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= . Sommittee Finds 

*ollsters Erred 
a . 

wn 2 Major Ways 
" Social Science Group 

| ¥inds Researchers Took 

1 ‘No Heed of Past Errors 

4 Ew YorK—What may be the 

post-mortem of the failure of 
® public opinion pollsters to pre- 

% # President Truman’s victory 

#2 ~— place last week, as the Social 
#r nce Research Council’s com- 

Gi: tee handed in its verdict: The 

M@ \|s cannot unequivocally predict 

ww inner in a close election, and 

tt errors went unheeded in 1948 

mi ecasting. 

T “he committee, headed by Sam- 

S. Wilks, Princeton University, 

bit ’ two major causes of error: 

Sos, sin sampling and interview- 

ws. and errors in forecasting, in- 

"ving failure to assess the future 

3 

Moving Day 

. After 19 years in this col- 

* amn, Copy Cub and his 

Rough Proofs have moved 
to the editorial page—Page 

r i2. You’ll find the column 

+ here this week and every 

™ week, as witty and as pen- 

etrating as ever. 

tiavior of undecided voters and 

p ‘etect shifts of voting intention 
‘ar the end of the campaign. 

“i ..e€ committee noted stiffly, 

vhese sources of error were not 
%.. While Gallup and Crossley 

re more successful in picking 
+ winner and his electoral vote 

* 1940 and 1944 than in 1948, 

wir average errors state by state 

s.e at least half as great in the 

> preceding elections as in 1948.” 

The committee believes the 

nner in which the pre-election 

Ils were “analyzed, presented 

i published for public consump- 
n” contributed materially to the 

minterpretation of the results 

a the public reaction to their 
ture. 
Zhe committee believes that bet- 

techniques “now available” 

Suld be employed in sampling 
interviewing, as well as in- 

lased attention to interviewer 

43, social psychology and politi- 

| science. It thinks that polling 
janizations, as well as news- 
ters and magazines, should in- 
im the public about “the limi- 
jon of poll results, so it can in- 

pret them intelligently.” 

/)n the other hand, the commit- 
, gave left-handed blessing to 
jtion forecasts. First it warned 
f are “hazardous” and are “not 
irect or even a good test of the 
quacy of polling on issues,” 
“elections are useful for test- 
the adequacy of polling meth- 

\+ for estimating the percentage 
the vote going to each candidate 
bm various groups in the popu- 

|, (Continued on Page 6) 
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Biggest Year-End Price 

Cuts in History Follow 

Record Christmas Week 

Cuicaco—Department stores all 
over the U. S. last week were fol- 

lowing up their biggest Christmas 
sales in history with the biggest 

year-end selling job they ever at- 

tempted. 

It looked like the biggest cut- 

price bargain for the nation’s con- 
sumers in all history. 

Rounding up reports from the 
stores in more than two dozen cit- 

ies, ADVERTISING AGE last week 

found considerable variation in 

what the retailers expect in 1949 

Market and Media 

data available. See 
’ 

‘Information for Adv.’, 

Page 26. Other features: 
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SALE AND CLEARANCE—That’s the oft-repeated ad theme of Page 2 from the 
Sunday, post-Christmas New York Times. The bargain offers for shoppers are 

typical of copy which ran in major city dailies throughout the country. 

Retailers Press Hard 

After Yule Victory 
but almost no difference of opinion 
about what happened to them last 
month. 

In nearly every instance, last- 
minute buying brought dollar vol- 

ume up to and generally above the 

records of 1947. This was not true 

(Continued on Page 40) 
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Harder Fight in ‘49 

Buchanan Awards 

6-Week Travel 

Leaves to Staff 
New YorK—Buchanan & Co. 

will announce today something 

new under the agency sun—six 

week paid travel leaves for em- 
ployes with five years or more of 
service. 

Employes will draw full pay plus 
“travel allowances,” effective Jan. 

1. The travel leaves will not in- 

terfere with the regular two-week 
vacations granted to all employes. 

The idea originated with John 

Hertz Jr., chairman of the board 

of the agency, who “has long es- 

poused the principle of broad-n- 
ing through travel for all ranks 

of employes.” 

There is one condition: the 
leaves are to be used “exclusively 
for travel of an extensive and not 
local nature.” 

The condition is aimed at insur- 

ing that the employe will derive 
maximum benefits from a com- 

plete change of scene and activity. 

a Employes will be eligible for 
the leaves every third year. To 

insure the even operation of the 
agency, the leaves are subject to 

rotation among members of vari- 

ous departments. 

Rudolph Montgelas, president, 

said the expanded vacations are 

only another step forward in a 

long-range agency-employe plan 

now under way. 

The leaves will apply equally 
to New York, Chicago and West 

Coast offices. 

In Chicago, M. Glen Miller 

Advertising grants a year’s leave 

with pay to employes who have 

been with the agency six years. 

candy account in December, ’46. 

about 10,500,000. 

Last Minute News Flashes 
Ted Baldwin Sets Up Own PR Company 
New YorK—Ted Baldwin, formerly national director of publicity 

and exploitation for Selznick Releasing Organization, resigned Dec. 31 

to set up his own “public service relations” company, to be operated 

within the SRO offices. Mr. Baldwin handled “Duel in the Sun” and 

“Mr. Blandings Builds His Dream House,” and won an award from the 

American Public Relations Association for “Duel.” 

Maxon Resigns Brach Box Candy Account 
Cuicaco—Maxon, Inc., Detroit, has resigned the box candy portion 

of the E. J. Brach & Sons, Chicago, account—effective March 1— 

ADVERTISING AGE learned last week. Advertising of Brach bar candy is 

handled by George H. Hartman Co. here. Maxon took over the box 

"Reader's Digest’ Tells Its Circulation 
PLEASANTVILLE, N. Y.—For the first time, Reader’s Digest has form- 

ally announced its circulation—as “over 15,000,000,” including foreign 
editions which now total 4,500,000. Thus the domestic edition now has 

Eight on Newell-Emmett Statf to Be Owners 
New YorK—Newell-Emmett Co. in 1949 will admit eight of its people 

to ownership: G. Everett Hoyt, Russell K. Jones and Earl H. Ellis, 
executives; James F. Kiley, comptroller; Edward F. Molyneux, art 
manager; Gerald W. Tasker, research director; Newman F. McEvoy, 
media manager, and Robert R. Newell, copy manager. 

(Additional News Flashes on Page 37) 
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But Business Indices 

Still Move Higher 

As Confidence Holds 

New Yorx—Leaders of a lot of 
industries dusted off the old crystal 

ball last week, looked inside to see 

what 1949 portends, and gave with 

restrained but fairly unanimous 
‘optimism. 

One reasen for the unanimity 

was that many makers of textile 

products, furs and other luxury 

products which recently have not 
been doing very well, figured this 
was a good time to say nothing. 

But manufacturers of automo- 
biles, home appliances, and espe- 
cially television sets, were all 
cheerful. 

The food people predict lower 
prices—which would be _ better 
news to consumers than to pro- 

ducers—due largely to record- 

breaking farm production in 1948. 
The year 1948 showed a gain in 

over-all production and _ trade. 
Business Week’s index figure to be 
published in the January 1 issue 
will be 199.2, as compared with 
199.8 in the December 25 issue and 
196.3 a year ago. 

s As spokesman for the nation’s 
biggest industry, Paul S. Willis, 
president of Grocery Manufactur- 

ers of America, pointed out that 

“abundant U. S. food supplies are 
still working to bring about a 

lowered food price level.” How- 
ever, “The downward movement 
may be counteracted to some ex- 
tent by the upward trend of the 
national economy.” 

The president of the biggest re- 

tail business, John A. Hartford, 

of Great Atlantic & Pacific Tea Co., 
predicted that “America’s farms 
and factories will produce as much 
food in 1949 as they did in 1948, 

and consumers probably will pay 

less for it. Food prices reached 
their peak last July and have de- 

clined steadily since.” Major de- 
flationary factors in the food situa- 

tion, he said, are “continued high 

production and ‘soft’ markets, 

fewer consumer food dollars and 

greater competition for them.” 

Meanwhile, Chain Store Age, 

with editions covering the grocery, 

drug and variety fields, reported 
from a survey of 173 executives 

an “expectation that sales volume 

in most lines will increase moder- 

ately from present high levels.” 
On the other hand, they believed 
that “the high cost of doing busi- 

ness will certainly not go down 

and may go up,” and they stressed 

the importance of “creative mer- 

chandising and sales promotion.” 
Chain Store Age has found that 

the nation’s chain stores spent 
$457,100,000 for construction and 
modernization in 1948, or 18.3% 
more than their $386,500,000 in 
1947. 

a W. J. Donald, managing director 
of National Electrical Manufactur- 

ers Association, estimated the total 

production of this industry in 1948 
at $7% billion, as compared with 
$6% billion in ’47 and “provided no 

(Continued on Page 24) 
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¥ sjoy Promotes Burke 

» Grinnell Burke has been named 
general manager and vice-presi- 
dent in charge of sales and ad- 
vertising of Mackie Lovejoy Mfg. 
Co., Chicago, manufacturer of Set- 
well closet accessories and garment 
hangers. He joined the company in 
1941 as salesman. The company 
plans to use trade publications, 
— mail and dealer aids during 

Issues Employe Manual 
Rapid Grip & Batten Ltd., Tor- 

onto, maker of printing plates, has 
published an employe manual, 
“Your Life in RGB,” which gives 
the progress and development and 
policies and procedures of the 

‘Parade’ Gains 51% 

in Newspaper 

Magazine Field 
New YorK—Media Records last 

week reported year linage for 

four weekly newspaper-distrib- 

uted magazines, a report which 

showed the 51.1% gain in linage 
by Parade over 1947. 

Total 1948 linage for the four 

publications was 2,162,976—a gain 

of 132,978 lines over the 2,029,998 

lines carried in 1947. 

All showed a gain except The 

American Weekly, which showed 

0.7% loss against last year al- 

though its linage is still the great- 

ha showeard 

company. 

fast 

compere 
senvice 

AND DISPLAY STUDIO 
} wontn wanasn ave 

DEarborn 23137 

i 
_. «toa DLL, 
ASH 

est in the field. In 1947, The Amer- 
ican Weekly carried 844,007 lines; 

in 1948, 837,891 lines. 
This Week Magazine showed a 

gain of 1.1%, with 599,396 lines in 

1948 compared to 592,957 in 1947. 

Puck—the Comic Weekly showed 

a 5.7% gain, with 396,143 lines in 

1948, compared to 374,934 in 1947. 

Parade carried 329,546 lines in 

1948, compared to 218,000 in 1947. 

Its showing was considerably en- 

hanced by a fourth-quarter finish- 

ing kick of 109,156 lines. 

KNBC Appoints Gordon 

Jerry Gordon has been ap- 
pointed assistant manager of news 
and special events for Station 
KNBC, San Francisco. He suc- 
ceeds Tom Flynn, who has been 
named director of publicity and 
promotion for Station KFBK, 
Sacramento. 

Names Melchor Guzman 

HJKC-HJKD-HJKF, El Nuevo 
Mundo, Bogota, Colombia, has 
named Melchor Guzman Co., New 
York, as .its United States and 
Canadian representative. 

PRESIDENT 

His face always lights up when they tell 
how The Des Moines Sunday Register Covers lowa 
No wonder . . . these are illuminating facts— 
1. The Des Moines Sunday Register covers 7 out of 10 Iowa 

homes. 

2. It completely dominates (over 50% coverage) 83 of 
Iowa's 99 counties—covers at least 25% of the others. 

3. It circulates 500,000—only nine other cities have papers 
that big. (The Des Moines Sunday Register Ranks 8th in 
General Linage.) 

4, It reaches an wrban market that outspends Boston, San 
Francisco, St. Louis, Cleveland—plus the biggest farm 
market in the U. S. 

5. It wraps up 70% of Iowa’s buying families—all in one 
package—and delivers them to you for a milline rate 
of $1.70! 

You'll glow, too, when you see the results you get in The 
Des Moines Sunday Register! 

THE DES MOINES REGISTER ann [TRIBUNE 
ABC Circulation March 31, 1948: 

Dally, 368,703—Sunday, 500,437 

O
e
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PACKAGES A STATEWIDE URBAN 

MARKET RANKING AMONG 
AMERICA’S TOP 20 CITIES 

Basic Member American Newspaper Advertising Network 

FAREWELL GIFT—Joe M. Dawson, second from left, who is retiring as chairman 
of the executive committee of Geyer, Newell & Ganger, New York (AA, Dec. 27), 

is shown at the agency’s Christmas party holding .a miniature television set repre. 
senting one being sent to his home by members of the company. Left to right are: 
H. W. Newell, executive vice-president; Mr. Dawson; B. B. Geyer, president, and 

R. M. Ganger, vice-president and director. 

Superior Sleeprite 

Plans ‘Life’ Page 

for ‘Chest-O-Bed’ 
Cuicaco—Superior Sleeprite 

Corp. has scheduled a full-color 
page in Life for its Chest-O-Bed— 

chest and bed in one piece of fur- 
niture—and will watch closely for 

dealer reaction to national mag- 

azine advertising of this kind of 

product. 

The Chest-O-Bed, offered in full 
or twin sizes in choice of finishes, 

includes a roomy chest of drawers 
built into the panel foot-end of the 
bed. Superior Sleeprite manufac- 
tured the item in metal a year ago 

and marked up encouraging sales, 

within the limits imposed by steel 

limitations. It also showed a pilot 

model in wood, and had production 

going at a fairly good clip by 

March. 

Retailers, the company says, 

have taken to the new bed en- 

thusiastically and have run from 

30 to 50 full-page advertisements 

featuring it. Dealer interest at the 

annual home furnishings market 

starting here this week will help 
determine whether the company 

continues its advertising in na- 

tional media. 

w The consumer copy, to run in 

the March 28 Life, says even the 

smallest home can boast “big bed- 

room storage space without sacri- 

ficing a single inch of precious 

floor area.” The built-in chest 

“leaves plenty of room for deep 

double-deck coils where they count 

most.” Illustrations also picture 
the Chest-O-Bed with accompany- 
ing cedar chest, and offer the con- 

sumer a new free decorating book- 

let, “New Room for Living.” 

The Life page is shown in a 

full-color insert in Retailing Daily, 
and Superior Sleeprite also is us- 
ing announcement copy in Chicago 

Market Daily, Chicago Market 

News, Furniture Field, Furniture 

World, Home Furnishings, Mer- 

chandising, National Furniture Re- 
view and Western Home Fur- 

nisher. The company also is using 

exhibit space in Chicago, New 

York, Los Angeles and San Fran- 

cisco furniture marts to show the 

Chest-O-Bed. 

w Retailers are’ offered _ tie-in 

helps, including ad mats (the 

dealer pays the full cost of news- 

paper space), radio scripts, counter 

cards, Life stickers, publicity, etc. 

The company, with offices and 
factories in New York, Chicago, 

Rockford, Ill., and Los Angeles, 

manufactures a diversified line 

of furniture and bedding, including 

bed springs and mattresses, dou- 

ble-purpose sleep furniture, ma- 

hogany furniture sets (the Rock- 

ford unit produces the wood 

items), children’s furniture, and 

steel furniture for hotels, hospi- 

tals and the institutional field. 

It is still predominantly a steel 
goods house, and officials view the 
1949 steel outlook as “dubious.” 
Output of wood products should 

be “fair,” perhaps even better than 
that. 

H. M. Gross Co. handles the ac- 
count. 

Seagram Receives 

Its Jobber License 
New YorK—Distillers Corp.- 

Seagrams Ltd., has been granted 
a license for Sea-Cal-Frank Corp., 
as a subsidiary distributing firm, 

by the New York State Liquor 

Authority (AA, Dec. 13, 48). 

Although Seagram recently re- 
newed until March 1 relations 

with jobbers throughout the 

country, following a jobber sales- 

men’s strike, it is reported that 

the corporation may reduce the 

number of its jobbers. The exis- 

tence of Sea-Cal-Frank would be 

used at least as “insurance” against 

future labor difficulties. 

One report is that the corpora- 
tion’s 16 jobbers in the New York 

metropolitan area would be di- 

vided into three groups, with four 

each handling (1) Seagram and 

Gallagher & Burton, (2) Calvert 

and Carstairs, and (3) Frankfort, 

Hunter and Wilson. Four jobbers 
would be eliminated in this area. 

AFA Answers Ad Queries 
The Advertising Federation of 

America has issued an eight-page 
folder on “Some Questions and 
Answers About Advertising.” 
Among the 20 questions are “How 
much is spent for advertising i: 
the United States?” and “Why do 
we need so much?” Copies of 
the folder may be purchased from 
the AFA, 330 W. 42nd St., New 
York 18. 

Dane Joins Four A’s 
Maxwell Dane, Inc., New York, 

has become a member of American 
Association of Advertising Agen- 
cies. 

Our customers 

come back for more. 

Guess they like us! 

el 

The Veritone Co., 2701 Lehmann Cour’ 
Chicago Telephone EAsttega 7-8885 
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e HERE'S HOW TO FIGURE THEM 
e FOR MANUFACTURERS WITH PRODUCTS IN THE DOMESTIC ENGINEERING FIELD 
e ANOTHER DOMESTIC ENGINEERING SERVICE 

9 _ a a 
Nine times awards have come to the pub- 
lishers of DOMESTIC ENGINEERING in 
recognition for outstanding editorial ac- 
complishment. 

To every manufacturer of products for the Do- 
mestic Engineering field this announcement will 
come as welcome news. After an absence of eight 
years the long popular Sales Quota Sheets have 
again been made available to these manufac- 
turers. 

Here in compact, easy-to-use form, DOMESTIC 
ENGINEERING has placed at your disposal all 
of the indices, scientifically combined, necessary 
to an accurate appraisal of your potential market 
in each state based on 1948 statistics. It will en- 
able you to exert greater sales effort exactly 
where needed. In short it shows you where to 
get your full share of the total business available. 

Due to the vast population changes which have 
taken place during and since the war period the 
sales potentials of many states have changed ac- 
cordingly. That is why it is of such tremendous 
importance for the manufacturer to gear his sales 
and promotional programs to today’s require- 
ments. 

The Sales Quota booklet, with its accurately 

compiled statistical information, offers you one 
of your first and foremost steps in the direction 
of balanced sales. As one more vital service to 
its industry DOMESTIC ENGINEERING is mak- 
ing this booklet available to all manufacturers in 
this broad field, as well as to their advertising 
ugencies. 

The degree of effectiveness which may be ob- 
tained from the use of this booklet, quite nat- 
urally, is dependent almost wholly on the extent 
of the promotional efforts which may be employed 
as aresult. Here again the various services of the 
DOMESTIC ENGINEERING organization offer 
you your most effective approach to this tremen- 
dous market. 

If you are not already familiar with these 
DOMESTIC ENGINEERING services and how 
they can assist you in all of your marketing prob- 
lems consult your advertising agency or write 
directly to DOMESTIC ENGINEERING PUB- 
LICATIONS, 1801 Prairie Avenue, Chicago 16, 
Illinois. 

DOMESTIC ENGINEERING PUBLICATIONS 
1801 PRAIRIE AVENUE, CHICAGO 16, ILLINOIS 
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‘Operator 25’ Group 

Will Tell Results 

At N. Y. Meeting 
New York—The Distribution 

Council of National Advertisers 
will hold “Operation 25,” an all- 

day meeting at Hotel Lexington, 
here, on Jan. 11, to discuss first 

results and expansion plans for 
the “Operator 25” service to local- 

The GRADE TEACHE 
Darien, Conn. ° 

Teachers, 350,000 of them will 
gladly use your material for 
weeks if it is educational. You 
can accomplish so much so in- 
expensively. 

A SMALL er 
wit 

A BIG INFLUENCE 

, 

ize national advertising. 
Most of the 27 advertisers who 

have signed for the plan—15 of 
whom will have the service in op- 
eration by that time—will parti- 
cipate. “One outstanding success 

story,” it was said, will be told 
among case histories to be re- 
ported. 

Paul W. Stewart, of Stewart, 
Dougall & Associates, will reveal 

findings in a pilot study for the 
council. 

Buys Antacid Business 
Block Drug Co., Jersey City, N. 

J., has purchased the Alkaid an- 
tacid business from Pine Brothers 
division of Life Saver Corp. 
Block has appointed Harry B. 
Cohen Advertising Co., New York, 
to handle advertising for Alkaid 
as well as for two other Block 
products, Stera-Kleen denture 
cleanser and PalmSweet hand 
deodorant cream. 

Names Frederick-Clinton 
Schwerin Research Corp., New 

York, has appointed Frederick- 
Clinton Co., New York, to handle 
its advertising. 

Bill Bailey Quits 

FMA over Budget Cut 
WASHINGTON—The FM Associa- 

tion is shopping around for a new 

executive director to replace J. N. 

“Bill” Bailey, who resigned last 

week together with the other four 
members of his staff. 

Mr. Bailey, who spearheaded 
organization of FMA two years 
ago, is opening offices here as a 

radio consultant, specializing in 

management, sales, programming 

and networking problems of FM 
stations. 

While Mr. Bailey did not dis- 
cuss his differences with FMA and 

its new president, Wiliam E. Ware, 

general manager of KFMX, Coun- 

cil Bluffs, Ia., the breakup was 

known to have occurred over bud- 

geting issues. 

Originally launched on a $50,- 
000 budget, with Mr. Bailey’s 

salary fixed at $12,000, FMA had 

retrenched to a budget slightly in 

excess of $20,000 and had asked 

Mr. Bailey td accept a salary re- 

duction. 
Informed sources told ApDvER- 

TISING AGE that the association’s 

membership is holding up nicely, 

but that its growth did not war- 

rant operations on a $50,000-a- 

year scale, particularly in light 

of the fact that the Television 

Broadcasters Association operates 
on only about $20,000. 

Reiterating that there is abso- 

lutely no intent of merging with 

NAB, this source said FMA’s 

board is convinced that only an 

independent association can deal 
effectively with FM’s special prob- 
lems. 

He predicted that a successor 

to Mr. Bailey would be named 

soon. 

Forms New Sales Division 
American Steel & Wire Co., 

Cleveland, U. S. Steel subsidiary, 
has established a separate stainless 
steel sales division, with Banks E. 
Eudy as manager and C. Richard 
Horwedel as assistant manager. 
The new division will be known as 
the stainless steel products sales 
division. 

(as in every year since 1934) 

America’s #1 industry has recognized the 

Architectural Forum as its #1 magazine. 

The Forum—and only the Forum—blankets 

the decision-makers in America’s biggest business . . . 

architects, builders, contractors, mortgage lenders, 

material dealers, realty owners and managers. 

And so leading manufacturers of building 

products and materials (375 of them) invested $1,380,000 

in 1948 to reach these leaders through the Forum. 

No other building publication even approaches 

THE ARCHITECTURAL 

FORUM 
MAGAZINE OF BUILDING 

its leadership is 

also yours to use « « 

of the people in building who count. 

the Forum in such advertising revenue—or such coverage 

Advertising Age, January 3, 1949 

Indianapolis 10¢ 

Coupon Deluge Put 

at 18,000,000 
CLEVELAND—During election 

week, when the “coupon war” in- 

duced by issuance of coupon books 
by Standard Grocery Co. in In- 

dianapolis was at its peak (AA, 

Nov. 29), there were approximat- 

ely 18,000,000 coupons for grocery 

Marketers 

products, each worth 10¢ at retail, 

in distribution in Indianapolis, H. 

G. Hagelskamp, secretary, Retail 

Grocers Association of Indian- 
apolis, told the American Market- 
ing Association here Tuesday. 

These coupons, he said, with a 

retail value of $1,800,000, were de- 

signed to apply on the purchase of 

50-odd items with a total retail 

cost of $6,300,000. 

The internal battle in the food 
field which was started when 

Standard Grocery, an affiliate of 

National Tea Co., distributed hun- 

dreds of thousands of coupon books 
in Indianapolis, each containing 

over 50 coupons worth 10¢ apiece 

on the purchase of specified items, 
was won by the local independents 

by quick, aggressive action, Mr. 

Hagelskamp said. By making it 

clear to manufacturers who had 

agreed to redeem coupons in the 

Standard book that retailers ob- 

jected vigorously to the exclusive 

deal with Standard, the indepen- 

dents have, he said, effectively 

killed any further attempts to dis- 
criminate. 

ws Coupon deals which are not 

available to all retailers on the 

same basis and at the same~ time 

are pretty much dead ducks, re- 

gardless of what the Federal Trade 

Commission may decide in the case 

called to their attention by Chi- 

cago retailers when National Tea 

Co. operated the same coupon deal 
in the Chicago area, Mr. Hagels- 

kamp said. 

Manufacturers who entered into 

the Standard deal will suffer con- 
siderably in Indianapolis, he in- 

dicated, because retailers as well 

as other chains are still resentful 

of the Standard couponing oper- 

ation. He reported that one na- 

tional brand will disappear from 

other Indianapolis chain store 

shelves after the first of the year 

as a result of the deal, and also 

that one local wholesaler had in- 

structed his salesmen to redeem 

Swift peanut butter and salad 

dressing coupons if grocers would 

accept his private label products 

instead of the Swift products 
which he also distributed. 

Ptizer Shifts 4 Executives . 
John E. McKeen, formerly vice- 

president in charge of plants, has 
been named executive vice-presi- 
dent of Chas. Pfizer & Co., New 
York chemical and pharmaceutical 
manufacturer. Other changes made 
include: Fred J. Stock, formerly 
vice-president, now vice-president 
in charge of sales; John L. Daven- 
port, formerly secretary and gen- 
eral superintendent, vice-president 
in charge of production, and John 
J. Powers Jr., formerly assistant 
to the president, secretary. 
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WHO GETS THE 

BUSINESS ? 

