr. Haynes doubts that housing 

prices will break in the year 

ahead. They are high in relation 

to income, he confesses, but “a 
continuing housing shortage more 

than counterbalances evidence 

suggesting a possible decline.” 
* * ok 

Approval of the Truman anti- 

inflation program would mean a 
- boom for Washington reminiscent 

OINT-OF-SALE DISPLAY PRODUCED FOR JANTZEN 

By STANLEY E. COHEN, Washington Editor. 

Post’s Jerry Kluttz writes. Mr. 

Kluttz, who specializes in Civil 
Service news, estimates an emer- 
gency price control, rationing, al- 

location and inventory control pro- 

gram would need 35,000 fulltime 
employes, and thousands of vol- 

unteers. Additional thousands 
would’ be needed by “old line” de- 
partments to assist the programs 

of the emergency organization. All 
this would mean a scramble for 
office space, and some fancy Civil 

Service salary upgrading in order 

to recruit workers from private 

industry. 
a K oo 

That special tax study commit- 
tee, headed by Roswell Magill, 
urged House tax experts to clarify 

tax status of research, develop- 

ment and sales promotion ex- 

penses. The Magill group said 
the internal revenue bureau re- 

cently has forced many businesses 

to “capitalize” some of these items 
on the ground that “they benefit 

periods beyond the current year.” 
In one case the bureau is contend- 

ing that the cost of seeking new 

magazine subscribers to replace 
those who are dropping out must 

be capitalized. 
Magill’s group said research, de- 

velopment and sales promotion ex- 
penditures ought to be deductible 

from current income “to the ex- 
tent that such expenditures are 
classified as current expense in 
accordance with reasonable ac- 
counting procedures adopted and 
consistently followed.” 

oo ok * 

Interior Secretary J. C. Krug 

warns that many consumers may 

have to buy and learn to use “al- 

ternate” fuels this winter. Krug 
says supplies are ample so far as 
natural gas and coal are concerned, 

but transportation remains a bot- 

Be 
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tleneck. With demand up 50% 
since 1945, he says supplies of fuel 

oil will be inadequate. Though 
there will be no coal shortage, 

home owners in some instances 

will have to substitute pea and 

smaller sizes for large sizes of an- 

thracite, Krug says. 
7 * cg 

It seems to be an open secret 

that War Assets Administrator 

Robert Littlejohn will step down, 
probably before the year ends. 
The report gained currency when 
WAA’s general counsel, Jess Lar- 

son, was promoted to “associate 
administrator.” War Assets is go- 

ing into the final phases of its 

liquidating job, its inventory 
heavily weighted with industrial 
real estate. 

Ke * * 

FTC’s big case against the steel 
industry, announced Aug. 14, was 

broadened to include a charge 

that the industry, through the 

Iron and Steel Institute, “reached 

a meeting of minds” that “it would 

be in their self-interest so to act 

as to forestall increases in steel 

production facilities.” According 

to industry critics, steel shortages 

have contributed to disorganizeq 

markets in automobiles and other 
steel consuming products. The 

fuel shortage, for example, is 

traced to a railroad car shortage, 

which in turn is traced to the 

steel shortage. 
* Bo * 

Congressional leaders will prob- 
ably pigeonhole consumer ration- 
ing and price control this session 

—but the issue will be back in 

January and again and again in 

1948. Politics aside, Congress is 

sweating under the accelerating 
price spiral. According to a price 
subcommittee headed by Sen, 

Ralph Flanders (R., Vt.), high 

food prices have already reduced 

many low-income urban families 
to near-starvation diets. 

President Truman has warned 

that 1948 crop forecasts indicate 
less grain and meat—and further 

increases in food prices. His sup- 
porters now question whether a 

free market necessarily leads to 

higher production. They point to 

el 

May We Suggest 
dow is the time to employ our counsel and 
ervices to insure best acceptance, maximum 

ise, consistent results. 

We are a Display Agency and cooperate 

ully with your advertising agency to “Pipe- 

n" the force of national advertising. 

FREE! 

36 Pages .. . 420 Pictures 

... an Exhibit of Performance. 

Write for a copy of it Today 

on your business letterhead. 
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What a gigantic market 

“editorial screening” offers 
for food! There are some 
279,000,000 meals prepared 

in Better Homes & Gardens 
homes every month — and 
good ones! 
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gross national product totals, at | 

the annual rate of $232 billion 

for the third quarter of 1947. The 
$3 billion increase since the sec- 
ond quarter was almost entirely 

because of higher  prices—not 

more goods and services. “On that 

basis, China would be the most | 

prosperous spot on the globe,” | 

they chide. 
oo oe + 

Cut off from the British market 

peeause of dollar shortages 

abroad, tobacco growers are seek- 

ing congressional assistance in 

promoting cigaret sales at home. 
Associated tobacco manufacturers 

say the domestic market has held 
its wartime growth, and continued 

to grow at the rate of 5% annu- 

ally. They see promise of fur- 

ther substantial growth if con- 

gress would provide a lower tax 
on “economy brands” of cigarets. 

ST. LOUIS WOMEN RAISE FUNDS—Fun is the word at the head table at the 
fund raising dinner given by the Women's Advertising Club of St. Louis, at 
the Artist's Guild. Left to right are May Kohler, president of the club; Henry 
Chadeayne, president of the Artist's Guild, and Norrie Passino, 1946 president 

of the women's adclub. Names Leo Coutt 

Appalachian Coals 
| Sponsors Helfer 

CincinNATI—Appalachian Coals, 

‘one of the nation’s largest coal 

producers, will sponsor a five- 

‘minute daily news roundup over 

/75 stations of the Mutual network 
starting Dec. 1. 

According to MBS executives 

‘this is the first radio network 

‘broadcast on behalf of the coal 

industry public relations. 

Alvin Helfer will be the com- | 

mentator for the five-a- week | 
series to be heard at 7:15-7:20 | 
p.m., EST. Time has been bought 

through Haehnle Advertising for | 

west. 

WJR Plans Improvements 
Station WJR, Detroit, has ap- 

'propriated $650,000 for television, 
FM installations and station re- 
| modeling. Remodeling of the three Leo E. Coutt, Hollywood public 

relations counsel, has been named 
to conduct public relations plans 
for the Maren Elwood Profes- 

sional Writing School, Hollywood. 
The schedule will include news- 
papers, trade publications, direct|and correspondence courses. 

mail and the school paper, “Vision | floors ‘ ] 
& Revision,” for resident classes| where the station is located, is ex- 

in the Fisher building, 

‘pected to be completed by Dec. 10. 

f some is good 

more 1s better 
Many magazines emphasize the “service” 

aspect of their editorial content. 

But they also dish up fiction. 

We figure that if some “service” makes a 

magazine good, more should make it better. 

TT 
3,000,000. 

And to carry the whole thing to its final con- 

clusion — it seems reasonable to say that the 

magazine which builds its circulation 100% by 

service should be the best of all. 

The way a magazine is edited does a screening 

Homes & Gardens families é 

é than even their prosperous 

same block. 

The best evidence that we’re on the right track 

comes from the A.B.C. and the U.S. Census. 

According to the A.B.C., 100% service has 

attracted for BH&G circulation of more than 

According to the U. S. Census, 1940, Better 
spend more for 

their homes and what they put into them 
neighbors in the 

Doesn’t this suggest to you that the BH&G ~ job for advertisers. 

~~ , ae hod of screening offers you a market too 
T+ We “screen” for folks who live in and love wee ‘ y 

é oe ; ass up? 
2 Re their homes — families — with all the wants ae P 

as which families have — and incomes big enough Get the whole story of “editorial screening” 
- a 

. . 
. 

Bae to satisfy those wants in a big way. from your BH&G representative. 
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the show on stations in the Mid- | 

TELEVISION 
ENCYCLOPEDIA 

by Stanley Kempner 

Here is the first non-tech- 
nical reference book ever 
published on television in all 
its major aspects. Written by 
Stanley Kempner, one of the 
founders of the Television 

Press Club of New York, and 
a writer and editor on tele- 
vision. 

Television Encyclopedia 
| has 87 illustrations, is 384 

| pages in length. It includes: 

| 

1. A historical survey of 
television. The chrono- 
logical record of its evo- 
lution out of earlier 
research in electronics, 
and its history as the 
stepchild of radio. 

| 2. A biographical section. 
A “Who’s Who” of the 

| leading figures in the 
fields of science, enter- 

tainment, information 
and commerce. 

3. A glossary of technical 
and trade terms. Tele- 
vision’s contemporary 
vocabulary. 

4. A survey of the mer- 
chandising prospects of 
television. A valuable 
Appendix. 

5. A bibliography on tele- 
vision. Easily the most 
complete in print, it 
covers the materials 
used in the book. 

| Television Encyclopedia 
_ will be of special interest and 

help to those having a career 
_ or hobby interest in radio 
_ and television, advertising, 

publicity, or publishing; it 
_ will give valuable data to 
| manufacturers and _ retailers 
_ of home furnishings; it will 

prove an invaluable reference 
book for libraries, schools, 
and research agencies. 

| Why not place your order 
now? Send $6.50 with the 
coupon, so you'll be sure to 
get your copy! 

| READY NOV. 28 

FAIRCHILD PUBLISHING CO. 

Radio Broadcasting 

for Retailers 
by Enid Day 

$3.50 

—_——ae 

FAIRCHILD PUBLISHING CO. 
New York 3, N. ¥ 

copies of Televisior 

8 E. 13th Street, 
Send me 

Encyclopedia by Stanley Kempner. 

am enclosing $........ 

$6.50 each (plus 2% sales tax, if 

livered in New York City). 

Name 

Zone 

in payment, at 
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Agency Appoints Hoover 
Donald D. Hoover, associate 

editor of the Indianapolis Times, 
has been appointed vice-president 
in charge of the New York office 
of Bozell & Jacobs, effective Dec. 1. 

Lily-Tulip to Lefton 
Lily - Tulip Cup Corporation, 

New York, has appointed Al Paul 
Lefton Company, New York, to 
handle its advertising. 

Toogood Advanced 
John W. Toogood, in the na- 

tional advertising department of 
the Vancouver Sun, has been ap- 
pointed national advertising man- 
ager. 

Walsh Names Beullac 
Walsh Advertising, Inc., Mont- 

real, has appointed Pierre B. 
Beullac account executive in 
charge of French advertising. 

Fewer Stores Sell 

Unbranded Lines, 
Fairchild Finds 
Women's Wear 

Guild 
NLSINCE 1899 || 

MAIL SELLING 
“GUILD COMPANY 

Pes Tea Avenue, N. 7. Pe eae aaa 

Makes Sharp Gains, 
Annual Study Shows 

New Yorx—The number of re- 

tailers carrying unbranded mer- 

chandise in the women’s ready-to- 

wear departments dropped from 

85% in 1946 to 58% in 1947, Fair- 
child Publications reports in the 
“Third Annual Study of Brands,” 

findings of which will be released 
in a 312-page issue of Women’s 

Wear Daily, Nov. 25. 

This, Fairchild points out, is “an 
unmistakable tribute to the con- 
fidence which retailers—and con- 

sumers—place in branded mer- 

Tell us about your : 

offer and we wil 

recommend suit- 
able lists. 

* 
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chandise now that it is available 
again in considerable quantities.” 

On the average, 96 of every 100 
retailers polled said they carry 
some kind of national brand mer- 

chandise in women’s fashions. In 

addition, 26 of every 100 carry 

some private line, and 58 some un- 
branded goods. 

The 96% carrying national 
brands represents a slight decline 

from the 1946 survey, when 98% 
said they carried some national 

brands in these departments, but 

compares with 92% in 1945. 

Covers 14 Industries 

Nearly 2,000 questionnaires were 

received from department. stores, 

specialty shops, chain stores and 

manufacturers covering the 14 in- 

dustries comprising the women’s 
fashion field. 

Responding manufacturers said 
that 76% of the women’s wear 
lines made this year were in the 

manufacturers’ own brands; 3% in 
private brands, and 21% in un- 
branded goods. 

In 11 of 13 lines relatively fewer 

34.3% the nation’s gain 

trial electric customers 

tric customers. 

SouTH is essential. 

ops, jobbers, co 
monthly circulation. 

| aaa eat 

Provides the intensive, regional 

coverage needed for successfully 

selling the South and Southwest 

\ 

a. 

GRANT BLDG., ATLANTA 3, GA. 

SOUTHERN AUTOMOTIVE JOURNAL 

SOUTHERN POWER & INDUSTRY 

SOUTHERN BUILDING SUPPLIES 

SOUTHERN HARDWARE 

ELECTRICAL SOUTH © 
TEXTILE INDUSTRIES 

put during the past four years . 
the nation’s gain in commercial and indus- 

the nation’s electrical expansion 

in the South and Southwest... 

in electric out- 
. - 35.3% 

38.2 % the 

nation’s gain in residential and rural elec- 

More than a million additional wired 
homes since 1943! Number electrified farms 
up 1,100% since 1935! Per capita income 
more than doubled since 1940! 

The South and Southwest is America’s 
fastest-growing electrical market. To ade- 
quately cover its outlets ... ELECTICAL 

ELECTRICAL SOUTH is read by all branches 
of the industry throughout the 17 Southern 
and Southwestern states—utilities, REA co- 

contractors, dealers. 11,000 

manufacturers said that they pro- 

duced merchandise identified \ it) 
their own brands in 1947 thar jp 

1946. Greatest decreases \v ere 
shown in blouses, handbags, firs. 

dresses and hosiery—ranging f) om 
16 to 11%. 
“Inasmuch as more retailers re 

now carrying branded merch..n- 

dise than a year ago,” Fairchiiq’s 

marketing research department ex. 
plained, “it appears as though 

manufacturers of national brands 

supply an expanding market for 
such goods. In 1946, an average of 
90% of women’s wear manufac- 
turers produced merchandise iden- 

tified as their own brands,” as 
compared with 84% in the present 
group. 

80% Under Own Labels 

However, in all but three lines. 
80% or more of the manufacturers 
reported that they were now turn- 

ing out some part of their products 

under their own labels. The ex- 

ceptions were gloves, 77% in this 

group; handbags, 76%, and furs, 
25%. 

Fully 65% of the manufacturers 
said they would expand their own 
brands. Only 3% would decrease 
or discontinue production of them, 

and 32% will maintain present 
policy. 

On the other hand, 60% of 
manufacturers plan to maintain 

present policies on private brands. 
with 14% intending to increase 
their production, and 26% to re- 

duce it on these brands. 

“More manufacturers’ own 

brands appear to be in high price 
than in medium and budget price 
lines,” Fairchild noted. “The op- 

posite trend exists in unbranded 
goods.” 

Private Brands ‘Poor Third’ 

The retailer survey showed that 
“national brands are the most im- 

portant sales getters in most de- 

partments,” followed by  un- 

branded goods, and with “private 
brands in most cases a poor third.” 

Corsets and brassieres continued 
in first place, with 89% of total 
sales accounted for by national 
brands. In hosiery, national brands 

did 81%. Others in which national 

brands accounted for half or more 

of sales were gloves, lingerie, wash 

dresses, blouses, children’s wear, 
piece goods, sportswear and 

dresses. Near the 50% mark were 
coats and suits, and handbags 
Weakest for national brands were 

millinery, 29%, and furs, 28%. 

Cooperate with Manufacturers 

The Fairchild survey showed 

that 91% of the retailers covered 

coordinate their local advertising 
programs with manufacturers. Of 

these 17% do so “always,” 41% 
“often” and 33% “occasionally.” 
Departments which are relative- 

ly weakest in sales of branded 

merchandise are least likely to join 
in such programs. 

Fifty-three per cent of the 

manufacturers covered said they 

contributed “less than half” of the 

retailers’ expenses of advertising 
their national brands in 1946; 40% 

said “none;” 6% “more than hal!,” 
and only 1% bore all such costs. 

Business papers lead among 
media used by manufacturers in 
this industry, it was reported, fol- 
lowed by fashion magazines, gen- 

eral consumer magazines, news- 
papers and radio. 

Branch Status Changed 
Buchanan & Co., Chicago, }5 

changing from a separate cor)0- 
ration to become a branch oflice 
of Buchanan & Co., New York 
Burton Feldman, vice-preside', 
is rnanager of the branch. 

Sheatfer Names Saunders 
W. V. Saunders has been ap- 

pointed president of the W. 4- 
Sheaffer Pen Company of Ca- 
ada, Malton, Ont. He will direct 
the advertising and sales activ!- 

ties of the company. 
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nN this 
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SCRATCHBOARD is an art 
turers 
r own medium with particular vir- 
crease 

them, call ‘ 
nen tues for advertising. It is 

% of crisp, clear, clean, explicit, == 4 ig | jit ¥ A a) | rN oO Ki 
intain | Ai & me i on oC AN 

rands, and .. . when expertly han- = Mena ne A: WAY _ a 
crease Se a i & ae 

lo re- dled... distinguished in effect. z¢ nt ar \ a a | Ay) 

own . Wh: : ux \\ iles It is adapted to still life, pack- 
price P 

e op- ages, machinery, and for free 
anded . : : 

illustrations of plant, animal, 

g and human life. For twenty 
1 that 

‘ > years Ernest H. Uebel has 
} e- 

un- : al been producing craftsmanly 

hird.” P ‘ 
cova scratchboard illustrations. 
total B Ms 

tional For himself, he likes to draw 
rands 

tional scratchboard dogs; but as a 
more 

a technical demonstration for 
and ° 
s. artists and advertisers he pre- 
bags ‘. : 
were fers this solution to the tough 

Zo. 
= and practical problem: glorify 

owed a ham! 

vered 

tising 

41% 
Ag 

itive- 

inded Proper reproduction of fine 
) Join 

the scratchboard illustration calls 

they F 
S the for clean engraving . . . an ap- 
ising Pre: ? 
40% preciation of the fact that line 

1alf,” 
posts. plates, as well as color plates, 
nong a 

in iv rn test and prove fine engraving 

at skill, At CM & H we hold to 

one standard of engraving for OLLINS, MILLER & HUTCHINGS 

od all jobs, from 1-color line to 4- 
0, is 

nftice color process: the best that can 
York 

dent, be done. From coast to coast, 

advertisers and agencies recog- 
lers 
ap- nize and respect this standard 
A, 

a? of excellence. 
irect 
tivi- 

* CHICAGO PHOTGOENGRAVERS 

‘ So 



— oe > it) | @ 
4 

a) 

; pis. 

. | $= Corries free listings of some 1740 Com- 

at its office to 23 W. 47th St., New| 

Michelson Mov . 
Charles Michelson, Inc., radio | National Br ands 

transcription company, has moved | Help Retailers, 

Paul West Says 
New YorK—The best guarantee 

retailers have of a_ profitable, 

long-lived business are national 

brands, according to Paul B. West, 

president of the Association of 
National . Advertisers, quoted in 

the December issue of Apparel 
Arts. 

Mr. West describes national 

brands as “the merchandise which 

must automatically maintain its 

integrity, and which brings repeat 

sales and growing confidence in 

the retailer who _ sells_ these 

brands.” 

Others who have contributed 

their thoughts to this feature are 

F. R. Gamble, president of the 

|American Association of Adver- 

tising Agencies; Henry E. Abt, 

York. 

FOUND: 
The Wealthiest, Most- 

| | Influential Market of All! 

* The Hollywood Reporter’s 
reader survey of the mo- 
tion picture industry will 

give you new, important 

information of this tre- 

mendous and unexploited 

7 market. Write for fact- 

*' filled brochure ‘“‘How to 
) Win Hollywood Sales and 
) Influence National Buying 

Habits,”’ available free. 

€ The Hollywood Reporter, president, and Edgar J. Sher- 
6715 Sunset Boulevard, man, secretary, Brand Names 
Hollywood 28, California. Foundation; Otto Swanson, presi- 

dent, National Association of Re- 

ae 

tail Clothiers and Furnishers, and 

A. O. Buckingham, vice-president, 
Cluett-Peabody. 

The article gives special em- 

phasis to the educational and pro- 
motional programs of the Brand 
|Names Foundation, as well as to 
| the work of the Four A’s, the ANA 

and the Advertising Council. 

Alvin Pack Promoted 
Alvin G. Pack, manager of Sta- 

tion KALL, Salt Lake City, has 
been appointed to the newly cre- 
ated post of executive vice-presi- 
dent of KALL and the Intermoun- 
tain Network. 

Hirsch Names Pelter 
Bernadine Pelter, formerly with 

Kalom Company and Jay Howard 
Company, has been named an ac- 
count executive of Maurice Lionel 
Hirsch Company, St. Louis. 

Joins Tracy, Kent 
Bernard Fisher, formerly adver- 

tising director of J. Ossola & Co., 
has joined Tracy, Kent & Co., New 
York, as an account executive. 

Advertising Age, November 24, 1947 
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CONGRATULATIONS ALL 'ROUND—Three executives of KLZ, Denver, con- 
gratulate each other on their recent promotions. New commercial manager is 
Main Morris (right), on the sales staff for six years, and recently national sales 
manager. The latter post has been taken by Lee Fondren (center), formerly 
promotion manager, and succeeding him in the promotion spot is John Connors, 

writer, who has worked on a number of KLZ shows. 
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1. Technical Reference Section 
Contains a selection of tables, charts, 
forms, layouts, regulations and other data 

"i —over 16 pages of reference material the 
: baker will use every day of the year. 

2. Manufacturers Catalog Section Vj 
us Where bakers can find, all in one ploce, 
| the specific information they need from 
A ‘ all manufacturers. Standardized, easy to 
"4 compere. 

] 3. Classified Products Section 

t Bess! panies manufacturing and distributing 
[4 «more than 530 items or rendering service 
Ms q to bakers. 

ve “Se 1 

4. Trade Names Section 
Free service which helps bakers connect 
any given trade name with its owner and 
@ brief description of product. 

I 

| 5. Jobbers and Distributors 
: ee - Helps bakers find the jobber who can best 

| serve them. Helps manufacturers to locate = —_ 
| suitable jobber-representation. —— A 

| oe | 
' . < SiR, Ey RE oe 

PLAN NOW TO INCLUDE THIS BOOK IN YOUR 
ADVERTISING BUDGET — , FOR 1948. 

' ... The Oniginal and only Buying Directory used by the 

Baking Industry now Bigger and more Useful than ever before 

For 14 years bakers have used this directory to get 

quick and easy “Where-to-buy-it" information. You 

cash in on this habit when you put your advertising 

in the BAKERS' BUYING DIRECTORY AND CATA- 

LOG. 

Strange as it may seem, rates remain the same as 

last year. At the same time, distribution will be 

greater than ever before. This means an actual rate 

reduction on a per-user basis. 

Make it easy for bakers to find your product while 

Now that restrictions are off, we are glad to give __ they are in the 

you full buying directory and catalog service in this 

one big volume. It will have 5 main divisions, includ- 

ing a Technical Reference Section of at least 16 

pages and a Manufacturers’ Catalog Section. NOW. 

Now in Preparation— 

1948-1949 evition 
~ BAKERS’ 
sf 

buying mood. Make your selling 

message— or your entire catalog—a part of this 

Bakers’ Buying Directory and Catalog. Include the 

Directory in your 1948 Budget—Reserve space 

Closing Date, May 10, 1948. For sample pages and full details write to: 

HELPER BUYING 
DIRECTORY and CATALOG 

105 WEST ADAMS ST., CHICAGO 3,-ILLINOIS _ 

Canadian Radio 
Men Seek Answer 
to Recording Ban 
Toronto—In an effort to fore- 

stall the American Federation of 

Musicians’ ban on records, so far 

as it affects Canada, the Radio 

Executives Club here has _ re- 

quested the Canadian Association 
of Broadcasters to try to arrange 

with Canadian musicians to con-| 

tinue making records. 

The AFM office in New York 

has already informed Canadian 

record companies that it will not F 

renew their licenses after Dec. 31. 

Canadian musicians have local 

autonomy in all professional mat- 
ters except recordings. 

The club urged the CAB to ex- 

pand its music committee to in- 

clude all segments of the radio in- 

dustry interested in preventing the | F 
ban here—radio manufacturers, 

music publishers, transcription 

and recording companies, pro- 

ducers, agencies and others. 

It is hoped, club executives said, 

that the CAB can induce Canadian 

musicians to continue to make rec- 

ords. Failing that, the expanded 

CAB music committee will try to 

work out alternative solutions. 

Bass Promotes Colby 
Martin M. Colby, executive as- 

sistant in the copywriting depart- 
ment, has been named director of 
public relations and assistant copy 
chief of Bass & Co., New York 
agency. 

—that you're in business to do business; 
that you're on the lookout for immediate 
sales. 

Herbert's wife is seeing him again these evenings. 

No longer is he staying at the office nights to 

make up time lost by his lithographer. 

Offset jobs come through on schedule, now 

that he has switched to 

THE VERITONE COMPANY 

57 W. Grand Ave. e Chicago 10 ¢ Whitehall 5957 
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No fashion is created in a vacuum or for a vacuum. Every 

designer actually sees women clamoring for his or her 

creations. Every manufacturer dreams of countless women 

demanding his line. 

But dreams, no matter how lofty, won't create the 

desired demand. The realistic manufacturer will give stores 

all the selling-help they need—a “package” of ideas that 

will be of practical help to the people who plan the mer- 

chandising, advertising, display and sales training. 

COMPLETE PACKA 3 GE to wrap up an account 
eee ee a a 

, For the means of furnishing this powerful ‘package’ of 

. 

selling-ideas, the alert manufacturer turns to the advertis- 

ing columns of Women‘s Wear Daily. He knows this daily NS . 

\ 
A Ss 

Sace--— a a 
i <——— a 

S em 
business newspaper has the quality and quantity of retail S if 1Z 

readership that sends his selling-help straight to the target. S 

N 
Manufacturers whose Women’s Wear Daily advertising is S 

AS 

geared to help stores sell are getting more store coopera- 

tion, more store-loyalty—and more profits! 

\ 

\\ \ WANN \ 
Women’s Wear Daily 

\\ 

\\ the Retailer’s Daily Newspaper, 

-Fairchild Bldg. 8 East I3th St., N.Y. 3 - 
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sf our figures are showing! © 
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SIN & SUN an 
ae» HERALD= IMES- TIMES 

HERA Times 7 

venind ‘suger totale Besning OE 6594586 Evenin 81387 ») 

692 4651701 2056318 ° 6708019 4913199 16 ii 
30/,0 7101 158 

1639545 1252538 2a92083 1987 im 80317 

iit go 10117935 6307748 2172569 84 

174329 0646755 3471> 

42 4075008 13135750 

3009925 1300948 277885 1578833 

3209479 

oily 4971523 90007 

( 

the first 10 months of 1947 

hicago Tribune printed 

)6 lines of advertising 
-figuill above show the advertising volume the largest 10-month volume reported for any newspaper in 

ago 'Mune during the first 10 months of this the history of Media Records. And it was a total which exceeded 
riod, @pite limitations and restrictions imposed the volume printed by any two other Chicago newspapers 

wsprif supply, the Chicago Tribune printed combined. 
ume @general advertising 

Back of these record-breaking figures are thousands of 

appraisals by individual advertisers regarding the Chicago 

Tribune's ability to produce results. No matter what you sell or to 

whom you sell, here is fresh evidence that you get more 

of what you want in the Chicago market when you build your 

yme @otal advertising for the period was the promotion. around the newspaper which gives your customers and 

iny "@#Spaper in the United States. It was prospects more of what they want—the Chicago Tribune. 

ume @retail advertising 

ume @classified advertising 

ume total advertising 

simil@ period in its 100-year history. 
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Fur Magazine Joins ABC | 
Fur Trade Review, published by 

Vincent Edwards & Co., New York, 
has been accepted for member- 
ship in the Audit Bureau of Circu- 
lations. 

Names Stephenson A.M. 
Charles Stephenson has been 

appointed advertising manager of 
Von’s Grocery Company, Los An- 
geles, southern California food 
chain. 

HOSIERY. 
Carrying the Most Product 
Advertising to “Hosiery mates e 

KNIT GOODS WEEKLY — 

‘Carrying Hosiery "advected 
to Retailers and Wholesalers: 

y Hosiery Merchandisin 
dited eolely ro 

KNIT GOODS WEEKLY — 
| Madison Ave., New York 10 

Advisory Group 
Steers PR Class 
for Management 
DENVER—A new wrinkle in pub- 

lic relations courses—the addition 

of a public advisory committee— 
has been developed by the Insti- 
tute of Adult Learning of the Uni- 

versity of Colorado here. 

The advisory committee has 

been set up in connection with the 
institute’s course in public rela- 

| tions, which is taught by Harry E. 

|Shubart, advertising manager of 
|Shwayder Bros., described by the 

|institute as “Denver’s largest na- 
| tional consumer advertiser.” Mr. 

|Shubart was at one time manag- 

|ing editor of ADVERTISING AGE and 
la member of the public relations 

| staff of the University of Chicago. 
| The advisory committee, consist- 
ls ° ‘er ° 

| ing of 10 business, civic and in- 

#|dustrial leaders, was set up for 

ithe dual purpose of providing di- 

| rection to the course and of em- 

\phasizing its appeal to top man- 

agement, rather than to tyros who 

aim to become public relations 
practitioners. 

“The average top management 

/or junior management representa- 

tive today will admit he needs to 

know the rudiments of law, ac- 

counting, qualitative and quanti- 
tative analysis and even nuclear 

physics,’ Mr. Shubart says, “but 

he has learned little about mass 

media, publishing, editing, mar- 

keting and merchandising promo- 

tional ethics. 

“The course—and the advisory 

committee—are designed to con- 

vince management of the necessity 

for such knowledge, and to pro- 

vide a method of acquiring at least 

rudimentary information in this 

field.” 

Dreyer Advanced 
William D. Dreyer has been ap- 

pointed export sales manager of 
Textile Mills Company, Chicago 
and New York. He has been with 
the company for the past two 
years. 

THE YEARS 1916 through 1932 were hectic ones 

for Chicago and the nation. The era included Prohibi- 

tion, Al Capone, and the regimes of ‘Bill’? Thompson. 

The Wacker Plan was completed. Chicago acquired a 

towering skyline. Sam and Henry and the Cliquot Club 

Eskimos were popular radio programs. The stock mar- 

ket crashed in ’29 and depression followed shortly. 

Early in this period P & A made a third move—to a 

10,000 square foot floor at 712 Federal Street. Equipment 

was augmented to keep pace with a strong business growth. 

Advertising accounts increased in number and size. 

Herman Rau took down a ‘“‘Boy Wanted”’ sign in 1916, 

thus associating himself with the only firm with whom 

he has been identified. 

So continued the ambitious march of a business toward 

its objective—of performing well and completely for 

many advertisers. 

PARTRIDGE & ANDERSON COMPANY 
ELECTROTYPERS + NICKELTYPERS * MATRIX MAKERS «¢ STEREOTYPERS 

712 FEDERAL ST., CHICAGO 5, 

TELEPHONE: HARRISON 3732 

ILLINOIS 
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eo 
PLAN BP STUDY—Some executives of Associated Business Papers and directors 
of Advertising Research Foundation who attended a joint meeting in New York 
to discuss results of test readership surveys and consider plans for launching 
the Continuing Study of Business Papers. Seated, left to right: M. A. Williamson, 
McGraw-Hill, ABP board chairman; Otis A. Kenyon, Kenyon & Eckhardt, ARF 
board chairman; John F. Apsey Jr., Black & Decker Mfg., ARF director. 
ing: Robert B. Luchars, Industrial Press, ABP executive committeeman; Arnold 
Friedman, Chain Store Age, ABP research committee chairman; 
Knisely, ABP executive vice-president, and P. M. Fahrendorf, Chilton Co., ABP 

treasurer. 

Stand- 

Stanley A 

‘Dayton News’ 
Shows New Data 
on Its Market 

Dayton, O.—An intensive study 

of the 1947 Dayton market—its 

size, scope, distribution, buying 

habits and brand 

has just been completed by R. L. 

Polk & Co. for the Dayton Daily 
News. 

The study, covering the 68,020 

family units in the Dayton ABC 

city zone, was a personal inter- 

view job with 5% of the family 

units. It provides a mass of de- 
tail about economic and buying 

conditions in Dayton which is now 

being shown to advertisers and 

agencies by the Daily News and 

its national representative, Saw- 
yer - Ferguson - Walker Company. 

One unusual feature of the study 

is that the paper’s ABC city zone 

is broken down into 12 districts 

and figures for each district are 

available, as well as for the city 

as a whole. 

Great Variety of Data 

In addition to basic information 

on population, employment, eco- 

nomic status, home ownership and 

rent, and standard of living indi- 

cations, the volume contains an 

enormous variety of data on buy- 

ing plans, ownership and brand 

|preferences for appliances, house- 
‘hold improvements, 

ety of other commodities. 

Some of the interesting owner- 

include: 

Plymouths for 11%. 

of which 75% are uprights. 

Frigidaire 

preferences— | 

automobiles, | 

grocery products and a wide vari- | 

ship and brand preference figures | 

, | Hays, 

All-Star Program 
Launches WVET 
in Rochester 
ROCHESTER — WVET, veteran- 

/owned station, made its airways 

debut yesterday with the help of 

such dissimilar celebrities as Gen. 

H. H. Arnold and Marlene Diet- 

rich. 

Guests participating in the pre- 

mier broadcast of the 5,000-watt 

MBS station included personali- 
ties from the screen, theater, radio 

and the Army. Many of them, 
|such as Bob Hope, who is in Lon- 

don, recorded their part of the 

show in advance. 

On the all-star list of entertain- 

ers and well wishers: Gen. Eisen- 

hower, Hank Greenberg, Gypsy 
Rose Lee, Fred Allen, Humphrey 

Bogart, Madeline Carroll, Thomas 

Mitchell, Maurice Evans, Helen 
Basil Rathbone, Milton 

Berle, and Fulton Lewis Jr. 

In addition, WVET, which is 

owned by 37 young veterans (only 

one of the principal stockholders 

is a non-veteran) carried tran- 

scribed greetings from the Dutch 

government, the BBC and Radio 

France. 

Robert D. Swezey, Mutual vice- 
president, was master of cere- 

monies for the show. 

Time Sales Already High 

WVET, which makes the fifth 
AM station for this city, was start- 
ed with an initial capital outlay of 
$120,000. Principal stockholders 

in the company are Bill Maille- 
\fert, former Compton time buyer, 

22.5% of families own a piano,|tion manager; 

Chevrolets account for 29% of | general manager of the station; 

all cars owned; Fords for 13% and | Harry Bennett, another Compton 
/alumnus, advertising and promo- 

Jack House, an 

'ex-NBC employe, station man- 

(made in Dayton) ager, and Hal James, Ellington & 
| accounts for 39% of all electric|Co., radio program consultant. 
| refrigerators. Mr. Bennett reports that $200,- 

Slightly less than 50% of fami- | 000 worth of time—on the local, 

| lies buy frozen foods, and 52% use | 'spot and national level — already 
margarine. 

Lever Bros.’ 

Colgate - Palmolive - Peet’s Palm-_| 

\olive (16%) 

Lux (24%) and | 
is sold for a daily broadcasting 

schedule of 18 hours. 

Promotion plans for next year 

both have greater|are in the embryonic stage, bu’ a 
preference than Procter & Gam-| tentative budget of $12,000 has 
ible’s Camay (15%). 

Symmonds to Ridgway 
Robert F. Symmonds, formerly 

advertising supervisor of the St. 
Louis branch of Butler Bros., has 

| been named production manager 
of Ridgway Company, St. Louis 
agency. 

Wolff Promotes Phaneuf 
Raymond Phaneuf, 

of Lester L. Wolff, Inc., New 
York, has been named general 
manager in charge of all phases 
of the agency’s work. 

copy chief 

/been set. Radio publications, ‘he 
local newspaper, car cards and 
outdoor will be used. 

Douglas to Eagle Lion 
Paul Douglas, who has been ¢s- 

sociated with United Artists Cor- 
poration, Toronto, has been named 
publicity director of Eagle Lion 

| Films of Canada Ltd., Toronto. 

Appoints Slattery 
Gerard H. Slattery has been 4a))- 

pointed radio and television direc- 
tor of James A. Silin Company, 

| Boston agency. 
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Detroit Union 

Co-op Fails to 
Worry Retailers 

Only a Temporary 
Measure, Majority 

lished co-op principles, advocates |nel who draw the prevailing wage | KPO to Become KNBC Miller Joins * ‘47’ 

of the movement” *yiew +,their|for the type of work they -are do- Station KPO, 50,000-watt - San Patricia Susan Miller, formerly 

growth with approval., ing. The UAW’stores are staffed | Francisco NBC affiliate, has been| with Time, Inc., New York, has 

Some of the principles which are|by unpaid volunteers. authorized by the FCC to change| joined the promotion staff of °47 
not adhered to by the UAW stores; The union stores have been fi- | its call letters to KNBC. The date|—the Magazine of the Year. 

include: /nanced by appropriations from |\of the changeover has not been 
Sale at cost. Cooperatives sell|local union treasuries, but coop- | announced. 

at a small margin of profit, which |eratives are financed by sale of | ——_——_— 

is later returned to members in|stock to members. 
“dividends.” The UAW does not! “It gets people into the habit of | 'WGR she yaetgrite she ani 

sell at a profit nor does it pay | achieving economies by mass ac-| 4 4 coon» 9c Ady wd elon jain 
dividends. | tion, ” one union spokesman said. fiw sony has been named to the 

CIRCULATION (‘current averace) 

ST. JOSEPH NEWS-PRESS 

St.Joseph Onzette 

Say of ClIO Move 

Use of volunteer help. True oe | “And it’s bound to take root and| sales staff of Station WGR, Bele 
operatives are manned by person- | spread. es falo. 

Detroit—Merchandisers in the 

nation’s automobile capital aren’t 
too alarmed over the growth of 

the cooperative movement in this 

industrial center. 

That’s the consensus of spokes- 
men for Detroit’s retail merchants, 
following an announcement by 

Ford Local 600 that it had joined 
the group of 20 United Automobile 

Worker (CIO) locals now selling 

staple grocery items to members 

at approximately wholesale prices. 

While a few small business men 

expressed fears that co-ops would 

trim their sales ‘‘almost in half” 

in some instances, most merchants 

feel that the movement is a tem- 

porary measure. They also point 
out that the union-operated ven- 

tures are selling off-grade mer- 

chandise—“unknown brands that 

have been gathering dust on 

wholesalers’ shelves since the end 

of the war.” Several retailers, 
however, criticized what they 

termed the “unfair advantage” 

granted co-ops in the form of tax 

exemptions. 

Local Is Biggest in Union 

Thomas Thompson, Local 600 

president, said his executive board 

had appropriated $10,000 to lay 

the basis for a broad distribution 

of goods and services. (Local 600, 
with a membership of 65,000 

workers, is the largest in the 

UAW.) 
Thompson said that part of the 

$10,000 will go to pay the salary 

of a full-time director. The pro- 

gram also calls for the establish- 

ment of “at least one grocery 

supermarket.” 

Long-range plans, Thompson 

said, call for inventories that will 

include—in addition to groceries— 

household goods and appliances, 

auto accessories, gasoline, coal and 

oil. No date has been set for the 

opening of the grocery, he added. 

Plans to coordinate the separate 

union enterprises and establish a 

community-wide cooperative are 

now in progress. 

Offers Stock for Sale 

One such venture, the Motor 

City Cooperative, is trying to sell 

$250,000 in stock. Its sponsors in- 

clude CIO and AFL officials, pub- 

lic officials and _ professional 
people. 

Francis King, chairman of the 

organizing committee, said that | 

the state requires that the group 
keep $35,000 in escrow. King de- 
clared that sponsors are now hope- 

ful that this requirement will be 

fulfilled and an additional $50,000 

raised in time to begin operations | 

next spring. The Motor City group | | 

has plans for the establishment of | 
ot least 12 supermarkets in De- | 
roit.” 