On the basis of the advertising shown at the 
left, it’s a toss-up. 

For none of it is very distinctive, either 

in sales message or presentation. 

Perhaps, in a medium like this, that’s 

only natural. Nevertheless, the picture 

makes a point which, in magazines, radio, 

newspapers and other media, is becoming 

increasingly important: 

In today’s competitive markets, advertising’s 

influence on sales is likely to depend more 

than ever on the skill and ingenuity with 

which the advertising is prepared. 

Young & Rubicam, Inc. 
ADVERTISING 

New York Chicago Detroit San Francisco 

Hollywood Montreal Toronto Mexico City London 
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Export Group Joins 
Advertising Council 

Export Advertising Association, 
Inc., has become an affiliate of 
the Advertising Council and will 
distribute council material through 
its channels. 
The association is composed of 

about 300 individuals engaged in 
foreign advertising. It has volun- 
teered to prepare sample advertise- 
ments and otherwise to aid the 
council’s new overseas information 
campaign. 

Oil FIELD SURVEYS—— 
Interview organization in 88 major oil areas 
in 26 states which produce and refine oil. 
Write for pamphiet on how we can give 
statistically valuable advertising and sales data 
on products sold to oi! industry, AT LOW COST. 

LESLIE BROOKS & ASSOCIATES 
Oil Field Research Specialists 

McBirney Bidg. Tulsa, Okla. 

Establishes New Subsidiary 
National Distillers Products 

Corp., New York, “in line with the 
corporation’s policy of expanding 
and diversifying its business,” has 
announced its intention to con- 
struct a $10,000,000 plant for mak- 
ing metallic sodium and chlorine, 
to be operated by a wholly-owned 
subsidiary. The company has been 
engaged in several chemical en- 
terprises in past years. 

Dry Goods Group to Meet 
Wholesale Dry Goods Institute, 

New York, will hold a convention 
at Hotel New Yorker Jan. 17-19. 
Zenn Kaufman, merchandising di- 
rector of Philip Morris & Co., will 
speak on “How to Dramatize Your 
Selling,” and Morris I. Pickus, 
president of Personnel Institute, 
Inc., will present a show on 
“White Elephants in Business.” 

Committee Finds 

Pollsters Erred 

in 2 Major Ways 
(Continued from Page 1) 

lation. No better test is now 
known.” 

The committee would view “with 

concern” a decision of a polling or- 

ganization to “limit their politi- 
cal studies to attitudes which can- 

not be checked up at elections.” 

The committee also commented: 

1. That “all the major polling 

organizations interviewed more 

people with college education than 

the actual proportion in the adult 
population over 21, and too few 

people with grade school education 
only.” 

2. The method of eliminating 

non-voters through screening ques- 

tions is “still a primitive proce- 
dure.” 

3. The undecided vote factor is 

minimized—“defective allocation 

of the ‘undecided’ vote contributed 

less than 1.5 percentage points to 
the over-all prediction error. Much 
more serious may have been the 

errors due to difficulty of estimat- 

ing who would vote and who would 

actually shift allegiance before 

election.” . 

w 4. On explaining poll limitations: 
“It is recognized that there is 

pressure from newspaper editors 

They spen 

where the most is spent 

d the most 

82% of THE NEW YORKER’S circulation is concentrated in the 41 city-trading 

areas where most of the retail dollars are spent, where most automobiles are 

bought. In these areas automobile dealers have fond affection for NEW YORKER 

subscribers, with good reason. Investigation shows that 86% of NEW YORKER 

subscribers own cars. Many own more than one. They buy new cars. They buy them often. 

SELLS THE 

They spend the most wh ere the most is spent. 

THE 

EW YORKER 
No. 25 WEST 43n0 STREET 

NEW YORK, 18,N. Y. - 

PEOPLE OTHER PEOPLE copy 

eee 

°o.SOGLOW 
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and readers to omit qualifications 

and ‘technicalities’ but pollsters... 

have an important responsibility 

for educating readers of poll re- 

sults to evaluate them. ..” 

5. No effort was made to dis- 

cover where a respondent was 

“undecided,” or between which 

candidates he was wavering. 

The committee candidly con- 

fessed, “We found many possibili- 

ties of error due to the interview- 

ing but little evidence of their 

magnitude and direction...Our 

inability to evaluate the combined 

effect of field operations as poten- 

tial sources of error is mainly due 

to the sad state of our basic know- 

ledge of what really goes on in the 

interviewing process.” 

ws The committee did not believe 

it could evaluate some of the ques- 

tions raised about the polls, rang- 

ing “from charges of fraud and 

sell-out to the Republicans or 
Democrats to the problem of 

whether pre-election polls hinder 

or help the democratic process,” 

but did say firmly that “as far as 

fraud goes” it “found no evidence 

of it at any time and it considers 

such charges groundless.” 

The committee also noted the 

complete cooperation of the Gal- 
lup, Roper and Crossley organiza- 

tions and “wishes to commend the 

pioneering work that these men 

have done in the field of public 
opinion polling, a broader and 

more important activity than pre- 

election forecasting.” 

It also slapped on a curious 

footnote to the history: “Since 

1844, there were eight elections so 

close that the winning candidate 

had a plurality over his leading 

opponent of four percentage points 

or less. Forecasting the results of 

these elections by the methods used 

in 1948 would have been extremely 

hazardous...” 

s The disposition of the polling 

organizations seemed to be good as 

far as the report is concerned. Elmo 

Roper noted a discrepancy over 

his estimate of the Democratic 

vote, but thought the committee 

had done a good job, and Archi- 

bald M. Crossley found it “emi- 

nently thorough, impartial and 

constructive.” 

Members of the committee, be- 

sides Mr. Wilks, were James P. 

Baxter, Williams College; Philip M. 

Hauser, University of Chicago; 

Carl I. Hovland, Yale; V. O. Key, 

Johns Hopkins; Isador Lubin, 

American Statistical Association; 

Frank Stanton, Columbia Broad- 

casting System; Frederick F. Ste- 

phan, Princeton, and Samuel A. 

Stouffer, Harvard. 

Pennsylvania Salt Forms 
Pennsalt International 
Pennsylvania Salt Mfg. Co., Phil- 

adelphia, has announced formation 
of a new subsidiary, Pennsalt In- 
ternational Corp., to handle foreign 
interests of the parent company. 
Richard L. Davies, assistant to the 
president, is president of the new 
international subsidiary, and John 
H. S. Barr is vice-president, hav- 
ing served as export manager for 
the parent company since 1944. 

‘Rural Gravure’ Moves 
The Chicago office of Rural 

Gravure, rotogravure section of 
country newspapers, has been 
moved to larger quarters in Suite 
716, 201 N. Wells. 

KSD] Changes Call Letters 
On Jan. 1, Station KSDJ, San 

Diego, changed its call letters to 
KCBQ. The station was recently 
purchased from the San Diego 
Journal by Charles E. Salik. 

Always Dependable Quality and Service 

an _ 1s ees 
_ ENGRAVING COMPANY 

208 S. STATE ST. ST. JOSEPH, MICH. 

PHOTO ENGRAVING - ART -COPY-LAYOUT 
‘A ONE COLUMN CUT OR A 
COMPLETE COLOR BOOKLET 
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Allen E. Norman, 

Fawcett Secretary, 

Dies in Yule Fire 
SCARSDALE, N. Y.—Allen E. Nor- 

man, 46, secretary of Fawcett 
Publications, was killed in a fire 

a. his home here Dec. 26. The fire 

<'arted about 3 a.m. and was be- 

.eved to have been caused by 

ort circuiting of two Christmas 

andles which were framed in the 

vindows of the dining room. Mr. 

Norman was roused by the smoke, 

went downstairs to try to fight 

the fire and was found dead of 

smoke poisoning in the kitchen. 

Also injured in the fire were 

Mrs. Norman, who jumped from 

an upper window, fracturing her 

spine and right heel, and Elsa 

Tellefsen, a maid, who was badly 

burned. Allen E. Norman Jr., 10, 
jumped safely. 

Mr. Norman joined Fawcett in 
1934 as sales promotion manager 

and had been secretary since 1937. 
Born in Van Buren, Ark., he grad- 

uated from Harvard’s Graduate 

School of Business Administra- 

tion, majored in advertising, and 

worked for several advertising 

agencies before joining Fawcett. 

During World War II, he was 

chief of the magazine section of 

the printing and publishing divi- 

sion, War Production Board. 

SAMUEL G. McCLURE 
Santa Monica, CaLt.—Samuel G. 

McClure, 85, publisher of the Santa 
Monica Outlook, died Dec. 25. Mr. 

McClure, who had been publisher 

of the evening newspaper here 

since 1932, formerly owned and 

operated the Telegram, Youngs- 

town, O., and served as president 

of the Copley Group, a chain of 

dailies in California and Illinois. 

His son, Robert E., is editor of 

the Outlook. 

SAMUEL B. RICHARDS 
LouIsvILLE—Samuel B. Rich- 

ards, 40, production manager of L. 

W. Roush Advertising Co., died 

Dec. 23 of a heart attack. Before 

joining the agency, Mr. Richards 

headed the advertising department 

of Enro Shirt Co. here and served 

as advertising manager of the 

Herald, Springfield, Tenn. 

F. W. LEADBETTER 
PoRTLAND, OrE.—Fred W. Lead- 

better, 80, paper manufacturer and 

member of the board of directors 

of the Oregonian Publishing Co., 

died Dec. 22 in Los Angeles where 

he and Mrs. Leadbetter were en- 

route to Phoenix from their win- 

ter home in Santa Barbara. 

Mr. Leadbetter was president 

of the Columbia River Paper Co., 

Oregon Paper & Pulp Co. and 

Columbia River Paper Mills. He 

also was chairman of the board 

of Publishers Paper Co. of Oregon 

City, Ore. 

HERBERT P. WARD 
SPRINGFIELD, Mass.—Herbert P. 

Ward, 79, former advertising man- 

ager and later public relations 

director of Hampden Brewing Co. 

of Willimansett, Mass., died Dec. 

‘1. He had retired about six 

nonths ago. 

NILLIAM B. HEAPS 
Cuicaco—William B. Heaps, 

vestern district manager of Elec- 

rical West and Electrical Con- 

truction & Maintenance, died at 

is home in Evanston Dec. 25. Mr. 

feaps, who was 52, had been as- 

ociated with McGraw-Hill Pub- 
ishing Co. for 27 years. 

Wyler Watch to Zlowe 
Wyler Watch Agency, formerly 

nandled by Walter Weir, Inc., has 
named Zlowe Co., New York, as 
ts agency. Sunday sections of 
1ewspapers and national mag- 
izines are scheduled. 

> RUSH = 

CAPPEL, MACDONALD’S 

FORTY -HINBRE 
MERCHANDISE PRIZE CAMPAIGN 

“Thar's gold in them thar sales.'’ The chance to find gold has 

sent men to far-off places seeking fame and fortune. In 1849 

the gold rush to California was at its height. In 1949, inspired 

by the colorful atmosphere of those gold rush days . . . trans- 

planted to a modern, hard-hitting sales campaign by Cappel, 

MacDonald's creative department . . . and spurred on by the 

age-old lure of well-known merchandise prizes, your employees 

will really '‘go to town"’ with increased sales . . . new outlets . . . 

better service to customers, clients, dealers or distributors . . . 

safer driving or more efficient operation. The Forty-Niners is a 

sales campaign in a package, designed and offered to you by 

the country's foremost sales incentive firm . . . oldest and largest 

in the field. 

P-L-E-N-T-Y OF SPACE FOR YOUR OWN COPY 

Yes, there's plenty of provision for making The Forty-Niners 

Campaign your own promotion . . . space for copy about your 

product or service, your sales slant, your personal appeal to 

the men who will receive these mailings at their homes. You can 

mimeograph your copy on nine of the pieces. The Catalog can 

be imprinted with your company's name at a small extra cost. 

THE WHOLE FAMILY’'S 
INTERESTED IN lp 
C-M’S BIG, NEW | : < 
CATALOG OF ' , F\\ Ey 

1000 : - 

PRIZES! 

Write on your company i nelied for a sample set of The Forty- 
Niners Campaign. Use the handy form below to order enough 
material for your organization now. 

AY \,){jCAPPEL, MAC DONALD AND COMPANY 
oh ZY CAPPEL BUILDING, DAYTON 1, OHIO 

sets of Forty-Niners Campaign 

Ty aed, iitedie 52-page prize catalog and 13 mailings per set, 

at $1.50 edch. (Free Campaign Plan Book with each order.) Also 

send me__ books of Gold Certificates (50 per book) 

at 50 cents per book; and ______Forty-Niner Gold Seals 

at $1.00 per 100. Check for $ enclosed. 

Compony 

Addre 

Citpx and Stote 

THIRTEEN COLORFUL 

MARS PIECES 

The attractive mailing pieces in The Forty-Niner Compaign will 

keep your employees on their toes throughout the contest— 

whether it's one, two or three months long. 

To whet pnneneng 

interest, 

Lor luck"’ is @ fteoser 

77 mailing featuring 

real metal pocket 

piece with a cus- 

tomer slant. THE SIZE OF A 

SILVER DOLLAR 

ANNOUNCEMENT, SIX 

MAILINGS TO SALESMEN 

The big announcement, with space for your 

own copy, contains The Forty-Nirers Trail to 

Prosperity and Prizes—a personal progress 

record chart for each salesman. Six other moilings—four with 

space for your copy—two with amusing “gadgets” attached. 

Addressed to “Mr. and Mrs. Forty-Niner’ appeals to the whole 

family for aid and encouragement during campaign. 

“The Gold Nugget’ is your Campaign Newspaper—for your 

personal messages, reports of sales, contest rules, etc. Envelopes 

provided. 

PLUS BIG PRIZE CATALOG 
How to set up rules, promote your 

Campaign, figure ‘point’ awards, 

order prizes. Essential information 

for the executive responsible for 

your Campaign's success. Free 

with each order. 

in Dr © 
YOU CAN BUY eieamien of these coin- ln-shaped seals for 

use on invoices, correspondence, windshields, etc. Also 

books of handy ‘‘Gold Certificates’’ for awarding prize 

points to winners. See Order Form at left. 

CAPPEL, MACDONALD AND COMPANY 
CAPPEL BUILDING 

* Representatives in Principal Cities ° 

DAYTON 1, OHIO 
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Heavy Newspaper, 

Radio, TV Campaign 

for GM's Auto Show 
DetroITr—A smash newspaper 

campaign in New York City dailies 

along with radio spots and a li- 
mited use of television will be used 
by General Motors Corp. to sup- 

port its showing at the Waldorf- 
Astoria Hotel, Jan. 20-27, of the 

corporation’s 1949 line of passen- 

ger cars. 
In addition to the New York pa- 

pers, a limited number of dailies 

in Newark, Jersey City and other 

New York area cities will be used. 

My letters and campaigns have pulled mail or- 
ders totaling millions of dollars. One Gardner letter 
brought 300, $7 raincoat orders; another letter doubled 
ereapendence vc hoo! sales: another letter-and-folder -_ 

uadrup’ Soe for New York book publis 
root — =% Slients thy hout America. 

ot gomgicte copy cam- 

nalysis and suggestions 

- Jy Eiiting sing mail sales \ptters or 

ERNEST F. GARDNER Se tast Saun sem) 
brit detail ita ‘Setline ° 1a 

The ads will begin Jan. 17 and con- 
tinue through the show. 

It was emphasized that televi- 
sion will be on an experimental 

basis and that its use may be ex- 

panded after the show begins. 

In addition to the corporation’s 
support drive, the individual car 
divisions—Cadillac, Buick, Olds- 
mobile, Pontiac and Chevrolet— 
will insert into their regular sche- 

dule of advertisements mention of 

the show. The divisions, however, 

plan no expanded or special cam- 
paigns in connection with the 
show. 

The Pontiac and Chevrolet mod- 
els will be shown for the first 

time at the show. Other GM mod- 

els were introduced several weeks 

ago. 

Joins Bradford, Robinson 
Wm. R. Homann, free-lance de- 

signer in Chicago for the past 20 
years, has joined Bradford, Robin- 
son, Denver, creative printer and 
lithographer. Mr. Homann will be 
in charge of designs of all printed 
matter. 

New Mail Order 

Catalogs Offer 

Big Price Cuts 
Cuicaco—The millions of mail 

order buyers who thumb through 
their new 1949 spring and summer 
catalogs this week are in for some 
pleasant surprises—price reduc- 

tions of 10 to 20% on many major 
items offered for sale. 

The new half-year catalogs were 

dispatched last week by Mont- 

gomery Ward, Aldens, Spiegel and 

Sears, Roebuck. The big catalogs 
came hard on the heels of the mid- 

winter sales flyers which, though 

they are temporary affairs, were a 

happy harbinger of lowered prices 

generally. 

Ward’s 1,110-page catalog, 58 

pages less than a year ago be- 
cause the company has withdrawn 
a number of items for smaller 

books in such fields as gardening, 
farm equipment, photographic 
materials and fishing and camp- 
ing supplies, reflects substantial 

price reductions on clothing, dry 

goods, upholstered furniture and 

draperies. These prices, in line 
with the general price decline in 

textile goods, are down 15 to 20%, 
compared with a year ago. 

ws Ward’s jewelry offerings are 
cut 10 to 12%; major elecirical 

appliances average 10% lower, 
with refrigerators selling $5 to $15 

below the spring of ’48; and floor 
coverings, though the general re- 

tail price trend has been upward, 

are listed at about the same price 
levels. New items in the book in- 

clude home freezers, portable TV 

sets and men’s suits, back at $39.75. 
There are fewer “not available” 

overprints on items, indicating a 

more normal supply picture than 

in other issues since the war 

years. 
Sears, Roebuck estimated that 

prices of goods in its 1,200-page 

book average 1.7% lower than 

\ 

TELEVISION ROLLS UP A SCORE 

this connected network. The Du Mont 

hookup beamed another 6 games in New 
The American Tobacco Company, 

through our television department, 
brought a lot of football to thousands of 

viewers in the East and Midwest. 

Over 

thrilled 

Richmond. Army 

NBC, 
television 

long passes and line stabs 
fans from Boston to 
and Yale, Navy and 

Harvard and Princeton are some of the 

colleges whose games were telecast over 

N. W. Ayer & Son, inc. 
Philadelphia New York Chicago + Detroit 

York. Around Chicago, 8 Northwestern 
and Illinois home games were telecast. 

Football, via the coaxial cable, proved 
a prominent member of American To- 
bacco’s sales team. Multitudes watched 
—and responded—as Lucky Strike took 
a lead on this growing medium. 

San Francisco + Hollywood + Boston Honolulu 
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those in the ’48 fall and winter cat- 
alog. The figure is based on a 
sampling of more than 1,500 item: 
representing all types of product: 

and the composite average repre 
sents 100,000 separate items. 

Greatest price declines wer 

shown for textiles and wearing ap 
parel. Price boosts affected main]. 

appliances and other metal “har: 

line” products. T. V. Houser, Sear: 

vice-president in charge of mer- 
chandising, said that of the item 

sampled, 37% showed a price de- 

cline; 17% were higher, and 464%, 

showed no change. 

Alden’s spring-summer catalo; 

which invites customers to “Mak 

Our 60th Year Your Thrifties 

Year,” shows general price de- 

creases ranging as high as 15%, 

with some specialty items down as 

much as 25%. Robert W. Jackson, 

president, said the firm, in coop- 

eration with its suppliers, reduced 
its markups in order to provide 

greater values at lower prices, 

which “are now at the lowest 

points they have been since the 
war.” 

ws Aldens, the first mail order 

house to offer television sets to 

mail order buyers last fall, has 

added a portable set at $199. Other 

firsts in the new catalog are china- 

ware, with a 20-piece set at $5.39, 

lawn mowers, package towel sets 

and “package” ensembles in bed- 

room and living room furniture. 

Spiegel announced that, after 

mailing its 676-page catalog to 
regular customers, it will continue 

testing the plan, started last sea- 

son, of selling catalogs on news- 

stands. Its prices on textile lines 

are generally lower than last 

year, while prices on many other 

lines remain unchanged. In only 

a few cases, Spiegel said, material 

shortages and rising labor costs 

forced slightly higher prices. 

New Spiegel items include tires 
with the “cold rubber” tread, 

table-top water heaters, fire-re- 

tarding paint and a golf outfit 

equipped with a “Pocket-Pro” 

handbook offering advice on every 

shot. 

Ward’s clearance flyer carried 

price cuts averaging 10%, with 

some savings of as much as 20 and 

30%. Both it and the Sears’ flyer, 

which offered reduced prices on 

more than 2,000 items from the 

fall and winter book, are effective 

only until Feb. 28. 

Gillette Sponsors 3 Bowl 
Games As TV Film Shows 

Viewers in 15 television cities 
will get to see highlights of the 
Rose, Orange and Sugar Bow! 
games—thanks to the Gillette 
Safety Razor Co., Boston, AM 
sponsor of all three. Gillette, 
through Maxon, Inc., carried a 30- 
minute film of the events, last 
night (Jan. 2) over CBS’ East 
Coast network. 

Chicago, Cleveland, Detroit, Tol- 
edo, Milwaukee, St. Louis, Atlanta 
and New Orleans stations will 
show the film today (Jan. 3). 

Whittaker Leaves WICC 
Norman Whittaker has resigned 

as sales manager of Station WICC, 
Bridgeport, Conn. 

The MOST Effectiv 

ADVERTISING, 

MERCHANDISING, | 

and EDITORIAL - 

INFLUENCE 

in the DAKOTAS ‘é 

_ Dakotas Ou Magazine | 

AKOTA FARMER 
ABERDEEN, SOUTH DAKOTA + 
J.P. MALONEY, Advertising Manager 

i " = * ie, oie « ro te ee Ay Ow a - ae ena a . — a4 eee: “rae ae Fo ae it aw Stes ie \ ie 2 co eal iat guar ie e rl age Se erate 4. Pat He apy * se a 

wes sams) 7 oe ome? a8 a are oi pgs “93% Dee oie, dee. a M,N a ee 

2) ere a (a in tig ee ee ae ny ne gg ates 

ae ee 

‘e | | | | : 
te af r 

i ws : re x 

es | 
ae aa : ' | 

Beg st. (i 
ee f 

ne sl a a : eat 
1 

3 cen 
: t 

rms c 
= Pe peel : (eI 

ihe een 10 

ma a i ea ale 

— ne 
T 

; — ver 

apes ee ace 

(SELL BY MAIL! r 
pea 

7 yea 

$ enu 

; cen 

| T 

= put 
ba a. , : ; unc 
ee en, * _ SC _-?’!I 
3 > ; : app 

arr oe 

cit. the 
- 

cost 

SES ne BPs SR 
ee, 

A 

i ee... eee en ee ing 

Te een geo 
a Sa ; sub 

4 Oo ne —<———— will 
P I ae wit! 

ON eee SRE ee izin 

SEE ETS PE = 
rept 

Hee ans T ER A me able 
a 

SSS Se af 
a i ETE A amas forr 
ia ee a eee in « 
‘eae . 
= Toi ee tion 

ay re ._ Am 
1a Nae eres COT SR OME EAT ets | th = 7 ‘ : e 

; _—————— A 

net Me — : Ret; 
aeo ba A, RTE aa aE , “she a : ea 
~ Seen ee a, CARE ee eee a wore den 

a + $i | = ek. ARITA ; a went _—=— +e ee . esta 
ae —< = 2 a}. » oy. a a hea og . . less. 

» ae g r; " as ol : > Se oe on dep: er i ae a Sis *¥) a ane | ? Bie i 
long 

——————— AvANN>™8x>-—"-—"—_ Ts VW ie Oe S 
nee as .* we es Sa ici dist: 

ee eal eS 8 lal Baas TE isn: Sl ia ° 

a i eS — -° _——. dist 
——— “a os ~ = * a ss Se ee oe ee -~ aa 

a el 
ee. 

4 Coane : ye 4 ie =. cy AK; 
= Cc 1 ie a oe : n~ ahs m : C—O - nibs a fae i Haken 1 

: ——— gs ore ~ al plac 
“gai leg Jus .- —_— L ‘ : men a oe ai ae ver ~ : q , 

ees re = ” : = . —— rs ‘ ; S digineanemiares pair 

a NE aie ‘ie iT? . > Cor 

oe : a 
\ 

Cc 

os ~ has ai et een ider 

wean eee ciimpamanniadnn taal forn 
ii eeal . sas 
ees \ ne utiv 
as Neen eee OE ter se past 

a: i ae ir i oe ‘ae 

_ 4 ey I ay oer$ 

ee ‘ieee ™ Chie 
we. iia ee who 
Cs 1g0 Ps <ell 

a caer 
ee ‘Gle 

. TI 
ee be p 

‘ ae Glot 
: 

= ever 

ee ; - oat ‘ 
= adve 

: SS ; . ; 4g Ea 

| ‘pp 
or is : 

— % - P= 

4 a - 

ee 
t 

7 | Be | | | 

ig LL . 

pe 

ey eae bait sane ees tad) bps * ve Perit P *s reas x i gibi ie tage Che a Aree a Sa Rs 7 ao a peda SE ES, | es € eer Dimes So oak Pde sn 5 Ms gost Sy Shin Sea er ; oP a Be eo se fe Sa Pl : hea Eee ees ic oe ae eee es os oie >» i a ee ea PRG CR ete te re cee NO ee Ch he BEES MOSISEDSS SES SS eA MCSD al SE Dato ae gy URED SOP 7 cme SAY gis aR ae aan NG uence th Sera On SVR ROPES STE Ae cee owes ie A Mao menage: 



italo; 

‘Mak 

‘ifties 

e de- 

15%, 
wn as 

ckson, 

coop- 

duced 

rovide 

»rices, 

owest 

e the 

order 

sts to 

, has 

Other 

hina- 

$5.39, 

1 sets 

bed- 

ire. 

after 

»g to 

tinue 

, sea- 

1eWs- 

lines 

last 

other 

only 

terial 

costs 

tires 

tread, 

e-re- 

outfit 

-Pro” 

every 

irried 

with 

0 and 

flyer, 

2s on 

1 the 

sctive 

cities 

/ dwertising Age, January 3, 1949 

First Postwar 

Business Census 

(iets Under Way 
WASHINGTON—The first business 

census since before the war will 

t under way this month when 

ecial temporary employes of the 

Census Bureau begin interviewing 

riore than 3,000,000 retail, whole- 

ale and service trade establish- 

nents. 