Another prong of the co- vy 

drive here is being supervised by | 

William R. Wright, representing | 
Central States Cooperative, Inc., | 
Chicago, one of the country’s | 
largest cooperative wholesale) 
houses. | 

Wright, a leading authority on | 

the movement in this area and 
seneral manager of the Ann Arbor | 
(Mich.) Cooperative Society, re- 

vealed that efforts are being made | 

to coordinate the purchases of the | 

CAW local unions through the 
establishment of a central ware-| 

house in Detroit. 
Despite the fact that the UAW | 

“wholesale” enterprises are in di- 

Teet conflict with several estab- | 

| 

WEIGHING FUTURE NEEDS 

Even while today’s paper needs are being 

filled, plans must be readied to fill future re- 

quirements. Tomorrow won't wait. 

What quantity of paper will be needed ? — 

what grades will users want? Answers to 

questions like these serve as guides in our vast 

timberlands, and prompt developments in our 

research laboratories. Such looking ahead 

enables millmen to set up advance schedules 

assuring proper time for fine-quality produc- 

tion. Likewise, salesmen and distributors can 

better serve their customers’ varied needs. 

Improvements in product, improvements in 

service are the constant objectives of our plan- 

ning program. International Paper Company, 

220 East 42nd Street, New York 17, N. Y. 
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O’Brien Joins R&R 
John E. O’Brien, formerly ac- 

count executive of Ted Bates, Inc., 
* New York, has joined Ruthrauff & 
Ryan, New York, in the same ca- 
pacity. 

’ Joins Rodgers & Brown 
: Mickey Lane has been | Miss 

named radio director of Rodgers 
& Brown, New York advertising 
agency. She is a former Powers 
model and retail shop operator. 

HOLESALER 
MARKET Hit the 

for variety goods, sundries, thru 

MOD ESN 
RST EVOLONG. 

Reach 32,500 retailers, 950 jobbers, 
a2 1250 wholesalers’ salesmen. 

MODERN RETAILING 
250 Fifth Avenue, New York |, N. Y. 

Kellogg Company 
Drops ‘Superman’ 

BATTLE CREEK, Micn. — Kellogg 

| Company is discontinuing its spon- 

‘sorship of “Superman,” Mutual 
daily thriller, effective Dec. 26, 

but the company will not cut its 

advertising budget. 

Funds formerly spent on this 

broadcast for Pep will be switched 

to other media through Kenyon & 

Eckhardt, New York. Kellogg 

has paid the bill for this program 

since January, 1945. 

Emphasis in the realigned ad- 

vertising setup will be on maga- 

zines, with newspapers and out- 
door expenditures being in- 

creased, too. 

Kellogg’s two other shows— 
Galen Drake and Tom Breneman 

A 

ENLIST YOUTH—Talking over plans to build good crn B in American 
youth through radio heroes are (left to right) William Lewis, 
national radio committee of the American Heritage Foundation; Richard M. 
Compton, Quaker Oats Co.; Ed Gardner, writer of “Sky King;" 
Borroff, Chicago radio committee chairman and vice-president of ABC's central 

airman of the 

and E. R. 

division. —both will continue over ABC. ! 
| 

Mitchell Joins Foster 
John H. Mitchell has joined the 

Agencies Ltd. as an account ex-| Pace-Wiles, 
ecutive. ; 

Appoints McCormack 
John J. McCormack has been 

Toronto office of Harry E. Foster| appointed director of 
, Huntington, W. 

Va., advertising| "agency. 

Coin-Operated 
sales of Lqunderall Due 

on Market Soon 

Osh de Pg. 2 © 

SR 

As these figures show, a lot of drug products were dispensed in the retail outlets in the 
Argus-Dispatch area. 

Rock Island-Moline-East Moline create a rich market for your products — they are easily | 
reached with advertising messages in the Argus-Dispatch. Follow the pattern set by success- 
ful retailers in this area. 

Only daily newspapers published on the Illinois side of the 
Quad-Cities are the Rock Island Argus, Moline Dispatch. 

Combined daily circulation of more than 47,900 covers the 
Ilinois part of this market without duplication. Nearly 60% 
of Quad-Cities’ population live on the Illinois side! 

of QUAD-CITIES’ retail drug sales 
come from the ILLINOIS side 

During 1946, $2,885,000 worth of merchandise was sold over the counters of Rock Island- 
Moline-East Moline drug stores—54.8°, of ALL drug sales in the Quad-Cities were trans- 
acted on the Illinois side, says Sales Management Survey of Buying Power. 

Detroit — Officials of F. L. 

Jacobs Company announced last 

week that the manufacturer will 

soon begin shipment of coin-oper- 

ated automatic washing machines 

to distributors and dealers. 

The new machines will bear the 

same trade name, Launderall, as 

the appliances produced by Jacobs 

|for the regular home market. Ed- 

| ward A. Ash, director of the firm’s 

proof” meter has been designed 

- |for the coin-operated appliances 
'so that the user can stop the ma- 

|chine at any time during its wash- 

ing cycle. 

~ |SLOANS | 
LINIMENT| 

F. L. Jacobs, president of the 

|Detroit company, disclosed last 

;}summer that his firm would in- 
|vade the field to compete with 

‘Bendix Home Appliances, Inc., 
‘and Westinghouse Electric Corpo- 
‘ration in the coin-operated, self- 
| service laundry business (AA, 

July 7). 

- Will Exact No ‘Tribute’ 

Westinghouse’s 

| “Laundromat-Equipped Half Hour 

|Laundries,” while Bendix ma- 

|chines are sold through Telecoin 

‘Corporation for apartment house 
and laundry use. 

Mr. Jacobs had promised that, 

". | unlike others in the field, his com- 

|pany will exact no “tribute” from 
those desiring to go into the self- 

service laundry business, either 

through franchises or contracts 

|calling for monthly rentals or fees. 

Jacobs has adopted a new na- 

tional sales training program for | 

_Leunderall distributors, dealers | 

_ and their salesmen. Theme of the 
| program will be “custom-tailored 

ee or the elimination of 
“canned talks” to prospects in 

Pao and homes. 
Sales approaches and procedures | 

|will be summarized in a sales 

/manual for future reference. The | 
| training program was prepared for | 
Jacobs by TradeWays, Inc., New | 

| York. 

Opens Capital Branch 

has established a 

N. W., in charge of Wadsworth 
Likely, who has been in the New 
| York office. 

Names Schirer A.M. 
Robert H. Schirer, formerly 

sales promotion manager of Re- 
public Aviation Corporation, has 
been named advertising manager 
of Aircraft Screw Products Com- 
pany, Long Island City, N. Y. 

ROCK ETE MOLINE DISPATCH 
National Representatives - - The Allen Klapp Company 

=n MOLINE DAILY DISPATCH _ CEs) 

Names Borg-Warner 
Arrangements have been made 

whereby Borg-Warner  Interna- 
tional Corporation, Chicago, will 
handle the export activities of the 
Asbestos Mfg. Company, Hunting- 
ton, Ind. 

‘appliance division, said a “fool-| 

electric appli-| 
lance division supplies its units for | 

Radio Reports, Inc., New York, | 
Washington | 

branch office at 519 Sixth St., | 

dvertising Age, November 24, 1947 

Radio Kid Shows 
Vote to Support 
Heritage Theme 
Cuicaco—Sponsors of the radio 

networks’ major kid shows have 

promised 100% cooperation with 
the American Heritage Founda- 

tion in a campaign using radio 

heroes to entrench the basic tenets 

of Americanism in the minds of 

the nation’s youths. 

The program was suggested by 

the foundation’s national radio 

committee, headed by William 

Lewis, and won approval at a re- 

cent meeting here of committee 

members, writers of the various 

programs for the juveniles, agency 

personnel and sponsor representa- 
tives. Programs which will coop- 
erate include “Tom Mix,” “The 

Lone Ranger,” “Sky King,” “Jack 
Armstrong,” “Terry and_ the 

Pirates,” “Superman” and “Green 

Hornet.” 

Scripts of the various programs 

will stress good citizenship, intelli- 
gent use of the ballot box, toler- 

ance and the democratic obliga- 
tions of all Americans. 

Mr. Lewis, as_ vice-president 

and radio director of Kenyon & 

Eckhardt, New York, represented 

the Kellogg Company, sponsor of 

“Superman.” E. R. Borroff, vice- 

president of ABC’s central divi- 

sion, is chairman of the Chicago 

radio committee. 

Plugs Pencil Sharpener 
Automatic Pencil Sharpener 

Company, Rockford, IIl., will use 
a two-color half-page bleed ad in 
the Dec. 15 issue of Life to pro- 
_mote pencil sharpeners as gifts. 
‘In addition, window streamers, 
| window and interior displays, ad 
| mats and dealer folders for count- 
ers and local mailings will be 
used. Howard M. Monk & Associ- 
ates, Rockford, is the agency. 

To Rowe & Wyman 
Rowe & Wyman Company, Cin- 

cinnati, has been appointed to di- 
rect the advertising of Herring- 
|Hall-Marvin Safe Company, Ham- 
ilton, O. 

Joins Alley & Richards 
Margaret M. Bailey has joined 

the creative staff of Alley & Rich- 
|ards, Boston, as merchandising 
| specialist of women’s products. 

| 

| 

| PRINTING 

—WHITEHALL- 

2300 
N IMPOSING group of success{.! 

advertising executives find this 

a lucky number. It enables you to us¢ 

a service consisting of ad-setting, ©" 

graving, printing and creative ability 

—all under one roof... Specia'ly 

trained men are always on their tos 

to serve you so well that you will come 

back again. We can lighten your but- 

dens—and at the same time produce 

better and more profitable printing 

for you—at a saving of time, troub/e 

and money. Phone Whitehall 230°. 

FAITHORN 
CORPORATION 
AD-SETTING - ENGRAVING + PRINTING 
400 N. RUSH ST., CHICAGO, WHitehol! 2300 
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artis WENT TO. OKLAHOMA 

‘aos 
AMERICAN AIRLINES — 

_4 Distinct Advantages 

Otdaboma an oar 
7 

“The expediency of the decision to joonts Japow
e bas 

Beet inte e
e out during the

 fret year of oPSr
aNe 

WHY THEY WENT—This is the first of 
a series of testimonial ads which the 
Oklahoma Planning and _ Resources 
Board will run to attract new industry. 

Advertising Age, November 24, 1947 

To Pan American 
Pan American Broadcasting 

Company, New York, has been ap- 
pointed exclusive representative 
of Radio Condor, Bolivia’s net- 
work of stations in La Pax and 
Oruro. 

Cosby Promotes Emmings 
Bruce B. Emmings, former sales 

manager of the Cosby Brush & 
Import Company, New York, has 
been appointed general manager 
of the company. 

mn 
4 

Names Scanlan A.M. 
William E. Scanlan, formerly 

with the Chicago Convention Bu- 
reau, has been named advertising 
manager of the Pullman Trust & 
Savings Bank, Chicago. 

GF Promotes Kizzia 
Clark V. Kizzia, former research 

and sales planning assistant to the 
general sales manager of the in- 
stitution section of the sales di- 
vision of General Foods Corpora- 
tion, New York, has been pro- 

41 
moted to manager of the section.| sources and problems, and out- 
He joined General Foods in 1934/ lines planning that is being done 
with the Calumet Baking Powder | for the future progres; of Alle- 
division and has served as district | gheny County, Pa. 
sales manager for General Foods 
in El Paso, Oklahoma City and 
Richmond. ""l could no more d 

without Better Frui 
than | could do with 
out my sprayer." 

P. A. Moore, 
noted pear grower 
Hood River, Oregu 

Prepare Allegheny Info 
“Your Future in Allegheny 

County,” published by North 
River Press, New York, and writ- 

ten by John J. Kane and George 

Rankin, reports survey of re- 

Write for full story 

1135 S. E, SALMON ST. * PORTLAND 14, OREGON 

Erwin, Wasey & Co. is the agency. 

Oklahoma Uses | 
Testimonial Ads — 
in National Drive | 
OKLAHOMA City —A new state 

industrial advertising campaign— 

and probably the first that has 
featured testimonials — has been 

launched in magazines and news- 

papers. 
Oklahoma’s State Planning and 

Resources Board opens a national 

ad drive this month with a state- 

ment by C. R. Smith, chairman of 

the board, American Airlines, list- 

ing four major reasons why the 

airline established major opera- 

tional headquarters in Tulsa and 

Ardmore, Okla. One of the rea- 

sons—revision of Oklahoma cor- 

porate structure to favor indus- 

tries in tax and legal matters— 

will be played up throughout the 
drive. 

The ads, scheduled monthly, 

will be staggered in Business 

Week, Fortune, Nation’s Business, 
Newsweek and Time, and in the 

Chicago Journal of Commerce, 

Chicago Tribune, New York Times 
and Wall Street Journal. 

To Make Special Pleas 

Later, as the board’s research 

division completes new _ studies, 

drives directed at specific indus- 

tries will begin in trade publica- 
tions. Glass, garment manufac- 

turing, paint and ch~mical indus- 

tries will be among the first 

reached in trade publications. 
Earlier this year, more than 

6,000 industrial executives in key 

midwestern and eastern cities vis- 

ited a 15-car train that brought 

four cars of exhibits and 170 busi- 
ness men from Oklahoma to pro- 
mote state industrial opportunities. 

Erwin, Wasey & Co. here 
handles the account. 

Offers New Hair Dryer 
Hollywood Industries, Inc., has 

developed the Perc Westmore pro- 
fessional home hair dryer, an all- 
aluminum portable, standing type 
for home use. The department 
Store retail price of the dryer is 
$19.95. 

Press Group Elects 
James W. Wilson, publisher of 

tae Times-Herald, Carroll, Ia., has 
been elected president of the Iowa- 
Nebraska Press Association. Other 
officers elected are: Clyde Taylor 
of Lexington, Neb., vice-president, 

65,000 of Your Customers 

MOTOR AGE 
Brings You 

™ AST SHOW \ | 
| & COMPLETE REVIEW IN THIS UE 

Will 
Get This 

Package 

in 

January 

and K. H. Sidney, Greenfield, Ia., 
tceasurer. 

Most of these men couldn't go to the Automotive Service Industries Show— 
the bulk of them being unable to qualify for admission, being car dealers and 
independent automotive maintenance men—so MOTOR AGE, in January, 
will take the Show to them. 

It is important that they know what happened on Navy Pier, because these 
are the ones who ultimately are going to sell the products exhibited there— 
or buy them to use themselves. 

To take the A. S. |. Show to the cream of the automotive maintenance trade, 
Bill Toboldt and the entire editorial staff of MOTOR AGE will go to Chicago, 
cover the Show booth by booth, wrap it up in one big package and deliver 
it to their 65,000 readers in their great Automotive Service Industries Show 
Review Number, in January. 

An eager audience will await this issue, and it will be well repaid—as will 
you—if you advertise in 

The JANUARY, 1948 
Automotive Service Industries Show Issue 

of IMIOWOIR GIGIE A CHILTON Publication © 
Chestnut and 56th Streets, Philadelphia 39, Penna. 

OTHER CHILTON AUTOMOTIVE PUBLICATIONS: AUTOMOTIVE INDUSTRIES * COMMERCIAL CAR JOURNAL * CHILTON AUTOMOTIVE BUYER'S GUIDE 
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KTLA Will Televise 
Rose Bowl Game 

The Rose Bowl game will be 
televised for the first time New 
Year’s Day over Paramount’s Sta- 
tion KTLA on a sustaining basis. 
NBC will film the game on the 
West Coast and rush it to the At- 
lantic seaboard for eastern tele- 
vision release in addition to the 
live broadcast over the entire 
NBC sound network. 

20 Firms Gave 

Away $1,400,000 

in ‘47 Contests 
(Continued from Page 1) 

‘Company has given out about 

Not tomorrow, but now. Let 
BSN help you do it! 

$100,000 in several contests; Pep- 

sodent division of Lever Brothers 

Company held a $75,000 contest; 

and Canada Dry, Planters Nut, 

(|F. W. Fitch Company, Pills- 

bury Mills, Eversharp, General | 

Foods, Safeway Stores, Swift! 

$25,000 to $65,000 this year. 

None has held as big a contest 

as those Seminole Paper Company, 

P. Lorillard (Old Gold) or the 

movie industry held before the 

war. The awards in those went 

up to $500,000 and the number of 

contestants to 5,000,000. The big- 

& Co., and Queen Anne Candy | 

}|Company have each given away | 

| division, who have the final word on 
Morse, George Campbell (obscured), 

Mitchell, Gerald Whitt 

A 

JUDGES—These are the executives of Reuben H. Donnelley Corp.'s contest 
contest winners. Left to right, Harvey 
Mrs. Davis, head of the division, H. B. 
ed and Walter Laborie. 

gest this year has been P&G's 

Dreft contest in the early fall. It 

is believed that none of the °47 

contests drew much more than 

1,000,000 entries. 

History was made by the con- 

tests this fall, however. Variations 

} 

One of our products, DIGESTABONE, 

is of main interest to cattle ranchers 

and dairymen. To reach such special- 

ized audiences, we have found by long 

experience that our best bet is to use 

western specialty publications. 

ROY MASON, S. M. 
Consolidated Chemical Industries Inc. 

Pacific Division 

San Francisco, Calif. 

Advertising in Western Daily Journal and Western Livestock 

Journal makes it possible to reach a specialized audience without 

waste circulation — which explains why westerners place 17!/2 

times as much livestock advertising in these two publications as 

all western farm papers combined. 

Annual sales of livestock and livestock products repre- 

sent 46°, of all western agricultural income. 

Only two publications are needed to cover this ex- 

tremely rich market on the Pacific Slope. 

WESTERN LIVESTOCK JOURNAL 
WESTERN DIARY JOURNAL 

4511 Produce Plaza — Los Angeles 11, Calif. 

Further information may be quickly 
obtained from our representatives. 

PECK & BILLINGSLEA 
185 N. Wabash Ave. 
Chicago |, Illinois 
Phone: Central 0465 

BILLINGSLEA & FICKE 
420 Lexington Ave. 

New York 17, New York 
Phone: Lexington 2-3667 

WM. TEMPLE & ASSOC. 
15 W. Tenth St. 

Kansas City, Missouri 
Phone: Victor 0021 

THOMAS L. EMORY 
1411 Fourth Ave. Bldg. 
Seattle |, Washington 

Phone: Elliott 1370 

on the theme came from many 

promoters. Even the “why I like” 

type had new angles. General 

Foods nationally and Duncan 

Coffee Company in the Southwest 

gave awards for best statements 

on “my favorite grocery” and 

“favorite grocer.” Frank D. Vin- 

cent, a bulb grower in California, 

gave trips to Hawaii for the best 

statements on ‘“‘why I like garden- 

ing.” 

Queen Anne’s jingle angle was 

different: A contestant who sent 

in his entry with wrappers from 

both the Queen Anne and new 
Jingle bar won two Willys Jeeps. 

(Grocers here say their stock of 

the new bar sold very well.) 

For the first time in history— 

and, with luck, the last—1,000 

boxes of bubble gum were given 

away in a contest (by Armour for 

Dash dog food). 

Mink, Houses, Autos Offered 

Mink coats are offered currently 

in General Mills and Eversharp 

Schick Injector razor contests. 

Earlier, General Mills gave away 

diamond rings. 

Prefabricated houses were a big 

rival for hard cash this fall as 

chief lures. P&G (which tried this 

last year), Quaker, Safeway and 

now Eversharp are using them. 

Autos have been stressed by 

Fram, Queen Anne, Eversharp, 

Fitch and General Motors—the 

latter giving away 40, plus thou- 

sands of other prizes, in a “My 

job and why I like it’ contest 

which 175,000 of its employes 

entered. 

News of the contests has ap- 

peared in AA nearly every week 

since the sharp resurgence last 

summer. Last year there were 

comparatively few, even in the 

fall. International Milling, Miles 

Laboratories, Martin Food (which 

gave away cocker spaniels) and 

few others had entered the contest 

field then. The first big promo- 

tion this year was Bob Hope’s “My 

Favorite Brunette” contest for 

Pepsodent, which cost the Lever 

unit $600,000 to promote and 

$75,000 in prizes. P&G ran its first 

Spic and Span contest in March 
and April, and Quaker offered a 

prefabricated home in another 

contest. 

Several Puzzle Contests 

Also, last spring saw the first 

of several puzzle contests launched 

| by veteran contest-promoter Gor- 

don F. Gemeroy of Seattle. One of 

these was to raise funds for a 

| Bremerton, Wash., hospital; the 

other was to raise money for a 

veterans’ memorial in Seattle. In 

these contests, entries had to be 

accompanied by a contribution to 

the fund. Mr. Gemeroy spent 

about $100,000 to advertise the 

_contests in magazines and news- 

|papers (AA, July 14). 

| Another big puzzle contest, with 

$50,000 in prize money, was 

|launched recently by Fiction Book 

Club. This, too, gives awards of 

/varying amounts depending on the 

number of subscriptions and 

/amount of money sent in with en-| 

tries. A rebus contest, it has easy 

puzzles to start, and ties will be| 

dvertising Age, November 24, 1947 

worked off in successive rebus sets, 

As indicated, prizes have varied 

more than the contest rules. Sti) 
most used is the 25-word state- 

ment. The jingle ranks second, 
providing a name third and slo- 

gans fourth. 

An interesting variant was the 
P&G $140,000 contest for Dreft, 

the biggest this year and third 

biggest in history (after the Old 

Gold and movie industry contests). 

Dreft contestants were asked to 

rank in order of importance the 
15 uses of the product, and add 

another unusual one for good 

measure (and to break possible 

ties). . 

Dreft probably obtained the big- 

gest number of entrants. The rash 
of contests this fall, some experts 

think, probably caused some of the 

contests that offered low cash or 

merchandise prizes to falter. The 

advertisers and the two organiza- 

tions that do nearly all the judg- 

ing—Reuben H. Donnelley Corpo- 

ration and Lloyd Herrold Company 

(P&G judges its own, as does Gen- 

eral Mills in some cases)—do not 

the Best Buyin 
Central lowa 

BUSINESS 

is where you find it 
... and KS0 

has found it for 

plenty of smart 

advertisers in the 

rich Central lowa 

Market - - hub of 

the world’s greatest 
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ENTRIES—Flanked by posters promot- 
ing the contest, Donnelley clerks file | 
contest entries alphabetically for later 

judging. 

make public how many are at- 

tracted by their contests. 

Since another widely held be- 
lief is that contests are suitable 

only for low-price merchandise, 

interest is great currently as to 
whether success is coming to Ever- 

sharp, whose razor at $1.25 is well 

above the price level of products 

usually promoted this way. Of 

course, practically no manufac- 

turer runs a contest with the idea 

of making money out of direct 

sales, even though proof of pur- 

chase is required. 

Claims 75% of Business 

In addition to cost of prizes and 

advertising, the contests cost the 

advertisers from one and a half 

to 10 cents or more an entry for 

Herrold’s or Donnelley’s judging 

services. 

Donnelley’s contest chief, Mrs. 

Henrietta Davis, New York, claims 

her organization—which operates 

in several large cities—does 75% 

of the judging business, but Mr. 

Herrold—a professor at North- 

western University—doubts this. 

He points out that P&G alone does 

mere than a quarter of the contest 

business and judges its own (AA, 

May 7, °45). 

Mrs. Davis told AA her depart- 

ment is currently running or wind- 

ing up no less than 36 contests, 

including Eversharp, Fram, Fitch, 

Canada Dry, General Foods and 

Quaker. Dr. Herrold is handling 

the current $111,700 General Mills 

Wheaties contest and others. 

Cannot Forecast Replies 

R. L. Polk & Co., a competitor 

with Donnelley in direct mail and 

other business, formerly was a 

competitor with Donnelley and 

Dr. Herrold in contest judging, but 

now merely contracts with the lat- 

ter to handle the mail sorting and 

other mechanical work. 

The experts who handle the 

judging—which, actually, is mostly 

“elimination” work by clerical em- 

ployes—have a record of seldom, 
if ever, running into lawsuits for 
Inaccurate judging. They insist 

that by their method of handling, 

even the president of the chief 

conipetitor of the company run- 

ning a contest can conceivably win. | 
They do not forecast results until 
a contest starts, but usually can 

tell how many replies will come in 
after the first few days of re- 

ceiving entries. Agencies running 

even the largest contests usually 

set up the rules, prize awards and | 

the like on the advice of the two 
Juaging firms. 

Not even a depression, if one | 
Should come, would bring much | 
chance of a decline in contests. 

P&G undoubtedly will launch | 
others next year. Pepsodent,| 

Quaker, General Mills and others | 
Will, also. And the word is that 
Whoppers are due. 

WRGB Goes Commercial 
WRGB, Schenectady television 

Station, will begin commercial op- 
eration Dec. 1, with broadcast 
rates of $210 an hour. 

/ Yule Decorations 

‘Out’ in Kirkland; 
|Money for Europe 

KIRKLAND, WasH.—Retail mer- 

'|chants of this city, on the edge 

of metropolitan Seattle, have put 

the needs of Europe ahead of 

business this year. 

The streets will be bare of 

Christmas greens and_ colored 

lights, but at the entrances to the 

city will be signs announcing 

simply: “Our Christmas decora- 

||tions have gone to Europe—Citi- 

¢ \zens of Kirkland.” 
Last year the local merchants 

spent $1,500 on decorations. This 

year their joint collection is go- 

ing to CARE, Inc., to send food 

|to Europe. In addition, collection | A ints Ryder 
boxes will be set up for shoppers PPpo ¥' 

to donate funds. 

the Chamber of Commerce com-/| manufacturer. 

mittee on decorations, said: 

Nu-Enamel Boosts Hall 
E. A. Ryder has been appointed Herbert H. Hall Jr. has been 

; sales manager of York & Foster,|nmamed a vice-president of Nu- 
Arthur Needham, chairman of/|Inc., Union City, Pa., furniture| Enamel Corporation, Chicago. He 

is also sales promotion manager. 

“There won’t be bright lights on 

Kirkland streets this Christmas, 

but we hope lights will burn a 

little brighter for some of our 

neighbors in Europe.” 

PHONE - eee VA’ 5355 
: 

‘Kentuckian’ Bows 
The Daily Kentuckian, Bowling 

Green, Ky., started publication 

Ph otostati 

Nov. 9 with two eight-page news Blo .. 
sections and a four-page comic 
section plus Associated Press and 30 ee x 
International News Service dis- SS 
patches. The paper is owned by 
the Bowling Green Publishing 
Company. 

9 ) —— 
*540 N. MICHIGAN AVE. 185 N. WABASH AVE. %410 N. MICHIGAN AVE. «111 E. DELAWARE ST. 

Want to get more work 

out of your catalog? 

These six manufacturers’ catalogs 

are bound in a big collection of manufacturers’ catalogs 

which engineers and plant executives 

of the process industries go to 

when they need organized information 

on products they have to buy. 

A catalog sent out in this organized file of catalogs 

(it is called Sweet’s File for the Process Industries) 

works harder and longer 

than the same catalog sent out individually — 

according to the men who get catalogs both ways. 

And they should know. 

They say, ‘“‘Catalogs filed in Sweet’s 

“are always there when you need them — 

**you can find them faster and with less trouble’’. 

Another thing that attracts buyers to catalogs in Sweet’s File 

is the range of choice offered 

and the chance to compare one product with another. 

The catalogs shown at the left are only a few 

of nearly two hundred catalogs 

in the current Sweet’s File for the Process Industries. 

They range in size from four pages to forty-four pages. 

The average size is eight pages. 

They represent large, medium and small companies. 

If orders for your products come from the process industries, 

you should find out how little it costs 

to distribute a specially designed catalog 

to your most important prospects 

and to keep it on tap in their offices 

by this effective method. 

For further information on this and other Sweet's Files, 

please see the Market Data Book, or write. 

Sweet’s Catalog Service 
Division of F. W. Dodge Corporation 

New York 18, 119 West 40th Street 

BOSTON 16.........31 St. James Avenue DETROIT 26 548 Free Press Building 

| eee 70 Niagara Street LOS ANGELES 13 816 West 5th Street 

CHICAGO 54....... 700 Merchandise Mart PHILADELPHIA 7 1321 Arch Street 

CINCINNATI 2........ American Building PITTSBURGH 22..... Professional Building 

CLEVELAND 15... 1422 Euclid Avenue ST. LOUIS 1 721 Olive Street 
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Workers Critical 

of Business, But 

Rap Unions, Too 
More Information, 
Greater 'Humanness' 
Wanted by Most 

New York—More than half of 
wage earners want their com- 

panies to give them information 
about the business, but 48.7% say 
the company does not give them 

such information. And only two- 
thirds of those receiving such in- 

formation believe it. 
One-third of the workers have 

some “gripes” against their com- 

pany, with low wages and over- 

time payments the chief gripe, but 

with “poor management and lack 

of proper organization within the 
plant” mentioned by nearly 20%. 

One-third of all workers believe 
unions are not “doing all they 
should,” with 25% suggesting that 
unions should “be fair to the em- 
ployers and honest and open in 
their bargaining,” and nearly 20% 
suggesting that they “take more 

interest in their own members.” 

More than 46% of workers be- 

lieve unions are doing some things 

they should not do, with 32% 
mentioning “striking without ar- 

bitration, etc.,” and 27% accusing 
them of “not doing things in a 

democratic way.” Almost 15% of 
workers accuse unions of “de- 

/'manding unnecessary pay raises.” 

Biggest Wage Earner Study 

These are some of the highlights 

of the latest report of the Macfad- 

den Wage Earner Forum, con- 

ducted by Everett R. Smith, di- 

rector of research of Macfadden 

Publications, and described as 
“the most extensive opinion sur- 

vey of wage earners in the coun- 

try.” 
“This report points up an urgent 

need for the type of work cur- 

rently being undertaken by the 

joint committee of the Association 

of National Advertisers and the 

American Association of Advertis- 

ing Agencies, and by the Adver- 

tising Council,’ Mr. Smith says. 

“There is clear evidence of the 

necessity of information and the 

development of mutual under- 
standing among the workers in 

every industry and every, com- 

pany. . . It is vital that the work- 
ers and general public of the na- 
tion as a whole should have: the 

type of understanding which in- 

dustry can and must give them. 

“This report is particularly 
valuable because it indicates some 

of the themes on which both local 

advertising in the community and 

national advertising can well be 

developed. . . 

“It is quite evident that adver- 
tising must start from the point of 

view of the interests and under- 

standing of the workers them- 

selves, if it is to be successful in 

its job of informing and guiding 

their opinions,” 
The report contains detailed 

tabulations, broken down by union 
and non-union respondents, as 

well as many verbatim comments. 

Some details: 
Q. Do you feel your company 

should give you information about 
the business—its operations, profits, 
etc.? 

- r=} ,8 
$ a a2 
° a} os 
& P y As) 

EE CaS rer re 53.0 54.9 50.2 
eee 40.0 42.2 36.8 

Q. Does your company give you 
such information? 
en id £4 :0 ee de eee 44.3 42.7 46.7 
APE er 48.7 54.5 40.0 

Q. As compared with a year or so 
ago, is your company giving you 
more such information? 
BI 0 a 6 08 3.4.5 She Oe 11.0 9.8 13.0 
BOE Waled <b so 8 Soke hee » 1.6 1.7 
yy |. eer ree 27.6 28.0 26.9 
Never gave me any..42.2 48.2 33.1 
Not there a year..... 10.7 9.6 12.5 

Q. Do you believe the information 
your company does give you? 
| ae Pe re 29.4 24.5° 36.8 
MN Da ted nd edn hk Ae 0.9 1.3 0.3 

i: | nn he 14.2 17.3 9.6 
Doesn’t give me any.48.5 54.3 $39.7 

Q. Do you have any “gripes” about 
your company? 

WD: awe 24s k' 6 Waee 28.0 .-31.1 23.3 
a ak 6 dvd ae X dards oe 64.9. 65.8 63.8 

If yes, what are chief ones: 
Low wages, no 

MVONEIING & basa vas 20.6 14.3 34.1 
Poor management, 

lack of proper or- 

early Eoeryore Comer 

* John S. Knight, 
Publisher 

Miami Herald 

MIAM! PS 
SPECIAL 5 

to Miame--- 
the great, Year-Round Market 

Set your quotas high in the great year-round Miami mar- 
ket. For Greater Miami's rapid growth is more than just 
a matter of numbers. Miami families top the national 
average annual income by 11.6%;—spend an average 
of $584 more per year on retail purchases. 
It's an arrow's flight to the heart of this great market 
when you use The Miami Herald . . . first in Florida in cir- 
culation and linage; a decisive influence with the South's 
buyingest audience. 

Company should give information 

Company does give information 

Company gives more than a year ago 

Believe such information 

Advertising Age, November 24, 1947 

What Workers Think 

az 
Ee 

11.0 a 
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ARE UNIONS DOING ALI, THEY SHOMD? 

What should they do? 

Take more interest in their members 

Clean their own house 

Stop striking without proper mediation 

2 

Fairness to employers, honest bargaining 24.9% i 

vo 
1201 

7.0 

| = 
| 

ABS. UNIDNS DOING ANY THINGS THEY SHOULD NOT DO? 

os «5 J 

=a 
That? 

Striking without arbitration 

Not doing thinge in a democratic way 26.° es 

uc Demanding unnecessary pay raises 

J 
> 

! 

SIGNIFICANT—More than half of workers want information from their com- 
panies, although less than a third “believe” it, according to the Macfadden 
Wage Earner Forum findings. Especially significant are wage earners’ estimates 

of union activities, as shown by the two lower. charts. 

wemindtien. 66605 6.4 18.3 16.0 
Poor working con- 

GUiORS. 6'i-.45 244048 12.3 13.6 
Q. Do you feel that 

23.2 

9.8 
there are 

things your company should do for 
you which it is not doing? 
OT er eee re Pre 34.7 38.7 28.6 
Be Piwitins Ac ewa see 56.9 56.9 56.9 

If yes, what? 
Increase wages; pay 

a bonus, etG.cc.<... 20.8 15.2 31.7 
Better cooperation; 

closer .manage- 
ment, GtGQa cs <<as24 12.8 13.3 11.9 

Overtime for holi- 
days, «vacations 
Wan DAY «4.560 6s:c08 9.6 9.0 10.9 

Better working con- 
ee rere ss 13.8 16.7 7.9 

Furnish insurance, . 
welfare plans, 
oo ee es ey Pe 12.5 11.9 13.9 

Put in (or have bet- 
ter) pensions, etc...11.2 11.9 9.9 
Q: Do you think unions are doing 

all they should? 
256665 ks rues eee 20.0 36.5 19.8 
| RP Tre Tere ei 34.8 36.1 33.2 
Beat, BROW 2a cjsceds 31.9 25.6 41.6 

If no, what are the things they 

should do? : 
Be fair to employers, 

honest and open 
bargaining, etc.....24.9 21.4 30.8 

Take more interest 
in their members, 
GE Tweet. vt 450 6 oeewe 18.8 18.9 18.8 

Clean their own 
a eer 12.1 11.7 12.8 
Q. Are unions doing any things 

they should not do? 
SRA 46.3 42.2 
oe EET TE Tee S. 14.3 19.0 
BOWE BHO 46.05 Kaas 35.7 35.9 

53.0 
7.1 

35.4 
If yes, what are these things? 

Striking without ar- 
bitration, etc....... 32.1 27.5 

Not doing things in 
a democratic way, 
OG scbavaves raat ss 26.9 27.5 

Demanding unneces- 
Sary pay raises, 
are > Ay ere 14.6 14.8 
Q. What does the expression 

nual wage” mean to you? 
A guarantee of 50 

weeks’ work at 
present weekly 
ee ere 24. 

A guaranteed’ income. 29. 
A guarantee, of a 
minimum weekly 
pay each week, 

= bo bo bo aon ~ co 

ek: 6p a8ohs 0b arene 27.3 27.3 
A plan based upon 

sharing profits..... 6.4 5.7 
Don’t know, indef- 
ns ks buy aS on 0.4 0.2 

Rhea Appoints Cairns 

37.4 

26.2 

14.4 
“an- 

John A. Cairns & Co., New York, 

Company, 

Fertel Joins Harvel 

| |has been appointed to handle the 
|fashion advertising of Rhea Mfg. 

Milwaukee, maker of 
|junior miss sportswear and dresses. 

Edward L. Fertel has joined 
Harvel Watch Company, New 
York, as advertising manager. 

Appoints Seidel Agency 
Edwoods Silver Company, New 

York, has placed its advertising 
with Seidel Advertising Agency, 
New York. 

Mullikin Opens Firm 
Sidney A. Mullikin has resigned 

as general sales manager of 
Schaible Company, Cincinnati, to 
organize his own business as spe- 
cialist in point-of-sale advertising 
and promotion. 

Roche Joins Young 
Jeffrey Roche, former editor of 

the Delray Beach News, Delray, 
Fla., has joined Harold Young 
Productions, Inc., New York, in 
charge of the commercial division. 

Increase your 
sales --° 

with these 201 advertising, selling 
and merchandising FACTS! 

Just Published! 

PRINTERS’ INK 
REFRESHER COURSE in 

ADVERTISING, 
SELLING, and 

MERCHANDISING 
By the Staff of Printers’ Ink with an 
introduction by C. B. Larrabee, $4.00 

A mine of tested, money-saving sales informa- 
tion that no business should be without, an- 
swers these important questions and many 

more: 

@ How to find new prospects, how to make 

them buy 
How to eliminate seasonal slumps 
12 points to watch in sampling ca™- 

paigns 
12 objectives for consumer contests, 14 
helpful hints in preparing contests 
How to introduce new products 
Dangers, objectives in Free Deals, 5)° 

cial Deals 
54 merchandising job premiums can pt 

form 
@ How to eliminate returned goods abuses 
@ Miscellaneous Merchandising Devics: 

packaging, children’s clubs, holding ove? 
house, tags, guarantees, trade-up progr. 

This book is based on a very popular scvies 
of articles originally appearing in Printers 
Ink. Both experts, and beginners in other 
fields, were greatly interested and asked ‘hat 
these articles be made available to them i 
book form. THIS IS THAT BOOK. It will 
save you and your company time and moe’. 
All the methods recommended are tested by 

experts. But don’t take our word for it, ‘et 
them yourself! 

Use this COUPON FOR TEN DAY FREE TRIAL 

oe 
FUNK & WAGNALLS COMPANY 

! 153 East 24th Street, New York 10, N. 
| Send me the Printers’ Ink Refresher Cours? 
rl for 10 days’ examination, subject to app '* 

or return. At the end of 10 days I agree “ 
1 remit $4.00 for the book, plus a few 4 

postage and delivery, or return it postp» 4 
(We pay postage on orders accompanied °J 
remittance. ) 
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‘Modern Industry’ 
Survey Mirrors 
Price Dilemma 
New YorK—People are con- 

cerned about high prices in the 

industrial East—and they want 

either government or industry, or 
both, to take action to restrain 
prices. 

These are highlights of a new 

survey by Modern Industry, which 

Plackard Joins Watson 
Dwight H. Plackard, formerly 

with Metro Associates, Dallas, and 
president of the Texas Institute 
of Public Relations, has joined 
Watson Associates, Dallas public 
relations firm. 

Plugs New Luggage 
Ray M. Whyte Company, De- 

troit, is advertising a new line of 
seamless laminated luggage begin- 
ning this» month with quarter- 

pages in Holiday, Life and Vogue, 
and scheduled for Esquire in 
January. Advertising will be in- 
creased in 1948, it is said. The 

company’s newly appointed agency 
is Ellington & Co., New York. 

WIND Re-outtitted 
WIND, independent Chicago 

station, has completed new studios 
and offices occupying the second 
floor of the south half of the 
Wrigley building. Cost of the in- 
stallation was $150,000. ate 

Appoints E. M. Roberts 
E. M.’ Roberts has been named 

managing director of the interna- 
tional division of Farnsworth 
Television & Radio Corporation, 
Fort Wayne, Ind. Prior to joining 
Farnsworth, Mr. Roberts was with 
the Radio Corporation of America 
for 18 years. 

RCA Appoints West 
John K. West has been named 

vice-president in charge of public 
relations for the RCA Victor divi- 

45 

sion of the Radio Corporation of 
America, Camden, N. J. Asso- 
ciated with the company since 
1930, he previously was director 
of public relations for RCA Victor. 

SIGNS OF LONG LIFE” 
FOR QUANTITY BUYERS 

THE ARTKRAFT* SIGN CO. 
Division of 

</ Artkraft® Corporation 
900 Kibby St., Lima, U.S.A. 

“Trotemerts tp. V8. Pee OF. 
reveals that 95% of the inter- 
viewed people think prices are 

too high, and 88% want govern- 

ment or industry action. A sub- 

stantial portion, 58%, look for a 

return to prewar levels, and the 

median guess is that within three 

years prices will be reduced by 
natural economic forces. 

The publication conducted its 

survey in cities of more than 10,- 
000 population east of the Mis- 

sissippi and north of the Mason- 

Dixon line. The survey, the first 

of several to be handled by Ross 

Federal Research Corporation, was 
made during the last week in Sep- 
tember and the first week in Oc- 
tober, and results appear in the 
November issue of Modern In- 
dustry. 

Blame Labor, Business 

Significantly, labor and business 
drew equal blame for high prices: 

27% blamed “labor, labor de- 
mands for high wages, and 

strikes,” and 27% blamed oppor- 
tunism and _ profiteering by 
“everyone,” “big business,” “mo- 

nopolies,”’ “wholesalers,” “retail- 

ers,’ “farmers” and “the black 

market.” Other factors blamed 

were inflation, Congress, pent-up 

demand, lifting of price controls 

and shipments to Europe. A large 

group (16%) had no opinion. 

However, 39% thought govern- 

ment should do something about 

prices, 33% thought joint action 
was indicated, and 16% thought 
the responsibility was chiefly in- 
dustry’s. 
The study showed that 25% 

want restored rationing and con-_| 

trols, 14% suggested omenees | 

buy only necessities, and 16% had 

no opinion. 

When controls are coupled with | 

an “income freeze,” 56% favor the 
idea, while 36% are opposed to it | 

and 8% are undecided. When. 
asked if such drastic steps were 

necessary, 48% voted yes, 39% | 
thought “some other way” would | 
be found. 

GF Shifts Three; 
Names Research Head 
Howard F. Lochrie, formerly | 

advertising manager of the Birds 

Eye-Snider division of General | 
Foods Corporation, New York, has | 
been promoted to director of mar- | 
keting of the Birds Eye-Snider 
division, with responsibility for all 
advertising, market research and 
sales promotion. 
Emerson H. McWhorter, for-| 

merly with Schenley Distillers 
Corporation, New York, has been | 
named manager of market re- 
search of the division; Luther V. | 

Haggerty, who has been with. 
Birds Eye-Snider for the past! 
year, has been appointed manager | 
of advertising, and Edward Ta-| 
bibian, with the division for sev- 
eral years, has been named man- | 

ager of sales promotion. 

Industrial Admen Elect 
‘he Southern California Indus- 

trial Advertising Association has 
elected A. X. Schilling, advertis- 
in manager of the Southern Cali- 
fornia Edison Company, president 
fo. 1948. Other officers elected 
are: J. Howard Tinkham, pub- 
lishers’ representative, vice-presi- 
dent, and Erwin H. Klaus, E. H. 

Klaus & Co., secretary-treasurer. 

CHAB Names Stovin 
Horace N. Stovin & Co., Toronto, 
S been named national Cana- 

“‘an_ representative of Station 
CHAB, Moose Jaw, Sask. 

Near Crisis at Oxford Paper Company by Tony Barlow 

as 

i 

fi 

“NY 

we the Oxford plant was 

built at the turn of the 

century, the site chosen was 

Rumford, Maine, not far from the 

famous Rangely Lakes. Here, at 
the meeting of two rivers, the 

water supply was big enough to 

take care of future needs for both 

power and papermaking. 

Not only does papermaking re- 

quire millions of gallons of water, 

but this water must be filtered. 

Our filtering plant at Rumford 

handles 40,000,000 gallons a day. 

That’s enough water to supply a 

city about the size of Atlanta, 

Georgia. 

Papermaking also needs vast re- 

serves oi the right kind of wood. 

DESPERATE SEARCH! A POSSE IS ORGANIZED 

TO FIND THE ONE GALLON OF WATER SHORT OF 

THE 40,000,000 GALLONS FILTERED EVERY DAY 

FOR USE IN THE OXFORD PULP AND PAPER MILLS. 

Here again the site of the Oxford 

plant was chosen with a shrewd 

eye to the future of a growing 

business. The mill draws on the 

vast timberlands of Maine, New 

Hampshire and nearby Canada. 

These are but two of the require- 

ments for making quality papers 

— examples of Oxford’s complete 

facilities for every step from the 

wood to the finished paper. 

These resources, supplemented by 

endless research, help explain the 

high quality of Oxford printing 

papers. Next time, specify Oxford 

for the jobs that must be right. 
Sold by good paper merchants in 

the principal cities. 

Included in Oxford’s line of quality printing and label papers 

are: Polar Superfine Enamel, Maineflex Enamel Offset, 
Maineflex C1S Litho, Mainefold Enamel, White Seal 
Enamel, Engravatone Coated, Carfax English Finish, 

Super and Antique, Aquaset Offset and Duplex Label. 

OXFORD PAPER COMPANY 
230 PARK AVENUE, NEW YORK 17, N.Y. 

MILLS at Rumford, Maine 
and West Carrollton, Ohio 

WESTERN SALES OFFICE: 
35 East Wacker Drive, Chicago 1, Ill. 

DISTRIBUTORS 
in 48 Key Cittes 
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10-Market Study Shows 
Leaders of 1, 

Consumer Favorites 
‘Are Listed in New | 
76-Page Digest 

MILWAUKEE—A market by mar- 

ket comparison of product use and 
brand positions, and percentages 

of more than 1,500 different brands 
in 110 product classifications in 10 
widely scattered markets, is con- 
tained in a 76-page digest pub- 

lished here last week. 

Entitled “10-Market Compari- 

son of Consumer Preferences,” the 

product survey is a result of the 

cooperation of the Milwaukee 

Journal and nine other newspapers 

which have adopted and are pub- 
lishing Journal-type consumer an-_| 

alyses. : 

The study is of particular inter- 
est because it presents figures for 

a wide variety of products com- 
piled in an identical manner. Per- 

sonal interviews with 42,752 “rep- 

resentative” housewives and hus- 

bands formed the basis for the 
combined analysis of figures ob- 
tained by the Journal, Omaha 
World-Herald, Philadelphia Bulle- 
tin, Indianapolis Star, St. Paul 
Dispatch and Pioneer Press, Co- 
lumbus Dispatch, Illinois Daily 

Newspaper Markets and the 
Fresno, Modesto and Sacramento, 
Cal., Bee papers. 

Hills Bros. in Front 

Coffee found universal favor in 

all 10 markets with more than 9 

out of 10 families listed as users. 

Hills Bros. led the field with six 

first places, followed by Maxwell 

House with 3 and Butter Nut with 

1. Hills Bros. was the favorite 

in Milwaukee where it was pur- | 

chased by 38.8% of coffee users; 
in St. Paul by 35%; Fresno 36.6%; 
Modesto 32.8%; Sacramento 34.1%, 
and Illinois 21.7%. Maxwell House 

was first in Philadelphia where 
26.1% of coffee users bought it; in 
Indianapolis, 23.4%, and in Co- 

lumbus, 21.9%. Butter Nut was 
first in Omaha with 48.4%. 
Among the instant or soluble 

coffees, Nescafe made a_ perfect 

score with 10 firsts in the 10 mar- 

kets. Borden’s placed second seven 

times and G. Washington twice. 

The percentage of use of the prod- 

uct ranged from 11.2% in Omaha | 

to 35.7% in Philadelphia. The 
percentage of use of package coffee 

was much higher, ranging from 

92% in Columbus to 99.2% 

Omaha. 
Lipton’s, with 9 first places, was 

the favorite in packaged tea. Tet- 

ley’s was first in Philadelphia. St. 

Paul reported the highest product 
use—85.7%, and Philadelphia the 

lowest—43.2%. Lipton’s 

firsts in the tea bag or ball classi- 

fication; Tenderleaf was first in 

Columbus and Tetley’s in Phila- 

delphia. (St. Paul not covered.) 

Philadelphia favored the product 

by reporting 83.3% use; Milwau- 

kee was lowest with 49.1%. 

Gerber Leads Field 

In the baby food field, Gerber 

took 8 firsts in both baby cereal 

and prepared baby food. In the 

cereal class, Pablum was first in 

Columbus. (Illinois not covered.) 

In the prepared baby food class, 

Heinz placed first in Philadelphia 

and St. Paul. The percentage of 

use of baby food varied only 

slightly from market to market 

with nearly 1 out of 5 being buy- 

ers. Philadelphia showed the 

highest proportion of families 

using the product. 

Kellogg’s corn flakes took all 10 

firsts by a wide margin in the 

highly competitive cold cereal 

field. Product use was very high, 

running from 86.3% in Illinois to 

94.95% in Omaha. Wheaties cap- 

in 

took 7) 

500 Brands 
tured 8 second places and Kel-| 

logg’s Rice Krispies, 2—Philadel- 

phia and Milwaukee. 

In the hot breakfast food field, 

| Quaker Oats was first choice in 8 
of the markets and Mother’s Oats 

in 2—Philadelphia and Columbus. 

Product use ranged from 75.45% 

in Columbus to 89.2% in St. Paul. 

Duff’s muffin mix swept the 
field with 10 firsts. Its use ranged 

from 21.8% in Illinois to 93.3% in 
‘Sacramento. Dromedary took six 

'firsts to Duff’s 4 in gingerbread 

mix. In pie mix, Flako took 3 

firsts, Burry’s Simple Simon 2, 

Helen’s Red E 2, Py-O-My 1, and 

E-Z Mix 1 (Philadelphia not 

covered). 

| Gold Medal First 
| Gold Medal won 7 first places 

in the regular flour division with 

Omar 1, E-Z Bake 1, and Drifted 

Snow 1. Swansdown was in first 

place in 7 markets and Softasilk 

in 2 in the prepared cake flour 
field (Illinois not covered). 

Crisco took 5 firsts in the 

vegetable shortening division and 

Spry 2 of the seven markets 
covered. 

Carnation canned milk led in 

Milwaukee, Omaha, St. Paul, and 

Fresno. Pet led in Columbus and 

Illinois. Borden’s was first in 

|Philadelphia, Wilson’s in Indian- 

|apolis, Modesto in Modesto and 

Sego in Sacramento. Product use 

ranged from 49.1% in Illinois to 
| 85.8% in Modesto. 
| Heinz captured 6 first places— 
Milwaukee, Omaha, Indianapolis, 

St. Paul, Columbus and Illinois— 

in the bottled catsup market. Del 

Monte was first in 3—Fresno, Mo- 

desto and Sacramento; Ritter’s 

was first in Philadelphia. Camp- 

bell’s took 9 firsts in canned soup 

(Illinois not covered). Heinz was 

second in 7 markets and Rancho 

was second in 2. 

Jell-O, Royal Tie 

market. Jell-O was first in Mil-| places and Max Factor 2 in face 
waukee, Omaha and Indianapolis. | powder (Illinois not covered). 
Royal was first in St. Paul, Co- 
lumbus and in Illinois (Fresno, | 

‘Modesto and Sacramento not. 
covered). 

| The most popular baking)! 

powder was Calumet with 9 firsts | 
out of 10. Davis placed first in| 
Philadelphia. 

Hoover took 6 firsts and Electro- 

‘lux 2 in the electric vacuum 
cleaner field (Indianapolis and | 
Columbus not covered). In Mil- 

|waukee, 89.6% of the housewives 
/own an electric vacuum cleaner, 

while only 57.2% of Modesto 

housewives have one. 

Climalene was first in 6 mar- 

kets and Raindrops in 3 in the’ 
water softener field (Philadelphia 

not covered). 

Lux captured 6 first places and 

Palmolive 4 in toilet soap for the 

hands and face. Lifebuoy took 5 

firsts, Lux 3 and Palmolive 2 in| 

toilet soap for the bath. Product 

usage ranged from 97.1% in In- 
dianapolis to 100% in Omaha. 

Dreft Takes 6 Firsts 

The most popular brand of soap 

for dishwashing was Dreft, which 

took 6 first places—Omaha, In- 

dianapolis, St. Paul, Illinois, 

Fresno and Modesto. Ivory bar 

took two firsts—Milwaukee and 

Columbus; and Ivory Flakes 2— 

Philadelphia and Sacramento. 

Oxydol led in household laundry 

use with 6 firsts; Peet’s took 3 

firsts and Rinso, 1. Spic and Span 

was top choice in 4 markets; 

Soilax in 2 and Lan-O-Sheen in 1 

(Fresno, Modesto and Sacramento 
not covered). 

Lux flakes took 5 firsts, Ivory 

|delphia, St. Paul and Illinois not 

flakes 3 and Dreft 2 in soap for 
fine fabrics. Lux flakes led in 

|Milwaukee, Philadelphia, St. Paul, 

‘Columbus and in Illinois. Ivory 
flakes was first in Fresno, Mo- 
|desto and Sacramento. Dreft led 

in Omaha and Indianapolis. 
Sani-Flush made a clean sweep 

of the 10 markets in the toilet 
bowl cleanser field. Bowlene won 
7 second places. 

Old Dutch took 8 firsts in the 
powdered scouring cleanser field. 

Kitchen Klenzer was top choice in 

Milwaukee and Bab-O the favorite 

/in Omaha. 
The survey showed that in Mil- 

waukee, Omaha and Philadelphia, 
a big majority buys its drug prod- 

ucts in independent drug _ stores. 

‘In Columbus, independent drug 
stores nosed out chain drug stores 

by only 2%. 
In Philadelphia and in Illinois, 

the survey showed, more people 

'buy their cosmetics and toiletries 
‘in independent drug stores. De- 

| partment stores are favored in 

| Milwaukee, Columbus, Omaha and 

St. Paul. 

Mum Leads Field 

Mum took 8 first places and 

|Arrid 2—Omaha and Sacramento 

|—in the deodorant field. The per- 

|centage of product use varied from 

'77.5% in Milwaukee to 85.1% in 
Columbus. Colgate was first in 9 

'markets and Pepsodent in 1 (In- 

'dianapolis), in the toothpaste di- 

‘vision. Product use varied from 
174.3% in Sacramento to 87.7% 

Philadelphia. 
iranged from 30.4% in 

/43.9% in Philadelphia. 
Toni permanent wave 

|placed first in 9 markets (Phila- 

\delphia not covered). Charm Kurl 
/was second choice in 5 markets 

‘and Portrait in 4. Product use 

‘ranged from 14% in Sacramento 
‘to 31.2% in St. Paul. 

Max Factor was the most popu- 

‘lar brand of lipstick in 4 markets, 
‘Revlon in 3 and Avon in 1— 

‘Omaha. Max Factor and Revlon 
/were tied for first place in Phila- 

delphia. In the rouge division, 

Max Factor took 6 firsts, Coty’s 2 

and Avon 1 (Illinois not covered). 

Among facial creams, Pond’s 

was the most popular in 6 mar- 

Illinois to 

Jell-O and Royal each took kets, Lady Esther in 3 and Wood- | 
three firsts in the dessert powder pury’s in 1. Coty took 7 first | 

Jergens Paces Others 

Jergen’s was the favorite liquid 
or cream brand lotion in 8 mar-|}. 

kets (Indianapolis and Columbus | 
not covered). Lustre Creme won 

5 first places, Rayvel 1 and Shasta 

1 among cream shampoos (Phila- 

covered). Among liquid shampoos, 

Drene won 7 first places; and | 

Forty-two and Fitch’s each took | 

1 (St. Paul not covered). 

Listerine took 6 firsts in liquid 

mouth washes (Fresno, Modesto, 

Sacramento and Illinois not 

covered ). 

Clorox was the most popular 
bottled bleaching fluid with 6 

firsts; Hilex was first in 2 mar- 

kets and: Purex in 2. 

Rit led package fabric dye sales 
in Milwaukee, Omaha and Indian- | 
apolis; Tintex led in Philadelphia 
and Columbus (St. Paul, Fresno, | 

Modesto, Sacramento and Illinois 

not covered). 

Lucky Strike was the favorite 

cigaret of women in 8 of the 10 

markets; Chesterfield led in Mil- 

waukee and Philadelphia. Product 

use varied from 22.1% in Modesto 

to 46.5% in Philadelphia. Among 

men, Camels led in 6 markets; 

Lucky Strike in 3 (Milwaukee, 

Omaha and Fresno) and Chester- 

field in 1 (Philadelphia). Product 

use varied from 62.7% in Illinois 

to 86.6% in Omaha. 

White Owls in Front 

Among cigars, White Owl led 

in Omaha, Fresno and Modesto; 

La Palina in Milwaukee; Har- 

,vester in St. Paul; El Roi Tan in 

in | 

Tooth powder use| 

group's fiscal year. Other new officer 

treasurer; John W. pi is O'Mara & 
Gilstrap, Ward-Gr 
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HEAD SAN FRANCISCO AANR—Ralph E. DeMotte, of Reynolds-Fitzgerald 
(second from left), was elected president of the San Francisco chapter, Ameri- 
can Association of Newspaper Representatives, at the last meeting of the 

s ate (from left) W. E. Peters, Hearst 
Advertising Service, vice-president; Earl Couch, Williams, Lawrence & Cresmer, 

Ormsbee, director of AANR, and Phil 
iffith Co., secretary. 

Sacramento; King Edward in Co- 
lumbus; La Fendrich in Indian- 

apolis, and Phillies in (yes, you 

guessed it) Philadelphia (Illinois 
not covered). Product use ranged 

from 20.6% in Columbus to 35.2% 
in Milwaukee. 

Milwaukee, appropriately 
enough, proved to be the best beer 

drinking city with 89.7% buying 

the amber fluid. St. Paul, 76.7%, 
was second and Omaha, 73.7%, 

was third. Modesto, with a modest 

| waukee; Storz in Omaha; Hamm’s 

|in St. Paul; Gambrinus in Colum- 

/bus; Champagne Velvet in Indian- 

/mento; Regal Pale in Fresno, and 

| Acme in Modesto (Philadelphia 
/and Illinois not covered). 

| Whisky was first choice among 
| all alcoholic beverages in Milwau- 

|kee, Omaha, St. Paul, Fresno, 

| Modesto and Sacramento. Wine 
|'was the favorite in Indianapolis 

| (Philadelphia, Columbus and Il- 

‘linois not covered). Wine was 

|second choice in 6 markets and 

whisky second choice in Indian- 

japolis. Gin was third choice in 
/5 markets—Milwaukee, St. Paul, 
|Indianapolis, Modesto and Sacra- 
mento. 

| Gillette Spreads Field 

A cleancut victory was won by 

‘Gillette safety razor blades, which 
'took first in all 10 markets; Gem 

was second in 6 markets, Schick 

Injector in 3 and Star in 1. 
'Double edge blades were favored 

in all the markets but Illinois (not 

covered). Schick was the most 

popular brand of electric shaver 

and Packard fourth. 

Among regular shaving creams, 

Palmolive won 8 first places and 

tied with Colgate for first place in 
Modesto (Illinois not covered). In 

the brushless shaving cream field, 

Burma Shave and Barbasol each 

took 2 firsts and were tied for 

first in St. Paul. Palmolive and 

Molle each took 2 firsts. 

Prepares Canning Movie 
The Minnesota Valley Canning 

Company, Le Sueur, Minn., packer 
of Green Giant brand peas and 
Niblets brand whole kernel corn, 
has produced a new color movie, 

;entitled “From Good Earth to 
Good Table,’ which portrays the 
scientific seed breeding and plant- 
ing, laboratory control, harvesting 
and modern canning methods. 
Prints of the 27-minute movie will 
be made available to home eco- 
nomics classes, schools, colleges, 
women’s clubs, and others upon 
request. 

Appoints Wilmont V.P. 
William J. Wilmont, service 

manager, has been appointed a 
vice-president of John W. Shaw) 
Advertising, Inc., Chicago. He will | 
be in charge of service and pro- 
duction. 

44.8%, trailed. Schlitz led in Mil- | 

RMA Will Expand 
‘Radio in Every 
Room’ Campaign 
Cuicaco—E xpansion of the 

“Radio in Every Room” drive, 
sponsored by the Radio Manufac- 

turers Association, is expected as 

a result of the meeting of the as- 

sociation’s advertising committee 

here. 

| The Fred Eldean Organization, 

|which has handled the account 

‘since early this year, made a 
| presentation to the committee 

kits | @POlis; Lucky Lager in Sacra-| which included a recommendation 
for expanding the campaign at the 

|local dealer and distributor level. 
Expenditures, media list, and 

/other details will be worked out 
| by the Eldean company and a sub- 

committee headed by Victor Ir- 

|vine, advertising manager of 

|Motorola, Inc. Recommendations 

|in detailed form will be presented 
|to the full ad committee at its 
| December meeting, for later ap- 

proval by the association. 

_ The Radio Week subcommittee 

recommended that Radio Week in 

1948 be moved up from November 

to October, to avoid conflict with 

the elections. Also suggested was 

an intensified promotion play in 

{cooperation with dealer and dis- 
'tributor associations. 

Adds ‘American Weekly 
to Media List 
| James Lees & Sons Company, 
'Bridgeport, Pa., will increase its 
advertising expenditure for Co- 

and Remington was runnerup in/|lumbia and Minerva hand-knit- 
'9 markets (Illinois not covered). ting yarns in 1948 with the addi- 

‘Sunbeam Shavemaster was third |tion of The American Weekly. 
The 1948 media list includes 

|Country Gentleman, Good House- 
/keeping, Ladies’ Home Journal, 
_McCall’s, Needlework, Seventeen, 
|\Vogue Knitting and Woman's 
Home Companion. Moser & Cotins. 
Utica, handles the account. 

WOR Plays Santa 
to Sick Children 
WOR, New York, last week be- 

gan its annual drive to raise func: 
to bring Christmas cheer to youns:- 
sters in the free wards of 17 New 
York City hospitals. 

Programs and announceme?'s 
appealing for listener contribu- 
tions will continue through Dec. 
15, when the WOR staff, which 
does the shopping, will begin pwt- 
ting gay paper and ribbons on 1t1e 
surprise packages. Radio arti-ts 
will accompany Santa Claus when 
he delivers his Christmas pac <- 
ages to the boys. and girls in ''¢ 
hospitals. 

Sylvania Names Still 
J. Arden Still has been nam‘ 

manager of the southwestern c - 
vision of Distributor Tube Sales, 
Sylvania Electric Products, Inc. 
with headquarters in Houston. He 
succeeds Ray Carson, who has re- 
|signed to establish his own bus'- 
i'ness as manufacturers’ agent 
San Antonio. 
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Although a decision by the In- 
terstate Commerce Commission on 
Robert R. Young’s control of the 

New York Central has been ex- 

pected by Jan. 1, Mr. Young is 

now convinced that the ICC will 

play a delaying action and that 

only the force of public opinion 
can bring a decision from it soon. 
To get ICC action—presumably 

favorable— Mr. Young is now 

mapping an all-out public rela- 
tions and advertising campaign. 
Kenyon & Eckhardt, agency for 

the Chesapeake & Ohio, is work- 
ing On newspaper ads and the 

theme will be stressed on “Infor- 

mation Please” on MBS Friday 

nights. 
* * * 

Some time during the Christmas 

holidays, the Pennsylvania Rail- 
road will put into service a new 

kind of railroad car with such fa- 

cilities as a nursery, newsreel the- 

ater, game and reading room and 

sunken buffet-lounge. The car will 

be attached first to the Jeffer- 

sonian, deluxe coach train operat- 

ing between New York and St. 
Louis. 

Newsreels will be shown con- 

tinuously in the theater, which 

seats six persons. A glass parti- 

tion sets the nursery off from the 

game room. 
Three of the cars are being con- 

structed by American Car & Foun- 

dry Company, at a cost of about 

$150,000 apiece, for the Pennsy. 
ok ae ca 

Some indication as to what has | 

happened to the private plane) 
business may be found in the fact 

that Ercoupe production in the 
past year has dropped from about 
400 to about 35 a month. Ercoupe 
was among the sales leaders just 

after the war. 
* cd * 

Walgreen Company is repackag- 

ing its entire line of drug prod- 

ucts. 
* ok ca 

As a result of Britain’s 75% tax 
on foreign films, American movie 

makers already have slashed their 
advertising expenditures, with 
estimates of the cut ranging from 

35 to 50%. Plans for 1948 ap- 

propriations are still hanging fire 
as negotiations continue between 
the British government and the 

Motion Picture Association of 
America. In -spite of the reduc- 
tion, little appreciable improve- 
ment has been noted as yet in 

availability of publication space. 
ok * * 

It probably will be a couple of 
months before David Stern III an- 
nounces whether—and when—he 

will Start a new Seattle daily. 

A new organization, the North- 
ern Publishing Company, has pur- 

chased the plant and equipment 
of the defunct Seattle Star. The 
company has a capitalization of 
$1,000,000 and Mr. Stern is the 

majority stockholder. Initial di- 

15 MILLION 
NEGROES 
MUST EAT AND DRINK 
And they have 10 billion dollars to 
Spend! If you have food, drinks, cos- 
meties, liquor or any other products 
to sell, the best way to reach the Ne- 
eto is through the Negro papers and 
mM: gazines he reads with interest and 
co fidence. Advertising in these pa- 
Pe°s pays big dividends, for the Amer- 
ic\n Negro is the most loyal customer 
in the world. For full information of 
this great market, write today to 
Interstate United Newspapers, Inc., 545 
Fifth Ave., N. Y., serving America’s 
leading advertisers for over a decade. 

NOTE: We now have facts compiled by the 
* Research Co. of America on brand 

Preferences of Negroes from coast to coast, 
the only study of its kind ever made. Write now 
fcr this free information, 

rectors are members of a Seattle 

law firm acting as agents and 

serving until March 1, 1948. 

* * * 

Rear Admiral F. E. M. Whiting 
(retired), who became president 

of Licensed Beverage Industries 

last June, has suggested that one 

of the first campaigns of LBI 

might be a paid column he would 

sign, titled “The Admiral Says.” 
Fuller & Smith & Ross is being ap- 
pointed to handle LBI advertising, 

succeeding Walter M. Swertfager 

Company, which resigned the ac- 

count last August. 

Two Name Agency 
Tippett, Jackson & Nolan Ad- 

vertising, Boston, has been named 
to handle the advertising of Grant 
Gear Works, South Boston, manu- 
facturer of industrial gears and 
speed reducers, and Prufcoat Lab- 
oratories, Inc., Cambridge, manu- 
facturer of anti-corrosive paints. 

Appoints Doughty 
J. R. Doughty has been ap- 

pointed manager of the export 
sales department of SKF Indus- 
tries, Inc., Philadelphia. 

L. M. Hickson to Enter 
Business in California 

L. M. Hickson has resigned as 
general advertising manager of 
National Distillers, New York, not 
because of his own health (AA, 
Nov. 10) but because of illness in 
his family. He plans to enter 
business in California. 

Philip J. Kelly, from Lennen & 
Mitchell, succeeds him at National. 

Joins Ray-Hirsch 
Harry Hopkins, formerly with 

Lawrence C. Gumbinner Adver- 
tising Agency, has been appointed 
production manager of Ray- 
Hirsch Company, New York 
agency. 
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Pearson Names Barker | 
William R. Barker, formerly 

supervising editor of the advertis- 
ing and sales promotion division 
of General Electric Company, has 
been appointed copy chief and 
editor of a special merchandising 
department of Pearson Advertis- 
ing Agency, New York. 

OFFICIAL PUBLICATION 
WASHINGTON STATE 
FRUIT COMMISSION 

One of the world’s most prosper- 
ous groups of farmers read every 

word of this authentic grower Request 

The Goodtruit Grower 
324 West Yakima Ave. Yakima, Washington 

Don’t Fence 

ome things are big in Texas. Dallas (the city) is big...and growing 

S bigger. But the Dallas market is away bigger than the city. It’s 

the biggest thing in Texas. It’s one of the best markets in America. 

Less than half of the Dallas market’s patrons live in Metropolitan 

Dallas itself. Less than one-fourth of the Dallas market stores are 

city stores. The rich, progressive Northeast Texas section ... 

which the city is merely the heart... that’s the Market! 

Him 

of 

tn Lhe 

DALLAS MARKET 
And A Big Day Ahead! 

When you advertise in Texas...turn your ponies 

loose all over the Dallas market! Get it all! You can 

do it with ove medium--The Dallas News. 

ri The Dallas area...the Dallas News area...is Texas’ 

1\' No. 1 Market, with more people and more buying- 

power than any other. The News is your key to it. 

Sell The Readers of The News 

And You Have Sold The Dallas Market 

___ He Dallas Morning News 
THE TEXAS ALMANAC 

RADIO STATIONS WFAA ano WFAA -u 

Member 

AMERICAN 

MEWSPAPER 

ADVERTISING 

METWORK 

John B. Woodward, inc. 
Representatives 
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Pacific Hooperatings 
Show Benny First 

The Pacific Program Hooperat- 
ings report for October showed 
Jack Benny in first place among 
the first 15 programs on the Pa- 
cific Coast. Bob Hope placed sec- 
ond and Red Skelton third. 

The average evening audience 
rating was 8.9, an increase of 2.7 
from the last report, and an in- 
crease of 0.2 from the rating for 
the same period in 1946. The re- 
port showed an average daytime 
audience rating of 3.3, up 0.3 from 
the last report, and down 0.4 from 
a year ago. 

Sargent Names Lindsay 
Sargent & Co., New Haven, 

Conn., manufacturer of hardware 
items, has placed its advertising 
with Lindsay Advertising Agency, 
New Haven, effective in January. 

Means: 

“Top Honors” 

Bat IN DALLAS 

—FORT WORTH 

Ne 
STATION 

WFAA 

FREQUENCIES 
820 - 570 

NETWORKS 
NBC - ABC and 

Texas Quality 

@ It’s as easy as 1-2-3 to 
SELL the DaLLas-Fort 
WortTH MarKET with 

WFAA 
radio service of the 

Dallas Morning News 

Represented Nationally by 

Epwarpb Petry & Co., INc. 

Last month the Association of 

National Advertisers held a com- 

mercial film session in New York’s 

Hotel Plaza. At the luncheon 

meeting, the presiding officer in- 

troduced “Bob 

Brown of Bris- 

tol- Myers, new 

chairman of the 

ANA and father 

of the film com- 

mittee.” 

Robert Baird 
Brown _ stepped 

up to the micro- 
phone, quipped 
that if he was 

the father of the 

film committee 

he had paid little attention to his 

child, and went on to sum up the 

history of ANA and films in curt, 

complete fashion. In the audience; 

a bemused research man “told a 
companion, “That guy Brown is a 

marvel; he acts like an ice cube 

and he thinks like a calculator.” 
In a sense, it was an apt quote: 

trim, precise Bob Brown is widely 

regarded as one of advertising’s 

intellectuals; partially because he 

is a Phi Beta Kappa, partially be- 
cause a whim kept him out of edu- 

/cational circles after he had al- 

|ready accumulated an M.A. and 

spent a year teaching at Cornell, 

partially, too, because of a re- 
served manner reminiscent of the 

faculty. 

Brown was born in Yonkers 41 

years ago. His father, Dr. Mar- 
shall S. Brown, was dean of fac- 

ulties at New York University. 

He went to Cornell, where he 

(edited the Cornell Daily Sun, 
| picked up an M.A. in history, and 
taught for a year. In 1928 he had 

,an opportunity to go around the 

, world, and he took it. 
| When he came back, in 1929, he 

Robert B. Brown 

ttt i tt A i i i i i i i i i i i i a tt i a i tn i ti ti tn i TT tn i ti i 

You Ought toKnow.. « 
Robert B. Brown 

tising director of Bristol-Myers, 
has worked closely on the com- 
pany’s advertising for 17 of his 
41 years. 

Despite the traditional load of 

running one of the largest factors 

in the drug and cosmetic business, 
Bob has taken time to do a con- 
siderable amount of work in gen- 

eral advertising activities. He has 

been on the board of ANA since 

1941, was head of its magazine 

committee, still sits in with the 
Advertising Research Foundation, 
was on the board of Controlled 
Circulation Audit, and was active 

as an advertiser in the Cooperative 

Analysis of Broadcasting before its 

demise. He was the primary force 
in getting the ANA to start a film 
committee. 

In 1942, Bristol-Myers spear- 

headed the formation of the Drug, 

Cosmetic & Allied Industries war 

drive. This advertising effort, 
which antedated the work of the 
Advertising Council in the field, 

called for the allocation of adver- 
tising space by cooperating com- 
panies. The drive operated on a 
volunteer basis, was run from 

Brown’s office, had as many as 80 
companies cooperating, and per- 

haps 13 or 14 plates on their way 
to members’ agencies. 

This drive differed in that no 
separate agency had it for an ac- 
count; it was a strictly voluntary 
effort from the time preliminary 

discussions started in the spring 

of 1942 through its final “reinte- 
gration” campaigns in 1945. 

As chairman of the ANA, and 

boss of an $8,000,000 advertising 
budget, Bob is entitled to his 

views on both the ANA and ad- 

vertising in general. Character- 

istically, they are both temperate 
and concise. 

He points to the growth of ANA, 

decided that academics were not and to the larger number of dele- 

| for him. 

\the teaching profession wasn’t the 
field. At any rate, department 

| stores were conducting a drive to 

|get desirable young men into the 

| business, and Brown was duly en- 

| rolled in a Gimbel’s training 

course. 
In a short period of time he sold, 

was a section manager (a Gimbel 

euphemism for ‘“floorwalker”), 
and worked in the complaint de- 

j 

partment. He quit after six 
‘months, something he has never 

regretted. 
| Dr. Daniel Starch, the eminent 

|researcher, was once an agency 
proprietor, too. Starch & Staff’s 
| Principal account was Associated 

|Gas & Electric Company. Brown 

joined Starch as a copywriter, and 
for a little less than a year pro- 
duced copy and layouts for ranges 

and refrigerators. 

In 1930 he joined Pedlar & Ryan, 

and was assigned to the Bristol- 
Myers Company account. He never 

worked on other accounts and on 

Jan. 1, 1936, joined Bristol-Myers 

as advertising manager. In other 

words, Bob Brown, now vice- 

|president (since 1946) and adver- 

In retrospect, he says he| gates at 

|liked to eat too well, and thought | 

its meetings, recalling 

that companies customarily send 

more than one delegate now. He 

also notes the increased attend- 

ance by other segments of the ad- 

vertising business, saying that the 

“day is gone when each part of the 
business—advertisers, agents and 

media—shut itself up in a room 
and called the other parts un- 
printable names.” 

He looks on the advertising 

business as just that; not as a pro- 

fession or craft. He thinks the 

creative elements in the business 

are of primary importance, but are 

not an end in themselves. He 

thinks that, while it’s “good to im- 
prove the atmosphere in which 

we do. business,” advertising’s 

“primary function is to sell the 
company or the product it sells.” 

No golfer—he thinks his family 

deserves the time he’d otherwise 

spend on the links—Brown lives 

in Douglaston, Long Islend, with 

his wife and daughter. He likes 

tennis and swimming, but prefers 

tennis because “it’s a competitive 

game, one that isn’t over until the 

last shot. You can be two sets 
down and at match point and still 
pull out.” 

ee ee th ttt ttt ttt 

‘Monsanto Ups Greene 
| Edmund Greene has been ap- 
pointed sales promotion and ad- 
vertising manager of the Merri- 
mac division of Monsanto Chem- 
ical Company, Everett, Mass. He 
was formerly in the industrial and 
public relations department at the 
company’s St. Louis headquarters. | 

McKesson Boosts Two 
Charles T. Lipscomb Jr., vice- 

president and assistant general 
sales manager, has been named 
vice-president in charge of drug 
sales of McKesson & Robbins, New 

| York. 

dent in charge of drug and sundry 
sales, has been appointed to the 
newly created position of vice- 
president in charge of coordina- 
tion of drug sales and buying ac- 

| tivities. 

WKEC Files Charges 

American Federation of Musi- 
cians. It charges that the AFM 
local has not bargained collec- | 
tively with the station and has 
tried to force it to employ musi- 
cians in excess of the number the 

I. H. Bander, vice-presi-| station needs. 

Station WKRC, Cincinnati, has_ 
‘filed charges of unfair labor prac- | 
tices with the NLRB against the) 

Advertising Age, November 24, 1947 
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AT NEWSPAPER NET MEETING—Seated, left to right, are Robert K. Drew, 
Milwaukee Journal; Robert B. Choate, Boston Herald-Traveler, and F. M. Flynn, 
New York Daily News. Standing: Richard W. Slocum, Philadelphia Bulletin; 
Edward D. Madden, executive vice-president and general manager of ANAN, 

and Samuel M. Kauffmann, Washington Star. 

Seattle Florists 
Push Flowers as 
Business Aid 

SEATTLE—Florists of metropoli- 
tan Seattle and their suppliers 
along the Pacific Coast have 

joined in a cooperative advertis- 

ing campaign to promote greater 

year-round use of flowers in busi- 

nesses as well as homes. 

“How to win and keep more 
customers . . . with flowers,” is 

the headline of one of the news- 

paper advertisements, keyed to 

the phrase, “Sell it with flowers.” 
The current campaign is based 

on a market study by the Pacific 

National Advertising Agency, 

which handles the account. Copy 

is designed to build regular use 

of flowers in business institutions 

throughout the year. 

The campaign is financed by a 

deduction of 1% on gross sales 
of growers selling in the Seattle 

market, 1% on the gross of com- 
mission houses and wholesalers, 
and a sliding scale assessment on 

retailers. 

Appoint Funt-Golding 
House of Hawick, Brooklyn, 

men’s toiletries, and Youth-at- 
Play, New York, manufacturer of 
educational toys, have appointed 
Funt-Golding, Inc., New York, to 
handle their advertising. 

Harry Alter Uses Video 
Harry Alter Company, Chicago 

area distributor of Crosley prod- 
ucts and F. L. Jacobs Company’s 
Launderall automatic home 
washer, is sponsoring wrestling 
matches televised over WBKB, 
Chicago. 

Plans NY Branch 
Detroit Directory of Business & 

Industry will open a New York 
office early next year to handle 
eastern advertising accounts for 
the 1948-49 directory. 

“PINKY 
e+e the pixilated pachyderm 

A delightful gift mascot. The thirstiest, fun- 
niest pink elephant you've ever known. 

Hilariously designed in Hollywood by oa 
famous animator. Beautifully molded and 
glazed by Chucklecraft. Scratch-pruf bottom. 
A guaranteed gloom-chaser for home bar, 
desk or playroom. Better order a couple... 
you'll want one for yourself, 

Postpaid in attractive gift box $ 4 
complete with shot glass... 

Humor H se 9001-F GRANT AVE., 

BROOKFIELD, ILL. 
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Paint Group Elects 
Battley President 

Brig. Gen. Joseph F. Battley, 
retired, has been elected president 
of the National Paint, Varnish and 
Lacquer Association, Washington, 
succeeding Ernest T. Trigg, who 
resigned after 14 years’ service 
but was elected chairman of the 
group’s executive committee. 

Roy B. Anderson, Brooklyn 
Varnish Company, Brooklyn, 
N. Y., was elected vice-president 
and E. A. Foy Jr., Foy Paint Com- 

Sets Budget for Movie 
Selznick Releasing Organiza- 

tion, New York, has set a budget 
of $400,000 for its picture, “Mr. 
Blandings Builds His Dream 
House.” 
unsettled, although late spring of 
1948 is thought likely. Robert W. 
Orr & Associates, New York, is 
the agency. 