The interviewing will be on a 

very limited scale during January, 

according to William C. Truppner, 

chief of Census Bureau’s business 

division, but will build up to a 

peak during the first half of the 

year, with an estimated 4,000 

enumerators working out of 300 

census field offices. 

Timing of the census, and the 

publication of the results, remains 

uncertain because Congress has 

appropriated only about 15% of 

the funds necessary to complete 

the project. In all, the census will 

cost an estimated $15,000,000. 

According to current timetables, 

the first preliminary results relat- 

ing to selected cities and other 

geographic areas and to special 

subjects will be released in the 

latter part of 1949. Information 

will be released throughout 1950, 

with the final volumes, summar- 

izing the special area and trade 

reports previously released, avail- 

able early in 1951. 

a A total of 14 special census 

forms are being used. Developed 

in cooperation with about 50 na- 

tional trade groups, including the 

American Marketing Association, 

the Chamber of Commerce of the 

United States and the American 

Retail Federation, they include 

“short forms” minimizing the bur- 

den on smaller establishments. 

The “short form” for retailers 

provides 1948 sales totals for 

establishments doing $100,000 or 

less. Other retailers, including 

those with more than one estab- 

lishment, and those with leased 

departments or concessions, use a 

longer form. 
Special forms are provided for 

distributors of consumer goods, 

distributors of industrial goods, 

agents and brokers, assemblers, 

co-ops, personal services, hotels, 

places of amusement, establish- 

ments engaged in automotive re- 

pairs and power laundries. 

Compton Names Four V.P.s 
Compton Advertising, New York, 

has elected four new vice-pres- 
idents. They are: Merrell Boyce, 
former head of Compton’s Kan- 
sas City office and account exec- 
utive on Socony-Vacuum for the 
past two years; C. James Fleming 
Jr., account executive on Procter 
& Gamble’s Crisco; L. O. Holm- 
berg, manager of the agency’s 
Chicago office, and Jack Rees, 
who joined the agency four years 
igo and is account executive on 
Xelly-Springfield and Goodyear. 

‘Globe’ to Mail Review 
The annual business review, to 

be published in the Boston Sunday 
Globe on Jan. 30, will be mailed to 
every chamber of commerce in 
‘he United States as a service to 
advertisers. 

Lagle Pencil to Tarcher 
Eagle Pencil Co., New York, has 

«ppointed J. D. Tarcher & Co., New 
York, to handle its advertising. 

PERMANENT 

DISPLAYS 
POCet.OF SAts 

u€.Walton Place - 

Stevenson Promoted 
R. S. Stevenson has been ap- 

pointed assistant general sales 
manager of the tractor division of 
Allis-Chalmers Mfg. Co., Milwau- 
kee. He has been a member of the 
division’s sales staff for 15 years, 
most recently as southwest terri- 
tory manager. os ’ 

Ford Advances Oliver CALL FOR 
Robert E. Oliver, research man- 

ager of the public relations di- NM A X W E L L 
vision, has been appointed as- 
sistant director of public rela- For *“*HIGH-SPOTS”’ 
tions of Ford Motor Co. of Canada, 
Windsor, Ont. 

Hunt Foods Boosts Erlanger 
Hans Erlanger has been named 

general sales manager of Hunt 
Foods, Inc., Los Angeles. He has 
been in an executive sales position 

CALL FOR 

PHILIP MORRIS 
America’s Finest Cigarette 

Outdoor Advertising 

The R.C Maxwell Co Trenton N.S 

BMT 
ee 

; 

CALL 

with Hunt since 1946. 

Transactions at Frank Farrar’s sales pavilion, above, and in 
the city owned stock yards, average 100,000 dollars per week. 

est Plains, county seat of Howell County, Missouri, balances beef and 
timber for a profitable agricultural income, Making the most of the farming resources of its 
trade territory is a full time community project. Livestock, timber and dairy product receipts 
alone provided an annual income of 11 million dollars to West Plains farmers. 

Close cooperation between merchants and farmers is the key to their mutual prosperity. 

West Plains recognizes the importance of up to the minute farming practice. In town and 
country, Missouri Ruralist is the recognized source of Missouri’s farming information. ‘This 
recognition makes Missouri Ruralist, for nearly 90 years Missouri's state farm paper, unequalled 
as a medium for establishing rural product preference and brand buying throughout the State. 

Preferred advertised brands of mer- 
chandise are featured by the merchants 
of West Plains. Pictured above is a sec- 
tion of one of the busy streets in the 
West Plains business section. 

ee 

1a OO samt aks Sct , : 

At left, Jim Renz, Manager of the Norfolk 
Flooring Company plant, and Joe Aid, §Jr., 

West Plains hardware dealer, discuss quality 

features of Missouri Hardwood flooring with 

a@ representative of Missouri Ruralist. Above, 

a partial view of the Norfolk Plant. 

CAPPER PUBLICATIONS, INC. odvertising offices ore in New York, Chicogo 
Son Francisco, Kansas City, and Topeko, Konsos. Ediforio! office: FAYETTE, MISSOURI 
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BiG NEW WAGKZI UE 

S TO GIVE YOU THE CREAM OF THE 
$5,000,000,000 SPORTS MARKET 

BILLIOY I) 
No other market like it! No other magazine like it! 

The sports market, spectator and participant, is booming at a Sports Illustrated is the first class magazine to cover the en- 

phenomenal rate! $5,000,000,000 (five billion dollars!) a year tire sports field...spectator and participant. 

is now being spent by sport fans on equipment and admis- Sports Illustrated is big in every respect, big in scope, big in 

sions. Sports magazines circulation has more than doubled audience appeal, big in format— Life and Fortune sizes. The 

since pre-war! Advertising revenue in sports magazines has cream of the vast sports market will find Sports Illustrated 

increased over 900% in the last five years! The sports market the perfect magazine. With 50% pictures, 50% text, Sports | - 

is rich, big, healthy —and going places fast! Illustrated is exciting from cover to cover. It has opinions, 

courage, and authority. It reveals inside stories, human inter 

est dramas, deals with the problems of every sport. 
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sports illustrated 
n4 a ; mu 

‘tanley Woodward, former sports editor for the N. Y. Herald- 

‘‘ribune and one of the nation’s top sports authorities, is 

sditor of Sports Illustrated. Dell, world’s largest publisher of 

1ewsstand periodicals, is publisher of Sports Illustrated, 

No other advertising value like it! 

Because Sports Illustrated is the only quality magazine cover- 

ing every phase of sports activities, it delivers the cream of 

the $5,000,000,000 sports market. 

V circulation guarantee is 400,000...and a big circulation pro- 

motion campaign is going to keep boosting that figure higher 

and higher! 

V Page rate is $1,120 (B& W), closing date for the second issue 

is January 8, 1949, and advertisers in the first issue get rate 

protection for a full year! 

If you want to reach men who spend...the cream of the five 

billion dollar sports market ...here is an advertsing value 

hard to match anywhere! 
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A Hearty Welcome to Rough Proofs 
Today, after almost 19 years of|either the hurt looks or the raised 

occupancy of column 1 on Page 1, 

Rough Proofs moves, bag and bag- 

gage, to the editorial page, where 

it will appear each week hereafter, 

along with the sterling words of 

' wisdom in the editorial columns, 

and the sometimes serious, some- 

times pixy comments of the Ad- 

libber. The Information for Ad- 

vertisers column, dressed up with 

a new coupon which makes it 

easier for interested readers to se- 

cure desired material, will here- 

after appear on the page which 

carries classified advertising. 

It is doubtful if any column 

which has ever appeared in a busi- 

ness paper is so closely knit to the 

personality of that paper as is 

Rough Proofs with ADVERTISING 

AcE. This pithy column of wit and 

wisdom has appeared, with but a 

single exception, in 987 consecutive 

issues of ADVERTISING AGE, starting 

with the very first issue, published 

on Jan. 11, 1930. 

During all that time it has been 

written by the same person, under 

a carefully guarded anonymity 

which allows Copy Cub to say 

what he pleases about whomever 

or whatever he pleases, without 

subsequently being forced to dodge 

eyebrows of his personal friends. 

During the years, it has cast a 

practiced and a puckish eye at 

the advertising business and all its 

intricacies and foibles; it has cre- 

ated the incomparable Gladys the 

beautiful receptionist, the gal with 

the body of Venus and the mind of 

half-cooked venison. It has added 

spice and flavor to the week’s 

grist of serious business news, and 

has become one of the most pleas- 

ant habits of the week in thousands 

of admen’s offices and homes. 

Without Rough Proofs, to many 

advertising people ADVERTISING AGE 

would be like a contract without 

insertion orders, or an advertising 

manager without a budget. And 

many a time and oft, those of us 

who are “serious” workers in the 

AA editorial vineyards have been 

distressed to discover that the flip 

comments of Copy Cub get wider, 

more intensive reading than the 

serious news which so often fur- 

nishes the grist for his mill. 

So, welcome to the editorial 

page, CC! Let the wit flow merrily 

(and may we venture to suggest, 

CC—for the benefit of the makeup 

man—that you start the flow a wee 

bit earlier each week?). 

Ingenuity Knows No Bounds Whatever 

The most exciting thing that has 

happened to the advertising busi- 

ness in many a long year is hap- 

pening now. We refer to the re- 

cent discovery by Delta Air Lines, 

and now by local advertisers in the 

Erie, Pa., Dispatch, that it is pos- 

sible to print advertising and news 

on the same page, in the same 

space, merely by overprinting the 

advertising, in a transparent second 

color, over the news items. 

The possibilities opened up by 

this discovery are endless, and 

while we do hope, just a little bit, 

that they won't be exploited to the 

hilt, we can’t help detailing some 

of them. 

First and foremost, this fortui- 

tous over-printing of advertising 

on editorial could enormously de- 

crease the cost of paper and press- 

work for all printed media, and 

thereby ultimately reduce the cost 

of printed advertising. It might be 

possible, even, to get costs down so 

much that all printed media could 

afford to provide each reader with 

r ees « 
he Se FOr ah ae ene tab ai pales ea es ice Sais A foie ie 2. Te 

mate 

a special set of color-corrected 

spectacles which would enable him 

to read first the editorial and then 

the advertising, or vice versa. 

If the over-print idea can be 

extended to audible media, it could 

(a) either enable Jack Benny and 

the tobacco auctioneers to get off 

their spiels simultaneously and 

thus lengthen each, or (b) permit 

an advertiser to get in a full 27- 

minute show and three minutes of 

commercial while buying only 25 

minutes of time. (This would re- 

quire a slight “over-printing” of 

the entertainment, as well as the 

commercials, but it could probably 

be done easily). 

And once the idea is generally 

accepted, why stop with one over- 

print? Why not utilize the same 

space for two or three over-prints, 

each in its own distinctive color, 

and perhaps add the final touch of 

genius by offering a daily prize for 

the first reader who is able to sort 

out and decipher the various mes- 

sages correctly? 

The Vice President 
in charge of 

Public Relations 
Ws he ap S: 

ce an einen to the VICE PRESID IN 

Murder, Most Foul 
Thanks to Scout E. S. O’Neill, 

of Real Silk Hosiery Mills’ sales de- 

partment, we have a clipping from 

the Indianapolis News, which says 

in bold face type: 

“MURDER 

You are murdering your children’s 

future by not giving them music 

Buy them electric guitars as low as 

$25. 

HARLIN BROS.” 

There’s a crime for which no 

adequate punishment has been de- 

vised. 

Lo, the poor urchin, whose neg- 

ligent parents have failed to pro- 

vide with the electric guitar which 

is every child’s birth-right! 

Just think, for as little as $25 

(and after Christmas, does $25 

look little?), you can guarantee 

your heir’s future. 

Where is the parent who would 

not gladly undergo the torture of 

listening to anyone learn to play 

an electric guitar, just to know that 

the child’s future was perfectly 

secure? 

On the other hand, there are 

neighbors to be considered. Some 

of them might even blink at child- 

future murder, if only to escape an 

amateur’s plucking out “Rose 

Room”. 

The sensible thing is to settle 

for a jews harp, which cannot be 

heard for any appreciable distance, 

and sounds a little like an oil 

burner anyhow, and as for the 

child’s future—oh, call it man- 

slaughter. 

Just Punishment 

As long as this criminal trend 
persists, we might as well tell you 

about the man in Hartford, who 

became so incensed at a wrestler’s 

tactics that he tried to assault the 

poor thespian as he left the ring. 

Three policemen had to subdue 

the irate fan, and eventually he 

was placed under arrest. 

The police court judge, before 

passing sentence, advised the fan 
to limit his spectator activities to 

watching television. 

Which reminds us that when 

Lloyd Lewis was sports editor of 

the Chicago Daily News, wrestling 
items sometimes appeared with this 

explanatory note: “Because the 

theatrical page is crowded, this 

item appears today on the sports 

page, but it is dramatic news just 

the same.” 

How to Get a Gal 
The Columbus Dispatch recently 

carried this classified ad: 

READ IT! HONESTLY WE’RE ONLY 
ADVERTISING FOR A CLERK-TYPIST 
From the length of this ad you'd think 
we were trying to find new Cabinet 
members for Truman. We'll let the 
President worry about that, but the 
people who work in our office are just 
as important to us as his Cabinet is 
to him. The girl we're looking for 
shouldn’t be too hard to find. We just 
want somebody reasonably efficient 
and cheerful. It spoils our dinner to 
share 8 hours a day with a sourpuss. 
We just want a girl who can type 
neatly, file something and find it again 
without the help of the FBI. As far as 
we can find out the salary we pay is 
somewhat better than average for the 
city. The future? We wouldn’t know 
about that. The kind of girls we hire 
are so nice, various males keep on 
taking them away from us. So line up 
girls. For tke job, that is, no husbands 
left. We're all old married men. Call Mr. 
Lewis, GA-7877 

It drew more than 60 calls in the 

morning, before the switchboard 

had to be closed. 

Jottings 
WAVE, Louisville, scooped its 

competitor on negotiations for the 

sale of WHAS, Louisville... 

A Texas housewife, Mrs. Horace 

L. Cannon, San Antonio, won the 

$2,500 first prize in a letter-writing 

contest conducted by Stardust, Inc., 

for its life-insured Stardust bra... 

Did you know that the first office 

towel service business in New York 

was founded in 1883? . 

Key ad agency executives and ad 

managers of food companies got 

special fruit cakes at Christmas, 

baked by Freda K. DeKnight, food 

editor of Ebony. 

Have you heard of the Kosher- 

Salami-of-the-Month Club, which 

will positively send either 2 or 4- 

lb. salamis each month? 

Add gvod headlines: “Even the 

toot costs more!”—from an As- 

sociation of American Railroads 

ad... 

Advertising Age, January 3, 1949 

Rough Proofs i 

The alcohoi tax unit has de 

cided that clear heads may n: 

longer call for Calvert, but o 

course those that are not wil 

continue to call for Bromo-Sel 
tzer. 

zee 

Gladys the beautiful reception- 

ist says she sees they’re talkin; 

about compulsory health insur 

ance again, and with so many 

colds going the rounds she wishes 

they would make health compul- 

sory. 

aes 

A few hardy souls have emerged 

from the folios with the claim 

that they’ve read every word of 

the 1,067 pages of Carl Sand- 
burg’s maghum opus “Remem- 

brance Rock.” 

Turco Products, which has pro- 

vided hangover remedies for jaded 

conventioneers, has added a gad- 

get for relieving tired feet, prob- 

ably figuring that if there were 

fewer of the latter, there would 

be less need for the former. 

aes 

Broad-minded Mr. Wrigley has 

been featuring competitive brands 

of chewing gum and other con- 

fections in recent ads, not even 
asking the reader to “look at all 

three.” 

aes 

A. D. Lasker was called “the 

father of modern advertising” in 

an article in Young America, and 

former proteges who have visited 

the woodshed with him think the 

descriptive is apt. 

ses 

The boys who can get it for 

you wholesale are now doing 10% 

of New York’s retail volume, the 

story says. Do they have to wear 

badges to avoid trying to sell 

each other? 

oes 

Readers of weekly magazines 

appearing just before Christma: 

are given a pretty good idea of 

how life would be without the 

benefit of advertising. 

zee 

The comics books would go far 

toward solving their public rela- 

tions problems if they were to 

reprint the Frank Merriwell stor- 

ies in continuity style. 

ges 

Like many another space buyer 
who has gone over to the other 

side of the fence, Marty Reynolds 

is now finding out why it is mor’ 

blessed to give than to receive. 

aes 

Intaglio Service Corporation i: 
giving a break to its customers 

and prospects by providing of- 

ficial assurances that you can 

pronounce its name any way you 

please. 

zee 

The Philadelphia Eagles won 
the National football league pr: 
title in a blizzard, so maybe from 

now on they’ll be known as the 

Snow Birds. 
Copy Cus. 
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A & P, AMERICAN-ACME STORES, BALTIMORE MARKETS 

MAKE THE INQUIRER THEIR FIRST CHOICE! 

Proven productivity is bringing more and more food advertising to 
THE INQUIRER. Leading grocery chains have increased their linage 
25% in the past year. And more than 100 new national food and 
grocery schedules in 1948 harnessed the sales power of this great 
newspaper to dominate the Philadelphia market. 

NOW IN ITS 16TH CONSECUTIVE YEAR OF TOTAL ADVERTISING LEADERSHIP IN PHILADELPHIA 

Che Philadelphia Mnguirer 
Exclusive Advertising Representatives : 

TED W. LORD, Empire State Bidg.,N.Y.C., Longacre 5-5232; ROBERT R. BECK, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S. DIX, Penobscot Bidg., Detroit, Cadillac 6005 
West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946; 448 S. Hill St., Los Angeles, Michigan 0578 
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Council Projects 

Receive Record 

Support in 1948 
New York—More than 1,133,- 

719 car cards, 75,302 24-sheet 
posters, 1,100 magazines, 466,867 

newspaper mats, 12,409,135,000 
listener impressions and 1 billion 
book jackets supported the Ad- 

vertising Council’s public service 

campaigns during 1948. 

Through the cooperation of the 
National Association of Trans- 

portation Advertising and Na- 

tional Transitads, 348 transporta- 

tion advertising companies reg- 

ularly provide space in subways, 
street cars, buses and commuting 
railroads for council car cards. 
Nine council campaigns were 

scheduled in car cards during 
1948 and 1,133,719 car cards were 

displayed compared with the 1947 

total of 993,964. 

ws Council campaigns were car- 
ried on 24-sheet posters during 
every month of 1948 through the 

cooperation of the Outdoor Ad- 
vertising Association of America. 

More than 682 outdoor plants co- 

operated with the council on 

eight campaigns in 1948 with 75,- 

302 posters, compared with 50,- 

960 in 1947. 
Through the Magazine Pub- 

lishers of America, 1,100 maga- 

zines participated in a plan 
whereby a page a month was con- 

tributed during 1948 to the U. S. 

savings bonds campaign. Ads on 

the American Economic System 

campaign were carried by 136 

consumer magazines in November 

and December, in addition to 58 

business publications. Magazine 

advertisements on council cam- 

paigns were run by 79 national 

advertisers in magazines last year. 

@ The council made available 

newspaper advertisements, in mat 
form, on 15 campaigns during 

1948. The number of orders re- 

ceived for mats of council-pre- 

Get FINER 
Printing Plates 
from Color Films! 
A CHROMART color print made 
from your color film yields topflight 
printing plates. It gives your plate- 
maker artcopy he can match, color- 
for-color. 

CHROMART prints save you time 
and money! They can be lettered, re- 
touched as desired, made to exact size 
to fit into final art with only 1 set of 
plates for an entire page. 

CHROMARTS are made by skilled 
technicians with long experience in 
making artcopy color prints. From 
$52 to $122, depending upon size or- 
dered. Write! 

Frank Miller Laboratories 
846 N. Fairfax, Hollywood, Calif. 

America’s oldest colorprint service... 

the choice of top advertisers for 11 years. 

pared ads was more than doublejend of 1948 will total more than 
the number received in 1947. Mats | 14,500,000,000 impressions. The to- 

ordered during 1948 totaled 466,-/ tal for 1947 was 14 billion. 
867, compared with 222,837 in 

1947. 

As of Nov. 1 the estimated cir-| 4™etican Broadcasting 
culation gained for public service Adds DeGroot and Wyatt 
projects through the council’s ra-| Mitchell DeGroot has been 
dio facilities totaled 12,409,135,000 "amed assistant advertising and 
listener impressions. A_ listener —— yy of Gupree 
. ee | Broadcasting Co., New York. He 
oe. = grey Be one message heard) was formerly advertising and pro- 
once by a listener, and is based on motion manager of WCAE, Pitts- 
actual Hooperatings. It is esti-| purgh. 

pointed an account executive in 
ABC’s television sales department. 
He operated his own commercial 
printing firm in Tennessee before 
joining the network. 

Meredith Boosts Joe Eves 
Joe Eves, western advertising 

manager of Meredith Publishing 
Co., Des Moines, publisher of Bet- 
ter Homes & Gardens and Success- 
ful Farming, has been named to 
the board of directors to com- 
plete the unexpired term of Glen 

Advertising Age, January 3, 1949 

WPTZ Names NBC Spot Sales 
WPTZ, Philco’s television sta 

tion, Philadelphia, has named NB( 
Spot Sales as its national repre 
sentative.- The network represen 
tative will handle the station’: 
sales in all areas except Philadel. 
phia, where they will be directec 
by WPTZ’s sales force. 

Graphic Photo Moves 
Graphic Photo Co., Seattle, com- 

mercial photographer, has movec 
into its new building on Fairviev 

mated that the circulation at the Eugene C. Wyatt has been ap-! Boylan, who resigned Dec. 1. Ave. N. at Thomas. 
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STOCKHOLDERS EMPLOYEES COMMUNITY 

SERVICE 

SUPPLIED BY 

IRON AND STEEL 

INSTITUTE ON 

ALL ELEMENTS 

SmaStO AREAS OENO'F 
marina, Avakatet 
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How Steel Companies Use Community Relations to Promote 

Better Understanding Between Industry and Its Neighbors’ 

American Iron and Steel Institute is Chilton’s “Guest Conductor’ of these pages this month, 
In describing the steel industry's Community Relations program, the Institute emphasizes the 
need for intensive effort at the community level. Though designed for steel companies, the 
program may profitably be adapted to the needs of almost any business in the United States. 

Because of its size and importance, the 
steel industry has long been the object 
of attack from many quarters. For 
many years, steel companies have suf- 
fered from recurring assaults of mis- 
information, rumor and much un- 

founded criticism. Two independent 
post-war surveys of public and em- 
ployee opinion of the iron and steel 
industry revealed that: 

1. The public thought the industry 

made a profit of 20 cents on the 
sales dollar. People thought 10 
cents would be a fair profit. Em- 

ployees thought steel profits were 
25 cents on the dollar. They 
thought 15 cents would be fair. 
Actually, steel company profits 
were then slightly more than 6 

cents on the dollar. 

2. Both the public and employees 
thought steel had more labor 
trouble than any other industry 
and that working in the steel 
industry was the most hazardous 
industrial job. 

Neither Im pression 

Is Correct 

Serious misconceptions like these can 
be cleared up only when people un- 
derstand the facts. Opinion surveys 
have shown repeatedly that when em- 
ployees and the public get the straight 
facts about industry, much of the ap- 
parent hostility and criticism disap- 
pear. The basic problem for industry 
is to get the facts known, 

Intensive Work 

in Communities 

To be fully effective, industry's over- 
all educational work must be sup- 
ported in the local plant community. 
The public position of any industry 
depends fundamentally on how the 
individual companies are regarded in 
their own plant areas. People’s opin- 
ions regarding business are influenced 
primarily by what they know of the 
companies with which they are in di- 
rect, everyday association as employ- 
ees, or as customers, stockholders or 

neighbors. 

To assist steel companies in thei 
Community Relations activities, th. 
Institute first made a study of the pro- 
grams actually being conducted by 
steel companies and by companies in 
other fields. Then a basic program 
was formulated which defined nin: 
elements of public relations applied to 
employees, stockholders, supplier: 

customers and neighbors. 

A series of ‘“How-To-Do-It’’ book- 

lets was then prepared for each o! 

the nine points. (See illustration o: 
Opposite page.) 

“How-To-Do-It” Booklets 

The booklets discuss the various pub- 

lic relations methods and devices :.. 
the steel companies may use to rea! 
and convince those about them. 