Appoints Richard Bean 
Richard S. Bean, formerly with 

49 

Two Name Lenz Agency 
J. M. Lenz Advertising, Holly- 

wood, has been named to direct 
the advertising of Pacific Pilots 
Plan flying course using car cards, 

The release date is still} newspapers and direct mail, and 
Winslow Wright Company, featur- 
ing Gourmet cork puller, using 
magazines and trade publications. 

Major Joins Jam Handy 
John B. Major, formerly with 

Buick Motor division of General 
ae ti lect Biow Company, has been ap-| Motors Corporation, has joined the 

ee. See >. ee Repo pointed space buyer of Pedlar &| Chicago contact staff of Jam 

NEW ANAN PREXY POSES—American Newspaper Advertising Network, in an avnewes PN Ryan, New York. Handy Organization. 
annual meeting in New York this month, elected Charles J. Feldmann, Des 
Moines Register and Tribune, as its president to succeed Harold A. Stretch, Gets Two New Accounts 
Camden Courier-Post. Left to right: Mr. Feldmann; Ben Moyer, New York Maurice Handler of California, | 

manufacturer of swimsuits for the | 
junior miss, and Malibou Bras-| 

Daily News; Mr. Stretch; Stuart M. Chambers, St. Louis Post-Dispatch, and 
Chesser M. Campbell, Chicago Tribune. 

Feldmann Takes vice-president, William K. Ble- 
then, Seattle Times; secretary, 

siere Company, both in Los An-| 
geles, have placed their advertis- 
ing with Hugo Scheibner, Inc., 

IN EXCESS OF 200,000 
ABO MEMBERSHIP 

K. Drew, Roy A. Brown, San Rafael Inde-| Los Angeles. Both companies will 

M. Flynn, Over as Head aeaéenh. and treasurer, ; . L. Cau- | use em yer yee ey 
Bulletin; thorn, San Francisco News. direct mail an ealer aids. 

+anan, ff Of Newspaper Net 
New York —Charles J. Feld- 

rs mann, national advertising man- 

ideo ager of the Des Moines Register 

Chicago J and Tribune, and formerly ANAN 
ey prod- vice-president, has been elected 
ompany’s president and 
¢ home chairman of the ' 

wrestling board of the 
WBKB, American News- 

paper Advertis- 

ing Network. He 

succeeds Harold 

usiness & A. Stretch, pub- 
ew York lisher of the 
o handle Camden Courier- 
yunts for Post. 

yderm 
hirstiest, fun- 

ver known 

wood by a 
molded and 

-pruf bottom. 
r home bar, 

a couple... 

DOX $4 

PRANT AVE., 

‘FIELD, ILL. 

les 

Robert K. 

Drew, advertis- 

ing director of 

the Milwaukee Journal, was 

elected vice-president to succeed 

Mr. Feldmann, and was named to 

take Mr. Feldmann’s place on the 

executive committee. He was also 

elected to the board of directors, 

succeeding Irwin Maier, publisher 

of the Milwaukee Journal. 

The executive committee was 

increased from five to seven mem- 

bers and includes, in addition to Mr. 

Drew, the following new members: 

F. M. Flynn, general manager, 

New York Daily News, and Ed- 

ward D. Madden, executive vice- 

president and general manager of 

ANAN. The others are Richard 

W. Slocum, general manager, 

Philadelphia Bulletin, and chair- 
man of the committee; Samuel H. 

Kauffmann, business manager, 

Washington Star; Robert B. 

Choate, general manager, Boston 

Herald and Traveler, and Mr. 

Feldmann. 

Stuart M. Chambers, treasurer 

of the St. Louis Post-Dispatch, 
continues as ANAN treasurer, and 

Mr. Kauffmann continues as sec- 
retary. 

The network said it now has 46 

basic and eight associate news- 
papers in 51 markets, with a 
weekday total circulation of 13,- 

971,395, Sundays, 17,444,572. 

C. J. Feldmann 

No Statement on Film 
Producers by Revere 
The report in AA’s Nov. 10 is- 

sue that Sam Briskin, president 
of Revere Camera Company, said 
“major film companies are refus- 
ing to sell motion picture film un- 
less dealers buy cameras with the 
film” was incorrect, according to 
E. J. McGookin, Revere general 
manager. , 

“Mr. Briskin did not make any 
such statement,” Mr. McGookin 
asserts, adding that he did say 
something about dealers being so 
short on film that in some in- 
Stances they favor camera buyers 
on film sales. 

Publishers Reelect 
All officers of the Pacific Coast 

division of the Bureau of Adver- 
Using, ANPA, have been reelected 
or the coming year. They are: 
President, P. L. Jackson, publisher 
Ot the Portland Journal; 1st vice- 
President, Lester G. Bradley, San 
Diego Union & Tribune Sun; 2nd 

— 

IT ALL STARTS HERE 
whore the fishings fine! 

There’s good fishing aplenty in the thousands of water courses throughout the 

Nashville market territory . . . Fishing may be all these fresh water streams 

mean to the “compleat angler”. But for a complete picture of the market, just 

move downstream—past the great stock farms and numerous factories. Don't 

forget the barge trains or the TVA dams that give cheap, abundant power . . . 

This diverse, water-dependent activity keeps employment high and buying 

income well over $800,000,000 yearly . . . And they make the Nashville market 

a rich sales area for you. Cover it effectively—and at reasonable listener cost— 

over WSIX. 

AMERICAN e MUTUAL 

5,000 WATTS 980KC 

Represented Nationally by THE KATZ AGENCY, INC. 

TeX 
an e of Tennessee's 

ce Ole. es 
“Capital City 

——- _ 

NASHVILLE ria 
CU 
HHI 

WSIX gives you all three: Market, Coverage, Economy 

as 

TT RE 
EIEIEISS 

TENNESSEE 

% ; ey apes: t ee : © s oe a. “i j é ees ent 

ai ee wa ee eee, ‘ : * : ih. t i ; be Ra aes he 
5 PS MELEE aS . + ag 

t . ae ee eer 7 | ay 
2 ttt a May .~ “iia 

Fe ’ = ; ae. ; % ee: i ¥ $ fe a Z = ye Pek e , $ | } ta 

rea, - 's. . 4 j ve ear 4 ‘ Ee 
re ™* - _ a " a . q ee. <7 > ; § : Pe AA i 

ole a r B i a i. eo 
= , |e ~ {1 : 3 a = ( Bi. | awe 

am Ey \. - eS 5 ue a bs al - % - 
. os - 

= C > ? 7 & lt 4 ie 

—— ‘ed = %; ‘ef 3 : Brie é e ‘ : 
es % i 4 kg ar ~ 
OS a 2 : 4 ee |! lB Pe 
i ® Ss era 4 F % a ees eel 
a a ~ Soe aaa eS 1 ae a ee, Ber x a ne 
an ah : wai ie oo Cy — ee | ee 
eo Tea i a ee bee: Be so ie x Bee : 

: ee, % ee Hr ca . i = is ae p —_— ‘ ee, ae oe | { eure 

‘ a alee pee Gai 7 Bs ee ee a | ; alee 

ae e es, 2 es ee ‘eae | or hal oe ie ie re a i. 
|g . ee oe DU ee ee PO - ae Co eS | e Sp send Rites iy ene ee ee ee Novos 

: ef “Be iin ea & jereranhe eg ee i aa a oa = Ue 
Be ass Lea al vole tag ssh Pog *%. ar * gees. a a * = 7 

s¥% 

: ¢ ee ai ti 

az a Re ame . 
| , Low mie rte— — | 4 : lowest in —— . TR LCE EE ET cost per inquiry 

- — , this highly responsive field 

GEORGE T. HOPEWELL, EASTERN REPRESENTATIVE + 101 PARK AVENUE. NEW YORK , 
has 

yt 
a 

¥ +g? * Seagae ea” 

#%: oh he ey Os ara Re: mon 2 a 7 eae « : : re ie 
Be MT We ee eo elie ets. ‘ece. 

oa Nahe ee ein? SEIRRRaN ee Ad cal mM Pes ho 2 ee low 4 SPece ee a 
Reread. | geen! SS eT ‘hos ager a” ea ee 
ec ay ee ae ee net Poe N es ’ kt wl mee en 
Pg Oa ic aM Ee a ok : ty : > i. : Lc 
Spe SONG Fn i ill a i ie RE oe pee ath oie et es . Y a oS 
¥ # 3 ea r ii es = aes a te ait ahaa ae ae eS tke P= ° ag ari “i; ms 

eee, lUlC( ®t a 
ee Me yu a te a dogg py) WO | me . ae ‘ by 
a Ee / cs ie te ee ep f 3 — ar i 

pce Pe ok RES eo F 2a i a pore e 3 Rest ate kt 5 M4 a 4 ( & a gee BOON 
ae oe a Aen. oak ae " fag ie or oe i ss a a a é #3 co 

MS, & ge eee 7 Ea " oe ae wae - rs ee Bi mere 
ag Rae eee oe" | oS a4 ee oa Ow et ey per if 
Cee ee ee i | : Fg ae ae an oat ae 3 a ma Peer: oe , ve un 3 os i fe se eS $4 a. rt ik # ice 

NS ns ie Oe Sega, Brera fe ee 4 at, ghee sa Ue ta eng ty —— ae. ae BP age Pie: 3 iy? 
wees ote 2 ga ris as i * PRRs Se pees Ska 
si he 2 eet, a 5 aa arene % = Agee ™ a ee kore * + We pee ee fo ees pe | stems i ye a f ae eee Dey 
ent + tae Pp i Pee ae ne Sr. Tie pia Ld Tae 
Ste Rape meat Re, Se er ata ge Sop ee eae ies eee 4 Baek ac tn es as ity ee eae : fai ee a. 2 owriey SA i Bieta 

AR NS ee FE Fake <ey he Me ; ¥ 

kg Awe weld re SF pip ; ' 

ay a eS a Na se et PB . ee ee we eee ganas 
| ae OR ae a a hare Seeks ar Pee roe. a 

ee Tee eS a a pee oa ea ey ae 
Bs Pgh en Sob, Fe es Ree ek ad dts eet ere ~ ae a eS Chae a i hin, * : A nyo “i ‘os 

codeaipas. : ie: eee Mier EAD Spi Koln Bite 4 ee is, “ae pe ees eee, | me ieee eee. ae COE ee ae de. ae od eee gas 
oe ; wane eo Sal . PEs hah are. = te Mae: agilpeces < eee tp pale a 

he | AR Pees Ce I Pe ee 
. : 50 eaten Ne ee eS ne meee Beer Se eee Fas 

of eee ck te ‘4d ; Sem ee Wms itede Ms) Se eae GOP Be 7 
\ BE AE NR aims 4 ; ER ee: OED ota Sek 2h) ee bf a A 

- Vee See BP Men ere ey YR \ Viste OS a i ws 
‘ ; ee? eters. . At kee \\ ie apt Se 7 

| | ae IEE OSS EE or -. i . ae oy ae NT ee eae ae a ee 
Be. oe J ee . " ies eet atl es 

; | 4 Wee a 5 MO OE, ee eee reat SS gS oe 
ovA 2 “ Me st cil ee es OT 

ie f i ee lie ag on, a la As i ee ey | aa a 

ef | es IG, eS Se. Oe ee e i a | CREE mings. a = 
sa he Grete mesh 5 a ay? stew sti 3 bak eee hsp a i f aon o a Ae eee ? = 

‘3 ae ae as ; Or Se ee a Rakic. at £ , - o> te - ee : 4 ted 

sede =. Peete t ries + |S Salles ~ “i ee ae oo ‘ jd 7 - og FS ie hike , haa 

ae : fig a Sa By ~ ade we ye os Roe a <a Rae “i eh 

perk es ee F pees + ae nr SO, Satta. Cie pee sags ae 

y 4 i: a tx 3 = tag <iee resi: ea* ba rv! ty Me, he : iv REE cow «Sas : b 
a a8 a ~ ee eg ea wit ee Se Pa Ne, be, on a ae 1 ia 

pth ds oP See gual rs eet ts, mtg eee Sin + BS @ y Age se , b : 
% PERS. aie Fe Monies a aiiedie oi eis Ds. 00, Meas ame . — sg "ie Bs, aa + | ; Ne aes xe ees P ei aee an ee - | 3 gee ls CI a _ ili ee a aks JE, * Ee a lip Fee, re 

| Be FS ete sh, er ag eet  goegey MRM OES es 5 $n ea, ais 
| e Ps et i Spat i ‘sat ee a ee Ra ude. hy ied Bese mak ot eS a a ee nae eg Pere i ee ‘* 3 aie 

> 2 ge mast eed bed pind ee mee Ge Res 5 OE Pc hy 

| es, ae. i Leta oe ey | sips es ea ORE 
en ee ee et eee Clee preg “a ale % on a eee; iv ae i, - 

eh eat 5 ag : ~ o i ae oe be gS ee ae SES a Tal oy ’ 3 eee ee Siege aaah oe ar eae ~ tg ra 2 - 8 gt Bonds a al a. le ~ « ‘ode ‘ie oF a ee = = 
On ie e C. ome “eee se age Bap at ag wh: ha SS eae 
PHS ey ‘ om 2. ; oe 9 a a . bee a a - . ee a . ee ae as ore ft 2G oS ie oe ee 
i ee eG x Seas —. re 

ee ek 6 oe eS” © gg - * 
Aarti Pte nc. eke ah] a ees ae I J cok Pe a ee ae ee : ee ; t 

‘ IS oak fy flee “eras SS ia — ‘Sucre —* ~ PS all. m8 hl < ae: : “ we in . v9 li ie. ae ae «* = les - Ee fee i ce | lt om . m ee BE 7 r 

ee Se ee 8 ad 
eae 

Pree SE Fae Se RS Se ie 
Seg : s” J ‘ -  — Ss Fee ‘ee < _ az 

pao Ces - jae ps pees ae : ES ~—ain . “a a RN - ee Tite ph? eg Te. pens a, ee " -- ne . ’ v3 

2 > Meee Je Ga oO ie te oT a pea 
nah 
ay Sn 

‘Sta 

| 
‘i 

$, | ‘ 
peasy 

. Be 

ge 

let 

ad r 

9 ee 
sai 

¥ . a 

ne 
. 2 

| - 
: 

| Ye ne) SEE Be. Pp 0, se 

| ye ae pe Lestat wt yf a lp DP Ha a 

} eh ihe ee, meg 
eS hes ‘f i a be aE — ——G 

Be ee @ ba o.7 fa) a 
i ts ee 4 E f ey) i 

iia x BHD ae y iH tg E 
ae ee oy . Phin % : 

fa ag i Nae 
| i boi e ts as 

La 

| ae , Me iy 

3 ee } 

bg ge 

=: 
| E ~ = 

5 7 

e ‘) _ 

ge » J . 3 2 - e cad ~ . — why eat ee : a 4 ‘ : ee orn “4 ea Z : tad : i ae ’ Fi : ; a : i 



7 
oi 

Ue WASHING 
— 

| He the 

50 

Will Air Opera Series 
McColl-Frontenac Oil Company, 

Montreal, will sponsor the Metro- 
politan Opera broadcasts in Can- 
ada for the eighth consecutive 
year. They will be heard over the 
Trans - Canada network stations. 
Ronalds Advertising Agency, 
Montreal, handles the account. 

an ee ~~ & o ween » -@ 
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‘PHOTO ENGRAVING COMPANY 

11-17 S. DESPLAINES - CHICAGO 

Albers Offering 
$1 Serving Tray 
to Doggy Set 

‘Friskies dog food, has 

|pany here. 

only. 

vertisements are being used 

in newspapers’ throughout 

dealers. : 

Erwin, Wasey & Co. 
handles the account. 

Short & Baum Moves 

SEATTLE—A two-month promo- | 
|tion of a three-piece dog feeder | 

| set (without knife, fork or spoon), 
|as a premium to boost sales of | 

. been | 
launched by Albers Milling Com- | 

The premium includes a stand 
and dishes for food and water. It 
is offered for $1 plus a cut-out 

from the Friskies package. De- 

liveries will be made by mail 

Full-color one-third page ad- 

in 

comic sections of the Pacific Met- 

ropolitan Group, as well as copy 

the 

U. S. Albers has mailed bro- 
chures on the promotion to all its 

here 

The San Francisco office of 
Short & Baum has been moved to 
new quarters at 240 Stockton St. 
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the Creative Wane Corner 
If you were told that an oil company contemplated an in- 

stitutional campaign, you might wince in anticipation of 

what would probably result—yet the Shell institutional 
campaign, based on developments of Shell research, has 

many times proved more interesting (and better written) 

than much of the editorial matter with which it has ap- 

_Both agency and client have apparently cooperated nicely 

in not insisting on dull, textbook language but, rather, allow- 
ing the writer free rein to interpret different facets of Shell 
research in consumer language. 

The illustrations, too, have been remarkably devoid of 

laboratoryitis, and the headlines have been apt and in- 

After being able to say so many complimentary things 
* about a campaign, it is probably unnecessary carping to re- 
mark that the mention of Shell’s X-100 motor oil in a three- 
line paragraph at the bottom is, in this Corner’s opinion, too 
short to make a sale and just long enough to prove an an- 

noyance on an otherwise excellent ad. 
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Gerard Starts Own 
Consulting Firm 
Melvin Gerard, recently promo- 

tion director for Conde Nast Pub- 
lications, has opened his own office 
as a publishers’ sales promotion 
consultant at 424 Madison Ave., 
New York. 

Prior to working with Conde 
Nast, Mr. Gerard was promotion 
manager and research director of 
American Home, promotion man- 
ager of Collier’s, and assistant to 
|the promotion manager of Fortune. 

' 
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The Eagle Magazine with 1,052,000 circulation, is the fastest growing fraternal pub- 
lication in its field, and the following figures taken from Standard Rate and Data 

show that its rates are the lowesti 

MAGAZINE 

Eagle 
Elks . ° 
Foreign Service 
legion . 

RATES FROM JULY 15, 1947, SRDS 
MAXIMIL MINIMIL 

3.74 3.56 
5.10 4.84 
4.42 4.12 

. - 8.24 7.84 
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Gair Completes Plant 
The completion of a $1,000,009 

plant in Cambridge, Mass., for the 
Boston corrugated box division of 
the Robert Gair Company, has 
been announced by George f§. 
Dyke, Gair president. The new 
plant is the sixth occupied by the 
Boston corrugated box division 
since the establishment of its 
predecessor company 40 years avo, 

| Strauss Elected V.P. 
Leonard S. Strauss, former 

treasurer and secretary of the 
Strauss Stores Corporation, New 
York, has been elected vice-presi- 
dent of the auto accessory chain. 
He succeeds Rube O. Farmer, who 
has been promoted to executive 
vice-president of Strauss. 

Names Schreiber 
Fred G. Schreiber, formerly ad- 

vertising and sales promotion 
manager of the Los Angeles ap- 
pliance distributing branch of 
General Electric Company, has 
been named production manager 
in the Los Angeles office of Mc- 
Carty Company. 

: New York + Detroit 
= St. Louis + Los Angeles 

| LE San Francisco 

Midwest Group 
Begins PR Drive 

MINNEAPOLIS—“To win the pub- 

lic to our side, we must take them 

into our confidence,’ R. Flake 

ager of Standard Oil Company 

(Indiana), told a dinner meeting 

of 700 oil men here. 

Speaking to the group assembied 

to launch a public relations and 

advertising program in the Upper 

/Midwest on the “Petroleum Pro- 
motes Progress” theme, Mr. Baity 

| said: 
|nation want to see the petroleum 
|business run by the government.” 

Objectives of the regional cam- 

|paign, which is coordinated with 

the API program, are three-fold: 

1. To further understanding of 

the oil business and the people 

‘who work in the industry; 
2. To make more friends for 

the oil industry, and 

| 3. To advance the common in- 
| terest of all oil men in maintain- 

ing a free, competitive industry to 

|serve the public. 

Welch Maps Campaign 
Welch Grape Juice Company, 

Westfield, N. Y., will launch an 
eight-month campaign in Decem- 
ber, using color pages and half- 
pages in Better Homes & Gardens, 
Good Housekeeping, Family Circle, 
Ladies’ Home Journal, Life,. Mc- 
Call’s, Parents’ Magazine, The 
Saturday Evening Post, True 
Story and Woman’s Day. In ad- 
dition, ads are scheduled in 200 
newspapers throughout the coun-| - 

\try. Buchanan & Co., New York, 
is the agency. 

Baity, Chicago, general sales man- | 

“Very few people in this | 
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Advettising Age, November 24, 1947 

Philco Drops Its 
Sell ‘n’ Win’ 
Promotion Plan 
WASHINGTON — Pleased with its 

success in stopping Philco’s “Sell 

‘n’ Win” promotion campaign, FTC 

last week issued notice that it will 

move “speedily” against “any sales 

promotion plan, in any field of 

merchandising, found to be an un- 

fair method of competition, or a 

means of deceiving the public.” 

The warning was written into 

the first sentence of a commission 

press release announcing that 
Phileo Corporation was abandon- 

ing “immediately and. uncondi- 

tionally” an incentive plan offering 

merchandise prizes to salesmen of 

independent retailers on the basis 

of their sales of Philco products. 

FTC said these inducements pre- 
vented salesmen from giving the 

public unbiased advice about com- 
peting brands. It noted particu- 
larly that the public had no way 

of knowing that the salesman had 

a special reason for recommending 
Phileo products (AA, Nov. 10). 

Aggressive Policy Seen 

Since it is almost unprece- 

dented for FTC announcements to 

contain anything other than the 

facts about a complaint or a set- | 

tlement, the sentence warning of | 

further action against this type of | 
merchandising plan can be con-| 

sidered a clear sign that FTC will | 

aggressively enforce its policy on | 

“push money.” 
At recent trade practice conte | 

ences for the household dye and 

cosmetic industries, FTC staff per- | 
sonnel have insisted on a rule! 
requiring full notice to customers | 
where “push money” schemes} 
exist. As yet, the commission has 
not tried to outlaw “push money” | 
so long as such disclosure is made. | 
FTC pointed out that secret push | 

money plans were condemned sev- | 

eral years ago in the trade prac- 

tice rules for the radio manufac- | 
turing industry, accepted by| 
Philco. Though the issue has never 

been tested in court, staff mem- | 

bers say that, regardless of trade | 
practice rules, there is ample au- | 
thority to act against push money | 

plans that fail to reveal to the cus- | 

tomer the seller’s stake in recom- | 

mending a particular brand. 

FTC Acts Quickly 
| 

Signed less than two weeks after | 
FTC took action, the Philco stipu- | 

lation admits that salesmen in 
radio stores “are expected to have | 

special training in respect to the 

highly complex electronic instru- 
ments sold by them” and that “the | 

public looks to the salesman for 
helpful advice and assistance as | 
between different brands.” 
Philco conceded that as a result | 

of the “Sell ’n’ Win” promotion, | 

salesmen “were induced to sell | 
Phileo radios in preference to. 

those manufactured by competi- | 

tors.” 

The commission complained that | 
a second feature of “Sell ’n’ Win” | 
Which enabled sales people to ob- | 
tain “lucky number” coupons for | 
drawings on new automobiles and | 
substantial cash prizes constituted | 
a lottery, contrary to public pol-| 
ty. Phileo said these drawings 
fad already been discontinued at 

the time the complaint was issued. 

Phileo had intended to run “Sell 
n’ Win” until Dec. 31. 

Promotes Truck Bodies 
Brown Equipment & Mfg. Com- | 

Dany, New York, has launched a 
New England regional business 
Paper campaign, through Baker, 
Cameron, Soby & Penfield, Hart- 
Ord agency, for Brown trailers 
and truck bodies made in Taun- 

ton, Mass. 

G-E Shifts Four 
H. R. McKean, assistant general 

superintendent of manufacturing 
at the Pittsfield Works, has been 
appointed general superintendent 
of the transformer and_ allied 
product divisions of General Elec- 
tric Company. H. F. McRell, man- 
ager of the old transformer di- 
vision, has been named manager 
of sales. J. B. Dunn, assistant 
production manager of the works, 
has been appointed production 
manager, and F. F. Brand, works 
engineer, has been named manager 
of engineering. 

‘Sun’ Advances Hanson 
R. Kent Hanson, local advertis- 

ing manager of the New York Sun, 
will serve as acting advertising di- 
rector of the newspaper during the 
absence of Advertising Director 
Harold L. Goldman, who is ill. 

Starts ‘Men & Steel’ 
Jones & Laughlin Steel Corpo- 

ration, Pittsburgh, has launched a 
new monthly magazine, “Men & 
Steel,” for employes and share- 
holders. 

Dell Survey Finds 
Lower Brackets 
Important Market 
New YorK—Families in the 

lower income bracket are becom- 

ing important markets for major 

commodities, Dell Publishing 

Company notes in its 10th survey 
of homemaking. 

The survey covers 92 separate 

food, household product and ap- 

pliance classifications, and is pre- 

sented as typifying the 2,500,000 

homes that buy Modern Group 

magazines. 

Among the 59 food classifications 

studied, an over-all gain in their 

share of the market is found for 

most leading brands. The survey 

also reported that smaller com- 
panies are now more influential 

in the market, which suggests that | 

major companies should bolster | 

their standings with intensive ad- 

vertising to the consumer if they | 

intend to stay ahead. 

/been revised to take 

Three new features in the 1946 

Dell survey are: (1) The addition 

of 16 product classifications; (2) 

a table analyzing brand prefer- 

ence by income groupings has 

into con- 

sideration the increased numbers 

of better income families, and (3) 

in each table the “All others” 

category used in the years 1936- 

1944 has been changed to “Brand 

not stated” and “All other brands 

named.” 

Crag Names Fader 
Crag Products, Inc., Newark, 

N. J., has appointed Franklin 
Fader Company, Newark, to di- 
rect the advertising of its new, all- 
purpose hobby cement known as 

Model-Weld. 

zines, business papers 
mail will be used. 

Newspapers, 
national magazines, hobby maga- 

51 

radio, 

and direct 

% the reason... 

% the cause... 

@ PRINTING 
@ OFFSET 

LAUREL 
828-836 

North Wells Street 

| FREE Press TIME! | 
| 

EXPANSION | 

| | QUALITY 
© CREATIVE TYPOGRAPHY ® 

DELawsn 

e@ BINDING 
ING @ FOLD 

PRINTING 
COMPANY 

aaa 

ne 

nore 

TOP STATION ~ 
*BOTH in Vancouver 
and « MEW WESTMINSTER 

. ie ‘ . Rx : < se The REGISTER Lists [aegueuees 
e @ The Advertiser, Address, 

eo 

Accuraté FACTS 
about 13,000 Advertisers 

for GS. ho of all 
U.S. ADVERTISING 

¢ If you’re directly or indirectly connected 
with advertising — if you need selling facts about 

. the Companies and their Agencies who spend 95c 

of every national advertising dollar — you need 

the STANDARD ADVERTISING REGISTER. 

for instant reference, 

executive personnel, 

12,000 brand names, and 47 product groups sub- 

divided into 82 classifications. Here’s the pertinent 

information you need to solicit the Advertiser or 

Meets 7 rete 
Ki Capitalization ee. e 
* A fe 
a @ Products with Trade Names ai ‘ 
; Ree e Here, cross-indexed 
Sy ec t i : : 
= qrpertn Smectives are 13,000 companies with 
* @ Advertising Manager 

“2 @ Sales Manager he 

a ®@ Printing Buyer 
Cea 

$e @ Advertising Agency AGENCY LIST Agency by person or mail. 

- Handling Account 
& | 

hg ® Account Executive \ 

* ® Advertising Media Used Standard source of informa- 
. AGE NCY tion about 2,000 U. S. and 
* ° Expenditures for previous > Canadian advertising agen- 

Sf ‘ IST . cies with list of their recog- 
“5 year—Magazine, Farm L nition, personnel, and over <TANDARD. 

Paper, Radio ns 30,000 clients. Issued three . 
. 33 times a year — the AGENCY TER 

-@ 08 _— wee \\| LIST is part of STANDARD’S REC! 
Advertising Appropriations complete service or may be » - 

purcvaced separately. Sai 
® Character, Extent of a || 1 awe 

Distribution 

& c 

Free 
Write for colored illustrated 
booklet giving full information 
about the STANDARD ADVER- 
TISING REGISTER and Supple- 
mentary Services. It's yours for 
the asking. 

(a 
5 

Fy ee ai eae icone Ga trary oe + ae Re Ke eS ytd ia Res pete ei i hae Dunieiaoe Bt Gee hia ae Wied ste kis te Fy, 

Sie 
: i ‘tae 

ie bd 

Po a, al ROT eek SREP pe 
ro oa 

«dl 

,- 
, 

| 

a 

i 
mer Ng ee Oe ' a 

~ a — | : New ee — om a | 
who 

| 

SSS 

y ad- = 
: po Otion : : 

; ap- pe os 
b. O . ge ied 

has . Seen 
lager eset ae 

a 
a OO EEE 

ae 
oe é : 

ae Fade 

i 

Bg 

, 

| 

| 
: oo fe eae 

| a i en . on 
as oe gn ae 7 ae 

. Ee “ — eee 

- : enon 

< me Misia ae Z ah : ‘ es 
® ag fe - mae ° , on - ha 
a ae ‘ ‘i As 

\ 1 SSN - 2 

StS oe ae — 
RO i, ai, na a 
ae Satis ~ AS * Be gees = 
aes Ae ie prion ere : - 7 Ao te Dee ae ee ee 
ary ke | : Spe NE RST \ 
Ser ee ee ee ate N EY Se ~ \ oar 
Loa ae ee acs xe Se Se —— . \ f 
Dn tae ead Sethe. Mea EAP N.S PS Sete eatin <3 Sep. \ ie ope RRS. * tra ts Oe te ty NET partes sat wath 5 2s er 
x 8." ng ae ech ot me Ah aT 45 " Reeth, as te Sea kta . \ cae Tae mete. SAS Se a \ eee * ‘ ee PREG * : ed ies, ge oe Sk EE Et AG AC EN a ities a Te Na ae Se nae Ree Paget uae + oS S43 ONE oy Ae OE a eta ee } Be 
“ao “ha Pe 3, by. GR EY Rare te ate re kee ERR ee A on es ot BPN pe 4 aie ji: Le gt -e™ Nc. Me Me Ek eee oa wD Se te LR ee ™ oping 
ASS OF eg Ae SS Mi EO gr Ske tLe kate oattea hho tata cate OMe eat eke eee ee oe > 45 _ 
re ah ee 3 ae te ¥ ae ae ~~ sang Ng eT ge ta — wre a8 SERS Sh. See ae Seite Re Sete SSS ae SE ine = 

| “aay Se We ria ree She Re ha ee ae ain ds Rial ree Sie eae Th EES ee ee - b 
= “are Ri wiateics Mei ot hte i Ae mY soe race te Mer, atts nantes Ne te Scat hteee ED hatte = Ct ig Bae ay 
Be a he x pee 248, ~ hg tk oe ihodehe "32 ¥ * * eS . . ee sca et BRE re ee “Y gts) so eae es aes Se" 

A Ree reel ee See ete! PR Re Meee a, x usb noe te, a Bi 7 
FE Satitnge Easy : “3 HR Pes 4 ee svat ag : % ee SA yo Go eee a ey ke ex “3 pie tins Mg, gees gente aah 2. Se ee a FUSES SCEL SN Se Sc SS Ao ie os Sa 
oR ae Sane dF PeeS Ae eae Mice EET Sees ae bay <3 beans Sea 

ae tate ay en det ee Nes LOR) Re eR ee tama | Oe ET Ai oie . er 
satiate Ws. 305 a4 ha fa i“ : . Eh 4 te eo igs He. ae o tn ot Se tip ee ne Be eh by Be get “ " 
* * ak : — ya oh 4 a % ee ed, Sot. i Se) en i week ; Se id es, ¥ sth * ae pine eg: ia eae 2 dale 

. — os er Wes SoS * % La” Sete ee he a eh ak ee, eg ee tO co —— * eRe & A oe % & : r tea “3 ee PA ew os | ne, oe." ~ hte! ak : se A: ea ARR CONN aa Rah a ON ae) Be Sa 
~ —— Tae , «"4y Se 4 : ee SE SO oe cas a ee ene ae ae ee NS 

‘at gs iad i : : gS ae Rag NS Tas te has ate se ee ee ee a Sh 7 eee Soh ‘. i BR are Pg pe Bs ee qh on v te ee ch on pee ae. ¥ . , : te td x nek § tes pe - nets tas Cte oe ae 

=~ Ea eg , : . wets : aw” Se Ss ae tee Ak Minter, ong 
Fees ull 2 Selon a ~~ . 4 ae 3 ee mY peas oe it, ae Saks 
oa aoe 2 we « & & Mn Rom a csc tee iia 
- Tuite ae a ae . Pa ad he ane 
~ Bre “ we ; ; “Ay ke See 
"ON Pas. : ; <The eo 

: ett ss i ] Det Fg HE 
SE A eae Sess ™ a es 
=.) St peat £ : > ee: et aoe 

j Tes! ai SH ; ; ™ , nape red | %. had Sy . oe > ay Oe 

han ae A EG, Ma, — 
Roe a een Pe a ee to. 
~ RES at Rath, sali % chid ‘ 60 ° erg, 7 no ob * 4 . . os tat. 4 % py 
aes Wks at ees ae ae Sta r > Sm kL oes we 
Sie be ee aoe Oe mak Masack eteant eh seh h £ ere he) Sat 4 Lote Grice Sh, See yo Re Ne ee tee i RE a ba te : 
rok Aye a as Set oN okra ones yk hi ae ate SETS aR ae ae Vea aN a ee: WANES pee MO ee 

ek Be WR AR OS in kee Peeping tt a) wis Regs ky Bee 
oS ce av aS = es ek yn WEES CARS seen: . sg he Segoe as * cei = ee 

We Me ee WEG TEN, DERI NES- PRE Chae MP ARC a RE i ain gh MM Nag a et 
Sa a he me hah eae sel Sh gS rs Ae ec he eg ee ae 
Th pee Gay , yay ats 5 ten PES ae iv 

pis 22h reali Bre re 
eee ut me ue > 

— et. mak a 
a Soe ; re ba 

ed a a. ; - 

) % =“ 
“ ae 

' ae % “Seige 
7 < ee 

=] oo ‘ 

3% aw ee 

GR 
J | ’ Ph er eae 

ef i ’ 

Chicoe > 
°C t : , 

os Angele ats : 

wre trees (NG CO., INC. 7 
; New York 18, N.Y. i ae ene 

ions = ew Yo ) we. Ye ; - Chicago }, Illinois ; 
~ ~ | : ; - - 

ean ‘ ee : a marge: a A = 2 = isd ¢ . : nm? } nib - 4 : ‘ : * A . ~ - - a aig " ate . as : : . ae Be : gl 



eww EO 

Pa A a 

ae 

“32 

Televises Hockey Games 
The Norge division of Borg- 

Warner Corporation and Radio 
Distributing Company, regional 
distributor of the company’s line 
of household appliances, are spon- 
‘soring the home hockey games of 
the Detroit Red Wings over Sta- 
ition WWJ-TV, Detroit. 

Philco Appoints Two 
James J. Shallow has been 

named general sales manager and 
Jerry Newkirk television sales 
supervisor of Philco Distributors, 
Philadelphia. 

SPACE SALES 
OPPORTUNITY 

Well known, growing man’s maga- 
zine has excellent opening for mid- 
| west territory with Chicago head- 
| quarters. 

Requirements: Not over 35 with pre- 
_ vious space sales experience. Veteran 
with car preferred. 

‘Salary: Open with liberal bonus 
arrangement. 

Send complete resume. 

Box 6881,- ADVERTISING AGE 

100 E. Ohio Street, Chicago 11, Illinois 

Put 
GENUINE PHOTOS 
into your sales story 

. and get the results. Our 37 
years experience assures fast quan- 
tity reproductions from your negative 
or print. Low cost—highest quality. 
For free samples and ideas your busi- 
ness can use, write 

STICKLEY PHOTO SERVICE 
9 S. Washington St., Binghamton, N. Y. 

EXECUTIVE 
Drug Experience 
A leading national manufacturer 
of drug products wants an ag- 
gressive, oe man to man- 
age merchandising, promotion 
and advertising for a group 
consumer packaged products. 

Desired eg — 30 to 39. 
rite to: 

Box 6882, ADVERTISING AGE 
330 W. 42nd St.. New York 18, N. Y. 

az = A iY 

HELP WANTED 

MARKET PLA 
RATES: 60c per line, minimum charge $3. Cash with order. Figure bold face heads (maximum two lines) 

25 letters and spaces per line; light body face 34 per line. Box numbers add ‘two lines. Copy deadlins 
Thursday noon, 11 days preceding publication date. Display classified advertisements take card rate of $10 
per column inch. Regular card discounts on multiple insertions and space over 5 inches apply on display 

POSITIONS WANTED 

ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Placement anywhere in the 

United States 
GEORGE WILLIAMS—Personne! 

209 S. State St., Har. 2063, Chicago 

PITTSBURGH GIRL FRIDAY 
for Advertising Agency Secretary; 
old established small firm. Some 
knowledge of production useful; 
able to take responsibility and han- 
dle details. Pleasant associates, a 
chance for a capable girl to make 
a life-time connection where she 
will be appreciated. Write about 
yourself. A. D. Walter, Inc., 409 S. 
Pacific Ave., Pittsburgh 24, Pa. 

Reliable man, exp. in Outdoor adv. 
and newsp. space, seeks permanent 
spot. Exc. backgrd. Reasonable sal. 

Box 9274, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 

Sales Representative—capable young 
college graduate experienced in trade 
paper space sales available on short 
notice. Willing to travel. Best ref- 
erences. 

Box 9277, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 

MARKET RESEARCH DIRECTOR 
Consumer, durable goods exp. Direct 
mail & prtg. buying exp. Age 34. 

Box 9267, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 

ACCOUNT EXECUTIVE 
Agency exp. cons. gds. $10,000 

Acct, Exec. Agcy. exp. pkg gds 10,000 
Space Sales, Mag. exp. ....... 10,00 
Copywriter, Agcy. exp., foods. 9,500 
3 Copy. yg. 2 or 3 yrs. exp...to 8,000 
Cire. Mgr. Trade Paper....... ,400 
Sales Prom, Publication exp. . 7,500 
Acct. Exee, Indus. lubrication. 6,500 
Sales Prom. Appl. or auto exp. 6,500 
Media, Agency experience .... 6,000 
Dir. Mail, Tech. radio exp. ... 5,200 
Adv. Mgr., Industrial exp. .... 5,000 
Asst. to Art Dir., Agency..... 4,000 
Lettering Artist, Agency..... 4,500 
Other positions open of all types in 

Advertising and Publishing for 
both men and women. 
FRED J. MASTERSON , 

185 N. Wabash. FRA 0115 Chicago 

PARTNER WANTED 
Free-lance Art Director wishes to 
invest ability & capital with a top- 
flight writer who also has a small 
publication or accounts of his own. 

Box 9271, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 

ADVERTISING & SALES 
MAIL ORDER 

Young mail order executive inter- 
ested in locating in Southern Cali- 
fornia, Los Angeles or vicinity. Pres- 
ently employed in Middle West as 
advertising and sales executive. Ex- 
perienced in advertising production, 
promotion, layout, bulk mailing, 
sales analysis, mechanics of mail 
order, etc. Write today. Please 
give starting salary, advancement— 
complete information. All inquiries 
answered promptly. Age 28. ‘ 

Box 9270, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 

REPRESENTATIVES AVAILABLE 

Representative with centrally lo- 
cated, Fifth Avenue, New York office 
offers conscientious and aggressive 
service to one additional publisher 
of Trade, Industrial or Consumer 
Magazine. Successful record: well 
known among Advertisers and Agen- 
cies in entire Eastern territory. 

Box 9268, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y 

MONARCH PERSONAL 
Advertising—Graphic Arts 

National Coverage 
Agencies in 38 Cities 

28 E. Jackson Blvd. Chicago 4, Ill. 

ACCOUNT EXECUTIVE 
This aggressive, growing midwest 
agency, long on foods and packaged 
goods with accounts in the midwest 
and east, has a choice spot awaiting 
a seasoned chap between 30 and 40 
who has selling experience as well 
as advertising background. If you 
know how to plan and execute 
thorough sales, advertising and mer- 
chandising programs and like to 
work with an alert group of young 
people, you certainly ought to go 
places with us. Salary and expenses 
plus commission on billings. We 
have accounts ready to turn over to 
you. Write that letter now telling 
us what you've done and why you 
and we ought to get together. 

Box 9272, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 

POSITIONS WANTED 

Space Salesman available for West 
Coast .. . 36, now living in Chicago, 
moving to Los Angeles first of year. 
15 years’ experience. 
Box 9256, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 

MARKETING, 
DISTRIBUTION EXPERT 

Thoroughly conversant with man- 
agement, distribution and marketing 
problems, seeks agency connection 
where wide range of knowledge and 
ability will enable him to aid clients 
in improving advertising and mar- 
keting effectiveness. 

Box 9276, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, IIL 

REPRESENTATIVE AVAILABLE 
Ex-Naval Officer, college graduate, 
24 years old, desires to represent 
Chicago, Detroit, Cleveland or any 
Mid-West or West Coast Advertising 
Agency in New England on sales and 
service. 

Box 9273, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 

REPRESENTATIVES WANTED 

Publisher’s representatives wanted 
by only paid circulation weekly 
grocery trade paper in the east, 
Want representatives for West Coast, 
ra a and Dallas. Please write 
ully. 
Box 9275, ADVERTISING AGE 

330 W. 42nd St., New York 18, N. Y. 

Publishers Representatives wanted 
East, Midwest, West. Publication. 
Cire. 50,000 rural General Stores. 

Box 9249, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 

MISCELLANEOUS 

We are in the market for business 
papers that are, or can be, published 
in the South or Southwest. Will re- 
tain publisher or staff in deal if 
interested. All replies held confi- 
dential. 

Box 9269, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, IIl. 

PHOTO POST CARDS—tThe newest 
most economical way to display any 
product. Samples and prices on re- 
quest. 

GRAPHIC ARTS PHOTO SERVICE 
365-B, Hamilton, Ohio 

MAIL ORDER. Will invest up to 
$10,000 or buy outright a mail order 
or office type of business. 
“A”, P. O. Box 804, Newark 1, N. J. 

SALES EXECUTIVE 
Wanted for Chicago office 
leading radio station represent- 
ative organization. Age 35 
to 40. Midwest advertising 
agency, public relations or 
media sales experience, Univer- 
| graduate preferred. Write 
full details. 

Box 6884, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill, 

ADVERTISING AND 
SALES MANAGER 

Ambitious man about 30 years old wanted 
by small chain of finance companies In 
Connecticut to head advertising and sales. 
Must have had several years agency ex- 
perience and able to write effective news- 
apers advs., form letters, circulars, etc. 
end resume of education, experience, 

family status, salary expected. mpany 
old established and sound. 

Box 6883, ADVERTISING AGE 

330 W. 42nd St., New York 18, N. Y. 

LUCAS PERSONNEL 
AGENCY — Digby 9-0860 
140 FULTON ST., N. Y. C. 7. N.Y. 

e 
SPECIALIZING IN FINDING 

THOSE HARD-TO-FILL POSITIONS 
IN ADVERTISING and ALLIED FIELDS 

N.Y. C. and NATION-WIDE CONTACTS MADE 
Resumes Invited 

BMB Board Gives 
Late Subscribers 
Another Chance 
New YorK—Broadcast Measure- 

ment Bureau has decided to give 

potential subscribers another 

chance to come in on a discount 

basis. At a meeting last week 

the deadline for discounts on per- 
manent subscriptions was ex- 

tended to Jan. 1. 

Study No. 1 buyers who resub- 

scribe get a 10% discount on the 

first year’s service; those signing 

up for the first time, a 5% dis- 

count. 

The last “deadline” for this rate 

was Oct. 1, but the major net- 

works, waiting until MBS made it 

unanimous, did not come in until 

several weeks later. BMB said it 

was only fair to give interested 

stations a similar extension. 

Meanwhile, the board, acting on 

the recommendation of the bu- 

reau’s research committee, voted 

tual’s listenability coverage 
method. The study afterwards 

was re-referred to the technical 

committee, to which it had been 

referred in the first place. This 

group was instructed “to include 

a study of the relationship be- 
tween delivered signal and actual 

audiences as part of the bureau’s 

continuing experimental and de- 

velopmental research program.” 

It was also announced that 

BMB’s new subscriber service de- 

partment, which will aid stations 

in utilizing the bureau findings, 
will be activated as soon as it can 

be staffed. 

Louisville Publisher 
Promotes Three 

Promotion of three Louisville 
Courier-Journal and Times ex- 
ecutives has been announced by 
Barry Bingham, president of the 
newspapers and affiliatcd radio 
stations, WHAS and WCJT. J. M. 
Wynn, who joined the organiza- 
tion in 1929, and has been promo- 
tion manager of the newspapers, 
radio stations and Standard Grav- 
ure Corporation since 1944, has 
been named director of sales 
the stations. 

Neil Dalton, who has been with 
the papers since 1917, most re- 
cently as assistant to the president, 
| has been named to the newly cre- 
|ated post of public relations di- 
|rector. Douglas Cornette, assist- 
ant promotion manager, has been 

to defer indefinitely action on Mu-|™moved up to head promotion of 
| the newspapers and radio stations. 
| 

Jacobs Appoints Chirurg 
| Jacobs Mfg. Company, Hartford, 
'Conn., has appointed James 
|Thomas Chirurg Company, Boston 
| and New York, to handle its ad- 
|vertising. Plans are now being 
|formulated for promotion of its 
| line of chucks for portable tools 
and drilling machinery. 
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as well as total advertising 

Trend of Retail Prices in October 
George Neustadt, New York, checks all advertising of 

about 90 consumer commodities in nine cities to determine 

price trends. By special arrangement with Mr. Neustadt, 
ADVERTISING AGE each month will show the trend in prices, 

nificant or interesting commodities of the month. Prices 

shown here are the midpoint prices, meaning that half 
the advertising for each item featured a higher price than 
that shown, and half featured a lower price. The tabula- 
tion covers all advertising of each commodity in the meas- 
ured cities—by all types of retail outlets and in all printed 

support, of the 10 most sig- 

Don’‘t Object to 
Transcribed Shows 

of | 

Des Mornes—Only 9% of Iowa’s 
adult listeners object to programs 

broadcast from transcriptions or 

recordings, according to Dr. Forest 

L. Whan’s 1947 Iowa Radio Audi- 

ence Survey, published by Central 

|Broadcasting Company (Station 

WHO). 
College graduates and persons 

in the 35-50 year age group ob- 
jected most to transcribed shows, 

but an overwhelming majority 

(83.7%) of all listeners reported 

that whether programs are live or 

recorded made no difference. (The 

remainder of the respondents did 
not know what the term tran- 
scription meant.) 

The report notes an unusually 

high daytime listenership in Iowa, 

as compared with the national 

averages. The percentage of sets 

in use during the day reaches the 

54% level during the noon hour 

and only once falls below the 40% 
level during the 7 a.m.-6 p.m. 

period. 

The 10th annual survey con- 
ducted by Dr. Whan of the Uni- 

versity of Wichita includes six 

new questions. Results of the in- 

vestigation of actual listening (as 

opposed to stations heard regu- 

larly) indicate that Iowa listen- 

ers spend six times as many hours 
tuned to the “listened to most” sta- 

tions as to the “heard regularly” 
stations. 

“ Stay Tuned to One Station 
Other new questions include the 

time of day at which the Iowa 

families first use the radio, best 

liked farm programs, best liked 

stations for farm news and mar- 

kets, and best “educational pro- 

grams.” 

Listening percentages of a given 

station rarely show abrupt 

changes from one listening period 

to the next; over 60% of the in- 

terviewees remained tuned to one 

|station during a four-hour test 

|period, and an additional 26.3% 

heard no more than two stations. 

Fibber McGee & Molly took first 

place as the best liked program. 
|'Bob Hope, Jack Benny, WHO 

| 

media. 

Average for Month of October 
Commodity 1947 1946 1940 

W&M silk or wool dresses........ $ 18.00 $ 19.10 $12.88 
W&M fur trimmed coats.......... 83.80 93-00 50.00 

W&M untrimmed coats............ 39.00 41.20 16.52 
, 0 OO” APS a 3 APT 1.33 1.82 Ry | 

W&M foundation garments........ 8.20 8.44 3.68 

ME ED saa so sce ak eet Ve oN M% 10.32 8.48 5.52 

ee: WD CIN sng 5 Fos. 5-as ee Kae ed 47.44 43.60 28-20 

IR sg. digas. 0's wes FATES aes 3.38 3.62 1.49 
OO ae re 160.00 139.20 74.60 
EE SN. ooe'gs sniy ou aa Ce 110.80 60.80 57.84 

Advertising Linage Comparison 
Linage Linage G or L 

Commodity 1946 1947 % 

W&M silk or wool dresses...... 1,470,898 1,562,605 7G 
W&M fur trimmed cloth coats.. 801,350 720,590 10 L 
W&M untrimmed cloth coats.... 841,215 841,710 as 
ERO TeR eee E 59,963 171,458 200 G 
W&M foundation garments..... 200,455 237,209 19 G 

gg ES ee Yer 656,919 920,180 40 G 
ae eee 226,048 780,096 245 G 

ES erry 55,266 275,113 400 G 
Bedroom suites ............... 245,822 431,366 1G 

a co, sa Se gen 4.a\a's wre 331,303 672,934 104 G 

= news, Red Skelton, Dr. I.Q., Truth 
Iowa Listeners Pig dive or Consequences, 

Theater, Mr. District Attorney 

and Fred Allen, in, that order, 

complete the list of the 10 most 
popular shows. 

Interviewers asked listeners: 

“What three educational programs 

'do you like best?,” without de- 

fining the word “educational.” 

Nearly one out of five refused to 

answer the question and another 

one-sixth replied: “I don’t listen 

to educational stuff;” or “I don’t 

know which are best” or “None 

are any good.” 

Of those who replied, quiz pro- 
grams were the best liked “educa- 

tional” shows with 42.6% of the 

choices. “Talks” programs were 
next with 27.1% and news reports 
ran a poor third, with 8.7%. 

Station WHO continues as the 

“listened to most’ station with 

47.7% of the daytime audience 
and 56.9% of the nighttime audi- 

ence. 

NBC Promotes Pearson 
Karel Pearson has been ap- 

pointed a producer in the western 
division of NBC, succeeding 
Robert Swan, who has joined John 
Guedel Radio Productions as pro- 
ducer-director of the Groucho 
Marx “You Bet Your Life” pro- 
gram. Mr. Pearson was formerly 
assistant traffic manager of the 
network’s western division. 

McGraw-Hill Ups Doying 
George E. Doying Jr., who has 

been with the Washington Bureau 
of McGraw-Hill Publishing Com- 
pany since 1940, has been named 
chief correspondent of the bureau, 
in full charge of all activities. He 
succeeds Donald D. Hogate, who 
resigned to become director of 
public relations of the New York 
Stock Exchange. 

Plans Harvest Party 
| The annual Harvest Party, spon- 
|sored by the Farm Publication 
|Representatives’ Association ° 
|Chicago, will be held Tuesdy, 
|Nov. 25, from 5-7 p.m. in tne 
|Boulevard Room, Hotel Sheraton. 

| Weir Promotes Sacks 
| Meyer Sacks, copywriter of 
| Walter Weir, Inc., New York, 525 
‘been appointed manager of the 
|company’s plans division, working 
directly under Mr. Weir. 
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GOES NATIONAL—Ballard & Ballard, 
Louisville miller, has started running 
copy like this in 15 markets across the 
U. S. for its OvenReady biscuits, sold 
for 20 years in the Southeast. Henri, 
Hurst & McDonald, Chicago, is the 

agency. 

Kroger Files Suit 
in Camera Sales 
CINCINNATI—The Kroger Com- 

pany’s big advertising campaign 
to sell cameras as a store door 
opener, as well as the sale of 
films and developing and printing, 
has hit a snag. 

The company has filed suit in 

common pleas court here alleging 

breach of contract and asking 

$348,332 in damages. The suit 

named Frederick Levy Jr., Los 
Angeles, and Photo Developing, 
Inc., Cincinnati, as defendants. 
The company’s petition states 

that on Feb. 15, 1947, Mr. Levy 

arranged for the purchase by 

Kroger of 300,000 cameras from 

the Hadds Mfg. Company and that 

he agreed to take back all cameras 

unsold by Oct. 15, at the same 

price paid by the Kroger Com- 
pany. ° 

Plans Freedom Train Ads 
Parker Pen Company, Janes- 

ville, Wis., has scheduled a series 
of 420-line ads, featuring repro- 
ductions of historic documents 
now being displayed on the Free- 
dom Train, in scholastic maga- 
zines, scholastic roto sections and 
a list of 150 college publications. 
The first of the series will appear 
in January. The agency is J. 
Walter Thompson Company, Chi- 
cago. 
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INDUSTRIAL MARKET DATA BOOK 

$136,700 Oftered 
in Two Contests 
by General Mills 
MINNEAPOLIS—General Mills is 

hitting a fall high in two new con- 

tests promoting Wheaties and 
Betty Crocker split pea soup. It 
is offering prizes totaling $136,700, 
some of it for a fancy mink coat. 

The Wheaties contest has the 

largest prize lure ever aimed at 
innocent children. General Mills 
offers no less than 1,112 Admiral 
radio - phonograph combinations, 
each one a first prize in effect. 
The radios retail at $100.45, ag- 
gregating a huge $111,700 value. 

Although these awards are suit- 
able for adult use, merchandising 
is carried to the youth of the na- 
tion on the “Jack Armstrong” 
serial heard over ABC at 5:30-6 
p.m. on alternate days with Derby 
Foods’ “Sky King” program; in 
Metropolitan Group comics, Puck 
—the Comic Weekly and some 
monthly comic magazines, plus 

mention on General Mills’ daytime 
soap operas. Display material 

plugging the contest — which. is 
based on suitable names for radios 
—is offered to dealers. 

The Betty Crocker contest offers 

a $5,000 mink coat as chief award 

—along with 37 other I. J. Fox 
Sth Ave. fur coats. These total 

$25,000 in value and will go to 

women sending in the best “why I 
like” statements. 

The soup promotion is adver- 
tised in The American Weekly, 

This Week Magazine and on GM’s 
“Today’s Children” (NBC) and 

“Betty Crocker Magazine of the 
Air” (ABC) programs. 
Knox Reeves Advertising 

Agency here is handling the con- 
test drives. 

Names Freiburg Agency 
John Freiburg Company, Los 

Angeles, has been appointed by 
Thriftimix Corporation to handle 
the national advertising of Thrifti- 
mix prepared cake flours and 
Thriftimix ginger bread, cookie, 
muffin and cornbread mixes. 

Kramer Opens Own Firm 
Lillian Kramer, formerly pub- 

licity copy chief in the Hollywood 
office of Young & Rubicam, has 
opened her own office in the Hol- 
lywood Guaranty building. 

Michels Promoted 
Monroe E. Michels, a member 

of the advertising promotion copy 
staff of Parents’ Institute, New 

53 

York, has been promoted to as- 
sistant to Herbert Bijur, director 
of advertising promotion for all 
magazines of the institute. 

Adds Video Department 
Solis S. Cantor Advertising 

Agency, Philadelphia, has estab- 
lished a_ television department 
with Raymond S. Aaron, who has 
been television account executive, 
in charge. 

FINE DETAIL 

FINE OFFSET LITHOGRAPHY 
SSS ae 

THE VERITONE COMPANY 
57 W. GRAND AVE., + CHICAGO 10 

WHITEHALL 5957 

“All business is local” 

National Representatives 

BY AIR...RAIL... 
WATER... HIGHWAY 

“With nearly 700 wholesale establishments 

in the Central New York Area, Syracuse is 

dynamic for distribution from large manufac- 

turers’ point of view,” says W. G. Curran, 

District Manager of Procter & Gamble, with 

offices in Syracuse. 

“Four railroads serve this area, and the 

highway network radiating from Syracuse is 

one of the largest and finest in New York 

State. Excellent harbor facilities of the Barge 

Canal System provide low-cost water trans- 

portation to and from the city There are 16 

airports within a small area. 

Moloney, 

oe say
s 

Mr. W. G. 

b 

“Located in the geographical center of the 

state, Syracuse offers a natural distribution 

point to producers of goods, who can serve the 

vast Upstate region economically. 

“This is big business in Syracuse, and in 

addition to attracting wholesale branches and 

sales offices to the city, provides a substantial 

contribution in wages paid to employes. 

“It is extra money like this that gives Syra- 

cuse more money to buy new products . . . to 

continue to purchase nationally known brands. 

This makes Syracuse dynamic for sales as 

well as for distribution.” 

HERALD - JOURNAL (Daily) s 

Syracuse. Aa®. = ro 
HERALD AMERICAN ‘Sunday! 

Regan & Schmitt, Inc. 
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Writer Blasts Bedell’s 
‘Productivity’ Slant 

To the Editor: Clyde Bedell, in 

his “Voice” letter of Nov. 10, 

writes: “It’s about time the ‘lib- 

eral’ American stopped decrying 

the sins of management long 

enough to confront labor with its 

death-dealing slowdown and lim- 
itation of production.” 

I can understand Mr. Bedell’s 

position. After all, he’s a part of 

management himself, writes copy, 

articles, books, gives counsel for 

rather fancy fees, I am told. You 

couldn’t very well expect him to 

bite himself in the leg, now could 

you? : 

But until such time as manage- 

ment stops making deals within 
its own ranks, with the govern- 

ment and with foreign govern- 

This department 

Ee 

ments, with the avowed purpose 

of fleecing the American public, 

this is one liberal American who 

intends to be heard. Neither all 

the wool gathering, attention- 

turning stunts of publicity minded 

writers, nor all the public rela- 

tions advertising of various “asso- 

ciations” will swerve me. 

What does the labor-disturbed 

Mr. Bedell think, for instance, of 

the flagrant Buna-rubber sellout 

of the American people as engi- 

neered by the monstrous I. G. 
Farben combine . . . in collusion 

with his revered Standard Oil 

management? (Just pick up any 
paper of the week of Nov. 10 and 
read the disgusting expose.) 

How did the righteous Mr. 

Bedell feel about the double cross 

astute Ben Fairless, president of 

U. S. Steel, gave the American 

is a reader’s forum. Letters are welcome. 

people when he and spineless U. S. 
Treasury Secretary John Snyder 

cooked up the now infamous Steel 

Price Formula, of February, 1946? 

This was the deal which put the 

skids under OPA. It granted steel 

workers an 18% cent raise, which 

at the time was not justified. But 

top management Ben Fairless, 

after promising to see how the 

new price structure worked out, 

almost immediately jacked up the 

price of steel by $5 a ton. 

The steel boss said that this in- 

crease would be hardly enough to 

absorb the wage boost, and every- 

body got out their handkerchiefs. 

But did you, Mr. Bedell, happen 

to hear any clarion calls from Mr. 

Fairless that the steel price rise 
not only took up the slack of the 

wage addition, but left him with 

a tidy 150% rake-off? Further- 

SUNDAY OKLAHOMAN Hits New All-Time 

No Sunday newspaper in the entire South- 
west even approaches the more than 222,000 
paid circulation reached by THE SUNDAY 
OKLAHOMAN on Sunday, October 12th. 
Circulation leaders in such cities as Wichita, 
Dallas, Fort Worth, Houston and San An- 
tonio fall far short of THE SUNDAY OKLA- 

— THE DAILY OKLAHOMAN 

OKLAHOMA CITY TIMES 

THE GQELAHOMA PUBLISHING COMPANY 

riz, 

k op resented hy 

THE FARMER STOCK MAN—WET, ORLANOMA CITY—KVOR, 

HOMAN week after week. In 50 Oklahoma 
cities, some more than 200 miles from 
Oklahoma City, the ratio of SUNDAY 
OKLAHOMAN circulation to occupied 
dwellings is above 75%. In 92 cities, the 
ratio is 40% or greater. All of which makes 
THE SUNDAY OKLAHOMAN the out- 
standing advertising buy for those who 
check results at the cash register. 

the Katy Agency, Ancorporated 

COLORADO SPRINGS 

PEQRIA AFFILIATED th MAMAGEMENT 

Advertising Age, November 24, 1947 
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CHEVVY COPY SELLS—Only four out of 12 Chevrolet ads followed the poster 
format, H. G. Little of Campbell-Ewald points out, in reference to the copy 
reproduced in AA's auto ad layout Oct. 13. The ads shown here are three of 

the eight using selling copy with punch headlines. 

ple we mang 
“Chevrolet out-performs its field I” 

more this “bulge in the price line,” 
as President Truman called this 

appeasement of U. S. Steel, turned 

out to be the plutonium of a chain 

price-rise reaction that has 

never eased, in addition to sound- 

ing the death knell. of OPA 

(Democrats to the contrary). In- 

cidentally, Mr. Bedell, if you want 

proof of just how U. S. Steel 

worked this cute deal may I refer 

you to the ever reliable Edwin 

Lahey, probably the most re- 
spected political writer of the 
day. 

I’m afraid, Mr. Bedell, that “‘the 
sins of management” are so volu- 

minous and so wicked that, even 
if they were merely listed in 5- 

point type they could fill Dr. El- 
liot’s famous shelf—if it were as 

high as the Empire State building 
and reached all the way to Tokyo, 

by way of Berlin. 

Why pick on the poor unions? 

They’re just a bunch of bungling 
amateurs at “death-dealing slow- 

down and limitation of produc- 
tion.” After all, management has 

had such a head start, Mr. Bedell. 
I’ll bet Ben Fairless could show 
them a thing or two. 

BARNEY KINGSTON, 
Chicago. 

,. F-F 

‘Mrs. Joe’ Credited 
To the Editor: As a long time 

member of the well known and so 
called weaker sex, I know my 

place, have accepted the universe 

and almost never squirm at the 

general setup. 

But s’help me, when I saw this 

item [Producer Joe Derbyshire of 
KYW, Philadelphia, has produced 
a new daughter named Carol 
Jean.], clipped from your esti- 
mable column of Oct. 27, I am 

moved to inquire as to whether 

Mrs. Joe might perchance have a 

50% interest in this production... 
and if she does .. . how’s about 

giving the lady a credit line? Or 

just an Honorable Mention? 

Rutu B. Fox, 
Advertising Manager, Edward 

Stern & Co., Philadelphia. 

eS oF 

Chevrolet Sells Hard 
in Magazine Ads 
To the Editor: The editorial 

feature on Page 48 of the Oct. 13 
ADVERTISING AGE—‘“Less ‘Sell’ in 
Auto Copy”—was very interesting 

to me and confirmed in capsule 

form an observation that we have 

discussed among ourselves many 
times. 

However, in reproducing the 

1947 Chevrolet ad, it’s just pos- 

sible that you may have over- 

looked the fact that of a total of 

12 color pages run in The Satur- 

day Evening Post, only four fol- 

lowed this “poster” format. The 
other eight, as you will see from 

the enclosed proofs, were pretty 

heavy on the selling side—more 

so, in my opinion, than any of the 

other advertisements representing 

current campaigns. 

Surely such headlines as, ‘“Chev- 

rolet out-performs its _field!,” 

“You get more—Save more—when 

you buy Chevrolet!,” “It’s got 

everything . . . and it’s a money- 

saver, too!” pack plenty of punch 

and the bold-face subheads are 

even more competitive as is the 

we sate 

CHEVROLET , 
msg aie a ‘WTN THE NEW CHEVROLET 

foe OLR OEAAETE AT LEMREST COST © 

very complete text which follows. 

Don’t you agree? This series of 

advertisements, as a matter of 

fact, constitutes the major Chev- 
rolet campaign for the year. They 

were supplemented by the four 

two-color “poster”-type advertise- 

ments which were designed to ob- 
tain maximum visibility and read- 

ership for the “Big-Car Quality 

at Lowest Cost” theme, the prod- 
uct and Chevrolet. 

The basic hard-selling cam- 
paign, on the other hand, was de- 

signed to do a very thorough and 

complete selling job during a 
period when consumer interest in 

automobiles, due to the shortage, 
was at its peak and which in- 
sured us maximum attention and 

the most thorough reading for the 

entire message. 

Between the two, we believe 

that under the _ circumstances 

which exist today, we not only 

registered Chevrolet’s superiority 

in all its completeness with the 

most people but also did an effec- 
tive job among the relatively few 

not especially interested in new 
cars at the present time by keep- 

ing the name, product and theme 

prominently before the largest 

possible audience that The Sat- 

urday Evening Post (and other 

magazines) can deliver to us. 

Just to complete the record— 

and in addition to the two series 

of ads running in the SEP and 

other general magazines—I’m en- 

closing a proof which is typical of 

a special campaign Chevrolet is 

running in Holiday, and another 
advertisement characterizing the 

special copy prepared for wom- 

en’s magazines. 

These will help you visualize 

the entire Chevrolet magazine 

campaign except, of course, for 

special advertisements compris- 
ing our program in national, sec- 

tional and state farm publications, 

and another entirely ~-separate 
series for Chevrolet trucks. 

Henry G. LITTLE, 

Executive Vice-President, 

Campbell-Ewald Company, 
Detroit. 
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Says Dealers Need 
Coaching on Nat'l Ads 

To the Editor: You may be in- 
terested in an episode which |! 
witnessed at a suburban store a 

few days ago. 

A woman customer had chosen 

a can of nationally advertised 
floor wax from a_ shelf and 
brought it to a salesman (the pro- 

prietor, I believe) to pay for it 
and have it wrapped. She d's- 
cussed the contents, price, e'¢. 

and the use to which she intended 
to put it. The salesman told her 

of another product which he rec- 

ommended strongly because ‘!! 
contains more wax and there is 1° 

advertising cost in it.” She lis- 

tened to him, put the advertised 
floor wax back on the shelf, and 
accepted the one he had recom- 

mended. 

When the transaction w45 

'closed, I said to the salesman, ‘9° 

you know what would happen ‘° 
your business if that national a°- 
vertiser had not spent millions ‘° 
sell floor wax to your custome’ 

and others in this country? Don't 
‘you know that the manufacture! 

of that brand to which you 
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switched this customer is riding 

pusiness that the other has not 
only earned for himself, but is 
bringing into your store to buy 
countless other items as well as 
floor wax?” I also asked, “Is the 

wax content the sole criterion for 
judging a product of this kind?” 
He made no attempt to defend his 
action and seemed somewhat em- 

barrassed. 
This is no isolated incident; it 

is happening in the stores of this 
country every hour of the day, 

and we know the probable reason 
why it is happening. I brought up 
this episode because I believe the 
subject has been taboo too long. 
It needs frequent airing, particu- 
larly at meetings attended by 
manufacturers and retail dealers. 
If the producers of nationally ad- 
vertised products do not meet this 
challenge and meet it squarely, 
they have nobody to blame but 
themselves. 

I believe that dealers need more 

aggressive selling, more specific 
information, and indoctrination on 
their stake in national advertising. 

Maybe research can find the way 
to do this job, and it is worth 
trying. The research brains and 

all the sales facilities of the ad- 
vertising profession and their cli- 

ents should be mobilized to meet 
the challenge. Research should 

find out, without delay, how many 

of the sales that national adver- 

tising influences and creates are 

lost at the point of sale. 

JAMES E. SANFORD, 

Manager, Merchandising De- 

partment, Chicago Sun and 

Chicago Times. 
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The Cheer Leader Stands 
To the Editor: We of Sheppard 

Envelope want to thank you and 

the members of your staff of Ap- 
VERTISING AGE and to be more 
specific your Ad-libbing depart- 
ment for the ad-lib which you 

carried in your Oct. 13 issue en- 
titled “Good Ol’ Shepco.” As a 
result of this mention of our ef- 
forts for better employe relations 

through our booklet, we have had 
numerous inquiries for same. 
Needless to say, to support our 

efforts and to back up your won- 

derful article, we have forwarded 
these booklets to the firms who 

directed public relations and 
the Kelly & Lamb Advertising 
Agency prepared and placed the 
advertising. Both are located at 

79 E. State St.” 
R. B. Howarp, 

R. B. Howard & Associates, 
Columbus, O. 

Ss 2 VF 

‘Local’ Line Borrowed 
from Parlin: Hobart 

To the Editor: I want to thank 

you very much for the fine review 

on our book “Magazines as Ad- 

vertising Media” which appeared 
in your Nov. 3 issue. But there is 
one sentence that I do not under- 
stand. The sentence is partially in 
quotes and reads as follows: 

“National magazine advertising is, 
in fact, local advertising conducted 
simultaneously all over the coun- 
try,” says the booklet, borrowing a 
line from the Bureau of Advertising, 

ANPA. 
The thing I do not understand 

is why the last part of this sen- 
tence was added, because that line 
was not borrowed from any Bu- 
reau of Advertising booklet. The 
statement was made by C. C. Par- 

lin in a speech as early as 1926, 
long before the Bureau of Adver- 

tising was a gleam in anyone’s 

eye. 
DoNnaLp M. Hosart, 

Director of Research, Curtis 

Publishing Company, Phila- 

delphia. 
r vvy 

While They Last 
To the Editor: Your Aug. 25 is- 

sue carried a very interesting 

article entitled “An Executive 

Has Nothing to Do.” 

We wonder if you can supply us 

with three copies of this message, 

printed on coated stock, suitable 
for framing? If there is a charge, 

we will gladly pay it. 
BERNARD M. KLIMAN, 

Director of Advertising, 

Gruen Watch Company, Cin- 

cinnati. 

[Editor’s Note: As reported in 

AA’s Voice of the Advertiser de- 
partment Nov. 10, Roger F: Ows- 

ley, president, Arandell Litho Cor- 
poration, Milwaukee, offers copies, 
gratis, of the ‘Executive’ piece, 
lithographed on cover stock.] 

President Complimented 
To the Editor: I have received 

many compliments about the first 

of your articles on General Mills 

which appeared in the Oct. 20 is- 
sue of ADVERTISING AGE. Thank 

you for writing that article and 

for the second article which you 
are to publish. 

Would it be possible for you to 
send me another copy of your Oct. 

20 issue of ADVERTISING AGE and 

also a copy of the future issue 
when it is published which will 
contain your second article on 

General Mills? 

Harry A. BULLIs, 
President, General Mills, Inc., 
Minneapolis. 

[Editor’s Note: The second ar- 

55 

ticle, dealing with General Mills’ 
advertising and promotion, ap- 

peared in the Nov. 3 issue.] 

TYPESETTING WANTED jm 
We are looking for one or 
two select customers who 

can use a modern, efficient, 

well-equipped typographic 
plant. Equipped for catalog 
and ad work. Please call 

Dolph Crawford, Web. 2419. 

HAND 
BINDERY 

SPECIALISTS 

‘y 
eee Personalized = . 

GOLD STAMPING 
MIDWEST BINDERY 

549 W. WASHINGTON e@ CHICAGO e@ RANDOLPH 3696 

are interested. 
There is, however, one question | 

in our minds, and I for one have | 
carried your issue from person to} 
person within our office and asked | 
them to please explain to me what | 
the humor was in stating that our | 

pamphlet’s tone resembled that of 
an undertaker’s sales talk. We 

all laughed of course when we | 
read about the high school cheer | 

leader and we do concede that it 
does contain a certain amount of | 

the cheer leader’s spirit, but-dog- | 
gonit Sir, how in heaven’s name) 
does the undertaker creep into our | 
picture? 

JOHN W. CHURCH, 

Sheppard Envelope Company, 

Worcester, Mass. 

i a 

Ads Back a Winner 
To the Editor: Ohio last week 
became the 20th state to adopt a 
constitutional amendment limiting 

the use of liquid fuel taxes to 
highway uses. Voters favored the 
amendment with a 363,000 ma- 
jority, 

The following copy appeared in 

Justin Henley’s column in the 
Nov. 7 issue of the Ohio State 
Journal, Columbus: 

“ADS BACK AMENDMENT 

An extensive public relations 
and newspaper advertising cam- 

baign backed the successful Ohio 
Constitutional amendment to limit 

the use of gasoline taxes to high- 
Ways. Advertisements in behalf 

of the amendment were placed in 
Every Ohio daily and 207 week- 
lies. R. B. Howard & Associates 

Represented by: O'MARA & ORMSBEE, Inc. 

New York * Chicago * Detroit * Los Angeles * Son Francisco 
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Promotes Safety Glass 
Pilkington Glass Ltd., Toronto, 

is planning a coast-to-coast news- 
paper campaign for Duplate safety 
glass, stressing the use of Duplate 
for windshields. Cockfield, Brown 

' & Co., Toronto, is the agency. 

| CHICAGO | 
NEW YORK [5 

Pippa LOS ANGELES 

DONNELLEY 
CORPORATION | 

DIRECT MAIL DIVISION 

Canada Audience 
Survey Planned 
for March, ‘48 
Toronto—The Bureau of Broad- 

cast Measurement has announted 

that its third Canadian survey of 

station audiences will be taken in 

March, 1948, at the same time the 
Broadcast Measurement Bureau 

conducts the U. S. station audi- 
ence survey. 
BBM said some improvements 

will be made in its technique, but 
that basically the previous pat- 
tern will be followed. New radio 

home figures now being compiled 

by Canadian Broadcasting Corpo- 

ration will be used as a basis for 
the study next spring. 

It is expected that reports will 
be available earlier than pre- 
viously, through use of machines 

for tabulating measurement fig- 

ures. 

Hotpoint Ups Two 
Howard J. Scaife, western re- 

gional sales manager, ha$ been 
appointed manager of market de- 
velopment of Hotpoint, Inc., Chi- 
cago. William F. Ogden, assistant 
chief engineer, has been named 
manager of product planning. 

MULTI- 
MOVIN 
scintillating motion — yet 

gears — no moving parts! 

CITY DATES 

Entirely new electric display with action . . . animated 

We invite you to our 

Demonstration — Display 
in your city on these dates: 

Philadelphia Nov. 24, 25, 26 

Pittsburgh Nov. 28, 29, 30 William Penn 

Chicago Dec. 1, 2, 3, 4 Palmer House 

St. Louis Dec. 8, 9, 10 Statler 

THE SHOW 

OF THE YEAR! 

COLOR 
G LITE 
requires no motors — no 

HOTEL E 

Bellvue-Stratford 

OHIO ADVERTISING DISPLAY CO. 
Ohio Building, Pearl Street Cincinnati 2, Ohio 

Rare Copy Service 
123 N. WACKER DRI 

ON. MICHIGAN AVE. 
ives CHICAGO 6 

10 8.° DEARBORN ST. 

: STATE 5977 . 
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We Dip Our Wings to Welcome 4 
THE 

SS NIEUW AMSTERDAM 
_ Flagship of the Holland-America Line 

From Holland's “Queen of the Air” .. . a friendly 
salute to Holland's “Queen of the Sea.” We share 
the pride felt by our countrymen in the return of 
this great ship to the transatlantic run. For those 
who travel by sca the SS Nieuw Amsterdam 
brings back the fine Dutch traditions of servicer _ 
and cuisine which KLM, in turn, provides for ~ 
those who travel by air. eS 

i « [ e ; eo 

=a we 3 FF ee 

ROYAL DUTCH AIRLINES bak 
& 

NEW YORK © MIAMI +. CHICAGO * LOS ANGELES + MONTREAL wot 
= 

4 

SALUTES RIVAL—KLM, Royal Dutch Airlines, used this newspaper copy in New 
York to welcome and congratulate a ship of Holland-America Line on her 
return to transatlantic service. Charles W. Hoyt Co., New York, is the agency. 

Wash. Fruit Growers 
Schedule Promotion 

The Washington State Fruit 
Commission, on behalf of proc- 
essed soft fruits—Bartlett pears, 
peaches, apricots, cherries and 
prunes—will launch a campaign 
in business papers directed to 
restaurants, wholesale and retail] 
grocers, home economists, hos- 
pitals and dietitians, emphasizing 
the high quality and flavor of 
Washington fruit. 

In addition, two booklets will be 
used: one, “A Sellers’ Guide to 
Canned and Frozen Fruits” for 
principal sellers, and sécond, ‘A 
Buyers’ Guide to Canned and 
Frozen Fruit,” for primary buyers. 
A teaching kit also will be de- 
veloped for home economics teach- 
ers. Pacific National Advertising 
Agency, Seattle, handles the ac- 
count. 

Foreign Traders Elect 
The Foreign Traders Associa- 

tion, Philadelphia, has_ elected 
Thomas L. Foster, assistant to the 
export sales manager of Baldwin 
Locomotive Works, president. 
Other officers elected are: Charles 
A. Keough, Ist vice-president; 
Harry W. Rickards, 2nd _ vice- 
president, and George E. Miller, 
3rd vice-president. Dr. Roland L. 
Kramer has been reelected secre- 
tary, and Edmund J. Toner, treas- 
urer. 

Lipstick Remover, 
‘Lorison,' to Be 
Introduced Soon 
PHILADELPHIA — The nervous 

benedict who may stray occasion- 
ally from the home preserve has 
acquired an ally in “Lorison,” a 
lipstick remover guaranteed by its 
manufacturer, Argentum Labora- 
tories, to remove all telltale 
smudges from face or clothing. 

Lorison will be launched with 
an ad campaign to start Nov. 30 

in The American Weekly. Later 
an ad reading “Don’t make your 

dream man a nightmare” will be 

run in Esquire. Distribution for 
the time being is by direct mail, 
but the company hopes that the 

product will be handled by lead- 
ing drug chains. 

One of the selling points high- 

lighted by Marvin Weiss, Argen- 
tum ad manager, is the antiseptic 
property of the preparation. The 
name is that of a line of cosmetics 
formerly manufactured by the 

Viennese chemist who perfected 
Lorison. It is that of two famous 
dancing sisters of the Pavlova era, 
who endorsed the products of the 
Viennese house of “Anna Csillag.” 

Another feature of Lorison to 
be pushed in promotion is that it 
comes in five fruit flavors—orange, 
apple, peach, lemon and straw- 
berry. 

According to Mr. Weiss, Lorison 
evolved accidentally from a hand 

cleanser with a base of Antiseptic 
X, manufactured by Argentum. 

The manufacturer’s wife, a regu- 

lar user of the preparation, dis- 

covered that it would remove any 

sort of stain from the face, with- 
out harm to the skin. A slight 

change in the formula was neces- 

sary to make the lipstick remover. 

. LA 

Lehtin to Nat'l Co-ops 
Laurie L. Lehtin, for the past 

five years manager of Central 
States Cooperatives, has been ap- 
pointed general manager of Na- 
tional Cooperatives, Inc., Chicago, 
succeeding T. A. Tenhune, who re- 
signed several months ago. Mr. 
Lehtin is succeeded at Central 
States Cooperatives, Chicago, by 
William V. Torma. 

Bans Dental Tech Ads 
The Ontario government has 

ruled that after Dec. 1, 1947, it 
will be illegal for a dental tech- 
nician to advertise himself as such, 
except by mail to the dental pro- 
fession or in a publication devoted 
exclusively to dental surgery or 
dental techniques, or in medical 
journals. 

Guppy Joins Webster 
Richard Guppy, formerly pro-|j 

duction manager of Mac Wilkins, 
Cole & Weber, Seattle, has joined 
R. W. Webster Company, Los An- 
geles, in the same capacity. He is| | 
succeeded at Mac Wilkins, Cole & 
Weber by Frank Potter, formerly 
with Kaiser Company, Seattle. 

Collins Joins Agency 
William L. Collins, formerly as- 

sistant news manager of the Chi- 
cago bureau of International News 
Service, has joined the publicity 
department of Needham, Louis & 
Brorby, Chicago. 