The booklet on Employee Comn 
nications points out that “Commun 
Relations, good or bad, begin rig 
in the mill.” It outlines the vario 
ways in which management can det: 
mine the real attitudes and opinio: » 
of its employees through opinion s 
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ales 'RLD the air at its normal time of 5:30,;ment equipment was beingy;tee will be responsible for the 

1 sta 4 Towers Fall; a.m., but emergency crews so-| rushed. Power was reduced from pa eb eo sent A me 

i NBC stored service by 10:51 a.m./| 50,000 to 10,000 watts. and radio in observance of brotn- 
repre ‘M Off for 6 Weeks Toppling of the towers 472’ and “er —_ ped aie 
resen DALLAS—KRLD, Columbia|492’ high, was blamed on a broken | Lee Bristol] Heads Ad Group tee are: Charles Luckman, pres- 

wh froadcasting System outlet for | insulator. ; : for Brotherhood Week ident of Lever Brothers Co.; Fred- 
ad | allas. and Fort Worth, was off} KRLD-FM will remain off the; Lee H. Bristol, executive vice-|eric R. Gamble, president, Amer- 

tne air for five and one half hours|air for about six weeks pending|president of Bristol-Myers Co.,/ican Association of Advertising 
ee. 21 following collapse of two| arrival of a new FM transmitter |New York, and director of the Ad-| Agencies; Paul B. West, president, 
..ant antenna towers on the city’s | tower. ° vertising Council’s United America Association of National Advertis- 

enn atskirts about 15 miles from the| Temporarily, two 50’ telephone ee th -~ aes neteee — Co" pM te age hae ag ag ag em oe 
; tudios. poles were rigged up to support an , agg 2 Seeeeeas Snes 4 : . Willis novec owntown y for Brotherhood Week, sponsored|de Nemours & Co.; William Con- 

irview The accident occurred at 3:30\/antenna for KRLD standard by the National Conference of|nolly, S. C. Johnson & Son, and 
m. The station failed to go on| broadcasts. Permanent  replace-|Christians and Jews. The commit-|Stuart Peabody, Borden Co. 

veys and the many means of commu- 
nications by which management can 

foster the better understanding of its 
employees. 

The booklet on Civic Activity sug- 
gests that companies encourage their 
key personnel to take an active part 
in civic affairs, conduct plant tours 
and establish a speakers’ bureau to 
bring the company’s story to the 
community. Like the others, Book- 

let Distribution, Publicity Planning, 

Open House Programs, Radio, Films, 
Television, Annual Reports, School 
Programs and Institutional Adver- 
‘ising, it describes the steps in im- 
plementing each phase of the pro- 
gram and the factors to be consid- 
ered. Each booklet ends with a 
checklist of appropriate actions 
which may be taken. 

Results Are Encoura gin g 

The more important phase of the 
program is the service offered mem- 
ber companies by the Institute in 
providing the assistance of profes- 

booklets and other educational 
employees, 

stockholders and community 
material among 

residents. 

3. Forty-six companies have 
creased their local distribution 
of the Institute's magazine, 
Steelways, and many have done 
likewise with the periodical, 
Steel Facts. 

4. Forty companies were assisted 
in improving company publica- 
tions or in starting new ones. 

5. Twelve companies 

holders and employees. 

Industry Needs Better 

Community Relations 

received 
help in revising the form of 
their annual reports to stock- 

in- 

Virtually the only defender of in- 
dustry is and will continue to be 
industry itself. Consequently, no 
business, big or small, can afford 
not to do something to improve em- 

! 
All engraving and printing 

operations conducted under 

one roof, under a single re- 

sponsibility, with one set of 

rigid standards! 

J UST STOP TO CONSIDER how this re- 
flects in simplifying the purchasing 
of high quality printed matter. One 
house to deal with; one service man 
who can give all the answers on your 
jobs; only one place to call for infor- 
mation and okays. That’s Manz! 

Manz has the facility and “know- 
how” to take a job at any stage and 
carry it through to completion. Given 
the assignment at its very inception, 
Manz will go to work to furnish an 
idea geared to reach the objectives 
set up; will then produce the art- 
work and the engravings, set the 
type, make the ink, print the job 
(Letterpress or Offset), and bind 
without stepping outside the plant! 

If, as in some cases, the artwork 
has been completed, or the original 
engravings are made, 

carry the ball the rest of the way to 
a score. But where the printing 
buyer is looking for the easiest and 
surest way out and wants to entrust 

Manz will 

— £ ij . el. C ; , every phase of the work to a single 
sional public relations Counsel. .0m- ployee and public relations and to production center, MAnz is the place. 

munity Relations regional offices make more friends for the freedom Surely every buyer of printing has 
have been established in Pittsburgh, of enterprise which has so benefited seen the well-known “buck” passed 

Chicago and Cleveland to provide JJ of us. Together, America’s small petweon Fe netbed ond pete, © Fby aid when requested. In : artist and engraver; but that can’t 
on-the-spot : = q enterprises employ more people than happen here! We're all one big 
the past year, Institute representa- do the large corporations. Even the happy family —all answerable to a 
tives have made more than 500 per- smallest companies can, at least, single supervision. Because our en- 

sonal calls on the 100 member com- hold employee meetings to let their ae ng in the building, 
sai Its include the follow- . § ° pilates elivere ere are given a 

= Results : people know of their interest in careful going over so that the print- 
ing: them, their regard for the employee ing department can guarantee de- 

n thei 1.. Thirty-nine companies were welfare and future plans for the mu- livery of the expected result. 

es, th: sisted in staging Open House tual benefit of all. The certainty of promises being t 
he pro- sen ‘ g1ng \ h ; kept is assured where the work 
ted by ceremonies, and 43 others, The steel industry firmly believes starts and finishes in the one plant. 

nies in with ee ee = that better community relations is We have a keen perception of how 
a. planning to hold them soon. . . . ; vital promises are to the timing of rogram ; an increasingly important pillar for a selling program. The effectiveness 

plied to made wider use of Institute the days to come. can be destroyed by loose promises. 
ppliers A mailing might be timed to reach 

the market just ahead of the men in 
book the field. We know what it would 
OOK gre mean if the mailing was delayed, or 

ach 0! if the announcement to the dealers 

tion 0! Employee and Community Relations Material Available of a national space insertion arrived 
; after the ad appeared. 

This is the second spread sponsored by Chilton Company for forward to any sponsible business executive who is inter P : 
the porgeee of cnianaite information on how various com ested. In nls lonnine, heuaeh Ses and Stee! Institute has A Manz man is ready to deliver 
panies and industries go about this all-important problem of kindly offered to let us have samples of the chart which the story of how MANnz can work 

5 2 employee and community relations. appears on opposite page. Just drop us a line and we'll get a with you at the very beginning of 
, ~ In some cases, sample material is available which we can copy for you. the job, creatively or mechanically, 

nie P or will assume production responsi- 
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To Telecast ‘Singing Lady’ 
Kellog Co., Battle Creek, Mich., 

has signed a 52-week contract 
with American Broadcasting Co., 
effective Feb. 13, to sponsor tele- 
casts of “The Singing Lady,” 
featuring Irene Wicker over 11 
eastern and middle western sta- 
tions Sunday nights, 6:30-7, EST, 
through N. W. Ayer & Son. 

Rersta to Join Weintraub 
Noran Kersta, executive assist- 

ant to Sidney Strotz, television 
vice-president of NBC, will join 
William H. Weintraub & Co., 
New York, on Jan. 20, in charge 
of television. He will work with 
Harry Trenner, vice-president in 
charge of radio. 

Macfadden Finds 

Beauty Becoming 

‘Family Affair’ 
New YorKk—Macfadden Pub- 

lications predicts in an 84-page 
report of “The Toiletries and 
Cosmetics Market,” that “Presi- 

dent Truman’s election and the 

resultant dark outlook for repeal 
of the cosmetic tax should not 

seriously hamper” sales of these 

products in 1949. 

Sales in the industry, “partic- 

ularly for moderate-priced items,” 

said Everett R. Smith, Macfad- 

SERVICE 
BINDERY CO.,, Inc. 

$UPerior?5105 

PORTFOLIOS * MOUNTING 
DIE-CUTTING = 

PAPER and BOARD LINING | 
EASELING 

360 EAST GRAND AVE., CHICAGO 11, ILL. « 
for Write FREE ‘folder 

den’s research director, “will con- 
tinue to rise for many years be- 

cause the products are just be- 

ginning to be accepted as ‘neces- 

sary’ in all-homes.” 

Among other conclusions: 

“The history of the cosmetic 

industry shows that it is often 

related to changes in social, po- 

litical and economic habits. 

“The trend is away from the 

beauty parlor to home use of 
many cosmetics. 

a “Cosmetics are being used reg- 

ularly by all members of the fam- 
ily, including men and _ teen- 

agers, and not just on ‘glamor’ 

or special occasions. 

“Merchandising, outlets and dis- 

tribution are changing to meet 

this ‘all family’ acceptance.” 

And (the commercial) “the 

wage earner group is probably 

the largest, but least developed 
cosmetic market.” 

Nearly three-fourths (73.3%) 
of women still get their perma- 

nent waves at beauty parlors, the 

study showed. Of those who use 
home permanents, Toni was used 

by 81.3%; Portrait, 7%; Charm 

Kurl, 2.6%; Crowning’ Glory, 

1.5%; Lady Carole, 1.1%; Infra 

Red Ray and Marvel, .7% each, 

and Curlox, 4%. Some 1.8% said 

“don’t know” and 2.9% used all 

other brands. 

NRDGA Issues Credit Annual 
The credit management division 

of the National Retail Dry Goods 
Association, New York, has issued 
the 1948 edition of the Credit Man- 
agement Year Book. The annual 
contains 35 chapters devoted to 
retail credit operation. 

Adler Shoe Names Clinton 
Adler Sons Shoe Corp., New 

York, has appointed Frederick- 
Clinton Co., New York, to handle 
its advertising effective Jan. 1. 

Biow Appoints Decker 
Milton Decker, formerly with 

Fuller & Smith & Ross, New York, 
has joined Biow Co., New York, 
as account executive on Lava soap. 

PROBLEM: In a nutshell—the launching of a new ad- 
vertising campaign and new labels for Kinsey Gold 
Label and Kinsey Silver Label—and how to promote 
them most effectively at the point of sale. 

APPROACH: The extensive magazine and newspaper 
advertising planned for the new campaign featured 
the figure of a golden knight for Kinsey Gold Label, 
the same figure clad in silver armor for Kinsey Silver 
Label and the slogan, “That Noble, Noble Flavor!” 

Utilization of these symbols and the slogan was an 
obvious “must”—but armored knights like these are 
“scene stealers” of the first order. The product, the 
brand name and the new labels, therefore, required 
sufficient dramatization and prominence to hold their 
own with the known visual appeal of the advertising 
theme. The repetitive set-back arrangement devised 

L. ON SOL DA TE, D Lithographing Corporation 

1013 GRAND STREET, BROOKLYN 6, N.Y. Evergreen 8-6700 

*SALES PROMOTION TECHNIQUES is the title of an interesting and provocative booklet published regularly by Consolidated Litho in 
the interest of helping management develop more effective promotional material. If you'd like a copy of the latest issue, write to our Dept. A-3. 

Developed in collaboration with 
Mr. Joun J. ScHwep, 

Advertising Manager of 
Kinsey Distilling Corporation 

—— 

to carry the product depictions and the individual 
letters in the brand name provided the requisite bal- 
ance in emphasis and added a note of pleasing for- 
mality. This design was used with telling effect in col- 
orful window and counter displays for both Kinsey 
Gold Label and Kinsey Silver Label. 

RESULTS: These specially designed displays merchan- 
dised the big ad campaign efficiently and successfully 
at the point of sale. Recognizing how well these units 
harnessed Kinsey’s national advertising, pouring spots 
and package stores welcomed these displays—and the 
extra Kinsey sales they created. 

MORAL: If you've seen nothing but stock answers 

to your point of sale problems—be they old or new 

—try Consolidated, the lithographers who make 

a specialty of ingenuity. If you wish a representa- 

tive to call, write or phone our main office. 
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Footnotes 
By G. D. CRAIN JR. — 

The advertising manager of a 
very large, very old company, 

which for the first time is planning 

to publish an employes’ magazine, 

received a rather disillusioning re- 

port from the editor of a company 

publication which is distributed tc 

employes at the plant. 

“Immediately after the distribu- 

tion,” he admitted, “the gutters are 

filled with copies of the paper.” 

This doesn’t mean that the em- 

ploye publication referred to is 

worthless—but it at least suggests 

that the answer to industrial rela- 

tions problems hasn’t necessarily 

been found once a decision has 

been made to issue an employe 
magazine or newspaper. 

s Actually, of course, it is poor 

technique to distribute copies of a 
house publication at the plant. For 
one thing, union stewards, as a 

matter of principle, tend to pooh- 

pooh anything issued by the com- 

pany and to discourage its cir- 

culation. In addition, the wives and 

families of employes are an im- 

portant part of the readership, and 

hence to reach them as well as 

those on the payroll, the pub- 

lication should be mailed to home 

addresses, where it will undoubt- 

edly get much more attention and 

interest. 

Most of those who have studied 

the need for better employe com- 

munication facilities agree that the 

company publication can be ex- 

tremely useful, provided two fac- 

tors are present: 

One, company policies must be 

right, and company management 

must be both able and willing to 

explain them fully and frankly to 

employes. If the management isn’t 

willing to put all of its cards on 

the table, then the company pub- 

lication may do more harm than 

good. 

Second, the editor of the com- 

| pany paper must be a mature in- 

dividual, who is capable of pro- 

viding a convincing voice for man- 

agement, and who can do more 

| than collect and publish items 

|about the exploits of the bowling 

|team or the heart interest around 

| the drinking fountain. 
| 

| @ One of the great weaknesses of 

company publications, the experts 

/ agree, is that not all their editors 

are strong enough to do the sort 

|of job such a responsibility . calls 

'for, and therefore many of them 

| don’t carry enough weight with 

| either the company or the em- 

| ployes. Personal gossip in house 

|publications is all right, but it 

| doesn’t get far enough under the 

_surface to do much of a job. 
The employe magazine has one 

of the greatest possible missions 

in the whole field of communica- 

tions, and a lot of money is being 

spent in maintaining the service. 

But much remains to be done if it 

is to rise above the trivial, the 

superficial and the unimportant, 

and to take its place as a vital 

factor in building better apprecia- 

tion of the fundamental partner- 

ship between workers and man- 

agement in an industrial society. 

Lazarus Names Clark 
O. Lee Clark, formerly sales pro 

motion manager of Spiegel retai 
furniture stores and more recent] 
head of his own advertising agency 
has been named an account exec 
utive of Harry J. Lazarus & Co 
Chicago. 

IF YOU USE CAR. CARDS 
Send for FREE Sample . j 
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Lees Consolidates | 

Sales Divisions, 

jhifts Personnel 
BRIDGEPORT, Pa.—James Lees & 

sons Co. last week announced 

consolidation of eastern and met- 

opolitan New York carpet divi- 
“ons, which will now be headed 
by Fred Lehnertz, eastern man- 

oger. 
Howard DeLong, formerly in 

charge of the metropolitan divi- 

sion, will be manager of the com- 

vany’s New York office, 295 5th 
Ave. 

At the same time, the retirement 
of C. E. Bigelow, senior carpet 

sales representative, was an- 

nounced. Mr. Bigelow has headed 
Lees’ Boston office since 1934, and 

prior to that time had bought ori- 

ental carpets and served with var- 
ious companies since 1903. 

He will be succeeded by P. T. 

Sheridan, who has handled the 
northern New England territory; 
Mr. Sheridan will be succeeded 
by Robert Jennings, formerly in 

the New York office, who now 

will have headquarters in Man- 
chester, N. H. 

Other changes sent Gordon Gus- 

tafson to a new territory in east- 

ern Missouri and southern Illi* 

nois, and Sidney Loeser from 

Bridgeport to Chicago, as general 

assistant to M. R. O’Hagan, cen- 
tral division manager. 

In the western division, Howard 

Keatley has been named in charge 
of the Los Angeles office; Harry 
Hultine, formerly in the San Fran- 

cisco office, has been assigned to 

the southern California territory, 

and Paul Davidson, formerly in 
the Los Angeles office, has been 

assigned to a new territory in 

central California. 

Television Awards 
to Be Made in January 

The Academy of Television Arts 
& Sciences will hold its first an- 
nual awards banquet and seminar, 
to recognize achievements in tele- 
vision, at the Hollywood Athletic 
Club on Jan. 25. 

Statuettes called “Emmys” will 
be awarded for the best Los 
Angeles television program, the 

outstanding television personality, 
the outstanding technical achieve- 
ment in 1948, the best film for 
television. A plaque will be given 
to the station judged to have 
rendered the best “over-all 
achievement in 1948.” 

KMED Increases Power 
KMED, Medford, Ore., NBC af- 

filiate, will increase its daytime 
power from 1,000 watts to 5,000 
watts effective Jan. 1. The oper- 
ating frequency of 1,440 ke. and 
the nighttime power of 1,000 watts 
of the station will remain un- 
changed. 

Gets Air Line Account 
Philippine Air Lines, Inc., has 

placed its advertising with Wal- 
ther-Boland Associates, San Fran- 
cisco. 
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s FREE & PETERS, INC. Exclusive National Representatives 

On the air with 5000 watts, WGH —a pioneer voice of over 20 years — reaches 

out to further service for the 200,000 p/us radio families in this vital and growing market. 

Here are population increases trebling 1940 census figures — effective family buying income 

many hundreds of dollars above the national average — and now a 20 times more powerful, 

low cost radio medium to deliver you the entire trade area. W G ri 
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It's a fact, 
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Emerson Names Miss Solow 

Frances E. Solow, former ad- 
vertising manager of Emerson 
Radio & Phonograph Corp., New 
York, has been appointed to the 
newly created position of director 
of public relations and research. 

Milton Promotes Berger 
Sig Berger, former manager of 

the credit department of Milton 
Paper Co., New York, has been 
appointed general manager of the 
company. Mr. Berger joined Mil- 
ton two years ago. 

Gets Potato Chip Account 

Hoefer, Dieterich & Brown, San 
Francisco, has been named to 
handle the advertising of Williams 
Potato Chip Co., Oakland. 
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JAMES D. 
WOOLF 

Idea Consultant 
Write or wire for confiden- 
tial interview either at your 
offices or at mine in Santa 
Fe, N. M. 
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Hotpoint Unveils 

Clothes Washer; 

Boosts Campaign 
Expanded Promotion 

Ahead for ‘49 Line; 

Survey Shows Market 

Cuicaco—Hotpoint, Inc., dis- 

closed last week that it is already 

in production on its first auto- 
matic clothes washer, which will 

be promoted, along with other ap- 

pliances in its full line, in a sub- 
stantially expanded merchandis- 
ing campaign during 1949. 

The new clothes washer, to be 
priced in the middle bracket, is 

Hotpoint’s “own” and is being 

manufactured in a completely re- 

tooled plant here, which was for- 

merly used to produce electric 

ranges. General Electric Co., with 

which Hotpoint is affiliated, is 
turning out its own model of the 
automatic clothes washer. _ 

The Hotpoint unit, designed for 
automatic performance at the set- 

ting of a dial, yet letting the owner 
decide on the amount and tem- 

perature of the water used, will 

$47 sale aes as aa, STREET . cHicao ° WABASH 628 

be displayed before dealers at- 
tending the midwinter markets 

here during the next two weeks, 

and also will be shown at the 

San Francisco market next month. 

s Although it probably will be 
midsummer before consumer ad- 
vertising breaks in full force, the 

new appliance undoubtedly will 
be given heavy emphasis in the 
°49 advertising and merchandising 

program now being shaped by 
Hotpoint and its agency, Maxon, 

Inc. Its budget for the year just 

closed was $5,000,000; the ex- 

panded °49 campaigns, including 

extensive promotion to the trade, 

will cover advertising of each ap- 

pliance separately and the full 

Hotpoint line, including a new 

pushbutton electric range (AA, 

Sept. 27, °47), automatic dish- 

washer, water heater, refrigera- 
tor, Disposall, etc. 

Leonard C. Truesdell, Hot- 
point’s vice-president in charge of 
marketing, said the company 

leaned heavily on consumer sur- 

veys in designing the new auto- 

matic washers. Most women list 

extravagent use of hot water and 

soap, and inability to vary the 
amount of water used, as their 

principal objections to these ap- 

pliances. Hotpoint’s new machine 
uses a patented agitator to assure 
efficient performance with a small 
amount of water in the tub, Mr. 

Truesdell said. 

s The new unit, at the setting of 

a dial, will operate through an en- 

tire cycle, or any phase of the 
washing operation may be inter- 

rupted, skipped or repeated. It is 

equipped with an automobile-type 

“fluid drive” that automatically 

LINE UP THE ELKS APRUL ISSUE 
iE YOURE FISHING 70K TACKLE SALES 

A hefty 59% of 931,173 Elks— 549,392 to be exact—are fervid fisher- 

men, as the recent Stewart, Dougall survey proves. And because April 

heralds the ‘49 fishing season, editors of The Elks have put together a 

whale of a piscatorial issue—containing articles and stories by Ted True- 

blood and other equally famous wielders of the pen and rod. Catch 

yourself a creel full of orders by scheduling space now in the April Elks. 
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adjusts the machine’s spin drying 
speed. 

In its latest consumer survey, 
Hotpoint has proof that the elec- 
tric range industry has “come of 

age,” Mr. Truesdell said. The 
study disclosed that the average 
cost of installing an electric range 

in 1948 was $40, about $9 less than 

the ’47 average. 

The survey of 10,000 consumer- 

purchasers of electric ranges, the 

first undertaken on a _ national 

basis, covered not only wiring 
costs but type of dealer patronized, 

reasons for buying from a parti- 

cular dealer, range purchases as 

related to home investment, and 

the likely replacement market. 

Questionnaires were filled out by 

customers who bought electric 
ranges between November, 1947, 

and November, 1948. 

ws The survey showed that a well- 

designed appliance, supported by 

national advertising and the repu- 

tation of an established manufac- 

turer, will find a good market, Mr. 

Truesdell declared. Reducing in- 

stallation costs is still a major 
problem for the industry, but pro- 
gress during the past year has 

been encouraging. The dealer, he 

added, must play an increasingly 

important part in development of 
the market. 

On the same score, Edward R. 

Taylor, Hotpoint’s market devel- 
opment manager, said the survey 

results “offer concrete evidence 

of the need for coordinated mer- 

chandising programs at the dealer 

level. The success of consistent 

merchandising activities implies 

complete cooperation of factory, 

distributor and dealer. The sizable 

outlays being made in the ap- 

pliance industry today for adver- 

tising, promotion and sales train- 

ing will be misdirected unless the 

dealer takes the fullest advantage 

of all selling aids.” 

While advertising was not men- 

tioned specifically by consumers 

as an outstanding factor affecting 

a range purchase, the 56% who 
listed quality or reputation “were 

endorsing a policy of consistent 

national advertising which builds 
reputation,” he said. 

a While consumers placed relia- 

bility and courtesy high on their 

lists of reasons for going to a par- 
ticular dealer, only 0.4% named 

local, dealer advertising as an in- 

fluential factor, making it ap- 

parent that this important phase 

Advertising Age, January 3, 1949 

of planned merchandising ha: 

been neglected by dealers, Mr 
Taylor said. 

The majority of consumer 

(62%) purchased electric range 
from appliance dealers, the stud: 
revealed. Other types of outlet 
patronized included: public utili. 
ties, 12%; furniture stores, 10% 

department stores, 7%; plumbin; 
and heating outlets, 2%, and othe) 
types, 6%. 

Of the total sales indicated, 27% 

replaced gas ranges, while 26% 

replaced ranges with other type: 

of fuel. One fifth of the sales wer: 

for the first range purchased by : 

consumer. The average electric 

range replaced was well over 10 
years old. 

# Brand name or reputation was 

listed by 55% of the consumers as 
their reason for the purchase 
made; only 17% listed dealer con- 
tact or salesmanship as the deter- 
mining factor in closing the sale. 

One-fifth of all the consumers 
were in the farm market, and this 

classification was second only to 

the 25% who lived in towns of 
50,000 or more. 

While the electric utilities were 
outstanding merchandisers of 

electric ranges in the past, Mr. 
Truesdell pointed out, recent 
power shortages forced them to 

curtail promotional activities. But 

they are undertaking a vast ex- 

pansion program which will 
double the present generating ca- 

pacity by 1960, and which will 

greatly expand the market for 

electric ranges. The electric range 
has only a 14% saturation in 

wired homes, he said, and while 

it is estimated that industry sales 
will continue to exceed 1,000,000 

annually in the immediate future, 
electric range saturation will 

reach only 25% by 1960. 

Nurre to Caldwell, Larkin 
Nurre Companies, Inc., Bloom- 

ington, Ind., manufacturer of 
mirrors, has placed its advertising 
with Caldwell, Larkin & Co., In- 
dianapolis. Black-and-white and 
color ads will appear in national 
magazines. In addition, trade pub- 
lications and direct mail will be 

Bolex to Shappe-Wilkes 
American Bolex Co., New York, 

has appointed Shappe-Wilkes, 
New York, to handle advertising 
for Bolex motion picture cameras 
and accessories and Norwood ex- 
posure meter. 

TRY THIS ON YOUR PHONE 

. . . Write or Phone for 

one of our Representatives 
—Let us show you samples of work 

we are doing for successful institutions. 

FAITHORN CORPORATION 

. - You will find 

it a satisfying 

number because 

it opens the 

quick, sure way 

to the complete 

and economical 

handling of 

your production 

requirements. 

Ad-Setters - Engravers - Printers 

400 N. Rush St., Chicago 11 - WH-4-2300 
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Quality 

Yh quality, quality, 
sing thy praises. 

Che louder I sing, 
"he more frequent my raises. 

deadlines and slogans 
Are hardly a problem. 
| simply revert to 

[he quality goblin. 

Toothpicks and icepicks 

And products selective, 

All are defined with 

This handy adjective. 

So, why scratch your noggin 

In utter confusion? 

The ad-game endorses 

This hackneyed allusion. 

But after five bells, 
When I’m Lord of the Manor, 

Let no man unfurl 

This quality banner. 

—Thomas Destelle 
Chicago 

(Send in your contribution 
to AA’s poets’ corner. The 

editor is judge of esthetics and 
there is no pay; otherwise its 
all your way.) 

Day Joins Humphrey 
Robert Wolcott Day, formerly 

radio director of John Hancock 
Mutual Life Insurance Co., has 
joined the New York office of H. 
B. Humphrey Co. as director of 
television and radio account exec- 
utive. 

Buehler Appointed A. M. 
Leonore Buehler, formerly with 

Jacqueline Cochran, Prince Match- 
abelli, Inc., and Richard Hudnut, 
has been appointed advertising 
manager of Dorothy Gray Ltd., 
New York. 

Industrial Rayon to Grey 
Grey Advertising Agency, New 

York, has been named to direct the 
advertising for all divisions of In- 
dustrial Rayon Corp., Cleveland. 

Ideas-in-Action 

Sets Up New Unit 
to Make Ad Films 
DaLtLtas—Merchandising and 

television films will be the newest 
venture of Ideas-in-Action, coun- 

seling group headed by Wayland 

Boles, erstwhile magazine pub- 

lisher, household wax manufac- 

turer, real estate salesman and 

printing shop operator. 
Ideas-in-Action, Mr. Boles an- 

nounced in a novel Christmas card, 
has just organized a motion picture 

division which will turn out sound, 

silent and color movies. It will em- 

ploy equipment similar to that now 
being used by the radio networks 

in making their own films of studio 

telecasts. 

Both Mr. Boles and his associates 

in Ideas-in-Action have written 

and supervised various types of 

radio shows, the card points out, 

and they believe video offers a 

rapidly expanding field. Several 

hundred companies have been or- 

ganized on the West Coast to make 

television movies, Mr. Boles said, 

“and we feel that eventually the 

Southwest will require local ser- 

vice for their television commer- 

cials, especially for the short an- 

nouncements similar to one-minute 

radio spots.” 

a The Boles’ firm’s card, in the 

form of a roll of film depicting 
scenes from a Christmas movie, 

covers the experiences of three 
children (the three Boles daugh- 

ters) and their dog, who wait up 

for Santa Claus with the usual re- 

sults. The pseudo movie, titled 

“The Last Week-end,” stresses the 

importance of the proper script in 
a movie production. “Merchandis- 

ing movies particularly must tell 
their sales story in a way to in- 

terest consumer viewers, since they 

do not have the glamor of star 

names to cover up their story 

deficiencies,”’ Mr.Boles says. 

The motion picture division 

plans to handle all details of pro- 

Simple as... 

BUFFALO EVENING NEWS 
EDWARD H. BUTLER, Editor and Publisher 

“Western New York’s Great Newspaper” 
KELLY-SMITH CO., National Representatives 

ducing complete movies and of in- 
tegrating them into clients’ full 

merchandising programs. 

Merchandising activities of Mr. 
Boles and his wife, Clyda, were 

climaxed by the development of 
Sani-Wax from a backporch in- 
dustry into a $500,000 firm in less 
than five years (AA, May 27, ’46). 

Boles sold control of the company 
to a group of Dallas investors, but 

stayed on as chairman of the board 

while the firm expanded produc- 
tion and sales of its household wax. 

Ideas-in-Action was set up in 
1947, but its first major venture 

proved a dud. That was the since- 

suspended Scene, monthly maga- 

zine devoted to chronicling the 

cultural interests of the Southwest. 

The publication later was sold to 
D. T. Conroy, former business 

manager, but failed to survive. 

KMPC Appoints Butcher 
Jesse Butcher, formerly co-man- 

ager of the Hollywood office of 
Kenyon & Eckhardt, has been ap- 
pointed director of programming 
for Station KMPC, Los Angeles. 

Knechtels Plans Campaign 
Knechtels Ltd., Hanover, Ont., 

through Alford R. Poyntz Adver- 
tising, Toronto, has announced 
plans for a spring campaign fea- 
turing its Homewood line of furn- 
iture. Canadian national women’s 
magazines and one French lan- 
guage magazine will be used. 

Names Cowan & Dengler 
Millers Forge Mfg. Co., New 

York, manufacturer of hand-made 
manicure cutlery, has appointed 
Cowan & Dengler, Inc., New York, 
to handle its advertising. 

Transtudio Names Schmidt 
Hans Schmidt III has been ap- 

pointed sales promotion manager 
of Transtudio Corp., Buffalo, 
wired-music firm. 

’ r 19 

Metcalf Agency Moves 
F. M. Metcalf Advertising Agen- 

cy has moved its offices to Suite 
1204, Broadway-Stevens building, 
300 Broadway, Camden, N. J. 

Gruen Names McConnell 
Earl D. McConnell has been 

named director of industrial re- 
lations of Gruen Watch Co., Cin- 
cinnati. 

SIGHS OF LONG LIFE 
FOR QUANTITY BUYERS 

THE ARTKRAFT® SIGN CO. 
Division of 

Y Artkroft® 
900 Kibby St. Lime, U.S.A. 

“Tredemerts Sep US. Pr OF 
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duction in Quantity 
GENUINE 
PHOTOS 

100 to 900 QUANTITIES 
(1000 and over .06c) 

One of the secrets of success in the Automotive | 
After-Market is continuous advertising in 

Cadelomoteve DIGEST 
First in €® circulation - - First in readership 

First in reader response 

Over 100,000 Paid Circulation---Largest in the Industry 

"HORSE SENSE" § 

of tive Publications 7 

THE SECRET OF SUCCESS IS: 
CONSTANCY TO PURPOSE" 
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Henry H. Haupt, far better 
known as Heinie, has as short a 

name and as long a title as anyone 
in the advertising business. He is 
vice-president and director of Bat- 
ten, Barton, Dur- 

stine & Osborn, as 
well as executive ~~ 
assistant for wes- 

tern offices and 
manager of the 
Chicago office of 
that agency. With 

his usual equa- 
nimity, he bears 
up easily under 
the strain. 

Heinie Haupt’s 

story is an almost 
typically American one. The son 

of a Lutheran minister, who, in 
commen with most ministers, found 
it difficult to make ends meet, 
Heinie started to work at odd jobs 

in 1911, when he was eight, deliv- 

Henry H. Haupt 

be sure your dealers’ 

selling kits include | 

SHOWROOM 
BANNERS 

@ MAKE A HIT with your dealers 
by adding America’s handsomest, 
longest -lasting, biggest value 
banner to their merchandising 
kits. Richcloth permanently im- 
pregnates your message or de- 
sign...even your dealers’ names 
.».in raised cloth lettering. Won't 
crack or peel — easily cleaned. 
Order as few as 25. Mail coupon 
for details, prices and samples. 

go 

gt Westinghous 

HEADQUARTERS FOR 

PHILCO 
Phhaaced 

CHOICE 
TERRITORY OPEN 
A few choice territories 
still available for ex- 
perienced advertising 

or write on 
vd specialty salesmen. 

a Write for details. 

MAIL THIS COUPON TODAY! 

RICHCLOTH BANNERS | 
Div. Rosco Mfg. Co. | 

455 Central Avenue, Rochester 5, N.Y. | 
Without obligation, send details, prices and 
samples of Richcloth Showroom Banners. 
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You Oudht toKnow e « Henry Haupt 

=) |with his Bible courses, he left 

ering clothes for a tailor shop, later 
driving a grocery wagon, etc. Hav- 

ing ideas about following in his 

father’s footsteps, he studied for 

two years at MacAlester College, 

but later transferred to the Uni- 
versity of Minnesota. Because the 
university would not credit him 

school without a degree, although 

he spent five years in the two 
schools. 

His first job, in 1923-24, was 

with Robitshek-Schneider Co., 
Minneapolis, as assistant to the 

sales manager, from where he 

moved back to his native St. Paul 
im 1925 as assistant merchandise 
manager for three departments of 

The Golden Rule, and subsequently 
became assistant manager. For a 

year or so, he was managing direc- 

tor of the Capitol Theater in St. 
Paul, and then, in 1928, he found 
a niche with National Battery Co. 

which held him eight years. 

s Joining National as a salesman, 
he was made successively district 
manager in Birmingham, regional 
manager in Philadelphia, adver- 

tising manager back in St. Paul, 

and ultimately sales, advertising 
and promotion manager of Na- 
tional and its subsidiaries—Gould 
Storage Battery Co. .and Vesta 
Battery Corp. 

Perhaps it was his brief acquain- 
tance with the theater business 
that helped him decide to join 

BBDO’s Minneapolis office in 1936 
as an assistant account executive, 

but whatever it was, he had finally 
come “home.” 

By the begining of 1938, he was 
account executive in charge of the 

Geo. A. Hormel & Co. account; in 
1941 he was made vice-president 

in charge of the Minneapolis of- 

fice; in 1946 he was made execu- 

tive assistant for all western 

BBDO offices, which are directed 
by Jack Cornelius, who also makes 

his headquarters in Minneapolis. In 
February, 1947, Heinie became a 
BBDO director, and in September 

of that same year, he added the 

managership of the Chicago of- 

fice to his string of titles and took 

up residence in the Windy City. 

Still another of the numerous 

examples of admen who are by 

no means cast in the mold of the 
movie-version huckster, Heinie is 

a quiet, likable man who sincerely 
believes in the value of the things 

he does. He is courteous and help- 
ful almost to a fault, if such a 
thing is possible, and the kind 
of person who practically never 

shirks any extra-curricular job 
which he thinks will help people, 
advertising or business. 

ws With a background as the son 
of a preacher, and with a client 
whose interest in employe rela- 

tions is as unorthodox and as suc- 
cessful as that of Jay Hormel, 
chairman of Geo. A. Hormel & Co., 
it is probably not surprising that 
Heinie Haupt has been carrying a 
successful torch for employe rela- 
tions and public relations activi- 
ties for many years. Having seen 

business explain itself with con- 
spicuous success at Hormel, Heinie 

is convinced that the greatest 
weakness of the American system 
is its inability to make everyone 

in the country understand what it 

is, how it works, and what it hopes 
to do. 

But Heinie is no pooh-pooher 
of the problem, no advocate of the 
“golden phrase.” His concept of 
explaining business has _practi- 
cally nothing to do with waving 

flags or shouting Communist; it 
is based on the much more prac- 
tical idea of explaining what he 
calls “the simple arithmetic” of 
the situation. 

“Labor understands exactly how 
two and two makes four when it 

comes to so many dollars for so 
many hours’ work,” he says. “The 
housewife understands the arith- 
metic of the price of a pair of 
nylons versus their beauty and the 

days of service they give. Yet 
when we try to explain how our 
way of management or distribu- 
tion, or our selling and advertis- 

ing methods, make higher wages 

available to labor and make more 

nylons available to housewives, we 

run into intangibles. Let’s find the 

simple arithmetic necessary to 
make our system clear to people, 
to ourselves as business men, and 
to the government as well.” 

w This is exactly what Heinie and 

his. associates did with the famous 

“Spam advertising story” of five 

years ago, when employes of the 

company were taken behind the 

advertising scenes with a facts- 

and-figures presentation by the 
agency which was introduced by 

this statement from Park Dough- 

erty, head of the Hormel Flavor- 

Miller € 

Sealed Division: “In the next 90 
days we will spend over $122,000 

on Spam advertising—despite the 
fact that at times we can’t fill 

orders. We would like to tell you 

why we are doing it, and how 

much Span _ advertising really 
costs.” 

a The presentation itself told the 

factual story: How much ads cost, 

how much it would cost to get the 
same effect some other way, how 

the company and its agency 

checked on their effectiveness, what 
all this meant in terms of sales 

and earnings, etc. It was given over 

and over again to obviously inter- 

ested groups of Hormel employes. 

Then other companies, adclubs, 

women’s groups, school teachers, 
asked for it. Finally, the whole 

story was reproduced in a lengthy 

booklet called “How Much Does 
Spam Advertising really cost?” A 
note explained that it was becom- 
ing impossible to fulfill requests to 
put on the presentation in person 
...“The Hormel company and 
BBDO sincerely hope this booklet 
will be a statisfactory substitute; 
that it will at least give other ad- 

vertisers and agencies the basic 

idea of a technique that seemingly 
has produced unusually favorable 

reactions for business and adver- 

tising from plant employes, busi- 
ness men and the public.” 

Heinie Haupt has had more than 
his share, probably, of successful 

experiences with public relations 

and employe relations advertising. 

He is solidly sold on their impor- 

tance, as long as_ they’re not 

“stagey” and as long as they talk 

“the arithmetic” of the situation. 
But he believes that while ad- 

vertising can be helpful, “you can’t 

sell the free enterprise system 
through advertising. That’s a job 

that must be done individually and 

in person, face to face with em- 
ployes, stockholders, consumers, 

teachers and the general public.” 
His own experience convinces him 
that the job can be done. 

s He likes to cite the example of 
the committee of 47 which was or- 

ganized in Minneapolis as part of 

the wartime OCD effort, and which 

has continued since, as “the 

strongest consumer movement in 

the country,” according to Heinie. 

This group, financially supported 
by business, includes a “perfect 

balance” of business men, educa- 

tors, church groups, labor, the 

League of Women Shoppers, and a 
score of others, ranging all over 

the economic spectrum. It has reg- 
ular radio programs on all local 

stations, holds clinics every week, 

and is extremely active in con- 

sumer activities of all sorts. 

“You can’t tell me you can’t get 

labor or other segments of the 

population to understand what this 

economy is all about,” says Heinie. 

“Not since two years ago, when I 

former state head of the CIO aux- 

iliary! It’s just a matter of getting 

down to brass tacks, of cutting out 

tising or your public relations, 

was nominated for a second term) 

as president of this group by the. 

the glittering generalities, and of | 

talking quietly and sensibly. When 

you shout too much, in your adver-— 

Advertising Age, January 3, 1949 

you’re a little suspect.” 

And there, perhaps, is the key 
to Heinie Haupt’s advertising phil. 

osophy. He definitely does no: 

believe in shouting too much. Hi 
believes, instead, in digging in fo: 

the vital facts, the important thing: 
that make for sales of product: 

or ideas, and then working care- 

fully, smoothly—but unswerv- 
ingly—toward a clearly defined 
goal. 

Linder Tops Ruppert 

After 37 Years; 

Completes Shuffle 
New York—Frederick M. Lin- 

der, who joined Ruppert in 1911 

as “office assistant to the general 

superintendent,” last week became 

president. of Jacob Ruppert, 

Brewer. 

During the 37-year interim he 

has been purchasing agent, super- 

visor of sales of near beer and 

yeast during prohibition, treasurer 

(1933), vice-president (1945), and 

executive vice-president and gen- 

eral manager earlier this year. 

His election climaxed a series 

of changes this year, which saw 

A. J. Bates removed as general 

manager, Lennen & Mitchell re- 

sign as agency in favor of Biow 

Co., and J. J. Taylor moved up to 

replace R. R. Carlier as advertis- 

ing manager. 

At the same time, John J. Wal- 

dron was advanced from comptrol- 

ler to treasurer, and James P. Mc- 

Keown, formerly assistant comp- 
troller, was named to succeed Mr. 

Waldron. 

Mr. Waldron joined Ruppert in 

1945, after ten years with Haskins 

& Sells, a certified accountant firm. 

Mr. McKeown has been with Rup- 
pert since 1934. 

Plan Lectures on Selling 
The Sales Executives Club of 

Cleveland and Cleveland Col- 
lege, downtown center of West- 
ern Reserve University, will pre- 
sent the second annual series of 
sales refresher meetings on Jan. 
14. Nine other lectures, panel 
discussions and demonstrations on 
all phases of selling will be held 
on successive Friday nights at 8 
p.m. in the Engineers Auditorium. 
The complete program, including 
books, costs $35. 

Hawley Joins Roden Agency 
Philip E. Hawley, former partner 

of H. A. Riecke & Co., investment 
broker, has joined Lincoln Roden, 
Inc., Philadelphia, as sales, mar- 
keting and merchandising analyst. 

ADVERTISING 
REPRESENTATIVE 
Advertising Representative wanted in 
midwest who can actually sell—to na- 
tional advertisers and agencies—a high 

class syndicated newspaper column on 
the subject of infant care. High com- 
mission permits top earnings. Write in 

confidence details of experience, when 
available and publications now carried. 

Wilson Advertising Agency 
402 Provident Bank Building 

Cincinnati 2, Ohio. 

unusually high 

ALLEN-KLAPP CO. e 

spendable income 
Although Fort Wayne ranks 34th in population 
among all U. S. cities in the 100,000 to 250,000 
population group, it ranks 20th in Net Income. 
(Sales Management) 

Home Coverage: 99% of Fort Wayne plus 43% 0} 

ABC Trading Area. Write for market map. 

THE NEWS-SENTINEL 
FORT WAYNE, INDIANA 

NEW YORK---CHICAGO---DETROIT 
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The Transition of GRIT 
continues — always 

young, vigorous, 

modern to the times ! 

To Meet this Atomic Age 
: GRIT Presents 
its 1949 Improvements 

Through six decades—since 1882 

—GRIT has measured accurately the 

interests of its readers. 

To continue its progress in 

True Small Towns, GRIT announces 

improvements—featuring an entire new 

section devoted to an appreciation 

and promotion of the American way 

of living. Other new features include an 

enlarged Comic Section, new modern 

treatment...and a new, increased price 

to the reader. 

* 

Today, GRIT stands alone as the 

one publication concentrating its circulation in 

True Small Towns of less than 1,000 population. 
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cat se FACtS & FIQUIES ster ro rodu 
and the sportsman’s market from Field & Stream 

Not just general information, but reliable and authentic 

facts and figures about your product—the market-use habits, 

ownership, buying intentions, sporting goods dealer atti- 

tude, and a wealth of other facts you can use to make your 

advertising dollars produce better results. 

A complete set of facts and figures about your own busi- 

ness is available at no cost from any Field & Stream adver- 

tising office. 

IT’S A FACT THAT 

FIELD & STREAM FIELD & STREAM IS FIRST 

IN ADVERTISING! 

More advertisers used more space in 

1948 and for the past 38 years in Field 

& Stream than in any other sportsman’s 

magazine — because they buy advertis- 

ing on facts and figures. 

*Pages of advertising carried by the three 

leading sportsman’s magazines during the 

year 1948, as compiled by Printers’ Ink. 

Field & Stream 

carried 
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A typical Fact Sheet from the Field & Stream research files 

Peet al-sdle for more th 650.000: »p-flight sportsmen 

FIELD & STREAM ADVERTISING OFFICES 

New York Chicago Pacific Coast Detroit 
Fred Klaner, Advertising Director, J. Williams Macy, Western Mar., William F. Coleman, Charles J. Sheppard, 
Field & Stream Publishing Co.., Wrigley Building, 1038 Henry Building, Sheppard & Sheppard, 
515 Madison Avenue, New York 22, N. Y. Chicago 11, Illinois Seattle 1, Washington 1963 Penobscot Building, Detroit, Michigan 
Telephone: PLaza 3-8544 Telephone; Delaware 8994 Telephone ; Elliot 4315 Telephone ; Woodward 2-3080 
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Optimism Holds 

Despite Harder 

Sales for ‘49 
(Continued from Page 1) 

serious material or labor shortages 

develop as high a level of produc- 
tion and sales in 1949.” 

Sales of all types of appliances 

represented $1,750,000,000 in 1948. 

These included 5,000,000 refrigera- 

tors, as against 3,750,000 in 1947, 

and 1,700,000 ranges, as against 

1,200,000 in 1947. Washing ma- 

chines totaled 4,500,000 and ironers 

almost 500,000 in the current year. 

Small appliances generally are do- 

ing much better than before the 

war. One major appliance which 

made no sales progress was the 

electric storage water heater. 

s Charles E. Wilson, president of 

General Electric Co., cited 12 ma- 

jor points as a basis for his predic- 

tion that G-E would at least 

maintain volume in 1949. These 

included virtual completion of a 

$500,000,000 plant expansion pro- 

gram, sale of about 90% of G-E 

products on a firm price basis, 

improved technological methods, 

and a sharp increase in television 

orders. 
Mr. Wilson showed that many 

raw materials, “especially steel,” 

are still hard to get. 
Frank G. Hoover, of the Hoover | 

Co., saw “a large new market 

opening for household appliances 

in general, and vacuum cleaners in 

particular, in the trend toward 

smaller homes and apartments.’ 

But he emphasized the need for 

greater sales efforts. 

s The outstanding “home appli- 

ance” in sales opportunities con- 

tinues to be television. Brig. Gen. 

David Sarnoff of RCA said that 

in the last year TV “achieved such 

popularity that it became physic- 

ally impossible to meet the de- 

mands for receiving sets and tubes 

_.. This condition will continue at 

least through 1949.” 

He predicts that the industry’s 

production in this year will total 

2,000,000 receivers. This would be 

stepped up to a level of about) 

5,000,000 by 1953, when the total | 

number of television sets in use; 

would be 18,000,000. Gen. Sarnoff 

added that the Federal Communi- 

cations Commission to date has 

authorized 122 television stations, 

of which 47 are now on the air. 

A total of 312 additional applica- 

tions are pending. 

Dr. Allen B. DuMont of Allen 

B. DuMont Laboratories, Inc., cited 

similar evidence of  television’s 

rapid sales progress. In fact, he 

formally ushered in “the television 

age.” 

Television’s growth, however, 

already has cut into radio listener- 

ship in markets where it is now 

operating, and has brought some 

reduction in radio set sales. 

ws With production of new records 

banned for the first 1142 months 

of 1948, platter makers—such as 

Jack Kapp, president of Decca 

Records, Inc.—still noted that 

business was good in 1948, but 

under 1947 levels, and probably 

will be better in 1949. 

Frank K. White, president of 
Columbia Records, said that the 

lifting of the ban, plus Columbia’s 

new long-playing Microgroove rec- 

ords, should give the industry “one 

of its biggest years.” 
Joseph W. Frazer, president of 

Kaiser-Frazer Corp., predicted that 

“the American public’s need for 

new cars will continue to outstrip 

the ability of the automotive in- 

dustry to produce them.” 

e Liquor sales in the first half 

of 1949 “promise to continue the 
moderate recovery begun at the 

midyear point in 1948,” asserted 
Arthur D. Schulte, president of 

Park & Tilford. 

W. L. Lyons Brown, president 

of Brown-Forman Distillers Corp., 

found that “the distilling industry 

looks forward to a successful year, 
which will be marked by strong 

competitive tendencies.” 

With volume reaching the record 

mark of $424,000,000 in 1948, as 

compared with $396,000,000 in 

1947, Fletcher D. Dodge, executive 

vice-president of the Corset and 

Brassiere Association of America, 

found that “manufacturers gen- 

erally foresee good business in 

1949.” Among other factors, he 

noted that “A greater percentage 

of women now wear foundation 

garments than ever before.” 

s Brand name consciousness rose 
during the year, the Brand Names 

Foundation reported. It cited sur- 
veys by Fairchild Publications to 
show brand buying in the women’s 

wear field had reached peak pre- 
ference; Cluett, Peabody & Co.’s 

survey showing 61% of men shop- 
pers now ask for shirts by brands; 

Batten, Barton, Durstine & Os- 

born’s report that 86% of women 
making purchases in drug stores 

buy at least one branded item, and 
85% of these items are requested 
by brand name. 

Also, that 75% of the subscrib- 

ers to House Furnishings Review 

said brand names were essential 

to consumers of housewares and 

small appliances. And the New 
York Times found that, of those 

respondents returning question- 

aires, 97.7% of the mechanical 
refrigerators owned in the New 

York area were manufacturer- 

branded. 

BNF also reported that 90,000 

columns of newspaper advertising 

on brand themes were submitted 
by retailers for the foundation’s 

“Certificate of Merit.” BNF 
screened 12,000 ads for monthly 
awards, and selected 38. 

ws Even if the automotive and 
construction industries only main- 
tain current levels next year (most 

observers expect an increased vol- 

ume), flat glass production will 

increase in 1949, according to John 

D. Biggers, president of Libbey- 

Owens-Ford Glass Co. 

Mr. Biggers said that produc- 

tion may increase as much as 10% 

over 1948’s record breaking vol- 

ume, because “we are finding a 

steady upward movement in flat 

glass sales due to the public de- 
mand for larger windows and im- 

proved visibility in automobiles, 

homes, schools, factories, hospitals 

and various types of commercial 
structures.” 

The flat glass industry had its 

best year in history in 1948, with 

business double that of “normal” 

1941, and plate and window glass 

manufacturers also expanded their 

list of products. Despite mid-year 

price increases, Mr. Biggers says 

the general price level of flat 

glass is still below the price ad- 

vances recorded by the raw mater- 

ials. 

s The potential for home launder- 
ing equipment will be greater in 

1949 than ever before, the South 

may well show the greatest per- 

centage sales increase next year, 

many appliance dealerships will 

fold up, automatic washers will 

get an increasing share of total 

sales, and the price level will re- 

main constant, according to exe- 

cutives of the American Washer 

and Ironer Manufacturers’ Asso- 

ciation. 