Because BSN brings news that its read- 
ers convert into sales, it's the best mes- 

senger for your sales-message. 

fur: 
Sperdings 

Magazine — 

Results—MONTH AFTER MONTH! 
Fur-Fish-Game — Att’n Mr. Harding 

“We are probably one of your oldest advertisers. 
appeared in your publication month after month for many years is the best 
evidence that Fur-Fish-Game pays excellent dividends to the advertise’. 

Fist 

—J. W. Elwood, Northwestern School of Taxiderm) 

Put Fur-Fish-Game on your 1948 schedule. Its 100,000 spor'> 
minded readers make it an excellent testing medium. 

The A. R. Harding Publishing Co. 175. Long St., Columbus 15, 0: 
Pasadena 

J. H. Conrow & Co. 
Chicago 

Cole & Mason, Zenorter 6558 

The fact our ads have 

New York 
Walter C. Elly, Murray Hill 4-062 
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; s R . nel. “ Saere and gpnipicen inter- | 

At a board of directors meeting | ests. Assisting Mr. Ross in the 3 
Big fores evive held by the council, Mr. Anderson, peng! of — roe 1S Wal- *xk**k«*kk k ONE journal 

Fruit n 4 president of Anderson Company, Pan ‘huaieloke SAT at We on <9 OE 
proc- | d F ht Gary, Ind., was reelected president. | Of Newsweer. | me oe 
pears, alr ld e Ig ? John W. Mettler, president of In- N Vi | & 

4 and terwoven. Stocking Company, New sang ickcors & Benson | : : 
Paign Brunswick, N. J., was reelected wn Srotners, toronto, manu- | ed : a 4 facturin stationer and book 
san Anderson Warns vice-president and John W. Scott, binder, * appointed the Toronto | 
hos- secretary and sales manager of|ofice ‘of Vickers & Benson to. 

sizing New York—Accusing “giant re-| the Bissell Carpet Sweeper Com-|handle its advertising, effective | 
ror of @ tailers” of fighting for repeal of | Pany, Grand Rapids, was elected| Jan. 1. Brown is Canadian dis- | 

fair trade laws, John W. Anderson, | Secretary-treasurer. tributor of Esterbrook pens and “ ° 
vill be J president of the American Fair pencils, Oakville fasteners, Speed-/ Retail Jewelry Store in U.S.—100% Coverage 
ide to @ Trade Council, singled out Macy’s | New Daily Paper Will — duplicators and oer; - hly EVERY ee 
: for department store as a fair trade : _ Scout bencamr sae the taltse. or cnall portable 
id, SA enemy “because they say it pre- Serve Caribbean Area ° ee ee | U.S.A, listed by Jewelers’ _quaiias” extichen caper 

mL, vents their giving customers the| A new daily newspaper to serve Promotes Penn in NY ames hen a og By MR ep 

ayers. Benefit of ‘loss leader’ savings on|the entire Caribbean area from| Gooderham & Worts, Peoria,  palrers’—7,000 more RE- ee ee teach fair traded products.” headquarters in the Dominican |IIl., is promoting William Penn | by the second jewelry publi- but also the maximum in 
rtisi a In an address before the annual Republic has been announced by blended whisky with 300-line ad-| cation—a greater number NATIONAL gracious living, manufactur- 

ising t th il held Stanley Ross, director of the Latin | vertisements twice weekly for six | ‘»#” ate reached by all other ok oe 
Bee 5 0G a. = € council’ ‘e*e | American Press Syndicate, who is| weeks in the New York Daily | itneatrotneratime cir. oun pipet nee Swed 

ps pon rae ia okie de organizing the undertaking. News, Herald Tribune, Journal-| culation exceeds 21,400 copies. CHARTER [qg.y MEMBER tributing thru jewelry stores. 
en = The new i i * — 

t —to quietly reduce their ample | Caribe, will begin publishing Feb. Saree yt ay — Be | CHICAGO * NEWYORK * PROVIDENCE * ST.LOUIS * LOS ANGELES 
ssocia- prices on the 95% of less known 1, 1948, and is financed by a group | agency. 
lected products and then sleep nights | 

to the knowing at last that fair trade has | 
uldwin not defeated their natural yearn- | — —_ 
dent ing to commit philanthropy.” — — So = = an 
harles “We have presented here to Jack | 
sident Straus, gratuitously, a simple plan | 
Miller which offers Macy’s a 95 to 5 im-| 
nd rk provement in their formula for | 
secre- helping their customers fight in- | 

treas- flation—while at the same time. 
helping maintain for their cus- | 

~ a tomers the benefit of fair trade 

protection against quality dilu-. 
tion of branded products,” he de- | 
clared. 

Cites ‘Blistering Hate’ 

The nationwide hearings con- 

ducted by the joint Congressional 

Committee on the Economic Re- 

port, some of which had been held | 

in an atmosphere of “blistering 

hate” were seen by Mr. Anderson 

as a step toward weakening fair 

trade laws. 

“Fair trade laws merely enable 

a manufacturer to prevent the sale 

of his branded products at prices 

yielding less than a normal profit | 
—which means they prevent re-| 
tailers from losing money on those | 

products,’ Mr. Anderson said. | 
“Giant retailers use as ‘loss leaders’ | 
price bait only popular branded 
products of known integrity—and | 

therefore easiest to sell, if desired, | 

at prices yielding a normal profit. | 

(Giant retailers are in business for | 
a profit. They do make money.) 

“Giant retailers therefore must | 
have some unadvertised advantage | 

to offset their losses on products | 

offered as price bait,” Mr. Ander- 

son said, and naturally “it must be 
extorted from the public—since 

the public is the only source of re- 
tail income.” 

The large retailers force their 
smaller competitors to protect 

themselves from unfair price com- 

parisons by “withdrawing from | 

sale the products the giant uses 

as price bait,’ he added. “Since 

smaller retailers in their aggregate 

sell by far the greater part of the 

manufacturer’s output, the loss of 

their business greatly increases the ; F 
ds. Saranac ng cost he unit of the | middlewest. We know we are well received in the rural areas... we know ) 

i 

product attacked. because the Broadcast Measurement Bureau tells us we have more cov- 
i i : ¥ : ‘ HH 

ee eaeeR, See erage exceeding 50°; than any other Chicago station (example: Taylor- | 

"™* Taylorville Story 
sy WGN oF cuicaco 

$ read- 

st mes- 

tere ILLINOIS is a real good town . .. its 10,500 people are 

justly proud of their 12 churches, 7 schools, hospital, parks and 

modern buildings . . . and Taylorville is the County Seat of Christian 

County, right in the middle of one of the richest agricultural regions in 

the entire nation . . . in 1946 Taylorville’s retail sales were over 12 

million dollars. It is located some 195 miles from Chicago, between 

Springfield and Decatur. 

As might be expected Taylorville has an aggressive Association of 

Commerce . . . this Association, in conjunction with the University of 

Illinois, recently published a 1947 Consumer’s Buying Survey. Every i 

fourth house in the entire town was personally interviewed. They found Hl 

out a lot of interesting things and one of the questions asked was: ‘‘Name Hk 

your three favorite radio stations.” Of all the stations mentioned, 4 were 

in Chicago, 3 in St. Louis and 1 in Nashville and, also as might be ex- i 

pected, WGN led the entire list by a very substantial margin. i 

Taylorville, Illinois typifies countless other rich farm towns in the l 

At an open discussion following 

Mr. Anderson’s address represent- 
atives of jewelry trade associa- . . 

, —s is for the metropolitan or rural areas tho alltel Wasik caiaies ‘tentilokane out. Whether your sales message is for the metropo , | 

| 

of fair trade has arisen out of the it will do a better job on WGN. 
experience of approximately ‘‘16,- 

| | 
} 

ville, 73°, day and 78°; night) and because surveys invariably bear this 

000,000 men and women who have 
been able to buy branded goods, at 
prices only 7% over manufac- 

turer’s cost in military post ex- 
changes and ship stores during the 

past six years.” One person lodging 
ths complaint explained that he 
had no objection to armed forces 

TH! 
Chicago 11 

ds have personnel securing goods in these . Illinois 
he bes IE stomp at Gat eilatiens “and A Clear Channel Station... ( Bese 
ertiser. ‘riends of service men and women ° ° 
srmy (§ 2150 were benefitting from it. Serving the Middle West 720 oe 

An answer to this problem was On Your Dia _ | 

spor's @ o'fered by C. R. Sheaffer, president MBS Eastern Sales Office: 220 East 42nd Street, New York 17, N. Y. 
o: W. A. Sheaffer Pen Company, West Coast Representatives: Keenan and Eickelberg i 
Fort Madison, Ia., who suggested 235 Montgomery St., San Francisco4 ¢« 411 W. Fifth St., Los Angeles 13 i} 

5 15, O. restrictive sale policies so that i 
merchandise goes only into the 

hands of Army and Navy person- HII} 4-0626 
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“‘Missus Goes A-Shopping’ | Fa™m Products Company, B. T. 
. | Babbitt, Inc., and C. F. Mueller 

Gets Video Sponsors /\Company. Duane Jones Company, 
“The Missus Goes A-Shopping,” |New York, handles all these ac- 

30-minute audience participation | counts except Coburn Farm Prod- 
program, has been sold to four| ucts, which was placed through 
advertisers on a rotating basis by the Modern Merchandising Bu- 
WCBS-TV, New York. John Reed | reau. 
King handles the emcee chores on | 
this show Wednesday at 1:30 p.m. 

His new sponsors are: Man- 
hattan Soap Company, Coburn 

ee” > ge 
DEPENDABLE 

NG ULTIGRAPHI 
* MIMEOGRAPHING 

Signs Collingwood 
Household Finance Corporation 

has signed Charles Collingwood, 
CBS news commentator and re- 
porter, to take over the company’s 
CBS Pacific Coast network news 
show beginning Dec. 18. Mr. Col- 
lingwood will be heard on nine 
Pacific Coast CBS stations from 
5:30-5:45 p.m., Tuesdays, Thurs- 
days and Saturdays. 

Ups Rotogravure Rates 
Effective April 1, 1948, Star 

Weekly, Toronto, will increase its 
rotogravure rates. For monotone 
the rate per line will be upped 
from $3 to $3.30. There will be 
no changes in rates for advertising 
in the magazine or comic sections, 
nor in mechanical requirements. 

% MAILING LISTS 
+ ADDRESSING 
* FOLDING 
« MAILING 

Phone SUPERIOR 3160 

PREMIER LETTER SERVICE | 
520 N. MICHIGAN AVE., CHICAGO 

tie! 

FA 
' f 

A 

North Dakota Farmers will have a gross 
production of 900 million dollars this 
year to set an all-time record and to 

add to a string of six consecutive years 
of high income. 

Their total production and _ livestock 
will amount to $12,500 per farm, and 
their net cash sales will reach $9,500 

a farm. 

And The Fargo Forum is distributing 
47,000 daily and Sunday editions in 
this “good business” market. 

THE FARGO FORUM 
Published Morning, Evening and Sunday 

FARGO, NORTH DAKOTA 

Affiliated with Radio Station WDAY Representatives, Kelly-Smith Co. 

meetin 
Javits 

GMA nln an ee ai the 
e | the reception committee were ( 

FOOD FOR LIFE AND FREEDOM—This was the theme of the 39th annual 
of the Grocery Manufacturers of America in New York. Rep. J. K. 

second from right), who recently toured Europe, discusses food condi- 
tions there with (left to right) Paul Willis, GMA president; Alvah E. Davidson, 

Bon Ami Co., and Talbot O. Freeman, Pepsi-Cola Co. 

ft to right) Edwin P.’ Price, Price Flavoring 
| Extract Co.; Philip C. Ingham, Parsons Ammonia Co.; Jerome S. Neuman, 

Joseph Martinson & Co., and Robert T. Brenner, B. T. Babbitt, Inc. 
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Ad Council Names 
AAW Its Western 
Representative 
New YorkK— The Advertising 

Association of the West has beep 
named official far western repre. 

sentative of the Advertising Coun- 

cil, it was announced last week by 
T. S. Repplier, president of the 
council. 

The AAW, which represents 36 

advertising clubs in 11 western 

states having a membership of 

more than 4,000, is the only organ- 

ization representing all facets of 
advertising in that area. Closer 

relationship between the AAW 

and the council is geared toward 
an increase in support of public 

service campaigns by western ad- 

vertisers. 

The cooperation of the two 
groups will not be fully effective 

for another six months. Present 

plans for joint work in the public 

service advertising field in the 

West are being developed by a 
committee designated as the “Pa- 

cific and Mountain States Com- 

mittee of the Advertising Council,” 

including Russell Z. Eller, presi- 

dent of the AAW, Charles H. Fer- 

guson, chairman of its public ac- 

tivities committee, and Charles W., 

Collier, AAW managing director, 

Appoints Wolters 
Arnold R. Wolters, formerly ad- 

| vertising manager of Fowler’s Inc., 
Glens Falls, N.- Y., department 
store, has been named advertising 

grocery manufacturers as members of 

Zenith Asks FCC 
to Give 44-50 mc. 
Wave Band to FM 
WASHINGTON—Zenith Radio Cor- 

poration last week again urged 

and sales promotion manager of 
. Benjamins, Salisbury, Md., spe- KMOX Appoints Bland Giaity shop. 

special events an-| 
nouncer of KMOX, CBS owned | 9 N e Woodard & Fris 

Denby’s, Troy, N. Y., women’s 

station in St. Louis, has been ap- 
pointed promotion manager of the 
station. He replaces Jack Sexton,; apparel, and Arthur Hermann 
who is leaving to join the program | Company, Albany, have placed 
department of WBBM, Columbia-| their advertising with Woodard & 

the FCC not to assign the 44-50 
owned Chicago outlet. Fris, Albany. 

me. radio band to “anything but 
frequency modulation broadcast- 
ing.” 

J. E. Brown, assistant vice- 

president and chief engineer of 

Zenith, submitted a statement to) 

the commission to show that many | 

FM stations had been heard on/| 

the 88-108 mc. band from 90 to| 
640 miles away at Zenith’s Chi- 

cago plant. 

“From a standpoint of interfer- 

ence,’ Mr. Brown pointed out, 

“there is nothing to be gained by 

closing down the 50 mc. band, be- 

YOUR 24-SHEET POSTERS! 
More economical reproduction 

by our modern methods! ._— 

live reproduction! 3 

Brighter, more vivid colors! 

fisk Our representative to call. 

% ¢ () L () R | REPRODUCTION Corp. 

p Milwaukee 2, Wis. 
. EXCLUSIVE WEST COAST REPRESENTATIVE : 

CARTER & GALANTIN, INC. 
315 W. Sth ST., LOS ANGELES — TUCKER 4335 

cause interference due to long- 

distance transmission is just as 

|great or greater on 100 mc. than 
'on 50 me. Furthermore, interrup- 
tion due to fading and dropouts 

on the 100 me. band will occur 

much more frequently and over 

| longer periods of time.” 

| He suggests that the 50 mc. band | 

|is better suited for rural audi- 
ences than is 100 mc. band FM; 
|that Zenith’s FM table sets—with 
| both bands—have sold for an aver- 

| age of $72 and most for less than 
| $60, the extra band adding only 50 

‘cents to the cost of the set; that | 
|most FM sets in the U. S. now | 
|have both bands, and that the need | 

'for more FM channels cannot be 
|met in the 100 mc. band. 

| The FCC two years ago as-| 

‘signed FM to the 88-108 mc. band 
and assigned the 44-50 mc. band 
to television. As Zenith declares, | sale Sales $35,793,000, Retail Sales, $62,358,000 

|the 44-50 me. band is not now (Sales Management Survey). 
being used by any video station. | 

The Daily Eagle and Evening Tribune are the only daily new 

Names Densberger papers published in the Greater Lawrence market. 82% hom 

’ J. F. Densberger, formerly as- delivered, read in 95 out of every 100 homes, the Eagle-Tribut 

sistant advertising copy chief of offers you an ABC net paid circulation in excess of 36,000. Cit 

Butler Brothers, Chicago, has been 
named copy chief of T. R. Bauerle 
Advertising Agency, Chicago. 

Schaefer Names Rose - 
A. H. Rose, formerly general 

sales manager of Moore Corpora- 
tion, Joliet, Ill., has been ap- 
pointed sales manager of Schaefer, 
Inc., Minneapolis, ice cream and 
frozen food cabinet maker. 

WARD ~ 

Unlike pirate treasure, this cash is not buried . . . 

it can be found in the Capital of the Woolen Worsted 

Textile Industry. And the EAGLE-TRIBUNE can 

help you get your share of these spendable dollars. 

For the year 1946: Food Sales $15,473,000, Whole- 

zone population 128,619. 

The EAGLE- TRIBUNE 
. LAWRENCE. MASSACHUSETTS | 
(caviran OF WORSTED TEXTILE INDUSTRY IN AMERICA) 

GCtiFer+ TH CO.,=—- NATIONAL REPRESENTATIVES 
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‘mes Wholesaler Stat Ssmynolesaler iaius 
ern ; 

e i Misunderstood, 
vertising 

las been “2 Kolodny Tells AMA 
ig Coun- 

week by § New YorK—A strong defense of 

» Of the Mhe economic position of the 
holesaler, as well as a shrewd 

sents 36 Hescription of the limits of his 

western Hiunction, were presented recently 

‘ship of §}) a wholesaling panel of the New 

Y Organ- fork chapter of the American 

acets of #Marketing Association by Joseph 

Closer #F. Kolodny, president of the Na- 

e AAW final Association of Wholesalers. 

. toward § The wholesaler suffers because 

f public Me is anonymous, and the public 
tern ad- §; not familiar with him or his 

unction as it is with the manu- 
he two @cturer and retailer, Mr. Kolodny 

effective Hkid. While the NAW does not in- 

Present end to hold an umbrella over the 

e public Hholesaler’s head, it does want 

in the # make clear one fact: If the 

-d by a @holesaler were eliminated, the 

he “Pa- 

ss Com- 

Souncil,” 
r, presi- ey 4 

iblic ac- , : 

wena | Mrs. Cleveland does 
director, 

erly ad- i r food buying z 
er’s Inc., seal (ISHER BROS. STORES 
vertising 

* tage ... according to 
Cleveland Press 

aaa 10th Cleveland 
: Fris Home Inventory 
women’s 
rmann 

placed 
odard & 

ee 

ly new 

Jo hom 

-Tribur 

0. Cit 

_— BROS. placed 

—- 38% of 
—_ iaenspapse ad 
a meee fe. cs 

SHOPPING NEWS 
oincidence or not, the fact 
femains that Fisher Bros. sell 

nore food to Clevelanders 
than any other multiple food 
ttailer in the city. 

.and they placed more 
of their newspaper ad 
linage (38%) in Shopping 
News than in any other 
newspaper 

ORAL: Advertise your food 
Products in Mrs. Cleveland's 
od-buying guide, Shopping 
News—twice a week, home- 
telivered to 270,882 families 
0 the able-to-buy areas. 

on 
SHOPPING NEWS 
5309 HAMILTON © 

CLEVELAND 14, OHI 

presented nationally by 

INMES A. COVENEY COMPANY 
\FTH AVE. + NEW YORK 17, N.Y. 
icago* Dision + St. Louis. 
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cost of merchandise to the ulti- 
mate consumer would soar. 

Except for the biggest manu- 

facturers, no company could sell, 

establish credit, warehouse and 
service the thousands of retail out- 

lets now handling its products 

without the wholesaler. In to- 

bacco and confections, there are 

1,300,000 outlets, in drugs, 55,000, 

yet tobacco wholesalers (Mr. 

Kolodny owns a Jersey City 

wholesale company, and is man- 

aging director of the National As- 

sociation of Tobacco Wholesalers) 

move the goods for 5%, drug 
wholesalers for 9-10%. 

Must Explain Limits 

Repeatedly, Mr. Kolodny said, 

he has been forced to explain to 

advertisers and agencies the lim- 

its of the wholesaler’s function: 

Where the wholesaler once was a 
primary promotion factor, he now 

has little to do with promotion, 
and his primary function is that 

of distribution. He cannot exer- 

cise persuasion on the buying pub- 

lic; he can only see that a product 

gets the widest possible distribu- 

tion in order to be accessible. 

This change has been brought 
about by the arrival of a mass 

production, mass advertised, mass 

distributed economy. Where to- 

bacco wholesalers once carried 150 

brands of cigarets, they now carry 

only a few, and retailers tell them 

crisply how many of each brand 

they need. A manufacturer or 

agency which wants more than 

this, in Mr. Kolodny’s words, “has 

missed the point of the economic 

transformation.” The wholesaler 

cannot build public demand; he 

can only place the product in the 

outlets he services. 

Builds Good Will 

In answer to questions, Mr. 

Kolodny said he thought adver- 

tising in wholesale business papers 
was primarily planned to build 

good will. He was evasive as to 

whether it had influence on the 

movement of the product adver- 

tised. In other cases, he pointed 

out, wholesale associations have 

used business papers to try to 

educate manufacturers in the 

wholesale function. 

In answering a query about di- 

rect selling and wholesaling, Mr. 

Kolodny said flatly: “The trend 

to direct selling has not had a 

serious or vital effect on whole- 

saling because of the increase in 

national income; should the in- 

come trend be reversed, then the 

wholesaler will suffer.” The 

growth of direct selling is, in his 

opinion, a product of standardiza- 

tion, and since standardization is 

the current vogue, direct selling 

will increase. 

Wholesalers, he reported, have 

abandoned the idea of legislation 

to prevent direct selling, since they | 
feel legislation is not a solution. | 

The only permanent answer is in-| 

creased efficiency by the whole-| 

saler, and increased efficiency on | 
the part of his customers to en- 
able them to compete. 

Opens GM Auto Exhibit 
An industrial exhibit, designed | 

and built by General Motors to) 
_portray the 50-year story of the. 
development of the automobile, | 

| was opened to the public Nov. 14 | 
/at the Chicago Museum of Science 
/and Industry. Literature covering | 
|various phases of the exhibit is 
| available to visitors. 

| Offers Religious Films 
United World Films, Inc., New 

| York, has established a special re- 
ligious films division under the di- 
rection of Edward T. Dickinson 
Jr., vice-president. 

| Names E. F. Harding 
| 

E. F. Harding has been named 
| general sales manager of the Cor- 
bin screw division of American 
|Hardware Corporation, New Bri- 
| tain, Conn., succeeding Elliot C. 
Paddock. 

Serves the Nation 
with 8 times more 
cheese than any 

other state 

America’s Richest Dairy Market 
with its STATE FARM PAPER 

Most people recognize Wisconsin as a leading dairy 

state yet the margin of its leadership may surprise you. 

In cheese production, it outranks its nearest competitor 

by 800%. Even in the hotly contested field of milk pro- 

duction it excels the next nearest state by 79%. Just as 

Wisconsin in dairy production, is in a class by itself, 

Wisconsin Agriculturist stands alone among farm papers 

in its ability to deliver this rich, ready-to-sell market. 

For 98 years, it has been a spokesman of the dairy in- 

dustry—serving as a trade paper to the Wisconsin dairy 

farmer, a family paper to the farmer’s wife. Because it 

understands and talks Wisconsin farm language, it 

reaches practically every farm home in the state. Wis- 

consin farm income is at its highest level; Wisconsin 

farm buying requirements are at an all-time peak. Now 

is the time to win Wisconsin with the one farm medium 

that goes all the way. 

1SCONST 

WISCONSIN 

ia 

RESERVE YOUR COPY 
RESULTS OF CENSUS BUREAU 
STUDY BEING PUBLISHED 

Available soon to advertising 

and sales executives will be a 

special study of subscribers 

based on a U.S. Census Bureau 

Statistical 

tion was gathered by Census 

analysis. informa- 

Bureau employees at the ex- 

pense of Wisconsin Agricul- 

turist. The report as published 

in a handsome, illustrated book- 

let gives a picture of subscrib- 

available. 

Send for 

ers never before 

Copies on request. 

your copy now. 

GET A DETAILED PICTURE OF 

YOUR BEST WISCONSIN 

FARMER PROSPECTS. SEND 

REQUEST ON YOUR LETTER- 

HEAD NOW. 

AGRICULTURIST & FARMER 
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Ayer Transfers Rose 
Howard Rose, for the past seven 

years vice-president and a super- 
| visor of service in the New York 
| office of N. W. Ayer & Son, is re- 
‘turning to the agency’s Chicago 
|office in the same capacity. Be- 
fore going to New York he was 
in the Chicago office of N. W. 
Ayer for 13 years. 

Named Radio Director 
Fernando G. Arango, formerly 

radio director for the Argentine 
branches of Grant Advertising, 
Inc., and N. W. Ayer & Son, has 
been appointed radio director of 
National Export Advertising Serv- 
ice, New York. 

Orr Names Sutcliffe 
C. P. Sutcliffe, formerly in the 

Toronto office of Harold F. Stand- 
field, has been named an account 
executive of Wm. R. Orr & Co., 
Toronto. 

JAHN & OLLIER 
ENGRAVING CO. 

MONROE 7080, 
B17 W.WASHINGTON BLVD. | 
CHIGAGO 7, ILL 

an ; : oe ie 

--A SPECIALIZED GROUP 
THOROUGHLY TRAINED IN 
DEALER-CONSUMER PSYCHOLOGY 
- + COMBINING CREATIVE TALENT, 
CARDBOARD INGENUITY AND 
PRODUCTION CRAFTSMANSHIP 
-- TO PRODUCE DISPLAYS 
LOADED WITH SELLING POWER} 
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Predict Farm | 
| | 

Advertising Age, November 24. |94 

Spending 
Will Hit Peak in 1948 

Postwar Income Up, 
Mortgages Trimmed; 
Many Need Equipment 

WASHINGTON—Their income far 

above any previous level, and 
their hearts set on better living, 

the nation’s 28,000,000 farm resi- 
dents will be spending at an un- 

precedented rate in 1948, accord- 

ing to experts of the Department 

of Agriculture. 
Unlike the city dweller who has 

been squeezed in the mounting in- 

flation, farmers—with few ex- 

ceptions—have been able to keep 
ahead of the inflation spiral, de- 
partment figures show. 

After crediting the farmer for 

the food, fuel and housing which 

he gets from his farm, the depart- 

ment says per capita nonfarm in- 
come is now less than one and two- 

thirds per capita farm income— 

compared with two and half times 
in 1935-39. 
Throughout the war and postwar 

period the farmer has enjoyed a 

constantly improving position. 
From June, 1946, to September, 

1947, prices he received went up 

31%; prices, interest and taxes he 

paid went up only 26%. 

Farmer Benefits Most 

Food retailers and _ processors 
have benefited from today’s high 

prices, but congressional investi- 

gators believe that the greatest 
benefits have fallen to the farmer. 

With the retail bill for food 
products of the farm likely to reach 
$35 billion this year (it was $13.8 
billion in 1935-39) this spring the 

farmer was getting as much as 

|58% of each dollar, compared with 
|40% in prewar years. 

Throughout the war the farmer 

spent more freely, department sur- 

| veys show, but shortages of con- 

/sumer durable goods prevented 

|him from obtaining the big appli- 

ances and other “high living stand- 
| ard” goods he wanted. 

During the wartime periods, in- 

| creased farm buying power ex- 

pressed itself in heavier purchases 
.of services, clothing and non-dur- 

|ables. Moreover, the farmer used 
| his income to pay off his mortgage 
obligations—an important factor 

in the expanded farm market cur- 

| rently in sight. 

| Mortgage Debts Slashed 

| Since 1940, according to govern- 

ment figures, the farm mortgage 

| debt has been cut 25%, to less than 

$5 billion. Moreover, holdings of | 

| currency, bank deposits, U. S. sav- | 

ings bonds and stock in cooper- 

atives in the hands of farm oper- 
ators has gone from less than $5) 
| billion to $22 billion. 
| 

abundant, the pressure to save is 

'relatively low, Margaret G. Reid, 
head of the Bureau of Human Nu- 

|trition and Home Economics, told 

the department’s 25th annual “‘out- 

| look” conference early this month. 

Their concept of “essential” 

|goods and_ services completely 

changed since the war, “farm fam- 

ilies as never before seem to desire 

to share in the abundance that the 

American economy can provide,” 
she said. 

| Many of these new ideas, she 
told the conference, have been 

brought back by young farm men 

and women who served in the 

armed forces, and in war plants. 

By the beginning of 1947, the farm 

had regained nearly half its war- 

time population loss. Rural popu- 
lation passed 27,550,000, up 2,360,- 

000 from the January, 1945, low. 

Department surveys suggest a 

large backlog of demand for im- 

| proved housing, the conference 

With farm family debts at such | 

|a low level, and liquid assets so_ 

was told. Building materials, 

household equipment and auto- 
mobiles were high on the farmer’s 
shopping list. 

Most of these forecasts rest on 

the annual department survey of 
the expenditures of “account keep- 
ing” farm families. This survey, 

going back 16 years, clearly shows 

distortions in wartime spending, 

with the farmer going heavily into 
furniture, floor coverings, linens, 

How Farm Prosperity Spread 
Per Capita 

Income “% increase 

1940 1946 1940-46 

a aa $575 $1,200 109 

New 

England . 725 1,320 82 
Middle 

East . 468. 1433 90 

Southeast . 322 801 149 

Southwest . 399 927 132 

Central . 605 1,264 109 

Northwest . 454 1,162 156 

Far West .. 750 1,465 95 

Source: U. S. Dept. of Commerce. 

textiles, cleaning equipment, laun- 

'dry equipment, glassware, china 

/and silverware, in lieu of his cus- 
_tomary purchases of larger appli- 

ances. 
“There is little doubt that many 

|families are waiting only for in- 
/creased supplies to make long de- 

layed purchases,” the conference 
/was told. Items in demand are said 
|to include mechanical refrigera- 

| tors, gas cook stoves, washing ma- | 
| . . ° 
| chines and electric irons. 

South Moves Forward 

| The experts stress the fact that | 
\farm earnings have improved no- | 

ticeably in the South, formerly the 

dollar income was $801 for farm- 

ers in the Southeast in 1946—up 

149% from 1940. The Far West, 
|Midwest and New England con- 

‘tinued to rank tops in income per 

‘capita, however. 
With their improved income, 

‘creased their expenditures 

(25% between 1941 and 1945; in 
the North Central Region average 
expenses for these items were the 

same in 1941 and 1945. 

Department figures show th 

South still far behind other section 
of the country in equipping j 
farm homes. Only slightly oye 

20% of southern farms have kj, 

chen sinks with drains compare 

with 41.6% for the nation. A sim 
ilar percentage of southern farm 
have mechanical refrigerators an, 
only 17.6% have power-drive 

washing machines. Nationally 
31.8% of farms have mechanica 
refrigerators and 45.8% hava 

power-driven washing machines. 

Abitibi Appoints Two 
Abitibi Sales Company, Toront 

has appointed R. S. Fowler, for 
merly with G. H. Mead Company 
Dayton, and J. E. Cottrelle as as 
sistant general managers. M 
Fowler will be in charge of news 
print sales in the United State 
and Mr. Cottrelle will be j; 
charge of all Canadian sales 9 
pulp and paper and overseas ex 
port sales. THIS 4D Palo t 
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THIS 4D PAID FOR BY HOPE LODGE 79, INT. 4555. UF MEM InT > 

AMPLE—A striking machinists’ union 
paid for this four-column ad in the 
Keattle Times to demonstrate the re- 
tionship of cost of living and prices 

and wages. 

ew Convertible 
ncluded in 1948 
Studebaker Line 

mvertible, available in such 

xotic colors as Peacock green, 

Melody blue, Rodeo tan and Holi- 

ay red, last week highlighted the 

Studebaker Corporation’s an- 

Houncement of new 1948 models, 

ler- ts first new designs since May, 

Jers p96. 
. Newspaper copy is scheduled to 

and un in cities across the country, 
sup- beginning this week. Ads will be 

~—", (gmed to coincide with the ap- 
; a bearance of the new cars in deal- 

one" Bs’ showrooms. 
nent Regional dealer meetings in 

hicago, Cleveland, Memphis, At- 

read jenta, New York, Dallas, Omaha, 
o Minneapolis and West Coast cities 

receded the public announce- 

ment. Top company officials told 

he meetings that prospects for 

atisfying demand were improv- 

g. 

4: Selling Copy to Remain 

“I don’t mean,” K. B. Elliott, 

ice-president in charge of sales, 
feclared, “that we are exhausting 

ur backlog, but the material 
hortage has eased to the point 

here we are. now able to pro- 

luce more consistently the volume 

nd selection of body types we 
chedule.” 
The advertising through 1948 

ill see little change from the 

lesent drive. The color pages 
lave drawn consistently high 

larch ratings, and the policy of 

inning selling copy even in a 

eller’s market will be continued. | 

fhe magazine list has not yet been | 
Nounced, although first adver- 

Sements are expected to run 

rly in 1948. : 

The bulk of the truck advertis- 
budget, as in the past, prob- 

bly will go to farm publications. 
.. G. Hudson, manager of the 
tuck division, said that the de- 
hand for trucks in the farm mar- 

fet will not be satisfied for two 

tars, in spite of increased. pro-| 

buction. 

blica- 

is 1, MO. 

pment Asst. 

dtron Appoints Reach 
H. Baron & Co., Linden, N. J.,| 

18 has ~appointed Charles Dallas 
Keach Company, New York and 
‘wark, N. J., to handle adver-| 

‘Sing for its Alice Foot Mac- | 
“Ougall preserves and jellies and) 
Pundaettes, ice cream dessert 
pping. 

© Lamb, Smith & Keen | 
E. D. Geoffrey Garth, formerly | 
pith McCann-Erickson, has joined | 
“md, Smith & Keen, Phila-| 
‘lphia, as an account executive. | 

my 

SoutH BEND, INp.—A sleek new | 
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Results of Starch 
Study Released by 
‘Foreign Service’ 
Kansas City—Foreign Service 

has released results of a Starch 

survey which Barney Yanofsky, 

editor, declares “definitely ex- 
plode the theory that fraternal 

publications are weak in reader- 

ship interest.” 

The Starch representatives in- 

terviewed 1,000 Foreign Service 
readers in 143 cities and towns. 

A total of 951 testified that they 
read the magazine monthly. Fea- 

ture preferences expressed by 

those interviewed will be used as 

a guide to future editorial policies. 

The study contains statistical in- 

formation on the buying power 

and habits of the veteran readers, 

and brand preferences in the ap- 

pliance, home furnishing, tobacco, 

clothing and automobile fields. 

At a recent meeting of the na- 

tional council of administration of 

the Veterans of Foreign Wars, it 

was disclosed that 

revenues of Foreign Service for 
the past fiscal year totaled $250,- 

000, up 100% over the preceding | 

year and up 500% over the year | 

ending in August, 1945. Foreign 

Service is the official VFW pub-| 
lication. 

NBC Names Philips | 
Charles H. Philips has been ap-| 

pointed account executive of) 
NBC’s spot sales department. He} 
formerly was promotion manager | 
of WNBC, New York. Charles | 
B. H. Vaill, in the NBC promotion | 
department since 1944, has been 
named to succeed Mr. Philips as 
director of advertising and promo- 
tion for WNBC. 

FM Expansion Planned 
FM station operators will spend 

$56,099,855 for equipment and 
construction costs during 1948, ac- 
cording to FM Business. Of this 
amount, $21,606,150 will be for 
broadcast equipment, $29,683,530 
for construction and $4,810,175 for 
studio and office furnishings, the 

advertising | Names Eggers-Rankin 

Clark-Wandless Named 

publication says. 

61 

| Nicaragua; YNJAT, Leon, Nicara- 
: /gua, and Radio Trinidad, Port-of- 

Machine Com- Spain, Trinidad. 
Ill., has ap-| 

pointed Eggers-Rankin Advertis- | 

Ideal 

pany, 

Stencil 
Belleville, 

|ing Service, St. Louis, to handle Joins Union Radio 

i George A. Bodem has been ap- 
|pointed vice-president in charge 
|of sales of National Union Radio 
Corporation, Newark, N. J. Pre- 
viously he held a similar post with 
the International Detrola Corpo- 

Managua, ration. 

Clark-Wandless Company, radio 
sales representative, has been ap- 
pointed U. S. representative for 
YNWW and YNZZ, 

= THE VERITONE COMPANY 
57 W. GRAND AVE., - CHICAGO 10 

WHITEHALL 5957 

Yep—more than 540,000 bona-fide farm 

folks jam-packed the 

during the Pennsylvania Farm Show 

at Harrisburg last January. 

Pennsylvania’s $676,771,000 Farm Market 

is big, solid, substantial—year in and 

year out. For example, one Farm Show 

exhibition building, (comfortably heated), 

a permanent structure, is larger by far 

than Madison Square Garden! 

Pennsylvania farm families enjoy 

better-than-average income in good times 

and bad. Here is a market that is made to 

order for quality products—a market 

you can count on for steady, profitable 

volume year after year. 

You can reach 70% 

in this section of the 

at low cost, with just one medium— 

The Pennsylvania Farmer. 

Forms close December 30, 1947 

SPECIAL FARM S$ 
THE PENNSYLVANIA FARMER 

January 10, 1948 

14 acres of floor space 

of the farm families 

Golden Crescent 

HOW EDITION— 

Rurally Rich... Politically Powerful 

39 thousand farmers 
to the acre 2 
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Wt Men in large groups, as at a convention, or in small units, MONS 
- ess stee 

as on a desert island, are well able to take care of themselves. whe 
; . . 

The mystery remains that, as soon as a man finds.a woman fhe disp 

+ to do it for him, he cheerfully gives over for the rest of his life. 

This puts some strain on women. It also accounts for their 
ceaseless quest for material they can apply to their business 

of being in charge of life and love and laundry —a quest that 

extends right to the magazines they select to read. 

The reason more women buy and read the Journal than 

any other magazine with audited circulation is this: 

the-Journal’s entertaining, enlightening editorial fare has 

made it a useful part of their lives. 
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PHOTOGRAPHIC REVIEW 
OF THE WEEK 

ee 

Understand Rivalry and you understand America 

fLa®™ 
oe 
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kop Benclt 
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=L PASO SPECIAL—Ready to board the train in Dallas for the Southwestern Association of Advertising Agencies meeting 
n El Paso are (left to right) Glenn McLain, KWFT, Wichita Falls; George Knox, Oklahoma City; Sherrill Edwards, Dallas radio 
tation representative; Lowe Runkle, president, Lowe Runkle Co., Oklahoma City (elected president at the meeting); J. Rich- 
urd Brown; James McMains; Alfonso Johnson, reelected executive secretary-treasurer; Monty Mann, new vice-president, and 

Ira DeJernett, all of Dallas. 

DEMONSTRATOR—A cascade of water hits a bar of Allegheny Ludlum stain- 
ss steel in this three-dimensional illuminated display on view in Grand Central 
Terminal, New York, to demonstrate the metal's resistance to rust and corrosion. 
Ihe display, developed by McArthur Advertising Corp., New York, also is 

installed in stations in Washington, Detroit and St. Louis. 

NEARS THE GOOD WORD—Henry T. Ewald (second from right), president of 
Campbell-Ewald Co. and chairman of the NOAB board, listens to a resolution 
f appreciation signed by officers and directors of the National Outdoor Adver- 
‘sing Bureau. John M. Paver (left), president and general manager of 
NOAB, and A. D. Chiquoine Jr., consultant of the bureau, presented the scroll 
> Mr. Ewald in Detroit. J. J. Hartigan, vice-president of Campbell-Ewald and 

NOAB board member, is at the right. 

RIVALRY—Latest ad in the American Petroleum Institute's drive to convince 
skeptics that competition really exists in the oil industry is this full-color page, 

scheduled to run in Life, Dec. 22. 

IN CHICAGO FOR API MEETING—Executives of Skelly Oil Co. from Tulsa, Okla., and Kansas City, Mo., were entertained 
by Henri, Hurst & McDonald, the Skelly agency, during the Anerican Petroleum Institute meeting in Chicago. Left to right 
are J. W. Vaidean, vice-president; Rex Smith; Alex Dreier, NBC commentator; T. P. Mannion, advertising and sales promo- 

tion manager; Jesse Knowles; W. D. McDonald, chairman of the agency; Dan R. Breen; Dick Kerr and Robert Pielsticker. 