Roy A. Bradt, vice-president of 

the Maytag Co. and president of 

the association, said the develop- 

ment of home laundering as a 

three-part process has made the 
sales potential for washers, dryers 

and ironers larger than ever be- 

fore. Wealthy families and upper 

income homes, formerly a poor 

market, now are buying washers, 

ironers and dryers in increasing 

a . t Pe. 4 = 

Sta SRO STG, aah RST Bea MENLO ie eT eget 

numbers. 
As for dealers, Mr. Bradt says 

that he expects many appliance 

dealers to be washed out of the 

picture in 1949. There are more 

than twice as many dealers as 

prewar. This, he said, “might not 

be excessive except for the fact 

that many never had operated un- 
der competitive conditions.” 

w E. L. Farquharson, sales mana- 

ger of Landers, Frary & Clark’s 

home laundry division, said the 

price of home washers will not 

come down in the foreseeable fu- 

ture. “Washers and motor cars,” 

he said, “are made up generally 

of the same materials, and the 

labor involved is also comparable, 

as far as increased costs are con- 

cerned.” 

Most rosy business prospects in 

the industry were credited to the 

automatic washers. Said Judson S. 

Sayre, president of Bendix Home 

Appliances: “The automatic 
household washer industry stands 

at the threshold of its golden era 

and prespects for a _ continued 

high level of business are excel- 

lent, regardless of the possibility 

of any downswing in the business 

cycle.” 

In the rubber industry, company 

executives predict a good year. 

Herbert E. Smith, chairman of the 

board of United States Rubber Co., 

cited four major influences which, 

according to present indications, 

will keep business at a high level. 

They are: (1) Full employment 

at high wages; (2) heavy expendi- 
tures by the government for de- 
fense and European recovery; (3) 

large industry expenditures for 

modernization of plant and equip- 

ment, and (4) shortages in some 

durable lines, accented by govern- 

ment purchases. 

a Candy Industry predicts that 
the billion-dollar mark in the 

confectionery business has been 

reached in 1948, and that 1949 will 

see the level maintained or ex- 

ceeded. The publication declares 

that sales this year will be about 

$1,050,000,000 at the wholesale 
level when all the data is in, and 

this sum is equivalent to about 

$2 billion at the retail level. About 

$5,000,000 was spent on advertis- 

ing this year, it is estimated. 

@ Because steel supply in ’49 will 

barely equal that of this year, 

and because new natural gas trans- 

mission lines are not yet in opera- 

tion (and gas supplies in many 

centers therefore have not been 

increased), gas manufacturers ex- 

pect that they will be hard pressed 

in 1949 to equal this year’s sales. 

The Gas Appliance Manufac- 

turers Association, reporting on the 

opinions of 107 manufacturers who 

shipped more than 3,000,000 gas 

appliances in ’48, concluded, “un- 

less there is concerted sales action, 

last year’s levels may not be at- 

tained.” GAMA reports general 

agreement that sales effort and 

promotion by utilities, manufac- 

turers and dealers must be stepped 

up. 

Frank J. Nugent, GAMA pres- 

ident, said: “The normal replace- 

ment of equipment in the 25,500,- 

000 homes on gas utility and L-P 

(liquefied petroleum) gas distri- 

bution systems plus an estimated 

average increase of 1,000,000 new 

customers a year during the next 

several years, will provide a pro- 
fitable and continuously expand- 

ing market for manufacturers and 

dealers.” 
Mr. Nugent promised that in- 

tensified promotions, totaling more 

than $8,000,000 in consumer ad- 

vertising and dealer sales helps 
on automatic gas ranges, will be 

continued in 1949; that gas refrig- 

eration campaigns will be 

stepped up; that automatic gas 

incinerators will be backed by in- 

creased promotion support; and 

that automatic gas clothes dryers 

will provide a new profit line for 
many dealers. 

‘Do Something’ Record Seems 
Likely for Incoming Congress 

WASHINGTON—Don’t underesti- 
mate the importance of the organ- 
izing pains of the 8lst Congress. 
The stakes are high, for without 

firm control of key committees— 

particularly the traditionally con- 

servative House rules committee— 

New Dealers cannot fulfill prom- 

ises to the labor-farmer-liberal 

voters who restored them to power. 
At the moment it would appear 

that the 81st Congress will have a 

“do something” record reminis- 

cent of the famous “100 days” 

that began March 4, 1933—though 

perhaps not quite as dramatic, or 

hurried. 

Despite the bitter campaigning, 

a spirit of good feeling exists. The 

President’s restraint since election 

has attracted “liberal” Republican, 

and even Dixiecrat votes for labor 

law reform, public housing, 

broader social security, education, 

health, reclamation, and other pro- 

grams which have languished on 

the congressional calendar for as 

long as a decade. 

When the honeymoon ends, it 

may be in a flare-up between the 

President and the “New Dealers.” 

Conservative by instinct, the Presi- 

dent interprets his election as a 
mandate for more of the same 

“left of center” program he has 

championed since taking office. 

But many of the newly-elected 

Senate Democrats are mindful of 

the fact that Mr. Truman fre- 

quently ran behind his congres- 

sional ticket. Already annoyed at 
the continued prosperity of cabinet 

officers they had “proscribed” 

New Dealers will be prodding the 

White House when they feel the 

President does “too little and too 

slowly.” Pros and cons of higher 

postage rates will have to be ex- 

plained to a House post office com- 

mittee composed largely of con- 

gressional newcomers led by Rep. 

Tom Murray (D., Tenn.), a for- 

mer postal worker sympathetic to 

high rate proposals. Of 14 Repub- 

licans who heard the rate story 

last year, seven won’t be back; of 

10 Democrats, at least half are 

trying to get off the post office 
committee. 

The National Association of Real 

Estate Boards is asking its mem- 

bers whether they would like to 

take a cue from the American 

Medical Association and expand 
their public relations program “so 

that more Americans may learn the 

dangers of socialized housing.” 

NAREB, now pushing housing co- 

ops as an antidote to public hous- 
ing, is also asking realtors for sug- 

gestions on how realtors can be 
helpful in producing low-cost hous- 

ing, and whether they think 

NAREB “ought to work more 

closely with labor (our customers) 

on matters relating to building and 
federal legislation.” In passing out 

questionnaires, President-elect T. 

H. Maenner said: “I need a reply 

from every single active realtor. I 
am no more impressed by ‘scien- 

tific samplings’ of opinion than 
you are.” 

American Medical Association’s 

$25 public relations levy is en- 

countering opposition among the 

1,600 doctors here. A special meet- 

ing of the District medical associ- 

ation broke up without a vote after 

local doctors pressed Dr. George 

F. Lull, AMA secretary, for more 
details about the kind of “educa- 

tional” program AMA has in mind. 

By STANLEY E. COHEN, Washington Editor, 

Size of the rebel bloc has not been 

tested. 

Nelson Miller’s marketing div- 

sion at the Commerce Department 

may succeed in issuing business 

population, employment and pay- 

roll data from 1948 social security 

files despite shoe-string budgeting 

of current operations. Compilations 

of social security figures for the 

first quarter of 1947 are being re- 

leased by Mr. Miller’s office Jan. 
10, in cooperation with the Office 

Machinery Manufacturers’ Insti- 

tute. Congress denied funds for 

the government’s share in this 

project for 1948, but Mr. Miller re- 

ports that industry sources are 
stepping into the breach. 

The ‘New York Herald Tribune’ 

and ‘Time’ are the first publica- 
tions to obtain guarantees from the 
Economic Cooperation Admini- 
stration protecting them from ezx- 

change losses in their activities in 
American-occupied Germany. ECA 

is “insuring” $100,000 of the pro- 

duction costs for 40,000 copies of 

the European edition of the ‘Herald 

Tribune’ through March 1. It will 

“insure” $79,800 of the production 

costs of 10,000 copies of the weekly 

overseas edition of ‘Time’, and 35,- 
000 of the fortnightly international 

edition of ‘Life’ through Feb. 14. 

Civil Aeronautics Board has au- 

thorized further “testing” of the 

family air fare “specials” now be- 
ing offered on weekdays by many 

of the leading airlines... Securi- 

ties Exchange Commission reports 

individual savings for July-Sep- 
tember proportionately higher than 

the comparable quarter of 1947... 
FM Association notes that 35% of 

the nation’s FM radio stations are 

newspaper-owned or affiliated. . 

... Democratic National Chairman 

J. Howard McGrath says the Social! 

Science Research Council is righ‘ 

in absolving polltakers of “bad 

faith.” He deplores, however, a 

tendency among polltakers “to 
correct mistakes afterwards and 

not before” ...Census Bureau an- 

ticipates optimistically the Hoover 

Commission study of government 
Statistics. Still “secret,” the report 

by Prof. Frederick C. Mills says 

statistical collections and tabula- 

tions should be centralized in Cen- 

sus, with special interpretations 

and reports handled by specialists 

in other agencies. Good in theory, 

but obtainable only over the deac 

bodies of well-intrenched statis- 

tical units of other agencies. 

Radio Representatives 
Elect Headley President 

Frank Headley, president o' 
Headley-Reed Co., was name 
president of National Associatio: 
of Radio Station Representative 
at its second annual meeting i 
New York. 

Other officers are: Adam Your ¢ 
Jr., head of the company of the 
same name, vice-president; Ec- 
ward Spencer, George P. Holling 
bery Co., secretary; Lewis Aver) 
Avery-Knodel, treasurer, and |} 
Preston Peters, president, Free | 
Peters, director. George Brett, Kat 
Agency, was appointed to represen 
the association on the National As 
sociation of Broadcasters standard 
of practice committee. 

Art Directors Elect Larsen 
Ben Larsen, art director of Mc 

Cann-Erickson, Minneapolis, hi 
been elected president of the 
Minneapolis Art Directors Club 
William Schneider, Knox Reeves 
Advertising, has been named vice- 
president, 
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Newbury in ‘IM’ 

Predicts Boom 

for All of ‘49 
Cuicaco—Business will con- 

taue to boom in 1949, at a level 

t.pping the record year of 1948, 

according to Frank D. Newbury, 

consulting economist for Westing- 

house Electric Corp. 

In a copyright article in Indus- 

trial Marketing, Mr. Newbury pre- 

dicts a gross national product of 

$260 billion this year, up $35 bil- 

lion over 1948. His forecast is 

based on techniques he applied in 

1946 and 1947 when he foretold 

record business levels—and when 
other economists were predicting 

possibilities of depression. 
Mr. Newbury’s 1949° forecast, 

however, does not run against the 
trend of predictions as evidenced 

in many a year-end statement re- 

leased in the last fortnight. These, 

almost without exception, forecast 

rosy volumes of business for the 

industries they cover. 

=a The Newbury prediction is 
based largely on the relationship 

between total investment spend- 

ing and total national production. 

He groups governmental expendi- 

tures of an investment nature 

with the more familiar investment 

expenditures of private business. 

Total investment is the key to this 

theory, the ratio being roughly 

that of $20 to $100. 

In his IM article, Mr. Newbury 

declares: “In 1929, with gross 

national product of about $100 bil- 

lion, total investment amounted to 

$20 billion. In 1947, with gross 
national product of $231 billion, 

total investment was $50 billion. 

At the bottom of the long depres- 

sion—in 1932—national product 

dropped to $58 billion and total 

investment dropped much more to 

about $5 billion. So, over this 

wide range from prosperity to 

depression, and with the war and 

postwar growth, investment ex- 

penditures have been a depend- 

able guide to total business ac- 

tivity.” 

Admitting that the investment 

estimate is a “hazardous under- 

taking, and the result can only be 

an educated guess,” Mr. Newbury 

estimates that both the construc- 

tion and producers’ durable equip- 

ment industries will continue for 

at least another year to increase 

their expenditures. 

# “Inventory accumulation is ex- 

pected to continue in 1949,” the 

article says, “but only at the rel- 

atively small figure of $1 billion. 

Net foreign investment is ex- 

pected to continue at the same fig- 

ure as in 1948—about $2 billion. 

Investment in construction is ex- 

pected to be $15 billion. Invest- 

Phone Chesapeake 3-2500 

HE ALBERT KIRCHER CO. 
LEE H. LASHER, VICE PRESIDENT 

ment in producers’ durable equip- 
ment is expected to be $21 billion. 

Thus, total private investment 

should run to a total of $39 bil- 

lion.” 
To this Mr. Newbury would add 

$20 billion in investment expendi- 
tures by the government’s Demo- 

cratic administration, making to- 

tal national investment of $59 

billion. 

“In 1947,” he continues, “$50 bil- 

lions of investment corresponded 

with $231 billions of gross national 

product—the market value of to- 

tal national production of all kinds 
of goods and services. In 1948, 

$56.5 billions of investment in- 

creased gross national product at 

a slightly higher ratio up to $225 

billions. Then, at about the same 

ratio, $59 billions of total invest- 

ment would correspond with $260 

billions of gross national product.” 

a The economist observes that a 

change in the picture could be 

caused by a shooting war, a boost 

in taxation affecting private in- 
vestment, change in Federal Re- 

serve credit policies, a major 

change in the wholesale price 

level or a serious (and unlikely) 

break in farm prices. 
He admits that it is natural for 

business men to be fearful of a 
possible collapse following such 
extended prosperity and capacity 

production for two years, but he 

believes that any decline would be 

slow and moderate. 

Oregon Adclub Elects Ross 
Laurie E. Ross, head of the 

Portland, Ore., advertising agency 
that bears his name, has been elec- 
ted president of the Oregon Ad- 
vertising Club, succeeding James 
A. Mount, advertising manager of 
Station KXL. Other officers in- 
clude: Charles L. Burrow, vice- 
president, and Fred Kimball, sec- 
retary. 

Gast to Pacific National 
William K. Gast, formerly super- 

intendent of the I.G.A. stores in 
Seattle, has joined the Portland, 

Ore., office of Pacific National Ad- 
vertising Agency, as an account 
executive. He also will handle the 
advertising and publicity for the 
Northwest Nutgrowers Association, 
Dundee, Ore. 

Launches Test Campaign 

Roy S. Durstine, Inc., San Fran- 
cisco, is directing a test campaign 
for California Electric Supply Co., 
northern California distributor of 
Crosley products, using a _ half- 
hour musical program five times 

weekly over stations in Stockton 
and Sacramento. 

To Son De Regger Agency 

Son De Regger Advertising A- 
gency, Des Moines, has been ap- 
pointed to handle the advertising 
of Iowa Feed Institute, midwestern 
organization of feed dealers and 
manufacturers. Farm publications 
will be used. 

Endo Products to Breese 
Murray Breese Associates, New 

York, has been named to direct 
the medical advertising of Endo 
Products, Inc., Richmond Hill, N. 

|Y., effective March 1. 

Lana 
Philadelphia 

HIGHSPOT BULLETINS 
SPECTACULARS * WALLS 

3728 No. Broad St « Phila. 40, Pa « BAldwin 9-5500 

Represented by 

O'MARA & ORMSBEE 

New York - Detroit - Chicago 

tos Angeles - San Francisco 

ATTLE TIMES. It's sid in 8 eit of 10 Seattle —— 

let’s run our yoni schedule in The Times. 

indepartmentstoreby 1, 120,400 Lines 

in classified by...... 191,210 ues 

in national by ...... 218,149 unes 

in retail food by .... 122,617 LINES 

in retail drug by.... 128,017 unes 

_ It sill give up rool impact 

in City Zone 

in C 
Retai 

* 

The SEATTLE TIMES advertising 

leadership, daily and Sunday, 

first 11 months 1948. From Media Records: 

in total by ....... 4,021,001 LINES ’ 

in retail by ......- 9,021,405 unes * 

eteaisten by... 44 AN1 copies 3 

ireding Zone by 41,164 corms fi 
in total circulation by . 22,860 COPIES 

* (Daily) — ABC Sept. 30, 1946 
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» answers 

| GETS 14 

a year. 

VERTISING AGE. 
about results: 

in ADVERTISING 

OF $20,000 JOB... 
Like a great many people, this man in Cincinnati 
decided he would like a better job. Unlike most 
people, he wanted one which paid at least $20,000 

SO, he placed a classified ad in the 
“Advertising Market Place” columns of AD- 

“Though my ad fairly screamed at least $20,000, 
I have so far had 14 legitimate answers. These 
are all from blue ribbon agencies in New York, 
Chicago, Cleveland, Milwaukee, etc., and the 
replies are still coming in.” 

If you are looking for a position, or for a man 
to fill one — if you have anything to buy or sell 
in advertising — the “Advertising Market Place” 

place to tell your story. 

OFFERS 

And here’s what he said 
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HELP WANTED 
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HELP WANTED 

ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Sales—Creative—E xecutive 
Consult our H. R. Hazard 

GEORGE WILLIAMS CO.—PERSONNEL 
209 S. State St., HA 7-2063, Chicago 

FRED J. MASTERSON 
ADVERTISING & PUBLISHING 

PERSONNEL 
Executive—Creative—Adv. Sales 
Resumes confidentially considered 

185 N. Wabash FR 2-0115, 5, Chicago 

Chicago Advertising Agency wants is account 
executive. Must have minimum $350,000 

business. Unusually attractive proposition. 
Box 9897, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 

Copywriter-appliances 
Copy Chief ......... Salary Open 

EET TS 
Advertising Assistants .............cce $3000 

SHAY AGENCIES 
30 W. Washington Chicago 2, Ill. 

Girl Writer who can do news and hse. org. 
copy, fast, accurately with patience for 
research and fact checking. Sgle. Congen- 
ial wk. cond., mod. sal. to start, gd. opp. 
if can E amy ~~ resp 

Box 9914, ADVERTISING AGE 
100 E, Ohio St., Chicago 11, Ill. 

Advertising Space Salesman—Require man 
familiar New England agencies and ac- 
counts, with knowledge of aeronautical 
industry. Car essential, substantial ar- 
rangement for energetic, dependable man. 

Will consider established ‘Publishers’ 
Representative.”’ 

Box 9911, ADVERTISING AGE 
330 West 42nd St., New York 19, N. Y 

POSITIONS WANTED 

CAPABLE, YOUNG EXECUTIVE 
connection with progressive agency. Ex- 

tensive background advertising, merchan- 
dising, sales-promotion. 

Box 9908, ADVERTISING AGE 
100 E. Ohio St., Chicego 11, Ill. 

JOURNALISM GRADUATE UNIV. MO. 
wants job in Adv. ‘Veteran, 21, single. 
Training in copy, layout, retail, direct 
mail, radio commercials. Experience in 
selling. Have car. Southwest preferred. 
Available after Feb. 2. Write: Neff Hall, 
Room 208-A, Columbia, Mo. 

ADV.-PRODUCTION MGR. 10 yrs. exp., 
whsle jobbing, mfg. Catalogs, mag ads, 
sales lit., house organs. Chgo area. 

Box 9913, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 

seeks 

Information for Advertisers 

No. 3206. America’s Homemakers 

Size Up the New Cars. 

The American Home reader- 
consumer panel Report No. 20 
contains a summary of replies to 

an all-automotive questionnaire 
sent to 2,103 members of the mag- 

azine’s reader-consumer panel last 
July. It tabulates questions and 

about car ownership 
(makes and models); plans to buy, 

and plans for financing purchases. 

Loyalty of owners to _ present 

makes and reasons for preference 

are shown. 

No. 3207. Household Appliances 

Owned by New York Times 

Families in New York City and 
Suburbs. 

A large market for replace- 

ment sales among readers of the 

New York Times is indicated in 

this report of a survey made by 

the Times’ research department. 
Among readers who own mechani- 

cal refrigerators, the survey shows, 

48.4% have units ten or more 

years old. Among vacuum cleaner 

owners the percentage ten years 

old or older is 40.7. The question- 

naire listed 13 household ap- 
pliances, and readers reported on 

ownership, make, age of unit, and 

make they would buy if they 

purchased a new model. 

No. 3208. A Matter of Consuming 

Interest. 

The Chronolog, developed by 
Market Research Corp. of America, 
is described in this report pub- 

lished by Life, with an explanation 

of the application of this method of 
measuring family buying to the 

Life audience. A Life family, on 

the basis of the Chronolog study, 

is one which has had a copy in 

the home within a seven-day per- | 

iod, and on this count, 28% of all 

U. S. families read the magazine. 

Purchase and use of a large num- 

ber of commodities by Life fam- 
ilies are reported. 

No. 3209. Action on the West 
Coast. 

This is Better Homes & Gar- 

dens’ third in a series reporting 
merchandising activities in cooper- 

ation with department and furn- 
iture stores. The report, sub-titled 

“Yes, we have some bonanzas,” 

tells about BH&G promotions with 

Breuner’s, Oakland, Cal., Breun- 

er’s, Sacramento, Bon Marche, 

Seattle, and Meier & Frank, Port- 

land, Ore. 

No. 3210. 1948 Tire Survey. 
The sample for this third an- 

nual tire survey, published by 

Crowell-Collier, was expanded to 

include rural, as well as urban, 

passenger car owners. The report 

covers tires in use, replacements, 

recapping, makes preferred, an 

urban-rural comparison of nation- 

ally advertised brands and others, 

and many other findings. 

No. 3211. More Profit for You in 

the Golden Zone. 

This study of Fort Wayne, Ind., 

and its retail trading area and 

the influence of, the Fort Wayne 
News-Sentinel in the market has 

been published by the newspaper. 

It reports the number of families, 

by county; spendable income per 

family; retail sales, and total net 

paid circulation of Fort Wayne 

newspapers. 

No. 3200. Slip Into a White Coat 

for a Minute. 

In this new brochure, Dental 

Survey describes in detail its 

editorial policy and scope, and 

reports its readers’ interest, not 

only in editorial pages, but adver- 

tising pages, as well, for infor- 
mation about new methods, instru- 

ments, equipment and materials. 

USE COUPON TO OBTAIN INFORMATION 
1 

| Readers Service Dept., 
| 100 E. Ohio St., Chicago 11, Ill. 

| 
| 
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Boat Industry 

Hopes for More 

Anchors Aweigh 
Volume of Small Craft 

and Outboard Motors 

Hits $263,900,000 

New YorkK—The recreaiional 

boating industry has looked at 1949 

—through the binoculars of the Na- 

tional Association of Engine & 

Boat Manufacturers—and found 

the prospects nautical and nice. 

Coincident with the annual Na- 

tional Motor Boat Show at Grand 

Central Palace, New York, Jan. 7- 

15, NAEBM is releasing -indings 

of a survey of 102 engine, boat and 

accessory manufacturers, which 

show that 90% of them regard their 

1948 business as favorable (ex- 

ceptional, good or fair) as com- 

pared with only 10% who were dis- 
appointed in it. 

About 80% expect an increase in 

1949. Most producers will offer new 

and improved models. A leading 
sales deterrent, however, it was 

found, may be high prices, followed 

by lack of suitable mooring facili- 

ties and services. 

ws Slightly more than half of the 

firms answering the questionnaire 

are now engaged in export busi- 

ess—which accounted for up to 

30% of their total volume. The 

high level of domestic demand has 

restricted the export part of their 

business. 
H. A. Bruno & Associates, pub- 

lic relations counsel to the associ- 

ation, points out that in 1948, 528,- 

000 outboard motors were sold at 

an average retail price of about 

$200, or a total retail volume of 

$105,200,000. About the same num- 

ber of small boats were sold, it is 

estimated, at an average price of 

about $300 each, or a total retail 

volume of $158,700,000. Thus the 

combined volume of these two was 

$263,900,000. 
There are about 3,000 boat build- 

ers in the United States, with sales 
running from 10 or 15 boats to 

more than $10,000,000 each. At 

least 500 manufacturers of marine 

engines or parts, and many hard- 

ware manufacturers, are in this 

varied industry. 

ws In addition, it was said, there 
are probably 10,000 Grade A re- 

tail outlets and perhaps 40,000 

other places where boating supplies 

and equipment may be bought and 
boats serviced. 

As a factor in stimulating in- 

creased volume this year, the 

NAEB\M is sending to 4,000 United 

States and Canadian daily and 
weekly newspapers the annual 

“Boating Business Booster News,” 

an advertising and editorial ser- 

vice. The 16-page issue includes 

two pages of editorial copy with 

photographs, three of illustrations 

of recreational boating products 
and logotypes of manufacturers 

and four pages of explanatory 

boating promotion copy for news- 

paper advertising managers. 

a The pages of illustrations of sig- 

natures and products of association 

members was a new addition to the 

current issue. Included in the list 

are Cleveland Diesel Engine divi- 

sion of General Motors; Evinrude 

Outboard Motors; Skaneateles sail- 

boats; Link Aviation, Inc., small 

craft, and Socony-Vacuum Oil 

Co. The association offers publish- 

ers free mats of illustrations in the 

news, from a half-page cover for 

special travel, vacation and boat- 

ing sections to 35 stereotypes of 

cruisers and small boats, engines 

and outboard motors. 

In 1948, the mats were requested 

and used by 193 daily and 119 

weekly newspapers. In addition, 

“hundreds of papers,” it is said, 

made their own engravings direct 

from the proof book. The service 

is timed to reach all newspapers 

about March 1. 

ABC Gets TV License 
to Dunning Projector 
American Broadcasting Co., New 

York, has acquired the television 
license to the Dunning animatic 
projector developed by Dunning 
Color Corp., Hollywood. The pro- 
jector, which achieves animation 
by pulling each picture down in 
1/200th of a second, was designed 
to produce 16 mm. TV films and 
commercials inexpensively. 

The method provides for a sub- 
stantial reduction in the amount 
of film used. Only two feet of 
i6 mm. film are needed for a 20- 
minute show if the animatic pro- 
jector is used, as contrasted with 
the 800 feet generally required. 

Kimble Glass Boosts Dennis 
E. B. Dennis Jr. has been named 

general sales manager of Kimble 
Glass division of Owens-Illinois 
Glass Co., Toledo, succeeding S. J. 
McGiveran, who was named gen- 
eral manager of Kimble last Au- 
gust. K. G. Hewitt, manager of the 
Kimble Glass Philadelphia branch 
office, has been appointed to re- 
place Mr. Dennis as sales manager 
of the container and accessories 
division. 

Zachary Joins CBS-TV 
George Zachary, free-lance ra- 

dio director, has joined the pro- 
gram staff of CBS television as 
a director. Mr. Zachary began his 
radio career as a script writer 
with CBS in 1936. After six years 
with CBS he joined the OWI as 
chief of production in charge of 
writing and directing government 
programs and transcriptions. 
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Council Campaign 

for Metal Scrap 

Will Start Soon 
New YorKk—Eight advertise 

ments directed at top managemen 

of industries which are potentia 

suppliers of steel scrap will b 
presented by the Advertisin 
Council to the business press at 

meeting in New York on Jan. 1¢ 
The advertisements were prepare. 

by James Thomas Chirurg, Inc, 

volunteer agency. 

The campaign, exclusivel, 

through business papers, is bein - 
launched at the request of the 

Department of Commerce under 

the council’s business paper ad- 

visory committee, of which Edwin 

F. Thayer of Tide is chairman. 

Industries will be asked to in- 

vestigate their inventories of ob- 

solete machines, and to scrap and 

sell those not necessary for thei: 

operations. They will be paid at 

current price levels through ex- 
isting salvage channels. The stee! 

industry already is conducting 

such a campaign, but Secretary of 

Commerce Charles Sawyer says 

that a wider program is necessary. 

Mr., Sawyer pointed out that 
“without an increasing supply of 

scrap our domestic economy and 

foreign aid requirements will not 
have the badly needed benefit of 

maximum iron and steel produc- 

tion.” Although melting stock now 

is being consumed at the rate of 

30,000,000 tons a year, it was 

pointed out, the nation’s steel pro- 

duction is less than it could be be- 

cause of the scrap shortage. 

Oxford Paper Appoints 
Three Vice-Presidents 

R. W. Hovey, former vice-pres- 
ident of Oxford Paper Co., New 
York, has been elected executive 
vice-president, and Harold H. 
Holden, manager of sales, has 
been named vice-president in 
charge of sales, effective Jan. 1. 

Donald Appleton, assistant vice- 
president of manufacturing, be- 
comes vice-president in charge of 
manufacturing on Jan. 1 and A. 
M. McBurney, assistant manager, 
eastern sales, has been elected 
eastern sales manager. 

Designs New Hand Truck 
The Steven’s truck division, 

Associated Services, Carlinville, 
Ill., has designed a new hand 
truck, to be known as the Ste- 
ven’s Escort truck, for handling 
all types of heavier appliances. 
The truck will be promoted as a 
direct mail item. 

Utility Promotes Foley 
R. K. Foley has been appointed 

assistant advertising manager of 
Pacific Power & Light Co., Port- 
land, Ore. He has been with the 
company since 1939. 

Gets Jewelry Account 
Davidson & Sons Co., New York, 

manufacturer of rings, has place: 
its account with H. W. Hauptman 
Co., New York. 

CHOICE DISPLAY SPACE 
seus, SELLS, SELLS. 

get it with 

ADVERTISING MIRRORS 
eee 

MIRRO-PRODUCTS COMPANY | 
High Point 2, North Carolina 

A VINTAGE CAREER 
FOR SALE 

Thoroughly able creative advertising mc 
Ideas, copy, supervise art and productic 
Well trained in direct mail, media, sa! 
promotion, sales training and merchand 
ing. Have successful record in Pharmace 
tical and Chemical fields. In my prese | 
assignment, my creative ideas and polici * 
have changed entire complexion of bu 
ness from red ito black side of ledger. Tir: 3 
saying “yes” to men “up-stairs”. W ! 
assume complete responsibility for ‘mar 
facturer, or handle accounts  & advert : 
ing agency. University graduate. Marri d 
—family. Age 43. ew York area p * 
ferred. Write for early interview. Availal ° 
Jan. 15th. Box 7235, ADVERTISING AG 
330 W. 42nd St., New York 18, N. Y. 
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‘ucker Statement 

],ists Expenses 

for Ads, Shows 
Cuicaco—Newspaper space has 

c mprised the biggest single item 

o’ expense in advertising and pro- 

rotion by the Tucker Corp., al- 

though the court-involved com- 

pany has invested substantial sums 
i. other media since mid-1946. 

An income and expense state- 
ment covering the period from 

July 8, 1946, to Aug. 31, 1948, 
shows that Tucker, now fighting 
multiple court charges of insol- 
vency, has invested $349,068 in 
newspaper advertising. Roy F. 
Durstine, Inc., is the agency. 

Other major media and promo- 
tional costs listed by the company 
for this period include: Magazines, 

$150,921; radio, $93,068; printed 

matter, $276,472; signs and dis- 

plays, $12,144; other advertising 

costs, $104,566; national shows, 

$203,774; dealer shows, $64,783, 
and division shows, $2,164. 

= The car maker’s record of cash 
receipts and expenses (not a for- 

mal balance sheet of its finan- 
cial status) reveals that it had 
raised $15,107,000 in cash from 
the sale of stock when it started 

in business 30 months ago. 

Up until Aug. 31 last year it 
had raised $7,168,900 from the 
sale of franchises to dealers, and 

received $2,564,129 from the sale 

of accessories. Other sundry in- 

come brought the total cash re- 

ceipts to $24,890,572. Total ex- 

penditures, including materials, 

machinery and equipment, pre- 

production research, engineering 

and development, administrative 

expenses, and sales and promotion 
department costs, amounted to 

$23,663,125. That, Tucker points 

out, left an Aug. 31 cash balance 

of $1,227,447. 
The corporation has denied that 

it is insolvent in replies to two 

petitions filed by creditor groups 

under the federal bankruptcy 
laws, and contends that neither 

petition was filed in good faith. 

In one action, the company points 
out that it may lose its plant lease, 

through War Assets Administra- 

tion action, if a receiver is named 

for Tucker or a bankruptcy suit 
is not dismissed within 60 days. 

Federal Judge Michael Igoe has 

scheduled a hearing tomorrow 

(Jan. 4) on the petitions and com- 
pany replies. The company, and its 

officers and directors, also face 

trial Jan. 12 on charges of mis- 

management and misapplication of 

funds. 

Brisacher Joins Four A’s 
Brisacher, Wheeler & Staff, San 

Francisco, has joined the Ameri- 
can Association of Advertising 
Agencies, New York. 

KOLD THE Deeb 6 bendtel of 
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ey men in this fast 
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2 WEST 45TH ST. 
NEW YORK 19,N_ Y. 

EDITED AND 
PUBLISHED BY 
REX W. WADMAN 

Jr. Adclub Elects Sklar 
Gerald Sklar, Michigan Adver- 

tising Distributing Co., has been 
elected the first president of the 
newly organized Junior Adver- 
tising Club of Detroit. Other of- 
ficers are: James W. Bower, Nash- 
Kelvinator Corp., vice-president; 
Robert LaRue, Holden, Clifford & 
Flint, Inc., executive secretary, and 
Harry Mellon, Ross Roy, Inc., 
treasurer. 

Keenan to London Office 
Norman F. Keenan has been ap- 

pointed advertising representative 
of 33 Canadian publications of 
Maclean-Hunter Publishing Co., 
making his headquarters in Lon- 
don. Since 1944 he has been on 
the Toronto sales staff of the 
Financial Post, Maclean-Hunter 
publication. 

Photo-Lithographers to Meet 
The National. Association of 

Photo-Lithographers, New York, 
will hold its 17th annual conven- 
tion and exhibit at the Hotel 
Statler, New York, Oct. 19-22. 
The Lithographic Craftsmen’s 
a session will be held on 

ct. 22. 

British Advertising 

Up 5% over 1947 

to $87,652,500 
New YorK—Jesse Scott, pub- 

lisher of Statistical Review of Lon- 

don, which compiles British adver- 

tising statistics, said here last week 

that advertising in Great Britain 

last year was £21,750,000 or about 

$87,652,500. 

The government, still Britain’s 

top advertiser, billed £1,938,000, or 

about $7,810,140. Commercial ad- 

vertising was up about 5% over 

1947, and the government’s adver- 

tising expenditure was up 20% 
over 1947. Some 38 government 

campaigns are now running. 

The $87,652,500 figure includes 

newspaper, magazine, trade and 

technical paper copy. 

Forms Official Television 

Official Films, Inc., New York, 
has formed a new subsidiary, Of- 
ficial Television, Inc., which will 
offer a video programming ser- 
vice, involving creation and dis- 
tribution of both live and film 
shows. Offices of the subsidiary 
will be at 25 W. 45th St., New York 
10, location of the parent company. 

WNOP Appoints Rolfes 

Anna Mae Rolfes has been ap- 
pointed general manager of Station 
WNOP, Newport, Ky., succeeding 
Dick Nesbitt, who resigned be- 

| 
| 
| 

27 

cause of ill health. Miss Rolfes will 
continue as secretary-treasurer of 
the station. 
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NO EDITORIAL FORMULA 
OUTSHINES NEWS 
People want to know what's happening. News is important; news 
is vital to the automotive dealer. On the basis of news today he 

shapes tomorrow's policies. 

Automotive News is the Newspaper of the industry—founded to 
relay to its readers news of engineering, manufacturing, selling 

and servicing. Automotive News is not a ‘‘how to’’ publication— 
telling you how to repair cars or paint them (although it contains 

news of such servicing operations); it is not a ‘‘merchandising" 

publication telling you how to sell cars (although it features sales 

experience stories); it is not a ‘‘puff sheet'’ featuring personalities 

and manufacturers. Automotive News is a newspaper—first, last 
and always—and consequently its columns are READ. Every survey 
shows readership the highest of any automotive publication. t 

Read Not Only In The Front Office 

But Also In The Back Shop 

Automotive News is, first of all, a ‘front offiice’’ publication—and i 
we're proud of that, because it is the dealer himself who makes 

the decisions and pays the checks. More dealers read Automotive 

News than any other automotive publication. In addition, however, 
Automotive News is also read by the men in the service department, 

in the parts department, and by the sales department. Continuing 

surveys show that, every time. News of parts and accessories, of 
methods and means, is as important to the men in the service shop 

as to dealers. They read about it first in Automotive News. 

That news is what readers want to read is attested by the fact that 

Automotive News now has the highest circulation in its history— 

more than 35,000 A.B.C.—at the highest subscription price ($8 
per year) and is still growing. It pays to invest your advertising 
dollar in a publication so well liked and well read. 

Representatives: 

PENOBSCOT BUILDING, DETROIT 26, MICHIGAN 

NEW YORK, Edward Kruspak, advertising manager, 5! &. 
aati Hill 6-0104; CHICAGO, J. Goldstein, western manager, 360 N. Michigan Ave., 

Tate 2-6273; LOS ANGELES, R. E. Deibler, 2506 W. 8th St., Federal! 0303; 
DETROIT, Dick Webber, Penobscot Bidg., CHerry 0495. 

* % The Newspaper of the Industry x * 
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used. Full-color page ads are also dh . ‘ 

Canada Dry Sets scheduled for national magazines. Mystik A esive Ss T 3 

$500,000 Campaign |e ene eet oettings in The Crea tive tM ‘ LS Point-of-Sale Push Pa 
‘ for Johnnie Walker this year’s ads under the headline, to Open in January 

Meet Scotland’s favorite son. c Chi Show Printi by 
New York—Canada Dry Ginger; J. M. Mathes, Inc., New York, is During the past year, the occupant of this Corner has—on Cc sy ton st auaee 3 nd : as 1 

* te Ale, importer of Johnnie Walker|the agency. several occasions—taken a crack at the Madison Avenue . on “¥ - os ae on a on 
ae Scotch whisky in the United States, , , ee eee we eee Coy : ; mind. In taking those cracks, the Corner wishes to admit January, will feature the slogan of € 

will spend $500,000 promoting the|GMSE Elects Officers there may have been just a teeny-weeny bit of midwest bias. “Mystik gets it up... and Mysti’: ff Piil 
Scotch here in 1949, a 15% budget} Grocery Manufacturers Sales To even the score and to give some indication that there makes it stay.” oer * Boia 

| increase from 1948. Executives of Chicago have el- is not too much bias, the Corner would like to commend a Mystik, the patented printin: - 08 
Newspaper advertising will be|ected Al Askelof, Morton Salt Co., strictly eastern advertisement—not only for its hard-hitting, materiel with a oe adhaaien back Mt call 

increased 50% in 1949, using larger | president. Other officers are: Ist straight-talking copy, but for some of the most human car- will be boosted as the answer to - 
space in approximately the same| Vice-president, Dale Good, Cali- toon balloons it has been his privilege to read. dverti h a be list of newspapers as last year in| f0rmia Packing Co.; 2nd vice-presi- advertisers who want to get their § o! ¢ 
Mies The busine dent, Ted Belgard, Hills Bros. material used. Copy will feature A 

. ws SS Paper! Coffee Co.; treasurer, Hal Michael, —— the fact that Mystik can be put up es schedule has been upped from 8 to : ot yi : ; - “ty Pp - : : Allen B. Wrisley Distributing Co.; THE LONG ISLAND without water, and taken off quite 1a 
14 = oe ae en te since the|and secretary, George Tillquist, PAYS TOO MUCH RENT easily should the desler object. a 
war 12 medical publications will be| College Inn Good Products Co. FOR PENN. STATION The product promotion will earls 

be divided into three sections. The 
Appoints O’Brien Agency fi , Look rst, built around the sl bo ‘ 

BURBANK, CALIF.—, “London Gramaphone Corp., rec- edie kk ad wna) gate + wil - - rp., re getting it up, will open in Fortun: gove 
"WHAT A MARKET” _ hap me dr eg y > pf Bone Bahar in March and continue through the J. .4 

0 Pep. 2.2: AAG Ailis distributor in British Columbia | fall and winter. The Fortune ads J onte 
STE 000s ceanegecépes ¢oeudhen 4337f\and Alberta, has appointed will be preceded and supported by aie 
ED, “nadia deo¥ba vbabesge ss 64s 76,68! O’Brien Advertising, Vancouver, to a high-frequency campaign — in 

BURBANK DAILY REVIEW] direct the consumer and trade ad- business and advertising publica- fz 
Burbank'’s Only Daily Newspaper vertising in newspapers and maga- tions. The first business paper ad 

(Est. 1908) zines on the West Coast. is scheduled for early January. 

HERE ARE THE FACTS 
‘There's « popular belief that the Long Island 

Rail Road pays the Pennsylvania Railroad too 

much rent for the use of Pennsylvenie Station 

and ether connected facilites, including the 

East River tunnela 

In 1947, the Long Island paid $1,705,006 

rental. In the same year, the Long Island re- 

$4 per square foot = per square foot of the four tunnels mnder the East River, but 

during rush hours uses al! four tunnets et no 

seen cot, 

ITS CHEAPER TO RENT THAN BUILD 
Uf the Long Island hed to acquire or build its 

A separate campaign, to run con- 

currently in business and indus- 

trial publications, will boost Mystik 

for use in labels. In addition, sev- 

eral other advertisements, in the 

same media, will show panel-type 

illustrative arrangements of Mystik 

being used for unusual purposes, 
ceived $843,744 income from rental of stores, r+ SS sae es eegeetalaedane : 
qualtmbattnadiadintiies poobinn mamen ama a: <page rsa and feature Chicago Show Print- 
section of Pennsy!vana Station. (These stores s , . ud * 

wae ih Gh apenies Caanine @ Os quan wena ia telat ing’s complete point-of-purchase 
Long Island.) This income reduced the 1947 

reat by about half 

"LETS LOOK AT IT ANOTHER Way 

The Long Island section of Pennsylvania Sta 

on covers 400,000 square feet (this exchudés 

the tunnel ares). The tota! rent paid for station 

and tunnels is $1,705,006. Taking the 400,000 

square feet um Pennsylvama Station sione, this 

figures out to $4.26 per equare foot. Other bum- 

GET FOR ITS RENT? 
For the rent the Long Island pays, it receives 

not only the use of Pennsylvania Staton as jt 

Manhatten tertainal, but alep the following... 

‘Use of trackage between 10th Avenue, Man- 

hattan, and Harold Avenue, Long Isiand City; 

* use of two tunnels under the East River; use 

of the 10th Avenue and Sunnyside Yards 

The Pennsylvania Station agreement pro 

vides for use of Tracks 18, 19, 20 and 21, built 

_exclumvely for the Long Island, end joint use 

‘The Int -rstate Commerce Commission has ap 

Proved the rental agreement for the use of 

Pennsylvania Staten and its facies 

PUBLIC SERVICE COMMISSION EXPERT 
SAYS: “WOT UNREASONABLE” 

After « complete analysis of the rental agree 

ment end an imapection of the properties, an 

expert for the Public Service Commismon tes 

tified that: “The lease is not unreasonable to 

the Long Island Rail Road” 

‘The fact is, it doesn't matter who owns Penn- 

sylvania Staton, the cost of rent paid by the 

Long Island would heve to be the same or more. 

We are fully confident that everyone, by ne- 

ad services. 

Uses ‘Harper's Bazaar’ 
to Promote Men's Wear 
Banking on women’s interest in 

selection of men’s clothes, Lou 
Foster Sportswear Co., Phiia- 
delphia, through its newly ap- 
pointed agency, Leonard F. Fell- 
man Associates, Philadelphia, is 
using Harper’s Bazaar to promote 
men’s casual wear. In addition 
copy will appear in Esquire, Field 

eee we Cee nay ape gama & Stream, Life, New York Times 
’ nai Magazine and The Saturday Eve- 

ning Post. Men’s Wear also is 

~LOonG Istanp Ratt Roap | *°"« =": 
Bettie Wingrove Promoted 

Bettie Wingrove, home econo- 
mist on the staff of Pacific Kitchen, 
an affiliate company of Pacific Na- 
tional Advertising Agency, Se- 
attle, has been named associate di- 
rector. 

This advertisement for the Long Island Rail Road, to the 

best of the Corner’s knowledge, was confined to Manhattan 

newspapers. It is with keen pleasure that he attempts hereby 
to give it a wider audience. 

From what he has read of the Long Island Rail Road in odd 

copies of the New York papers, as well as in Life and Time, 

the Corner is quite aware that the Long Island’s situation 

may have gone far beyond the power of advertising to cor- 

rect. Nevertheless, if any advertising could be counted on 
to do the job, he feels that this is it. 

Fed to the teeth with cartoon balloons that do not re- 

semble the language of any character living or dead, the 

Corner loudly applauds the two frames at the top of the 

advertisement. First, because the situation is so completely 

believable and, second, because anyone over the age of 21 

must certainly have heard the same conversation scores of 

times himself. 

SF$FF$FSFSFSSFSSFSFSFS$S 

SAVE MONEY 
on the NEW POSTAL RATES 
A 24-page booklet that: 

Shows how to save postage, speed mai! 
deliveries, use the post office effectively. 
Summorizes the new 1949 rates. 
Explains Ist, 2nd, 3rd and 4th class mail. 
Contains time- -saving chart that shows 
postal rates for straight 3rd class and 

ie ae 66 ”* ulati Quad-Cities “POP”-ulation 
keg a” 

Cuts a Fancy Sales Figure! 
Sec. 562 mail — figured by '/, oz. up Over 200,000 product-hungry population spend 

more than half a million dollars daily in the 9 PEt te: satind dele eadas, tie copy 

Quad-Cities. That's volume spending that can MAILOGRAPH € * al padi 

count for volume sales of your product. street, | 
Microtone Names Dahlberg Inc., has been named vice-presi- 

Kenneth H. Dahlberg, formerly dent in charge of these divisions 

sales manager of the overseas and|of Microtone Co., Minneapolis, 
electro-accoustic division of Telex,! hearing aid manufacturer. 

~ THE PALM OF YOUR HAND— 

THROUGH 

Dept. C, 39 Water Street, New York 4, N. Y. 

ESSHSSSSESSSHEHESEES 
Nearly 60% of Quad-Cities’ population live on 

rs the Illinois side, where the Argus-Dispatch news- 

zo papers are read 8 to | over any other daily paper. 

| Over 55% of Quad-Cities’ food sales and more 

than ‘half of the total retail sales originate in the 

Argus-Dispatch newspaper area. 

The Argus-Dispatch newspapers can help “‘cut 

¢€ i>, the ice’ for your product in the 

fe. Rock Island-Moline zone of Oy} a SPECIALTY SALESMAN 

“ the Quad-Cities. Me ee, M AG AZ | N E 

| NATION-WIDE, Sempre SALES FORCE the stones wib@aidies of 
NI wi the Direct Selling Industry 

NO SELLING EXPENSE ON YOUR PART now in its 34th year of 
“ee, outstandingly profitable 

THE QUICKES: WAY TO-NATIONAL SALE service. Is your product 

DIRECT SELLING IS BIG BUSINESS— 

A MULTI-BILLION DOLLAR MARKET 

SPECIALTY SALESMAN MAGAZIN 

National Rep., The Allen Klapp Co. 
New York Chicago Detroit 

You'll find the answer in 
“The Quickest Way to Na- 
tional Sales." Write for 
copy. 

MOLINE DISPATCH. and 
ROCK ISLAND ARGUS 

307 N. Michigan Ave., Chicago ‘it = 

420 Lexington Ave., New York 17: te 
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‘Learn by Video’ 
Program Is Planned 

by NBC and Schools 
New YorK—National Educa- 

ti n Association and the boards 

o! education of New York City, 
Piiladelphia and Baltimore have 

jonmed forces with National 
Broadcasting Co. in what they 

call “the first major television 
ntwork enterprise in the field 

o! daily education for children.” 

A series of telecasts will be 

p esented Mondays through Fri- 

days at 5 p.m., EST, over the 

NSC television network, starting 

early this year. Called “Stop- 

Look-and Learn,” its subjects 

will include geography, history, 

government, science, literature 

and music, with emphasis on the 

entertainment features of each. 

Carleton D. Smith, NBC’s di- 

rector of television operations, 
said that the series will reach 

“all our stations as the NBC tele- 

vision network extends from 

coast to coast.” 

The series has been planned for 
after-school hours in order to tie 

together student, teacher and par- 

ent activities. 

Horn Names Tarcher 
The A. C. Horn division of Sun 

Chemical Corp., New York, has 
named J. D. Tarcher & Co., New 
York, to handle the advertising of 
building maintenance and con- 
struction materials. 

Webster-Thomas Names Long 
James H. Long, former presi- 

dent of the New England Whole- 
sale Food Distributors Associa- 
tion, has been named sales and 
advertising manager of Webster- 
Thomas Co., Boston. 

Jan. 7-8. New England Sales 

Management Conference, 10th an- 

nual meeting, Hotel Statler, Bos- 

ton. 

Jan. 17-19. Newspaper Adver- 
tising Executives Association, an- 

nual convention, Edgewater Beach 

Hotel, Chicago. 

Jan. 23-26. Advertising Asso- 

ciation of the West, midwinter 

conference, Santa Barbara, Cal. 

Feb. 14-15. Inland Daily Press 

Association, 65th midwinter meet- 

ing, Congress Hotel, Chicago. 

April 6-12. National Association 

of Broadcasters, 27th annual con- 

vention, Stevens Hotel, Chicago. 

April 20-22. National News- 
paper Promotion Association, an- 

nual convention, New York. 

April 26-29. American News- 

paper Publishers Association, Wal- 

| dorf-Astoria, New York. 

Clubs, annual meeting, Hamilton, 

Ont. 

May 23-25. National Federation 

of Sales Executives, annual con- 

vention, Stevens Hotel, Chicago. 

Sept. 21-23. Direct Mail Adver- 

tising Association, annual confer- 

ence, Congress Hotel, Chicago. 

McKesson Names Berry A. M. 
D. C. Berry, assistant advertis- 

ing manager of McKesson & Rob- 
bins, New York, has been ap- 
pointed manager of the advertis- 
ing department, 

on Dec. 3. Before joining McKes- 
son, Mr. Berry was assistant ad- 

& Co. 

advertising was 

A Clear Channel Station... 

Serving the Middle West 

used! 

BU T— here’s what happened the next day, Tuesday: 

9:35am... 

9:40am... 

9:45am... 

2:00 pm.. 

6:00 pm... 

MBS 

A 

G = 

2 COMMERCIAL ANNOUNCEMENTS 
+ wen = RESULTS 

RESULTS which Hirsch Clothing Company of Chicago, a neighborhood store, knows about. 

Hirsch announced a sale of ladies’ dresses on WGN at 6:15 pm, Monday, November 29, 1948, 

on John Nesbitt’s 15 minute program, ‘“‘The Passing Parade.”’ 

This was the only broadcast (2 commercial announcements) — no other promotion or 

By 9:30 am... . opening time — dozens of women crowded around 

the front door... 

third floor dress shop filled with milling customers 

asking about the ‘‘Radio Dress’’... 

first and second floors pressed into service as wait- 

ing rooms... 

signs posted on street doors reading ‘‘Sorry. Half- 

hour Wait.’’ Store employees used as auxiliary 

police to line up buyers waiting outside store... 