...and to best friends. give 

HMeram Ih ilbers 

a eat eat 
se eee 

HIRAM WALKER SNAPS THE FIRST PICTURE OF THE WHOLE FAMILY—AIl major brands of Hiram Walker, Inc., are 
brought together in one ad for the first time in this full-color spread scheduled for Collier's, Cosmopolitan, Life, The New 
Yorker, Redbook and Time. Separate campaigns for individual brands will be resumed in January publications. The holiday 

spread was placed by LaRoche & Ellis, New York. 
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Everitt Joins ABC 
Tom Everitt has been appointed 

eastern program manager '§ of 
American Broadcasting Company. 
He formerly was associated with 
Young & Rubicam as talent buyer 
and program builder. 

ABP Re-Opens Course 
Associated Business Papers has 

re-opened its registration for the 
New York University course on 
business paper publishing, which 
consists of four special sessions 
on costs. The first of the series 
will be held Dec. 4. 

‘to the Ric 

Central Texas 

MARKET 
Ask any advertiser and he'll tell you 

that products which SELL best in the 

rich Central Texas Market are those ad- 

vertised in the Waco News-Tribune & 

Times-Herald. Ask him why and you'll 

hear him say that these, and only these 

great dailies, dominate the compact 

1}-county trade territory which is Texas’ 

Fifth Major Market and influence the buy- 

ing habits of more than 330,000 persons. 

<7 
ae 

In Waco, the hub of this vast industrial | 

and agricultural empire, nine out of 

every ten persons read one of these pub- 

lications. Stake your claim to the Central 

Texas Market . . . and work it through 

the columns of the 

THE WACO NEWS-TRIBUNE 
THE WACO TIMES-HERALD 

WACO, TEXAS 
aye : 

* MORNING © EVENING “® SUNDAY 

National Rep’s Burke-Kvipers-Mohoney 

ae oe sae ey 

Seven Dynamics © 
of Catalog Design > 
Listed by Jervis | 
New YorK—The practical ap-| 

plication of “The Seven Dynamics | 

of Catalog Design” to various 

types of problems was discussed 

by Norman Jervis of Sweet’s Cata- 

log Service before the Industrial 

Advertising Association of New | 

York at its Nov. 10 meeting. 

The catalog follows advertising 

and precedes personal contact as 

a part of the industrial selling pic- 

ture, Mr. Jervis said, and has one 

or more of three purposes—to in- | 

vite sales calls, to solicit direct | 
orders on certain types of items, | 

and to give the designer specifica- | 

tat in New Wark? They toew that there hed aever 
before begs e wethod of ship drensing . .. K gartect 

Bek, herein Fe Reanty Bar... they daw vividly 
depwenteaied 4 pew ‘ted of skin dlagnapog that 

lo cwanisuges feted midiness with tov déetung 
 Reeiy someting new vorier the sun ta prone 

thesnes, Trosber rkin! 

Revewrck be borasoriss «/ 
Cottaten F aboabive «Pos 

davolog a har that cota 

tions which will help him. 

The seven dynamics include: 

The image or picturization of 

product or trademark; descriptive 

text; diagrams, charts, or tables to 

give much information at a 
glance; proper accent or weight 

assignment to various components 

of the design; gradation, er the 

relationship of various products to 

each other and to material com- 

mon to several products; insula- 

tion, or “eye control” to keep the 
eye from escaping; and _ color, 

when it helps the other six dy- 
namics, but not when it is used 
for decoration only. 

Frisco Production Men 
Organize New Club 

San Francisco agency produc- 
tion managers have organized the 
Advertising Production Managers 
of Northern California. Member- 
ship is open to all men actively 
engaged as production managers 
in mechanical production work in 
recognized advertising agencies 
located in northern California. 
| Officers are: President, Jack 
Cummings, Leon Livingston 
Agency; vice-president, Chuck 
Shrewsbury, 

Johnck, Young & Rubicam. 

Henry J. Kaufman & Associates, 
Washington, has been appointed 
to handle the advertising of San- 
ders Aviation Corporation, College 
Park, Md.; American Association 
of Home Economics, Washington; 
Quality Music Company, Wash- 
ington, and the men’s wear divi- 
sion of the Merchants and Manu- 
facturers Association, Washington. 

In ‘48 give your 

advertising a break — Use » 

 PACKAG 
N. Micl 

Beaumont & Hoh- 
man, and secretary-treasurer, Bert 

4 Name Kaufman Agency 

Pui Ba \ 
MILDER_by actual akin fests 
then any complexian soap 
ever made! ¢ ao 

Peet Co. begins testing copy for Vel 

es ee — a eS 

EDITORS ARE ASTONISHED 

FIRST OF ITS KIND—With this six-column by 155-line ad, Colgate-Palmolive- 
bar—the first detergent bar to reach 

the market. This ad, quoting a 25-cent price, appeared in the Grand Rapids 
Press. 

Pi-Do Sales Rise; 
Plans More Radio 
DaLLas—Eight years ago a local 

| baker talked over a formula for a 

pie crust mix with Harry Mc- 

Mains, Dallas agency head. 

Just recently, the Pi-Do Cor- 
poration, 

/conversation, moved into a new 
|$150,000 plant, and is pressed to 

keep up with demand in its 14- 

state territory. 

But in the interval between 

these two events, McMains had to 

|obtain the original backing for the 

‘idea and work out an effective ad 
|ecampaign. Basic theme for the 

/copy was pegged on the claim that 

making a palatable pie crust is 

| simple—with the Pi-Do mix. 

| The slogan adopted was—and is 

'—“You simply can’t fail to make 
a good pie crust using Pi-Do.” The 
'ad drive succeeded in building the 

company from a modest 1,500 

|package-a-day output with two 

‘employes to a 100,000 package-a- 

'day production with 100 employes. 

| The company recently dropped 
‘a $10,000 a month newspaper 

|budget and will concentrate on 

|radio. Currently, Pi-Do sponsors 

a 15-minute transcribed show, 
|“Aunt Ellen’s Kitchen Gossip,” in 

'12 southern and _ southwestern 
| cities. 

'Flader Retires After 
50 Years’ Service 
| Max H. Flader, founder, presi- 
'dent and general manager of 
| American Engraving & Color Plate 
| Company, San Francisco, has re- 
| tired after more than 50 years in 
the photoengraving business. 

| The company’s name has been 
changed to Walker 
Corporation of California. John P. 
Baugh is the new president and 

continue to serve as consultant 
and adviser. 

Names Reed Editor 
Paul L. Reed, who since March 

book of the American Society for 
Metals, has been appointed editor 
of Applied Hydraulics, which will | 
make its first appearance in Janu- 
ary. The new magazine will be 
published by Industrial Publishing 
Company, Cleveland. 

Televises ‘Apley’ Play 
Leo G. Carroll will star in the 

|second NBC-Theater Guild pro- 
| duction, “The Late George Apley,” 
| which will go before the television 
cameras at WNBT, New York, 
Dec. 7. The John P. Marquand- 
George Kaufman comedy will be 
carried over the NBC television 
network of four eastern stations. 

an outgrowth of that) 

Gets Plastics Account 
The plastics division of the 

Swedish Crucible Steel Company, 
Detroit, manufacturer of Olsonite 
solid plastic products, has placed 
its advertising with Zimmer-Kel- 
ler, Detroit. Business papers and 
direct mail will be used. 

Adds Westinghouse 
Westinghouse Electric Interna- 

tional Company, New York, has 
named Fuller & Smith & Ross, 
New York, to handle its advertis- 
| ing. 

Advertising Age, November 24, 1947 

Elects Horsey Chairman 
J. William Horsey, president of 

the Dominion Stores Ltd. ang 
General Bakeries Ltd., both of 
Canada, and of J. William Horsey 
Corporation of Florida, packer of 
citrus products, has been elected 
chairman of the board of the 
Orange Crush Company of Illi- 
nois, Inter-American Orange 
Crush Company and Orange Crush 
Ltd. of Canada. 

Hill Heads Sales 
Robert G. Hill has been ap- 

pointed acting manager of the ad- 
vertising sales department of Co- 
lumbia Steel, San Francisco, 
Charles L. Hamman has been 
moved up to general sales staff 
manager. 

DIVERSIFIED 
V “ed TRIES 

Including 

25 FURNITURE FACTORIES 

(home of Art Metal Deck and Filing 
Cabinets & Automatic Voting Machines, 
etc., ete.) 

JAMESTOWN 

Post-Journal 
ONLY Daily Newspaper 

JAMESTOWN, N. Y. 
An Isolated market in 

Southwestern New York State. 

: 

| 

Engraving | Their rates enable you to use an 

effective newspaper campaign. In 
general manager. Mr. Flader will| a few months you can judge news- 

You can test the selling power of 
newspapers with a comparatively 

'small appropriation. For example, 

use three Test Markets such as 

|Rockford, Dayton and South Bend. 

Tests that get results... 
SOUTH BEND 
A typical mid-western industrial 

community, with relatively st: 

ble economy, a trading cent! 

in the heart of a rich agricu! 

tural section 85 miles east «! 

Chicago. A self-contained mu: 

ket; the people who live here 

buy here. 

‘paper advertising . . . in relation to 
| sales of your product. 

This has been the pattern of test- 
has been editor of the 1947 hand-| ing by leading grocery manufac- 

turers who have used the Burgoyne 
Index to be sure before they spent 
the big money. 

May we set up a research plan 

tailored to fit your problem? 

Best 1947 city zone populativn 

estimate: 151,600. Approxima'e 

ly 870 grocery stores in mark«t. 

Leading industries: Studebake'. 

Bendix Aviation, Bendix Hoe 

Appliance, Singer, Oliver. 

Newspaper—-SOUTH BEN?) 

TRIBUNE, over 90,000 eveni':. 

You can use “split runs” !\! 

testing different copy at 

extra cost. 

Burgoyn é Cfrocery eshahe 
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NAB Board Drops 

feb. 1 Deadline 
and Modifies Code 

(Continued from Page 1) 

now “it is my belief that we and 

the other networks should reopen 
jiscussion as to the advisability 
of immediate consideration of an 
interim code to be adopted by all 

national networks.” 

Key concession last weekend 

was rewriting of code commercial 

time limitations to assure stations 
ample time for station break an- 
nouncements without eating into 
commercial time available to spon- 
sors of adjoining program time 

segments. 
Earlier code versions requiring 

stations to deduct station break 

commercial time from the three 

minutes’ commercial time allowed 
in any 15-minute program period 

had brought protests from inde- 

pendents and small stations which 
felt that the code was tailored to 

the needs of network stations. 
Besides full opportunity for sta- 

tion break announcement, the new 

version allows slightly more gen- 

erous commercial time in daytime 

programs. Under the latest plan, 
commercials in a five-minute pro- 
gam are up from one minute to | 
1:15; for’ a 10-minute program, | 
fom 2 minutes to 2:10; for a 15- | 
minute program, from 2:40 to 3;| 
for a 30-minute program, from 4 

to 4:15; for 45 minutes, from 5:30 

to 5:45. The limit is seven min- 

utes for a daytime hour program. 

Time Signals Exempted 

Maximum commercials for a 

single advertiser between 6 and 11 

pm. remain at one minute for a 

j-minute program; 2 minutes for 

a 10-minute program; 2:30 for 15 

minutes; 3 for 30 minutes; 4:30 

for 45 minutes, and six minutes 

for a nighttime hour. 

With some 96 stations, 13 state 

associations or groups, and four 

major or regional networks 

aroused by commercial time pro- 
visions, the board also agreed to 

except 10-second time signal, 

weather report or station promo- 
tional announcements from the 

general rules against double spot- 

ting. 
Multiple sponsorship or an- 

houncement programs are to re- 
main subject to the limitation of 
three minutes of commercial per 

li-minute segment, excluding 
station breaks, but time standards 

fr commercials may be waived 

a total of one hour daily for shop- 

bing guides, market information, 
tural news and similar programs, 

where the commercial may be 
“news.” 

The board also agreed to modify 
ts ban on middle commercials on 

lews programs. Instead of ap- 
lying to 15-minute news pro- 
frams, the “no mid-commercial” 

tule as currently written is lim- 
ted to programs of 10 minutes or 

Faced with all kinds of sugges- 
ions from more than 400 stations, 

12 siate associations and all major 

and regional networks, the board 
well into its third day put over 
vision of two other sections of 

he proposed standards dealing 
with general program standards, 

aid standards for specific types 

of s nsitive programs. 

Budget Cut to $735,000 | 
| 

its February session it will | 

‘on. .der any further revision of 

‘ne commercial standards. In ad- 
ut n, it must decide on such is- 

Sue: as dramatization of political 
‘SU _s; solicitation of funds on re- 

ligi 1S programs; provisions re- 
‘ate: to contests and offers, and 
wna ceptable advertising. 

B ard members emphasized that | 

idvertising Age, November 24, 1947 

the “referendum” on the final code 

wil be directed to “Do you want 
this, or something better?” Final 
code action is to be made by the 

board, and it is not likely that 

broadcasters will be asked to vote 

“ves” or “no” on the standards. 

Aware of discontent in mem- 

bership ranks, the board chopped 
a proposed $850,000 operating 
budget for 1948 down to $735,000. 
While this is 10% above the 1947 

level, increased membership would 

make up the difference without 
an increase in dues, the board be- 

lieves. 
Among economies under the 

board’s budget will be the closing 
of NAB’s offices in Los Angeles 

and New York. Functions of these 

offices will be largely absorbed by 

the public relations staff here. 

Appoints John Royle 
William Publications Ltd., Win- 

nipeg, has appointed John C. 
Royle, vice-president and adver- 
tising director, as permanent east- 
ern representative in Toronto. 
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= ments, including the CBS pack- | Sqrdik Appoints Scott 
Lucky Strike Sardik Food Products Corpora- 

age, Sweeney and March, but at) 

. last report was “a long way from | 4ion. Ne York. has appointed 
and Jack Paar putting one of them on.” Jack | Julian Scott Advertising yer 

Part Company Benny and Frank Sinatra (“Hit) New York, to handle its advertis- 

New YorK—It looks like a hard 

Parade”) will handle Lucky ing. 

season for new radio comedians. 

Last week Jack. Paar, whose 
parting with the American To- 

bacco Company had been rumored 
ever since the first fall Hooperat- 

ings came in, could sympathize 

with Henry Morgan, another 

promising young comic soon to be 

without a sponsor. 

American Tobacco, which buys 

the ABC time for the show 

through Foote, Cone & Belding, 

finally admitted that the stories 

Strike’s radio chores alone in the | 

interim. 

Join Meldrum & Fewsmith 
Lester H. Hartwig, formerly as- 

sistant director of farm advertis- | 
ing and farm relations at Fire-| 
stone Tire & Rubber Company, | 
and W. H. Stone, formerly with | 
Foote, Cone & Belding, have joined | 
the client service department of | 
Meldrum & Fewsmith, advertising | 
agency, as specialists in farm mar- 
ket advertising. Mr. Hartwig will | 
|make his headquarters in Cleve-| 

Greatest Industrial Area on Earth! 

|served as a replacement for Jack | 

were true. Lucky Strike is drop-|l!and and Mr. Stone in_ Detroit. | . 
ping the Paar show—a carryover | Both will work on the Dearborn | Chicago Ho 
from the summer season when it | Motors account. 

Benny on NBC. The company 

also is giving up the ABC Wednes- GIBBONS KNOWS CANADA 
day 9:30 p.m. spot after Dec. 24. J. J. GIBBONS LTD. avvertisine . 

The company has auditioned HEAD OFFICES 200 BAY STREET TORONTO 
several shows as possible replace- + WINNIPEG + REGINA + CALGARY « GOMONTON « VANCOUVER TORONTO + MONTREAL 
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: ce a , 

JOBBER 

Hundreds of. thousands of carloads 
of an infinite variety of building ma- 
terials are on the road to wholesalers 

and jobbers, whose executives and 

salesmen read American Builder. 

BUILDER 

American Builder is the standby 
with builders of light construction— 

the largest and strongest list of vol- 
ume buyers reached by any magazine 

in the building field. 

Out from the jobbers’ warehouses go 

building materials to fill dealers’ 
orders. American Builder reaches the 
dealers who handle more than 85% 

of the building material volume. 

American Builder’s $0,000 Subscribers 
are the largest and strongest group in the 

light construction industry, covering every vital point-of-sale. 

O FACILITATE the movement of a building prod- 

3 through the established channels of distribu- 

tion and to assure its application or use on a construc- 

tion job, requires the approval of the primary factors 

who control buying at three strategic points—the 

wholesaler’s warehouse, the retailer's yard, and the 

point of application at the construction site . . . Ob- 

viously, all three factors must agree that the product 

SEND VOW for the Most Complete 

Analysis of the LIGHT BUILDING CONSTRUC- 
TION INDUSTRY to be compiled in 30 years. 

is salable; that its performance is up to accepted 

standards. Any disagreement by any factor may mean 

“no sale” for the product . . . With strategic distribu- 

tion of its circulation covering the primary factors— 

wholesalers, retailers, and builders—American Builder 

exerts a powerful influence over the entire range of move- 

ment of building products from the manufacturers’ 

plants to final application or sale. 

The “Light Construction Industry” study defines in detail the light build- 

ing industry—how, where, what, and how much it buys. 
Here are authoritative tables giving the scope of the market. 

Here is information on buying practices that helps sharpen up sales 
plans and makes for effective advertising copy to interest builders and 

CONSTRUCTION 
WHISTH 

their suppliers. 
The channels of distribution are clearly charted, together with all fac- 

tors that influence buying of building materials, supplies, and appli- 

ances. 
Here are the facts and figures that influence the selection of an adver- 

tising medium to reach this thriving market. Here is how and why 

American Builder can take you most directly to the largest group of 

builders and suppliers involved in the sale and use of products like yours. 

The study is just off the press with the latest available data. Reserve 

your copy now. 
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Names Honig-Cooper 
The Holsum bread division of 

Langendorf United Bakeries, San 
Francisco, has appointed Honig- 
Cooper Company, San Francisco, 
to handle its advertising. Radio 
and outdoor advertising will be 
used. 

‘Francisco, 

Gets Candy Account 
The Conner Company, San 

has been named to 
handle the advertising of Golden 
Nugget Sweets Ltd., San Fran- 
cisco. A spot radio campaign for 
Big Hunk candy bar is scheduled 
to begin immediately. 

QUARTERS 

For Every 1946 Dollar 

«ln Worcester Wages 

Total wages paid 83,000 industrial workers in 

Worcester during the first seven months of 1947 

increased 25% * over the same period last year— 

a continuing supply of money ready to be spent 

on consumer goods. Set your advertising budget 

accordingly in the Worcester market, thoroughly 

covered by the Worcester Telegram-Gazette, with 

a daily circulation in excess of 140,000 and by the 

Sunday Telegram, with a circulation of more than 

100,000. 

* Massachusetts Department of Labor and Industries : 

Ve TELEGRAM GAZETTE 
WORCESTER, MASSACHUSETTS 

iy GEORGE F BooTH Pub&isher- — 

MOLONEY, REGAN & SCHMITT, INC., NATIONAL —_, 

OWNERS of RADIO STATION WTAG a 

Most Mattress 
Firms Planning 

Larger Budgets 
Cuicaco—Pessimism was mixed 

with optimism at the annual meet- 
ing of the National Association of 

Bedding Manufacturers here last 

week. 
Mattress and box springs 

makers were hopeful of selling 

more units next year, knowing 

their sales have risen constantly 

for a number of years and de- 

mand is still far from satisfied. 

Many also count on heavily in- 

creased ad budgets to keep their 

profits up. 
On the other hand, as NABM’s 

secretary and general manager, 

J. P. Fanning, explained, immi- 
nent passage by Congress of an 

aid program for Europe will 

seriously affect supplies for bed- 
ding. Steel and textiles will be 
sent abroad in large amounts 

under the Marshall Plan, and even 

now there is a shortage of steel 

springs, cotton tickings and other 

materials. 

Prices to Go Higher 

Some mattress makers have al- 

ready raised their prices or dis- 

continued making low-price lines 

(partly because postwar demand 

is greater for quality lines) and 

manufacturers expect prices to in- 

crease substantially if and when 

the European aid program begins 

affecting steel and other supplies. 

In the first nine months this 

year about $1,200,000 was spent 

in magazines by a score of bed- 

ding manufacturers or bedding 

groups marketing under a single 

brand name (such as Serta, Sealy, 

Triple Cushion, etc.). Some have 
also spent additional amounts in 
newspapers and radio (usually 
spots). 

Next year promises larger ad- 
vertising schedules by the indus- 

try. Whether or not Simmons 

Company greatly increases its own 

heavy campaigns, it will face 

stronger competition from other 

brands. National Mattress Com- 

pany here, second largest mattress 

manufacturer, until two years ago 
did not advertise nationally. It 

has already started advertising 

widely and next year’s budget will 

be substantially greater. Bozell & 

Jacobs is Namaco’s agency. 

The same is true for Englander 

Company here, which, through 

Leo Burnett Company will spend 

close to $500,000 in 1948—much 

more than this year’s budget. 

Brandwein Starting 

A. Brandwein & Co., Chicago, 

just recently began advertising 

Granada mattresses in national 

magazines. It is spending $65,000 

in the 12 months ending next 

June and expects to spend more 

later on. W. B. Doner & Co. here 

is the agency. 

Spokesmen for Sealy, Inc., Chi- 

cago, indicated that their manu- 

facturing group, through Aubrey, 

Moore & Wallace, will spend con- 

siderably more than they have 

this year, when Sealy magazine 

space alone cost about $100,000. 

Serta Associates, also of Chi- 

cago, recently announced that its 

campaign, through Gourfain-Cobb, 

for Perfect Sleeper mattresses will 

total about $500,000, largely in 

Sept. 29). 

side Chicago which also are ex- 

pected to boost their budgets, ac- 

cording to NABM officials, are 

Spring-Air Company, 

Mich.; Ostermoor & Co., Bridge- 

port, Conn.; Rose-Derry Company, 

Newton, Mass.; Eclipse’ 

Products, New York; 

Spring . Company, 

| others. 

newspapers and magazines (AA, | 

Companies headquartered out- | 

Holland, | 

Sleep | 
No-Sag | 

Detroit, and 

tion of America for service are (left 

phia zone manager; John J. McQuigg, 
W. M. Marzolf, Nash media manager, 

THANKS OUTDOOR MEN—Lined up on Atlantic City's Boardwalk in front 
of the Nash Motors bulletin thanking members of Outdoor Advertising Associa- 

director, Geyer, Newell & Ganger, Nash agency; J. Frank Cox, Nash Philadel. 

WELCOME 
“Outdoor Plant Operator 

to right) John G. Fitzpatrick, outdoor 

vice-president, Geyer, Newell & Ganger; 
and R. C. Maxwell Jr., R. C. Maxwell 

Co., Trenton and Atlantic City. The Nash outdoor campaign is considered an 
outstanding success. 

Vultee Names Bruno 
PR Counsel 

H. A. Bruno & Associates, New 
York, has succeeded Hill & Knowl- 
ton, New York, as counsel to Con- 
solidated Vultee Aircraft Corpo- 
ration, San Diego. The latter com- 
pany resigned the Vultee account 
Nov. 20 when Avco-Mfg. Corpora- 
tion withdrew from management 
of Convair, a Vultee aircraft. 

Hill & Knowlton will continue 
to serve as public relations coun- 
sel to Avco and its subsidiaries, 
including the newly formed Nash- 
ville Corporation. 

Four Appoint Railton 
Richard Railton Company, San 

Francisco, has been appointed Pa- 
cific Coast representative of 
Grocer Graphic, Tires Service 
Station, Fountain Service and Rug 
Profits. 

Names Daniel Warner 
Daniel S. Warner, formerly ac- 

count executive in the San Fran- 
cisco office of Batten, Barton, Dur- 
stine & Osborn, has been ap- 
pointed Pacific Coast representa- 
tive of Collier’s. 

*¥YOUR DIRECT MAIL* 
the day you want it 
the way you want it 

eee 

Direct “ dreams 

© Msltoraphing a av 

. Addr raph Lists 
®@ Varityper position 

CALDWELL 
LETTER SERVICE 
8 WEST ONTARIO STREET 

pg Poros 8154 Chicago 

NEW $350,000.00 

BUILDING 
Pictured above is the accepted 

system of high intensity lighting 

weather. 

and National Air Lines and wi 

Flying Service. 

EVENING POST. 

CIRCULATION: Up from 44,041 in 

Keep Your Eyes On Charleston 

: r _ 
9 “' 

~ heaie SS & 

AT MUNICIPAL AIRPORT 

Lapham, for the new $350,000.00 Administration Building at the 

Charleston Municipal Airport, which will be completed in 1948. 

This is but the latest improvement in the development of the giant 
2100 acre airport—already one of the finest in the southeast. 

In addition to the new administration building there will be a new 

landing system which enables airliners to land in any type of 

Charleston is now served by Eastern Air Lines, Delta Air Lines 

This airport improvement is but another phase of the post-war 

progress and development of the prosperous Charleston area—an 

area completely covered by the NEWS AND COURIER and THE 

MILLINE RATE: Only 2.47, lowest in S. C.; 

ADMINISTRATION 

architect’s drawing, by Simons & 

in connection with the instrument 

th charter service by Hawthorne 

1941 to 73,341 in December 1946 

less than national average 

THE CHARLESTON EVENING POST 
«Che News and Cou 

CHARLESTON, SOUTH CAROLINA . 

| REPRESENTED BY THE JOHN BUDD CO. 

Price 

Held 

Cong 
WasHID 

possibilit, 

control « 

controver 

emerge 1 

mittees ¢g 

this weel 

10-point 

A sho 

many L 
drew im 

action 

Moreove! 

Green sl 

and pric 

Repub. 

ert A. 

Committ 

port wou 
sion stu 

consume 

versial it 

control ¢ 

terials 2 

January 

cording 

On Tt 

and cw 

full-scal 

10-point 

Wolcott 

most eff 

there w 

sign pri 

dential | 

Despit 

ous nat 

remedie 

dent, k 

reportec 

line” at 

At I 

Comme} 

Harrimsé 

most ct 

bers, W 

upward 
threat 1 

ing.” 

“ait 

Americ: 

compar 

ployme: 

do not 

retary | 

rise in 

and a | 

to mill 

in the 

and ap 

Sa: 

Whil 

by cor 

and lal 

Harrim 

is nee 

strengt 

“The 

tention 

wartim 

an in 

Stabilit 

our go 

porary 
econon 

mit us 

source: 

and st 

Mea: 

partme 
Statist 

ductio 

“seasol 

in licat 

pc wer 

turers 
Sa'd. 

re dort 

it. su 
hizhs 
q\ arte 
Cc igue 

D.oym 

St-ong 

season 

Nt ar-r 

ccntra 

Be ia e ' ry at ae eR : * ; ; , gies 5 ie - Sine sei ‘ ae fos v ae : "7 ; 

Advertising Age, November 24, 1947 Advertisi 

Be | i = , . , op } é ae OAS 3, ae a cal! 6. 

| . : a | my a 7 

nh. —_——_——_—_—.. nn nn Ss. ee = ee :nRmn—n nk _ = < te ee . 4 ‘ ; U : oe 

PX ig. Pts, . * Si . — 

; 
y Bs ee 

hn, Re cherie ie (ts Re arena gaa a 

: ec ek he ‘i Lin ee - hogs cepa lone, = | — ”  £4aey an 

‘ “e ae Be i id . * be # “ ae | on A V4 > ¥ ; ae s 3 - ~ ag a 3 a 
; ih, { . atta’ ee ae? ae ft “rt . | : oS : ; ‘ . / a ‘ Oe — e, — a K go ; 

4 ‘ eS ey ae . os Sse a % % : Sy ey S = % oo a = a oe, J Nie? ree | 2 ree ba ped ee. a ay 

Pe Pixon, 34 er 4% | Soe fa. ey ek ates ae a 4 

4 (| , a: tr: = lt Te) ie _— - ate ts = ay & eit ta ; ait a . a z 

a ~ CY» — oe Wt hae | -. Jat iii . Se te ee 2 a i on Lamy; 15s Pe. p ¥ | - : oe elie cd 

tore MS a “fee | : - 
: es sy Ka = het Oe. ba\¥ 

a alt ” 7 Ae 3 (=F “ok ‘ us Me ie oe j 

hit hy Ff we > Se AE a 
: -. \ & ——= = “ ref ds 4 

ieee Sa Mi SS re ie +f iene A ie 

: | SSI aN a — fe ai ; of dai se] 

i Sasa § y aa i Ze af) aes) ’ gE pe SETS ESET ie enue 

A 7 | 

fay a Sites | | | 

: "1 ie é ¥ ae ve 
; % co eee (gl # 

P sol at mt 
abi oe aes | | 

| aphing 
—__ ssing 

4 i 

x | 
’ | 
- 4 | 

i : a $i 

ti : | 

‘ ‘ | 
| A | i ee | 
' 

) 4] tg ' | . A f 

Bh | | i 2 a 
: 

—  * Si Meo Ef te oe ae a 6 Peet" ot a 

Y ’ 4 Terue 7 ie 2 nd» <i a * A TT, ee 

Bie rr e : fe: ye 
; ; . WOR ae , rie — $ : 
j re is heal badlone bk i eee ag a ae 3 re fi ae ‘ 

bt] a RE Be tn al aii 
Ld Rip". ee baie cit, 

. - 

5 te Ce *. 
ty ee ee 7 Bio hy. aii n ai 

| 

ue rh ‘ig 7 A a Sr 
BRS es | ee ‘| oad Bits es 

Pal | A ; Ay Pe 

i a 
; \ ; \ ies. | 

a SS 
} ee ees 

wile ~ 

, Mt 4INGS eee 
=. M4 \j poeta Cues Er 

a 
; ¥4 . il ; By” “ Brak i. = 

ni eh ‘ pe = Tait ta! ‘ al Ls FY 

alg “" eR aed! 

= AVERS3 | a a ENGRAVER ®3 Fl 
| P H 0 T 0 ¥ i ig i i 

- Ar ee ae Si ‘yi 

: | re wor ee 
| ‘rte g i. “ mee te! ag _ 

Be” . a? sf eae he ee 

w as “g aa ee i AP Pre ae 

i} ye i6o5 ie e538 at St a Lee ; ee ae a Ris Si PEEL AP EPP CE ee ee 
eRe Bic 4, Bhs ne omee, tt > se EE OR LER oF" rs | 
ees bei? Bi. ie 2D) AV E N U E h. ‘ 

eek oP MR? ¥ Ri t? . ¥ ae icHIGAN AVEND Tg | 
: orRT HM 1 ee 

207 N cHICAGO” |, ae | | iN 5854 am 4a 
ft K AN K L ape — 

‘ 

: x ? ~ ‘ a 



hing 

~ @ 

“—e = “w 

Advertising Age, November 24, 1947 

Price Control 
Held Unlikely as 

Congress Convenes 
WASHINGTON — There is little 

possibility that consumer price 
control or rationing, or similar 

controversial legislation, will 

emerge from congressional com- 

mittees getting promptly to work 

this week on President Truman’s 

10-point anti-inflation campaign. 

A shock to Republicans and 

many Democrats, the program 

drew immediate unfavorable re- 

action from business leaders. 

Moreover, AFL President William 

Green suggested caution on wage 

and price controls. 
Republican Senate leader Rob- 

ert A. Taft indicated that his 

Committee on the Economic Re- 

port would confine its special ses- 
sion studies to export controls, 

consumer credit and less contro- 

versial items of the program. Rent 

control and allocation of raw ma- 
terials are to await the regular 

January congressional session, ac- 

cording to Taft’s timetable. 

Hearings to Start 

On Tuesday the House banking 

and currency committee opens 

full-scale hearings on the entire 

10-point program. Chairman Jesse 
Wolcott (R., Mich.), one of OPA’s 

most effective foes, indicated that 

there would be no effort to as- 

sign priority to the various Presi- 

dential proposals. 

Despite the unexpectedly vigor- 

ous nature of the anti-inflation 

remedies announced by the Presi- 

dent, key cabinet officials were 

reported ready to “go down the 

line” at congressional hearings. 

At Kansas City Wednesday, 

Commerce Secretary W. Averell 

Harriman, considered one of the 

most conservative cabinet mem- 

bers, warned that the continuing 

upward spiral of prices “is a grave 

threat to our continued well be- 

ing.” 

“Although some _ 60,000,000 

Americans are now working at 

comparatively high wages, em- 

ployment figures and wage rates 

do not tell the whole story,” Sec- 

retary Harriman said. “The rapid 
rise in prices over the past year 

and a half has brought difficulties 

to millions of American families 

in the midst of booming business 

and apparent prosperity.” 

Says U. S. Action Needed 

While he felt voluntary steps 

by consumers, farmers, business 

and labor might be helpful, Mr. 
Harriman said government action 

is needed to “supplement and 

strengthen voluntary efforts.” 
“There is no need and no in- 

tention to return to sweeping 

wartime controls—but it is only 

an intelligent regard for our 

Stability and our freedom to give 
our government limited and tem- 

porary authority to protect our 
economic life at home and to per- 
it us to direct our available re- 

Sources in furthering world peace 
and stability,” he said. 

Meanwhile the Commerce De- 

partment and Bureau of Labor 

Statistics reported October pro- 
duction and employment beyond | 
“seasonal” levels. Increased orders | 

inijicate a more liberal buying 

Pcwer on the part of manufac- 

turers and distributors, Commerce 

Sa‘d. Industrial production was 

reoorted continuing upward from 

it’ summer low point toward the 
hishs recorded during the second 
q: arter. BLS Commissioner Ewan 

C ague found nonagricultural em- 
Poyment in October “off to a 

Sttong start” for the Christmas 

Season. Home building, with a 

Niar-record 92,000 starts, was 

Ccatrary to customary downward | 
! 

trends for the month. 

Improved flow of raw mate- 

rials, a low volume of strikes, and 
favorable weather permitted the 

usual October building record, 

Mr. Clague said. 

Best Foods Shifts 
Jones and Kenny 

J. J. Jones, former sales man- 
ager for the eastern region of 
Best Foods, Inc., New York, has 
been appointed sales manager of 
the company’s refined oil divi- 
sion. 

E. P. Kenny, former sales man- 
ager in the company’s central re- 
gion, succeeds Mr. Jones as sales 
manager for Best Foods’ eastern 
region. 

Starts Castoria Drive 
The Centaur Company division 

of Sterling Drug, Inc., New York, 
is using 131 dailies in 112 cities 
for its “cold weather” advertis- 
ing campaign for Fletcher’s Cas- 
toria. The drive will continue 
through December. Young & 
Rubicam, New York, is the agency. 

+4 

McCarty’s Dallas 
Manager Sets Up 
His Own Agency 
DaLLAs — Formation of J. B. 

Taylor, Inc., a new agency which 

will take over the business of the 

McCarty Company, Dallas branch, 

was announced last week by J. B. 

Taylor, president. 

Mr. Taylor, manager of the 

McCarty office for the past two 
and a half years, said his new 
agency would continue to serve 

McCarty clients in the mid-con- 

tinent area, but will operate as a 

distinct and completely separate 

agency. 
Other officers are Thomas W. 

Norsworthy, vice-president; Mary 

Tevis Bennett, treasurer, and Les- 

lie Shults, secretary. Other prin- 

cipals are Mary Jo Shaughnessy, 

publicity director and copy chief, 

and Phillip Oliver, associate art 
director. 

Before joining the McCarty or- 

Bere 

ganization, Mr. Taylor had been 

vice-president of Tracy-Locke, 

Inc., Dallas, and prior to that held 
sales and promotion positions 

with Birds Eye Frosted Foods, 

General Foods Corporation and 

American Chain & Cable Co. 

Offices of the new agency re- 

main at the 2217-A Cedar Springs 

address. 

Names Hopper Agency 
The Waterville division of 

Scovill Mfg. Company, Waterville, 
Conn., has appointed the Schuyler 
Hopper Company, New York, to 
handle the advertising and sales 
promotion of its plumbing fixtures 
section and industrial fasteners 
section, effective Jan. 1. 

Largest PAID Circulation — by three 

times—of any magazine covering 

the entire industry... and a total of 

1,000 reavers montuiy 

(Tops in the field) 

82 Wall Street, New York 5, N.Y. 

* CONVENTION ANDEKHIBIT ie | | 
BOOTHS AnD DISPLAYS * Dini of Gale 
*CQOUNTER 

DISPLAYS 
CHICAGO ADVERTISING DISPLAY CO. $ 

N 37 No. Wacker Drive .. . 
. Phone Franklin 6957 

SEER EE NESE 

. Chicago 6, Ill. 3 

For travel information see 

For finer reproduction see Standard Oil's campaign’ 

This newspaper campaign for Standard Oil Com- 

pany (Indiana) highlights Standard’s Personalized Travel 

Service. But this Standard Oil campaign also highlights the 

finer reproduction obtained with Reilly pLasticryres. For 

tearsheet after tearsheet proves that Standard’s campaign gets 

cleaner, more uniform reproduction—despite the varying pro- 

duction methods among newspapers. 

After six years of experience in producing fine plastic plates, 

we have achieved standards of precision unmatched in the ’ 

- 

industry. Every Reilly PLASTICTYPE is precision-perfect — 

closely routed to clean up shoulders of illustrations and all type / 

areas, with open areas routed to .055 of an inch! No wonder 

more than 200 national advertisers are now using Reilly 

PLASTICTYPES, some of them for the past three years. Mail the 

coupon today for proof of Reilly PLASTICTYPE perfection. 

Reilly Plastictypes 
REILLY ELECTROTYPE COMPANY 

305 EAST 45th ST., NEW YORK 17, N. Y. MUrray Hill 6-6350 

CHICAGO « DETROIT - INDIANAPOLIS - SAN FRANCISCO - LOS ANGELES 

— Td ~~ a 

i” FREE! 
7 

4 Reilly Electrotype Company 
305 East 45th Street, New York 17, N. Y. 

Mail me a sample Reilly Plastictype, and 

~~, 
7, 

/ tearsheets. 

! Have a representative call to give me 

! full details. 

' 

' Name 
| 

4 Company 

\ 
\ Address 
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© Plan Art Exhibit 
The third annual exhibition of 

West Coast advertising art will be 
held in the exhibition hall of the 
Los Angeles Public Library, Feb. 
2-11, 1948. Over 1,500 entries are 

*> expected from leading agencies 
and art directors in the West, and 
the 300 best will be hung in the 
exhibition. Entries should be sent 

» to the exhibition secretary, Rich- 
' ard E. Devers, Tabery Corpora- 

tion, 3443 S. Hill St., Los Angeles. 

a 

make 

extra sales for you 
Most of the 25,000,000 youngsters in 
America’s grade and high schools copy 
adults. That's why you get model cus- 
tomers when you sell the 727,000 sub- 
scribers to State Teachers Magazines. 

Teachers’ opinions and peso are 
respected throughout the community, 
reflected. in parents’ thinking and buy- 
ing, too. 

> 

Salary increases totaling $350,000,000 
make teachers better sales prospects 
this year. Get the complete story of 
how to reach America’s most influen- 
tial market. Write Georgia C. Raw- 
son, manager. 

42 MAGAZINES * 727,000 SUBSCRIBERS 

STATE TEACHERS 
~ MAGAZINES 

307 N. MICHIGAN AVE., CHICAGO 1, ILL. 

Watch for ‘Frankenstein’ 

in Copy Research: Weir 
(Continued from Page 1) 

son, vice-president and copy direc- 
tor of Kenyon & Eckhardt (presi- 

dent of the Copy Research Coun- 

cil), warned that readership should 
never be the goal, and that reader- 

ship does not necessarily indicate 

selling power. In fact, Mr. Carson 

thinks that the effort to broaden 

copy to attract the largest number 

of readers may considerably re- 
duce sales effectiveness. 

The dangers of readership re- 
search over emphasis are three- 
fold, he said: (1) that readership 
will become the principal goal; (2) 

that agencies will start forcing 
readership by using tricks to hypo 

readership while neglecting sound 

copy principles; (3) that formu- 
larized advertising will result. 

Mark Wiseman, conductor of an 

advertising course, warned against 
too great reliance on consumer 
juries or pre-testing advertise- 
ments. “A far more effective 

method,” he said, “is to study 
reader-behavior. indices revealed 
by readership research and apply 

the principles to the advertisement 

before getting it into final form. 

“When you apply these findings 

(on format, illustration, headline, 

text, type arrangement, etc.) to 

your own advertisement, you can 

tell whether its elements will leave 

the average reader unmoved, re- 

pel him, or make him stop, look 
and read.” 

W. E. McKeachie, 
Erickson, was chairman. 

McCann- 

‘NEED FOR RESEARCH 
STRESSED BY MEDIA MEN 
New YorK—Research needs and 

their bearing on new media prob- 

s 

THE DAKOTAS TOD 

A NEW PROSPEROUS DAKOTA MARKET! 

Results from 1946 Diversified Dakota farming 

Livestock Cash Income 

Crop Cash Income 
Total Cash Income 

ie sesauetsn $ 531,039,000.00 
eer ee Te $ 555,509,000.00 

$1,086,548,000.00 

THE 5th LARGEST OF ALL U.S. FARM MARKETS 

w * * 

1946 Average Cash Income 

from 138,468 farms ...$7,865.00 per farm 
we * * 

THE 3rd LARGEST CASH INCOME PER FARM 

IN THE NORTH CENTRAL STATES 

100,000 farmers, or 70% of all Dakota farmers, TODAY, 

read and respond to the Business Paper of this new Billion 

Dollar industry... 

AKOTA FARMFR 
ABERDEEN, SOUTH DAKOTA 
J. P. MALONEY, Advertising Manager 

lems for 1948 were discussed at 

the Four A’s media session by a 
panel headed by Henry L. Sparks, 
manager of publication media, of 

Young & Rubicam. 

“What Magazine Problems Can 

We Afford To Solve?” was outlined 

by Newman F. McEvoy, media di- 

rector of Newell-Emmett Com- 

pany, New York, and president of 

the Media Men’s Association of 

New York. 

“Probably in no phase of media 
buying—with, perhaps, the single 

exception of radio—is audience re- 
search more important than in the 

magazine field,” Mr. McEvoy said. 
“Not only do we have magazine 

readers showing interest in more 

publications than ever but also we 
find new recruits for the magazine 

people as consumer interests 
broaden and the educational proc- 
ess continues.” 

He suggested that before ‘“‘we set 
out to learn all the answers, let’s 
be sure which answers will be 

most useful to us. Let’s find out 
how often we need a new set of 

answers. Let’s adopt a research 

program sponsored by an _ inde- 

pendent organization so that the 

advertising buyer need not also 
serve as a research analyst.” 

Wants Outdoor Research 

Milton L. Kiebler, manager of 

the media department, Benton & 

Bowles, declared that learning 

more about the outdoor medium 

was one of agencies’ first prob- 

lems. He found evidence of a 

boom in outdoor, and predicted 

that the 1947 volume would be 
$84,000,000 in national billing, as 

compared with $70,000,000 last 
year. 

In addition, he said, there is 

an additional $10-$15,000,000 in 
contracts which could not be exe- 

cuted because of lack of space. Mr. 

Kiebler said he thought outdoor 

would have about the same per- 

centage (4%) of over-all national 

advertising volume, as it did in 
1946. 
Among the problems facing the 

industry are difficulties in plant 
expansion, uncertainty about the 

ability of future ad volume to meet 

the expanded: plant, and lack of 

unified policy in allocating space 

to advertisers, he said. 

Discusses Costs | 

over-all posting costs have 

1935-1945. 

mentioned new information show- 

|ing traffic increases from the Na- 
tional Outdoor Advertising Bureau 
and the Ft. Wayne study. 
| Mr. Kiebler found two dominant 

/trends in outdoor: (1) a tendency 

|}among advertisers to believe that | 
|in buying a 50-size showing at a 
little more than half the cost of a 

|100-size showing they get propor- 
'tionately more circulation (with 
which he does not agree); (2) in- 
creased cost of poster advertising 

has swung some advertisers to the | 

50-size showing. 

He believes that, while plant op- | 

erators may be alarmed by the 

trend, it may be beneficial, because 

the 50-size showing (1) will at- 

tract small budget advertisers 
who cannot afford the 100-size; 

(2) gives new advertisers a chance 

to test the medium at nominal 

cost; (3) enables operators to 

handle more different advertisers; 
(4) helps to keep down plant in- 

ventory, important when building 

space is a problem. 

Plugs BMB 

Speaking on the problem of the | 

mushrooming of radio stations in’ 

Mr. Kiebler also found that the | 
in- | 

creased 25% in the ten-year period | 
He said 1948 rates 

would average 16% higher than | 

1945. He pointed to the long lack | 

of circulation data on outdoor, and | 
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the U. S., Mary Dunlavey, time 

buyer at Pedlar & Ryan, New 

York, urged media people to 

encourage new stations to sub- 

scribe to the Broadcast Measure- 

ment Bureau. 

Miss Dunlavey said that the 
BMB is the newest measurement 

tool and could be better if it were 
more complete. She revealed that 

Procter & Gamble, one of her ac- 

counts, has recently decided to 

base its coverage on BMB wher- 

ever it is available. 

“It is the responsibility of radio 
time buyers to be _ thoroughly 
familiar with all of the new sta- 

tions. The number of stations has 

doubled in less than two years and 
new stations are still being added 
almost. daily. It is doubtful 
whether anyone is that familiar 

with all of them,” Miss Dunlavey 
declared. 

May Be Problem Children 

“We have the stations—literally 
thousands of them. The impor- 
tant thing to us—as agency peo- | 
ple—is to keep these infant sta- 
tions from being problem children. 

As agency people we must see that 

sufficient information about these 

stations is available. We must 

support and promote the services 

which" can: provide us with such 
information. In this way only can 
|we meet our obligations to our 

clients of selecting, at all times, 

the most economical and most ef- 

fective media.” 
In a report on the ‘“Develop- 

|ments in the Continuing Study of 

|Business Papers,” E. Scott Patti- 

son, vice-president of G. M. Bas- 

ford Company, New York, re- 

ported completion of the second 
pilot study which was conducted 

on Chemical Engineering Maga- 

zine last June. 

Mr. Pattison showed a series of 
slides which showed that 50% of 
the readers pass their copies to 

others after reading. Difficult 
problems of securing interviews, 

which in this case were made in 

the. state of New Jersey, 

overcome in the study, but only 

after repeated calls. Less than 

one half of the reader group was 
available on the first call, but call- 

backs brought the figure up to a 

practical level. 

Ready for Full Studies 

“With the completion of this 

second pilot study, the business 

paper project has reached a point 

where full-scale continuing studies 

on a| 
direct sample of readership, were | 

can be launched,” Mr. Pattis 
said. “A committee on costs ; 
now making a check on possible 

economies on the conduct of the :e 

studies. preliminary to appro, )| 

that will get the work under way.” 
An illustrated talk on “Hi:} 

Lights from the Successful Far). - 

ing Survey of the Continui» 
Study of Farm Publications,” ws; 
given by A. W. Lehman, managi::< 
director of the Advertising R:- 
search Foundation. 

Mr. Lehman reported that Suc- 
cessful Farming, with a circula- 

tion of approximately 1,218,000, ac- 

cumulated 2,010,000 readers of the 

158-page surveyed issue within 28 

days after subscribers received 
their copies. He said there were 

880,000 men readers and 1,130,000 

women readers. 

Mr. Lehman explained the re- 
search technique used by demon- 

strating how the publication’s total 
‘readership was determined through 

‘use of the Qualifying Kit method 
for testing claimed readers. He 
also discussed the publication’s 

REACH THE 

% The Post is edited for the 

active half of Cincinnati — 

the young-in-heart, inquiring- 

in-mind — 153,000 

who actively respond to adver- 

families 

| 

tising. 
| 

incinnati 
Post 

neacnes 56% oF CINCINNATI | 

~ Just out 
This 

24 pg. book 

tells how 
National 

_ Advertisers 

LOCALIZE 
for selling 

ACTION 
Read the exciting story of “big time” merchandising at 
point of sale and how you can build maximum sales 

“QUALITY NEON 

3500 

REPRESENTATIVES 

with Brand Identification Signs. 

AND FIUORESCENT SIGNS IN QUANTITY 

NEON AVENUE 

IN ALL PRINCIPAL CITIES 
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readership scores, showing typical 
advertisements of the surveyed 

issue. 
Lester Malitz, vice-president and 

director of media of Warwick & 

Legler, and vice-chairman of the 
Four A’s committee on daily news- 
papers, reviewed the committee’s 

papers on suggestions for the ad- 

vincement of newspaper advertis- 
ing which were drawn up and re- 

leased about a year ago. Mr. Malitz 
told the media group that these 
suggestions would be available to 

them the first of next year. 

Production Men 
Visualize Brave 
New World Ahead 
New YorkK— There may have 

been some discouraging aspects of 

the American Association of Ad-| 
vertising Agencies’ New York | 

council meeting last week, but 
they didn’t show up at the me- 
chanical production session. 

Ben Dalgin, director of art and 

reproduction, New York Times, 

told the group that “the future 

for advertising reproduction in the 

newspaper field promises to be 

the brightest in its history.” Three 

evidences were cited: (1) ap- 

pointment by the ANPA of a re- 
search coordinator; (2) the work 

done by the reorganized joint 

committee of the ANPA and the 

Four A’s, aiming for improvement 

of newspaper reproduction; (3) 

general interest displayed by ad- 

vertising and newspaper person- 

nel in improving newspaper ad- 
vertising appearance. 

Expects Growth to Continue 

Clayton C. Westland, manager 

of the commercial printing di- 
vision, McCall Corporation, noted 

that magazine letterpress printing 

facilities produce at nine times the 

speed they did 25 years ago. He 

expects future growth to be at the 
same pace and said “the letter- 

press industry is prepared to meet 

this growth with still further im- 

provement in magazine printing 

equipment.” He said there were 
production problems to be solved 
before these speeds could be 
achieved, but that he expected the 

“manufacturing end of the busi- 

ness will keep pace with the de- 
mand.” 
Len S. Pinover, vice-president 

and general manager of Intaglio 

Service Corporation, described the 

recent renaissance of gravure, and 

sketched the hopes of the indus- 

try for the work of the new Grav- 

ure Research Foundation. 

CFAC Christmas Party 
Set for Dec. 11 | 
The Chicago Federated Adver- 

ising Club’s Christmas party,| 
given annually for the benefit of. 
the Off-the-Street Club, will be | 
held at the Hotel Stevens Dec. 11.) 
The Off-the-Street Club, sup-| 
ported largely by the advertising 
fraternity of the Chicago area, 
provides recreational programs 
for Westside children. 
General chairman of the event 

is M. R. Schoenfeld, of Schoenfeld, | 
Huber & Green advertising agency. 
The afternoon-long program, fea- 
turing professional and amateur | 
lalent, is in charge of Peter Ca-| 
vallo of J. Walter Thompson Com- 
Dany. 

Expands Service | 
Quotation House, Inc., Darling- | 

‘on, Md., will expand its consulta- 
lo. service to include advertising | 
agents and their advertisers, | 
Yaighn Flannery, vice-president, | 
Nas announced. Prior to this, | 
Quotation House has worked only 
lor publishers such as Farm Jour- 
ma McCall Corporation, Path- 
In er, ete. 

Ccuampbell Elected V.P. 
l.oy Campbell, account super- | 

‘isor in the Chicago office of | 

‘ote, Cone & Belding, has peen | 
“e-ted a vice-president. 

| 

| 

Young, ‘Columbus 
Dispatch’ Ad 
Director, Dies 
CoLumBus, O.—Harvey R. 

Young, vice-president, advertising 

director and a director of the Co- 

lumbus Dispatch, 

died at his home 

here Nov. 19 fol- 

lowing a_ heart 

attack. He was 

77 years old. 

Mr. Young 

was’ one of the 

nation’s most 

widely known 
advertising ex- 

ecutives. He 

joined the Dis- 
patch in 1908, 
and under his direction it became 

one of the nation’s leading news- 

papers in advertising linage. Prior 

to joining the Dispatch, he was 

advertising manager of the Ohio 
State Journal for several years. 

Harvey Young 

Pa’ St 

|He had spent his entire life in ad- 
vertising business, having worked 

on newspapers in Portsmouth, 

Springfield and Akron, O. before 

coming to Columbus. He was 

president of the Newspaper Ad- 

vertising Executives Association 

in 1927-28, and was made a life 

member at its 1941 convention 

here. He also was a member of 

ithe Columbus Advertising Club, 

Columbus Chamber of Commerce, 

|and Wolfe Industries’ Quarter- 

|Century Club. He is survived by 
‘his widow; a son, Harvey Jr., 

|commercial manager of Station 

WHIO, Dayton, a daughter and 

|two stepchildren. 

EDWARD B. CRUSH 
Cuicaco—Edward B. Crush, 40, 

a member of the firm of Farley & 

Crush, Chicago and Cleveland, 

publishers’ representative, died 

suddenly of a heart attack in 

Pittsburgh Nov. 15. 

Mr. Crush, who was formerly 
on the staff of Institutions here, 

moved to Cleveland several 

months ago following the estab- | Mitton 

lishment of his firm. 

ERNIE LUNDGREN 
INDIANAPOLIS — Ernie R. Lund- | 

69 

joined the department 

store as a stock boy in 1887 and 

had just completed his 60th year 

'with the company. 
Mr. Mitton was president of 

gren, 48, president of Bozell &| Jordan Marsh from 1916 to 1930. 

Jacobs of Indiana, died here Nov. | 
13 following a lengthy illness. Mr. | 

He was the father of the present 

president, Edward R. Mitton, and 

Lundgren came to Indianapolis | of Robert Mitton, vice-president. 
from Omaha in 1933 and was in| 
charge of the Bozell & Jacobs office 

here. 

ROBERT DICKINSON 
ROANOKE, VA.—Robert N. Dick- | 

assistant advertising | 
manager of the Norfolk & Western | 

Railway, died here Nov. 14 after an | 
Mr. Dick- | 

inson joined the N&W magazine’ 

in | 

inson, 483, 

illness of three months. 

and advertising department 

1929 and was named assistant ad- 

vertising manager in 1945. 

GEORGE W. MITTON | 
Boston—George W. Mitton, 78, | 

chairman of the board of Jordan 
Marsh Company, died Nov. 14. Mr. 

BEGINNER'S LUCK? 
Yo! rbay amateur cau set 

FOTOTYPE 
All letters in each line are quickly as- 
sembled and automatically aligned in 
special composing stick ready » paste 
to the finished art. Ideal for heads .. . 
Available in transparent or opaque 
letters. This ad set with Fototype in just 

25 minutes! WRITE FOR FREE CATALOG. 

a Feyo TXPe Ne 
1415 ROSCOE ST., CHICAGO 13 

ey" 

HAT’S 

OBSOLESCENCE GOT TO DO 

WITH INDOOR DISPLAY? 

First let's get the obsolescence story. Here it is: 

Chas. F. Kettering tells clearly what obsolescence does 

by his prewar story of an automobile placed under a 
glass dome and kept free from moisture, dust, wear, 
yet in a year's time worth a fraction of its original 

cost! Still a brand new car but worth less. How did 

its value vanish? Very simple is the answer. Obsoles- 

cence did it, Style, fashion, improvement, speed help 
create obsolescence. 

HOW DOES IT APPLY TO INDOOR DISPLAY? 

Do you know that the value of Indoor Display 

is measured by one yardstick only — usability. 

Value shrinkage reveals its effect in non-use in- 

stead of in price — down the cellar she goes. 

The end result is the same. 

Good Indoor Display material is not developed 

in a swivel chair. One must know intimately the 

places where it is likely to be used. The sur- 

roundings, the light, the space available; where 

the display is to be used. Not alone, what will 

be usable in Chicago and New York, but what 

will be usable at Oconomowoc, Wis., Manlius, 

New York and Cheboygan, Mich. 

Sure, displays must be practical. They’ must 

make a profit for the dealer. He must recognize 

their value without benefit of a presentation. 

The display material must talk for itself, do its 

own selling. 

Yet each type of business requires special study. 

What will go over in a food store may not have 

a chance in a drug, hardware or paint store. It’s 

because McCandlish experts give thought to 

these and countless other details that they qual- 

ify as experts, and are ready to help you get 

Indoor Display material that speeds usability 

and minimizes obsolescence. 

What Does McCandlish Do Besides Making Color Reproductions Of Distinction? 

solving structural details. 

The story is worth hearing, but, condensed it amounts to this: McCandlish produces 

display materials according to two methods: (1) Where the advertiser and/or his agency 

develop the display to the point where production is the prime issue. (2) Where the display 

problem is put up to us to originate and deliver. In either case the advertiser gets the 

benefit of McCandlish faithful reproduction plus McCandlish skill and ingenuity in 

McCANDLISH LITHOGRAPH CORPORATION: 
LITHOGRAPHERS OF POSTERS & ADVERTISING DISPLAYS 

ROBERTS AVENUE @ STOKLEY STREET » PHILADELPHIA 
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Magazine Changes Name 
Arkansas Sportsman, Little 

Rock, has changed its name to 
Outdoor Sportsman, and will ap- 
pear with a new cover design. 

To Hoag & Provandie 
Cold Spring Brewing Corpora- 

tion, Lawrence, Mass., has re- 
tained Hoag & Provandie, Boston, 
to handle its advertising. 
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DHETO ENGRAVERS 
\, PAINSTAKING CRAFTSMANSHIP 
~ FIDELITY OF REPRODUCTION 4 

PERSONALIZED SERVICE 

216 WEST ONTARIO STREET » CHICAGO 10. ILL. 

“SUP. 4314 

‘Time’ Boosts Ad 
Rates on Canadian 
and LA Editions 
New York—Effective with the 

issue of April 5, 1948, the adver- 

tising rates of Time Latin Ameri- 

can and Time Canadian will be 
increased. The current page rates 

for Time Atlantic Overseas and 

Time Pacific Overseas will remain 

unchanged. 

Time will raise the Latin Amer- 

ican rates on a black-and-white 

page from $400 to $500; black and 

one-color page from $540 to $675; 

inside covers, which is the same 

rate as a four-color page, from 
$600 to $750, and back covers 

from $750 to $940. 

The Canadian rates will in- 

crease from $600 on a black-and- 

white page to $660; black and one 

color page from $760 to $835; in- 

side cover from $900 to $990, and 

back cover from $1,125 to $1,240. 

Prices for subscription and 

newsstand copies of Time Latin 

American, Time Atlantic Over- 
seas and Time Pacific Overseas 

will be increased Jan. 1. Subscrip- 

tion prices in Latin America will 
rise from $8.50-$10 to $12.50-$15, 
and in Cuba, Mexico, Puerto Rico 
and the Canal Zone from $6.50-$8 
to $10-$12.50. 

Subscription rates in the Pacific 
Overseas area will jump from $10- 

$12.50 to $12.50-$15, and in the 
Atlantic area from $8.50-$10 to 

$10-$12.50, with the exception of 
England, which will be increased 

from $11 to $13, and Holland, 

from $10 to $12.50. 

BRDG Adds Publication 
The Basic Regional Drug Group 

has added Central Pharmaceu- 
tical Journal, Chicago, to the 

! group, which is now composed of 
six regional drug journals. 

Appoints Orr Agency 
William R. Orr & Co., Toronto, 

has been named to direct the ad- 
vertising of Cities Service Oil 
Company, Toronto. 
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Chicago Dailies 
Fear ITU Local 

Strike Decision 
Cuicaco — Chicago newspaper 

publishers last week worriedly 
awaited decision by the Chicago 

local of International Typograph- 
ical Union on its next step to ob- 
tain higher wages under a “no 

contract” arrangement. The rumor 

was that the ITU local might de- 

cide Sunday (Nov. 23) to strike. 

Publishers felt they had taken 

every step they can legally to 

work out a new arrangement with 

their composing room employes. 

They had proposed a “deadlock- 

breaking” plan to let the Chicago 

Federation of Labor (over-all 

AFL body here) decide the major 
question. That is, whether the 

newspapers and ITU local should 

NEW YORK 19 
1775 Broadway 
COlumbus 5-7144 

*. 

WASHINGTON 6, D.C. DETROIT 11 
Transportation Building 2900 E. Grand Bivd. 

District O6T1 MAdison 2450 

SPEED 
With the tempo of today in human relations, te 

time of impact may be a critical factor in deter- 

mining the effectiveness of any presentation of 
ideas or facts. 

An organization of capacity, geared up to move 
fast, can help business leaders 

situations on time. 

Designed for speed is 

7c JAM HANDY 
Onganigdlion 

To Get Understanding 

VISUALIZATIONS « EDUCATIONAL SOUND PICTURES « TRAINING ASSISTANCE « SLIDEFILMS 

DAYTON 2 CHICAGO 1 
310 Talbot Building 230 N. Michigan Bivd. 

ADams 6289 STAte 6758 

to meet these 

LOS ANGELES 28 
7046 Hollywood Bivd. 

HEmpstead 5809 

make “a contract which inclu ‘es 

the obligations of each for a nor. 

mal stabilized term.” 

The proposal was sent to Wo:d- 
ruff Randolph, ITU president, v. ho 

is handling the matter persona 

but he made no comment. 

The newspapers earlier filec 

complaint with the NLRB cha:. 
ing the ITU local with failure 

bargain collectively and wi 
slowdown tactics. Several issu. 

of the papers were said to have 
been delayed last week. The pui:- 

lishers said they would not press 
the NLRB charges if the union 

would let the AFL central body 
decide the “no contract” issue. 

SNPA FILES CHARGES 
AGAINST PRINTERS 
CrncinnATI— The Southern 

Newspaper Publishers Association, 
representing most large news- 

papers in 15 southern states, has 

filed charges with the NLRB re- 

gional office here that the ITU and 
12 of its locals are violating the 
Taft-Hartley Act. 

The newspaper group said the 
ITU locals seek to maintain closed 
shops and will not bargain col- 
lectively. Absentee control by the 
ITU was also charged. 

The charges were filed by Thur- 

man Arnold, former assistant U. S. 

Attorney General; Abe Fortas, 

former Under Secretary of State, 
and Paul A. Porter, former head 

of OPA, as attorneys for SNPA. 

K. C. STRIKE ENDS 
Kansas City, Mo.—A strike by 

Local 80, ITU, in commercial 

printing plants here, which began 

Nov. 7, ended last week as the 

union and employers agreed on 

$9.28 weekly wage increases. 

‘HOME JOURNAL’ HIT 
Toronto—The Canadian Home 

Journal has been forced to omit 

its December issue because of re- 

fusal of pressroom employes to 

work overtime, the magazine has 

announced. It plans to print later 

issues on time. 

Opens PR Office 
Brooks Darlington, formerly 

promotion manager of Du Pont’s 
nylon division, Wilmington, Del., 
has opened a public relations 
counseling office in the Stock Ex- 
change building, San Francisco. 
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idvertising Age, November 24, 1947 

eencams WEED from reneway prices. 

A Program for the Special Session of the 80th Congress 

Our Policy is not directed against any country or doctrine 
but against hanger, poverty, desperation and chaas. . 

(SRBET AAT OF TATE CBRROE C MARIA © ee Cee eee 

THE CHALLENGE 
; TO AMERICANS ™ 

fete ol he ward ere nemm 
The vee probiemes ers cae end smerparete, oe 

‘Top priority in the Special Session of Congress mast go te: TT , : lees 

‘Te eure (1) we advocate: pn nc 
SiehSrhee--— 

Toemere (2) we ofmaste ee ee ay eTimten « 

“Sauesss=== Committee for the Marshall Plan 
TO AID EUROPEAN RECOVERY 

MATION AL CHAIRMAN Haney | Sem 

BOO Reet Gd Siren, ee Lee 

COMMITTEES TAKE ACTION—Returning congressmen were greeted with pleas 
and advice as they opened their Nov. 17 Washington morning newspapers. The 
new Committee for the Marshall Plan, under former Secretary of State Henry L. 
Stimson; the Progressive Citizens of America, and the foes of the House un- 
American activities committee were among the groups having their say through 

advertising. 

Crosley Claims 
Most Powerful 
Video Station 
CINCcINNATI—Crosley Broadcast- 

ing Corporation promises to air 

the “most powerful television sta- 
tion in the world” next February 
when WLWT begins telecasting. 

Station W8XCT, the Crosley ex- 

perimental station, will cease op- 

eration at that time. It has been 

broadcasting on a regular sched- 
ule since last July from temporary 

studios in Carew Tower, from a 

mobile unit, and a few programs 

from the new video and FM build- 
ing in Clifton Heights. 

While the WLWT transmitter is 
a standard 5,000-watt unit, it will 

be used with a special RCA high- 

gain antenna which J. R. Duncan, 

acting director of television op- 
erations, claims will give an effec- 
tive power of 49,000 watts. 

Following a boycott by boxing 

promoters, the,.Crosley company 

has threatened to promote its own 

matches, unless local matchmak- 

ers relax their ban on televising 

the shows. The local promoters 
}common ground in economic or | offered Crosley the video rights to 

olitical fields with Russia in the}local matches if the company 

IN, Mrs. Roosevelt expressed the | would agree to pay for all unsold 

ope that the United States and /seats, but the station refused. 

Russia would reach harmonious James D. Shouse, president, de- 

lations in working for the chil-|clared that Crosley would apply to 
ren’s emergency fund. ‘the Cincinnati Boxing and Wrest- 

—_—__—_—_ ‘ling Commission at its next reg- 

a meeting for a license to pro- 

' . e |mote fights, with the object of 
lack Heritage Drive |videocasting the cards weekly 
Individual transit advertising|over W8XCT and later over 
mpanies, through the coopera-/}wyWwrT. 

ton of the National Association of 
ransportation Advertising, New | 
fork, are contributing more than 
4,000 car card spaces monthly in Dailies Consume 
Mpport of the American Heritage | 
tmpaign, the Advertising Coun- | ° Empaign, the Ad (13.9% More Paper 
The space for these cards is| 

cnated over and above regularly 
theduled support of council pub- 
“¢ service advertising projects by 
“ese advertising concerns. A 
tries of 48 cards will run the 
‘tire year the Freedom Train is 
curing the country. 

Promote UN, 
rs. Roosevelt 

Vrges Ad Women 
New York—Advertising people 

hold “Sell UN,” Mrs. Franklin 

). Roosevelt told members of the 

Advertising Women of New York 

ta luncheon Nov. 18. 

‘During the war the advertis- 

ng people of this nation did a 

ost outstanding and marvelous 

ob,” the former first lady said. 

But since then you have not done 
uite as well in selling the only 

ranization that has the ma- 

hinery to develop the atmos- 
bhere of peace, nor have you sold 

he country the idea that it is 
ssential to have peace.” 
“You have to sell the basic 

hing that preserves the peace,” 
Irs. Roosevelt declared. She 

rged the advertising profession 

0 learn about the United Nations, 

ind out what should be sold to 

ne people, and to look upon it as 

mechanism for keeping a world 
n which you can go on earning 

our living. 

Although it is difficult to find 

ransit Ad Companies 

consumed 3,978,808 tons of news- 

print during the first 10 months 

of 1947, according to estimates of 

the American Newspaper Publish- 

ers Association. Reporting news- 

papers consumed 2,904,530 tons of 

newsprint, an increase of 13.9% 

over the first 10 months of 1946, 

and up 20.6% over the first 10 

months of 1941. 

Heavy October usage accounted 

for some of the increase. News- 

papers reporting used 339,286 

tons, an increase of 16.1% over 

October, 1946, and 29.3% over 

| October, 1941. 

ANPA said that newspapers re- 

porting had 36 days’ supply of 

newsprint on hand and in transit 

at the end of October, a decrease 

of 3 days’ supply from the Sep- 

tember figure. However, the 36 

days compares with 32 days at the 

end of October, 1946, 40 days in 

October, 1945, and 45 days in Oc- 

tober, 194f. ...+: . : 

Ackerman Goes to CBS 
Harry S. Ackerman, vice-presi- 

‘tnt in charge of radio program 
erations for Young & Rubicam, 
‘ew York, will become an execu- 
‘ve producer for CBS, effective 
“an. 1. Newly appointed general 
Nanager of the network’s program 
birtment is William H. Fine- 
rioer, formerly assistant CBS 
“re:tor of broadcasts. Ernest H. 
‘artin will continue as director of 

li mbia programs in Hollywood. 

Nomes McCann-Erickson 
_B istol- Myers Company, New 
for<, ‘has appointed McCann-| 
“ic<son’s Buenos Aires office to| 
“nile the advertising of Mum 
“ 4 rgentina. , 

Last Minute News Flashes 
Marchant Switches Account to Doremus & Co. 

OAKLAND, CaL.— Marchant Calculating Machine Company will 
switch its advertising account from Brisacher, Van Norden & Staff 
to Doremus & Co., San Francisco, effective Jan. 1. Carlton A. Johan- 
son, formerly advertising manager of Rheem Mfg. Company, will be 
account executive. 

G-E December Clock Promotion Sets Record 
BRIDGEPORT, ConnN.—General Electric Company’s December adver- 

tising of its G-E clocks will be the biggest in its history. Full-color, 
full-page ads will appear in Collier’s, Cosmopolitan, Holiday, House 
Beautiful, House & Garden, Life, Look, The New Yorker, New York 

Times Magazine and The Saturday Evening Post. Young & Rubicam 
is the agency. 

Continental Can Tests Humipak Cigar Cans 
New York—Continental Can Company is testing its new Humipak 

cigar cans in the Detroit News, using a total of 6,000 lines over a 

period of five weeks. The firm also is placing one-minute spot an- 
nouncements on three Detroit stations. At the finish of this test, Con- 

tinental Can will make a survey of Detroit retailers handling the 
product, on consumer reaction. Advertising of the new can will be 

expanded in 1948 when production is increased. Batten, Barton, 

Durstine & Osborn is the agency. 

Malcolm Lund Joins Young & Rubicam 
Cxuicaco—Malcolm Lund, formerly director of advertising and sales 

promotion of United Wallpaper and its subsidiaries, has joined Young 

& Rubicam here as an account executive. 

Kudner Exec Joins Stettinius Firm 
NEw YorK—Blackwell Smith, secretary and treasurer of the Kudner 

Agency, has resigned to join the Liberia Company, formed by E. R. 

Stettinius Jr., and to engage in other legal and business activities as 

a consultant. He will have offices at 521 5th Ave. after Jan. 1. He 

joined Kudner in 1944, had been active with the Office of Emergency 
Management, and headed a lend-lease mission to New Zealand in 

1943. 

handle its advertising. 

Evans Company Appoints Orr Agency 
PLYMOuUTH, Micu.—The Evans Company, manufacturer of heating 

equipment, has appointed Robert W. Orr & Associates, New York, to 

Court Refuses to 
Dismiss Armour 
Trademark Suit 

Easton, Pa.—An Armour. & Co. 

attempt to throw out a court case 

charging it with infringement of 

Campbell Soup and Carnation 

Company label designs failed last 

week in federal district court here. 

The suit was filed jointly by 

Campbell and Carnation last Jan- 

uary, charging that Armour’s red- 

and-white label for food cans is 

“confusingly similar” to labels 

long used by the plaintiffs. The 
federal judge, before whom hear- 

ings were in progress throughout 
the week, denied a motion by 

counsel for Armour to dismiss the 

injunction proceedings. 

Armour attorneys, who filed the 

company’s formal answer to the 

civil suit last spring (AA, April 

28), contend that no Campbell or 

Carnation rights are involved and, 

in addition, that they have not 

been infringed. 

Housewives summoned by the 

two plaintiffs told the court that 
the controversial red - and - white 

label gives them a mental picture 

|of Campbell and Carnation prod- 

lucts. Their similar trademarked 

designs have been used on more 

than 30 billion food containers, the 

advertising spent on the products 

has exceeded $100,000,000. 

A&P Shifts Three 
John J. Cairns, for the past six 

years operating superintendent of 

Company in the Detroit area, has 
been named national director of 
operations of Atlantic Commission 
Company, A&P’s produce-buying 
affiliate. Howard T. Jaehnig, op- 
erating superintendent in Indian- 
fapolis, succeeds Mr. Cairns, and 
'Stanley Ovaitt, on the Detroit 
divisional operating staff, replaces 
|Mr. Jaehnig. 

Tingdale Joins Bowman 
| Warren Tingdale, former gen- 
|eral sales manager of Stokely-Van 
Camp, Indianapolis, and merchan- 
|dising consultant to Foote, Cone & 
| Belding’s package product clients, 
|has been appointed vice-president 
in charge of sales and advertising 
lof Bowman Gum, Philadelphia. 

ithe Great Atlantic & Pacific Tea | 

Admen’s Job Done, 
U. S. Takes Over 
Food Saving Drive 
WASHINGTON—‘“Lend lease” ad- 

vertising experts who organized 

information aspects of the emer- 
gency food conservation campaign 

were ready last weekend to follow 

Lever Brothers president Charles 

Luckman back to their regular 
jobs. 

With the campaign now worked 

by regular government channels, 

Don Belding, chairman of Foote, 

Cone & Belding, and general man- 

ager of Mr. Luckman’s food sav- 

ing organization, told AA that he 

will leave Washington within a 

few days. ; 

After a brief visit to the West 

Coast, Mr. Belding will turn early 

in January to active direction of 

the joint ANA-Four A’s campaign 

to improve public understanding 

of the American economic system 

(AA, Oct. 13). 

During December the joint com- 

mittee will arrange conferences 

with trade groups interested in 

cooperating in the educational 

campaign, Mr. Belding said. Be- 

ginning in January, committee 

| members equipped with slide fiim 

|presentations will organize meet- 

New York — Daily newspapers |two companies contend, and total| ings of employers in each of 19 
‘cities where more than 100,000 
industrial workers are employed. 

Teetor Still Heads 
Perfect Circle 

William B. Prosser, general fac- 
tory manager, was appointed gen- 
eral manager of Perfect Circle 
Corporation, Hagerstown, Ind., 
and not Ralph Teetor as was re- 
ported in the Nov. 10 issue of Ap- 
VERTISING AGE. Mr. Teetor is 
president of the corporation. 

| AFM, Networks Confer 
Negotiations for a contract to 

|replace the one which expires Jan. 
31 were opened last week by the 

| American Federation of Musicians 
|and representatives of the four 
| major networks. James C. Petrillo, 
|AFM president, did not indicate 
what terms the union wants dur- 
|ing the first meeting, which cov- 
| ered preliminary legal matters. 

into shape for continued handling | 
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Canada Bans Long 
List of Consumer | 
Items from U.S. 
OrrawaA— Canada last week 

banned imports of fresh, proces§éd 
and packaged vegetables, meats 

and fruits, home appliances, auto- 

mobiles, unbound or paper-bound 

magazines, soap, cosmetics, paints, 

auto tires, jewelry, furniture, light 

fixtures and other consumer prod- 

ucts from the United States. 

Acting as a result of the dollar 
shortage, the Canadian govern- 

ment prepared a 30-page list of 
items whose import will either be 

banned, or restricted on a quota 

basis, effective Nov. 17. Cigars, 
cigarets, bathroom and electric 
fixtures, office machines, radios, 

musical instruments, cereals, cof- 

fee and tea all have been placed 
on the prohibited list, along with 
many other items. 

Paradoxically enough, the Cana- 

dian move comes at a time when 

many observers find Canada at a 
peak of prosperity, and on the 
heels of a tariff cut on imports of 
fruits, textiles, liquor and tobacco 

from the U. S. at the Geneva trade 
conference. 

Cite Reduced Dollar Balance 

The explanation, of course, lies 

in the fact that although Canadian 

exports are close to an all-time 
peak, a large proportion of the 

exports has been made on a credit 

basis, while imports from the U. S. 

have been paid for from Canada’s 

reserve of American dollars. The 

Canadian dollar balance totaled 

$1.5 billions early in 1945, but the 

continuous drain has reduced this 

balance to $500,000,000 today. 

Canada’s problem, therefore, is 

to restore an equitable trade bal- 

ance with the United States until 

such time as the credits granted 

to Europe under the Marshall Plan 

return American dollars to Can- 

ada in payment for Canadian 

goods sent to Europe. 

The import restrictions are but 

one method of restoring this 

trade balance. Restriction of 

foreign travel by Canadians, in- 

creased shipments of raw ma- 

terials to the United States and 

extension of the Hyde Park agree- 

ments to bring about a greater in- 

tegration of U. S. and Canadian 

industry are in prospect. 

As an additional aid, the Ex- 

port-Import Bank last week 
agreed to lend Canada up to $300,- 

000,000 for the purchase of essen- 

tial equipment and raw materials 

in the U. S., to preserve Canadian 

participation in European recov- 

ery plans. 

Cory Head Cited 
for Labor Ad 
Cuicaco—James W. Alsdorf, 

president of Cory Corporation 

here, has been charged in mu- 

nicipal court with violating a state 

law forbidding advertising for 

employes without stating that a 

strike is on. 

The company takes the position 

that a strike is not in effect be- 

cause most employes have signed 

cards saying they do not want to 

be represented by the United Elec- 

trical Workers local and the CIO 
local’s contract has expired. 

The UE ran a full-page ad in 

ithe Chicago Sun Thursday saying 

Cory workers are on strike; that 

the company ran an illegal help- 

wanted ad (in the Tribune) and 

indicating that employes’ wages 

total less than Cory’s profit after 

taxes. 

Appoints LeVally 
Marathon Corporation, Menasha, 

Wis., manufacturer of Waxtex 
waxed paper, and materials and 
packages for protective food pack- 
aging, has appointed LeVally, Inc., 
Chicago, to direct its advertising. 
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are imperative for that much needed 

GREATER PRODUCTION 

Mr. Manufacturer! To maintain high level production . . . full employment 
... yes, even to stay in business—it is imperative to expand your distribution 
to match your productive capacity . . . to sell MORE goods economically. 

In meeting this vital challenge, don’t 

underestimate the power of the dealer. 

Failure to influence retail buyers—who influence the masses of consumers— 
may doom your general advertising and merchandising to ineffectiveness. 

Available to manufacturers in each of nine major markets is a highly 
sell-ective Haire monthly trade publication, geared to influence the concen- 
trated buying power of its specific field . . . a distribution-channel that hel ps 
move merchandise. | ) 

By delivering an indispensable service to the specialized buyers of one 
field, each Haire Publication has achieved the position of No. 1 authority. 

Surveys reveal that buyers keep their copies of Haire Publications for 
an average of 150 days; over 20% keep their copies for a year or longer for 
constant reference. More than that, there are 4.3 readers for each copy printed! 

As a result, advertisers have accorded each Haire Publication the posi- 

tion of.No. 1 advertising medium of the specific market it covers. 

The Haire editorial staffs and their network of correspondents have 

The Power of theit fingers constantly on the pulse of the merchandising world. 

ALL They literally live with their markets. 

for the strength This is the basic power behind the efficiency of each Haire monthly 
publication as a primary channel of distribution. 

The same is true of the Haire Directories described on this page. 

More EFFECTIVE because they’re MORE SELL-ective! 
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Haire Directories 

: Supplementary Channels 

of Distribution 
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To supplement the services of its 9 monthly merchandising pub- 
lications, the Haire organization publishes 14 specialized trade 
directories issued annually or semi-annually. 

Each of these directories is used every day throughout the 
year as an indispensable “buying tool” for the merchandisers and 
buyers in its respective market. Each one is a streamlined, year 
*round channel of distribution. 

Your Haire monthly publication and your Haire trade directory 

make a powerful team for your market expansion. Use both! 

HAIRE PUBLISHING COMPAN Y . 1170 sroapway, NEw YORK 1 + BOSTON - PITTSBURGH - curcaco * DETROIT + ST. LOUIS * LOS ANGELES + ATLANTA - LONDON 
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