. entire stock of sale dresses SOLD OUT (a sale 

which was to have lasted one week)... 

closing time — hundreds and hundreds of women 

had responded — an additional 250 dresses not 

included in the group for sale had been sold — in 

total A WEEK’S SUPPLY OF DRESSES 

SOLD OUT IN ONE DAY! 

YES... Hirsch Clothing Company 

knows about RESULTS with WGN! 

Chicago 11 

Illinois 
50,000 Watts 

720 = 
OnYour Dial Tolley , 

Eastern Sales Office: 220 East 42nd Street, New York 17, N. Y. 

West Coast Representatives: Keenan and Eickelberg 
235 Montgomery St., San Francisco 4 

710 Lewis Bidg., 333 SW Oak St., Portland 4 
¢ 2978 Wilshire Bivd., Los Angeles 5 

May 20-21. International Affil- 

iation of Sales and Advertising | 

vertising manager of Schieffelin 7 

succeeding the = 
late L. M. Van Riper, who died|& 

Answer... 

| 
In Greater Toronto 

Canada’s Richest 

Market 

More Than 

80% 
Of The Families 

Read The 

STAR 
| 

— - $60,000 
Copies Daily 

80 King St. West, Toronto 

University Tower Bldg., Montreal 

In U.S.—Ward-Griffith Inc. 

TORONTO 
DAILY 
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To Smith, Bull & McCreery 
George E. Maury, formerly a 

free lance artist in New York, has 

been named art director in the 
San Francisco office of Smith, 
Bull & McCreery. 

Appoints Blanchfield 
Walter W. Blanchfield has been 

appointed New England manager 
of This Week Magazine. 

CLYDE J. HIBLER 
Consultant 

TECHNICAL WRITING ;Fahdg 
Catalogs, Publicity 

Training Manuals 

30 W. Washington Street 
CEntral 6-3910 Chicago 2, Ill. 

Seagram Boosts Rockoff 
Saul C. Rockoff, formerly east- 

ern division sales promotion mana- 
ger of Seagram Distillers Corp., 
New York, has been promoted to 
the newly created position of na- 
tional field sales promotion mana- 
ger of the company. Mr. Rockoff 
has been associated with Seagram 
for more than six years. Previously 
he was president of Universal Win- 
dow Display Service Co. of Con- 
necticut, New Haven, for eight 
years. 

Randles Named V. P. 
Eugene Randles, account exec- 

utive, has been named vice-pres- 
ident and a member of the board 
of directors of Associated Adver- 
tising Agency, Wichita, Kan. 

Yl 

b { 

“OUR BUSINESS IS THE HANDLING OF _ 
PREMIUM and CONTEST Respon 

FREE 16 PAGE BOOKLET 

ddaciated Activities Juc 
Y BOX 33, MINNEAPOLIS and HOLLYWOOD > . s 

Verney Fabrics Names Mathes 
Verney Fabrics, Boston, has ap- 

pointed J. M. Mathes, Inc., New 
York, to handle advertising in 
men’s and women’s fields. The 
account was previously handled by 
Harry Serwer, Inc., New York. 

Mary Dunlavey Leaves P&R 
Mary Dunlavey, for the past four 

and a half years time buyer at 
Pedlar & Ryan, New York, re- 
signed effective Dec. 31. Previously 
she had been with Ruthrauff & 
Ryan and Erwin, Wasey, New 
York, in the same capacity. 

Appoints Nutter Agency 
James Nutter & Associates, San 

Francisco, has been named to 
handle a newspaper and radio ad- 
vertising campaign promoting win- 
ter sports for the Highway 50 
Association of Northern California 

To Elliott-Daly-Schnitzer 
Elliott-Daly-Schnitzer Advertis- 

ing, San Francisco, has been ap- 
pointed to direct the advertising 
of McCune-Merifield Co., San 
Francisco, manufacturer of Rain- 
Beau fishing lines. 

DO YOU GET 

THIS 

us factor 
IN YOUR TYPOGRAPHY? 

. «+» master craftsmen 

with years of experience in Proofreading 

..-a thorough check-up on Spelling, 

punctuation, rhetoric, color and squareness 

-»- at no extra cost 

you Il have 

less typographical headaches 

when it’s set by 

Monsen 
cn1caGco. 22 East Illinois Street 

LOS ANGELES 928 South Figueroa Street 

A name like Joe Smith has its advantages, as Bon D. Grussing, : 4 
manager of Minneapolis-Moline Power Implement Co., well knows. 
He unloaded his grievances in his holiday greeting, which was “nt 
from B. D. Drussing 
.. . Don Gruessing . . . Vaughn Gussin .. . 

Von Grussing B. D. Grussli: g 
” etc., etc. . . Wilmer }1, 

Cordes, ad manager of American Steel & Wire Co., Cleveland, illu - 
trated his greeting with a photograph of a procession of circus wagoris 
from his collection of old iron toys and banks. . . 

L. B. Maytag of Colorado Springs, who was president of Maytag C»., 
1921-1926, and is now a board member, joined the company’s 25 Year 
Club at dinner festivities in Newton, Ia. He’s a son of the founder, and 
uncle of Fred Maytag Il, third generation president of the washing 
machine company.. . 

Hilary Page is the 
name of a new baby 
girl at the home of 
James D. Black, as- 
sistant sales manager 

of WTHT, Hartford. . . 
Douglas Christopher 
Crichton is scheduled 
for an interview, about 
1969, for a job as suc- 
cessor to his old man, 
John Crichton, in the 
New York office of the 
world’s greatest adver- 
tising journal. Chris 
arrived just in time to 

get his eyes open to see 
Santa Claus... 

The Look magazine 

“Applauds” page sa- 
luted Don Belding, 

chairman of the board 
of Foote, Cone & Beld- 
ing, New York, last 

week for his work in 
promoting the princi- 
ples of free enterprise. 
.. Don Francisco, vice- 
president of J. Walter 
Thompson, escaped 
New York’s snow- 
storms by vacationing 

HOSTS—Pau! Carlyle (left) and Vernon Van Diver, 

pariners of Van Diver & Carlyle, entertained 250 
guests ot a champagne party to celebrate the opening 
of the agency’s newly decorated and enlarged offices 

at 330 W. 42nd St., New York. 

in the warm sunshine of Jamaica. . . 
William S. Pirie Jr., national sales director of WFBR, Baltimore, 

celebrates his 20th anniversary in radio sales work on Jan. 7. He has 
been connected with WFBR for 17 of his 20 years in radio. . . 

Carl Brown, partner of Sherman & Marquette in New York, assisted 
by John Crandall, agency space buyer, gave a party for all the space 

sellers with whom the agency works directly. .. Palmer H. Langdon, 
publisher of Metal Finishing, New York, will enter his sailboat, the 
Tiny-Teal, in the 186-mile race between Miami and Nassau on Feb. 15... 

Rion Bercovici, New York public relations consultant now in Paris, 
is publicizing the Burgess Meredith-Franchot Tone film, “Man on the 

Eiffel Tower,” by pasting up all the torn currency that passed through 
the company’s hands, with stickers advertising the movie. French ad- 

vertisers are now copying this idea. . . 

ARIZONA SUN—Elgin Watch Co.’s advertising manager, Gordon Howard (le 
and Ted Jardine, J. Walter Thompson Co. executive on the account, bask at 05 
Caballeros ranch, Wickenburg, Ariz., where they stopped off on their return f om 

Hollywood following Elgin’s Thanksgiving Day show. 

Blaine Wiley, executive director of the National Industrial Adv>r- 
tisers Association, has a sneeze that is not to be sneezed at. Recen |y 
Blaine felt one coming on while he was shaving in front of the ba’ »- 
room mirror. Ever the gentleman, he turned his head, but so sudde: y 

that the twist resulted in a dislocated rib. . . 

Honors pinned on his left lapel are getting to be old stuff for Char 
Luckman, Lever’s president. The latest was the ribbon of a Cheval 
in the French National Order of the Legion of Honor, and the pinni 
was done by Ambassador Henri Bonnet, who described Mr. Luckm 
as “the moving spirit implementing the generosity of President Trun 
and the touching impulse of the American people themselves in aid: 
European recovery.” . . 

Maan a 

Elbert H. Randolph, executive vice-president of Moloney, Regan & 
Schmitt, New York, newspaper representative, has been presen ©d 
a gold watch for more than a quarter of a century’s association v't 
the Cincinnati Enquirer. . . The Sales Executives’ Club of New Yor! is 

having a hard time explaining how Harry T. Flynn, head of Fl) 
Motor Co., Larchmont, N. Y., Ford dealer, won the 1949 Ford co: 
vertible at the SEC Christmas luncheon... 

<r Ae a oe CO Tre ee a ee eR TO a eae oe ee ee ee ee ee tS eye 
See Aa ei i A a ae ot el er i ee ee. ae Pe ee a ae ees Se a a re 
aa hin Pos, ‘i ee. _ + See ee eee eis Ss ae te Ue angie tie an Sou OR Lh a RE ee a *. . ee ee 2887S: 5 i eae ee 
ee aie Ss: a SO li Mee Ne oe eee eke ia eee amen Le Se ee. i ee ee a ee a a eran eee eee 

2 eee , 5 
Cie aa 
ae oe 

ls 30 Advertising Age, January 3, 19°9 & A’ 
“eras: ¢ ie 

io SS | | iio | ee | a ee ee eee OU 
gia | = [i DO 4 athh + ee see | 3 A ( ' : C! 

Bont es eee - A ‘ 

hey eet uke ee ee ra i ee oo ee eS eae Go eee a, ( ‘ 

= : Es ; , 

sata 

. a 

: eC ne ©. 

rr | , | tre 

| | nu 

| vel 
it cee : f SO Y 1S 

oe. AA Me 

7; the re yf 

| ae = RS ~ 4 an oe 
g , 

Le Ge eee SS LT STS TOL PIE PL Eee ee ee Pe a eT a sel 
5 pe er rs i re eee ae 5 

c ae Be age 
| YY 3 Bt rates oo (i 

es ‘e —_ cor 
s ee ! ee is / 

—— : 3 : 1 <a plate an 
: he | “a ae. > eS we 

: 
ee 

; @ — 7 * ae 

oe as oe: a : “ - . the 
ee Se a * a se ane 

nets os r= 22°. 3 Se einen ee oon pol 
eae oe area. ce ee ee do 

_ ee a digs ee ee ee ee ee 

" oe ee a 5 ies : a. F = ; eee ‘ phi 

; ae rip a oo 

PC OL alee 
| 

Ss ee me ae « age Ae eee cae Bond 
eta aie, oe aie ioe 

' P| Fee es a he ce oo are eon me 

ee es ie eM ela F gar 
x REP ge) ARENT eae, | TE 
i ‘oo ei = ape : Pee) a x ae “ >. = ix isn is ies ‘ of 

Be: is ee We ie Seon eS Se oe 

ise eae ; peer S| re ee ae f ed eS rae es Ds eee tee oo rd . , ee oO 
ai a Seas Seen PPS ies 7 oo | 

~ 3 pint at Raed eae y qo Fee fa me = rec 

eety : ie i: oc ame paca cia, — 
ge OS ee ma. ure 

sul 
‘ tra 

nuég 

he 

: its 

ef fe 

on 

a, par 

oe eee chi 
Wanecs . 
Peta not 
aaa 
Ae treet se cau 

es a 
ae the 

ae . 

- 

i - ter’ + 2 : . 
vie | . 

of 
oe : 

a saic 

den 

wot 

eee our 

4 P dus 

oe dan 
me ee 

$ Be 

ee Re iy 4 = ie Sag LF in a ae ; sect 
. <n ~~ be Oli fr “* Dei 2 ae thre 

ee ia Cane. WS — orm a : 

oe as Me a 7 . es — por 

i a. oe a ae aa Lee all | es: ee oe & = ae if S 7 cru: 
ey a eet" a | ~—) . ¥ y ENE. , eee  . |» age Sill leac 

ae ee Ee vl EOS of 
Bea oe, eee & at ae el 

pee —< on ’ ee clie 
ian. Bee | ‘ Pierre 

Ma eh i ‘ , ear er — 

ee tee : PEs a i > “ ah . 
eames. ate ee. bic Fetlige b ae 
2 a : ee : 

Vie cy See 7 pe ca a ¥ 
4s le a ca OE om wecie a 

rent he %., oe sd 
Lotaeene Nae oa 

i <a aa Tae ee ee 

Fic - ; ea: | , : ‘ * b Seog als me ae oS 7 siete a ee Coe 2 ae era: 
ae sage oe Le ae A Hos 
: comage ee. a 1 ee ac 
aia ; a Sie “St —- as a 

Nanas 
Sa a as | 

ae 

pa 

ee du 
oh i c 

Gok a ‘oO 
sat Seige ci 

et 23 
Pat. cit ; 

— a Eo ee 
See - ee 
Bey. S j 

ee } 

ee PY 12¢ 

Para ie. a ‘ i 
Cn ae ia ETP, ah Pays gt Of pec hy Re set f : * eae fom q Pf + Z a ee Su 3 ee . Af f DS = he ee ee ee " “4 oe : ? saa ves 4 es oe Bi i oe 3 ee igh Dag a ee 53 Pome Fe 

a Bete: ‘age a iain INR BB AEST BEES SERPS SPOS PMS Tae? Tote UNAS SCRE PES preety, URERYE Resa Min: Sey, Ren a eRe OE en catenere ON die ama get co erer. eae O gs, imac) Mamet Name au SAC Cea dete eal analy dar ety ee A ee rTM Oar MON ete aad [ee ea ie ae aie 2 . % vs ° ping ee A Pele. Bess Ba eS Ma 



issing, < d 

ll knows. 

was “not 

Grussli: g 
Vilmer }i. 

nd, illu.- 
iS Wagolis 

aytag Co,, 

s 25 Year 
nder, and 

} washing 

Van Diver, 

tained 250 
the opening 
rged offices 

3altimore, 

7. He has 

:, assisted 

the space 
Langdon, 
boat, the 

Feb. 15... 
in Paris, 

un on the 

1 through 
rench ad- 

ward (le '), 

ask at 0s 

return f om 

1 Adv>-r- 

Recen |v 
the ba‘ 1- 

sudde: y 

r Char’ °s 

Cheva! -r 
e pinni ¢ 

Luckm 0 

t Trum 1 

in aidi 

Regan & 
presen © 
ition vit 

w Yor! is 

of Fly 

‘ord co: 

Alvertising Age, January 3, 1949 

Few Agencies Help 

ca Annual Reports, 

Canada Study Shows 
Toronto—The big majority of 

a ivertising agencies operating in 

(Canada do not give aid and as- 

s stance to their clients (nor are 

they asked to) in preparing an- 

nual reports, according to a sur- 
vey by the Investment Dealers’ 

Association of Canada. 

The study, reported recently in 

Marketing, was made by Joseph 

Ww. G. Clark, executive assistant to 

tne president of the association. 

Mr. Clark, for many years en- 

gaged in the agency field him- 

self, wrote to the heads of 45 

agencies in Canada for their views 

on agency cooperation in planning 

company reports. 

All but four agencies replied, 

and only five said their facilities 

were used by clients in making 

the annual reports more readable 

and understandable to the aver- 

age stockholder. The majority re- 

ported that most of their clients 

do not consult them about this 
phase of their operations, Mr. 
Clark said. 

s The association executive asked 

agencies for comments on a state- 

ment holding that many firms re- 

gard the annual report as “a sort 

of sacred document, the property 

of the president, the managing di- 

rector and, especially, the treas- 

urer.” While the agency is con- 

sulted about the merchandising of 

trademarked products, “the an- 

nual report is something apart,” 

he continued. 

One agency which replied said 

its few attempts to help clients 
with such reports had been wasted 

effort, and “they were looked up- 

on with some suspicion by com- 

pany treasurers.” Another agency 

chief asked whether companies do 

not report fully and openly be- 

cause the law does not compel 

them to. 

Rather than wait until legis- 

agency friends,” he concluded, “the 

financial problems of a client are 

the ones that are closest to his 

heart.” 

Lehn & Fink Promotes Bell 
Hugo L. Bell, vice-president of 

Lehn & Fink Products Corp., New 
York, has been appointed vice- 
president in charge of sales and 
merchandising. He will continue to 
supervise all foreign business of 
the company, duties to which he 
was assigned two years ago. Mr. 
Bell joined Lehn & Fink in 1927 
and was named assistant to the 
president in 1928. He was elected 
to the board of directors in 1932. 

Holce Opens Own Agency 
Gene Holce has resigned as ad- 

vertising manager of F. B. Con- 
nelly Co., Seattle, to open his own 
agency, Holce Co., with offices 
in the Dexter-Horton building, 
Seattle. 

Starts Sunday Edition 
The Times, Tacoma,-Wash., an 

evening newspaper, began publi- 
cation of a Sunday edition in 
December. 

852 Sponsors Back 

ABC Co-op Programs 
New YorK—Sales of coopera- 

tive programs at American Broad- 
casting Co. were up 19% in 1948 
over 1947 with 852 advertisers 
backing 16 shows, compared with 

719 in 1947. 

National Dairy Products’ buy of 

“Dorothy Dix on the Air,” the 

network’s newest co-op feature, 

in 49 major markets starting Jan. 

3 helped account for the gain. 

ABC calls this purchase, through 

N. W. Ayer & Son, “the largest 

cooperative program sale in radio 

history.” 

Swift & Co., through Needham, 

Louis & Brorby, recently signed to 

carry “Ethel & Albert” on six 

stations. 

Breakdown by classifications 
shows household appliance spon- 

sors up 34% over 1947, auto deal- 
ers and suppliers up 30%, build- 

ing materials up 21% and banks 
and financial institutions up 19%. 

137 Stations to Carry Stern 
Colgate-Palmolive-Peet Co. will 

increase the number of NBC sta- 
tions airing Bill Stern’s “Sports 
Newsreel” from 72 to 137 on Jan. 
7. The agency is Sherman & Mar-|! 
quette. 

Richardson Named V. P. 
Robert W. Richardson, formerly 

head of the new business de- 
partment of Bauerlein Advertising, 
New Orleans, has been named 
vice-president of Americ Agency, 
Inc., New Orleans. 

Collegiate Names Waters 
Collegiate Mfg. Co., New York, 

apparel manufacturer, “has ap- 
pointed Norman D. Waters & As- 
sociates, New York, to handle its 
advertising. 

31 

HAND? 
Call Wa. 2:5790 
PUBLIC LETTER 
SERVICE 

CHICAGO 

B26 LOCU 

7 

We specialize in 

manufacture of point 
of sales signs ae 

- Prompt attention given to Inquiries 

ST. LOUIS MO. 
| Aildo 4, 

Cloth, Card. Hardboard. 
“otal. Glass and mirrored 

silver signe 

AOVERTISIMG 

lation compels broader disclosure 

of companies’ affairs, Mr. Clark | 

said, “I suggest that a much more} 

democratic and happier way| 
would be for all of us to intensify 

our efforts until business and in- 

dustry begin to realize how fun- 

damentally important it is to gain 

the confidence of a great, broad 

section of the Canadian public 

through this particular means.” 

Agencies can play a more im- 

portant part in this educational 

crusade, Mr. Clark suggested, 

leading to a keener appreciation 

of clients’ financial problems and 

closer ties between agencies and 

clients. “Don’t forget, my old 

Leonardo Da Vinci’s famous 
painting beautifully repro- | 
duced on 10” plate in full 
color. Border in warranted 
23-karat gold. Mr. Premium 
Buyer—the only new idea in 
a decade. 

Write for details and 
illustrations. 

SANDERS MFG. CO. 
Plate Dept. 1 

124 4th Ave., $., Nashville, Tenn. 

VER POST 

: is + eee & - m4 ae fe 4 ag ss or oe | eee es ees at r = 2 4 Tan aah oat Ct gee a ele “aie an ; sleet ; " hort gan i 

Re I ee ee i ee | i oe a ee ie | fe 

y 3,19 | | 

. Pe 7 

l} 2 oe eee id 

ee 

| : 

| : eT | 

| scammed apemmtaaees \ = ¥; Ez 

| 4 | ee 

aan ——eee eee ee ee ee ee 

) - gee eS ASS “<) , - ; 

— i As j Vi Nis ; A) i } Pel ° Me 

a ia) A dh) ae | ts igh aS C8 ae = 

| a f ) y i ay | . # 
| , Y ag 

7 | re ) Empire ess 3iaee ie j L 
| E BO 

Lute a INCOME NF ( = SFE , 
' ER , e 

piv er King My 
/, / 

| , K / Sa 4 
E \ \ Wa 

/ ae: 

oepe rity 9 - ue > at * a, (aN ’ 

= ing ix Pron gepende™ pee = yp” <\ 2h | 
ter f : n ta. a 

: gas eadie “kets ore ale croP: - == —---- 
There ire. No any sing \ wb , . "F2% 

nai Emp edgy nor on ind oil, CO% a 
ee Mov . industtY 3 rocessino" ey, se S | 4. 
oa on Cy F008 PP” 2. ond / Bar F_ x 
é- 5 on on vivestork - og ZoUrists: ‘Ez ve 
es aculturer 7c acturing: wealth ++" . » * 
ae Ag" 4 P man xe new lit a *NeaA ve 
— \ minindr 2 to cre? , stability: ia ; 
a met? \ combine “Ad market * J be 2 e rs j son ol t pil s 7 sh \ a 
3 Hae Ls woot thet caret With \: hi £. > 

bits | iversifi ofa sell this rien yings inher” vo Ly at 7 mia ie , sa ng ot i. . a 
ae | can reach with yhe The su" ; < ——S 

sige ie : Y 7 . t mediu™ Pad gvertisind: ic, N ‘g < ¥ 

"| Perfect F gominart sion of OVE to, com hy & | erfect For fone ge concent’ den THON cover b; an | Fem ¥ ' o . ~\ = : PREMIUMS ond in the POSTS COE” fer 98% SO Cann” ; 
i day DEN ne section” "+ the entire 9 ° we \Sc ? 

Sees “ ‘and rote mago* I\% coverog® . sion of 478,29 = | = 

Ase Ja ~~ /o lm ane arcvial AS. aN | 
‘ie a 4 | lis of Den pa total ci raat 30, 19 . | | 

7 l6:lCUe [ “gp colorader FM aes sratemer™ ——fi 
om : ; * % z Pie 2 : j j / Uv \‘s > Pa ‘ - r 

t 1a ak Le 4 : oie } / Lpw.c-? f y Ps ‘ nm ‘ % BY 

wr  S i oS y a a . s ee ; hk Q y 4 F A g s P A, os 

\ = ME a ; / f , a Pe a , 

% ey | - « ; fi ie a ry 
“ %: o % 4 es ~ 4 ' ad .-_-- a, 

‘ings aa Zs : a il b | 
May, =552z-5 

7 hot iF S 
: ‘ a ik? aes cal rome 

c DE =e vV—_—_— | ) Pa é co 
} ko ag : - - = a - 7 os 22 8 ——_ one, ; 

| oe es a ‘Tie Goes 4g ae iets me oe car a pmaouk | new enc \ 

Som - @OtFOR AND PUBLISHER ~———*«~*S*«RESENTED WWATIONALLY BY eee: 

| eS ae Res PeCO e Rea A Scie ARCO Se POE alg eat OR aan ro Apap ag eae eae, REA ee iticansik weigh ws ae 



Exaggeration? None of It 
for This Adman 

To the Editor: It is unfortunate 
that a fine publication like ADvER- 

Tistnc Ace should have printed 
the article in which Mr. Lewis ad- 

vocates exaggeration in advertis- 

ing (AA, Dec. 6). 
I have always believed that ex- 

aggeration is a department of ly- 

ing. And Webster (from whom Mr. 

Lewis also quotes) says that to ex- 

aggerate is to “misrepresent by 
overstating.” 

Any advertiser who misrepre- 

sents (by overstatement or other- 

wise) is a liar who has little chance 

of deceiving the public. The ad- 
vertiser who claims that his brand 

of toothpaste, shave cream, or hair 
grease will clear up the user’s 

love difficulties (and give him a 

new personality besides), is claim- 

ing more for his product than it 

can honestly do, or that the user 

expects or wants it to do! I have 

noticed many such ads in the com- 

ics, and that’s exactly where they 

belong! Because when I (and this 

goes for other users too) use such 
a product, it’s to keep my teeth 

clean, face shaved, or hair combed! 

(Being happily married, I have 

little need to impress every fe- 
male I meet!) Most advertisers 

would be amazed to learn the 

REASONS why people buy their 

This department is a reader’s forum, Letters are welcome. 

products! 
“Exaggerated” or “untruthful” 

ads, however, do serve one pur- 

pose: they keep the advertiser’s 
name before the public. But 

wouldn’t an ad extolling the hon- 

est-to-goodness qualities of the 

product get the same results PLUS 

the public’s faith in the advertiser? 
I personally think so! 

Another obvious phony is the ad- 
vertiser who either describes his 

product as “super-deluxe, sensa- 

tional, and colossal,” or invents 

words like “solium” or “irium” to 

help him with his line of meaning- 

less double-talk! People don’t elect 

candidates who double-talk; nei- 

ther do they buy products because 

of a lot of claimed ballyhoo! What 

does make such products move off 

the retailers’ shelves is the persis- 

tency of the advertiser repeating 

his name over and over and over 

again! And here, too, the adver- 
tiser forgets that the public would 

listen just as intently (if not more 
so) to advertising that makes 

sense by having something to say! 
Certainly, praise your product, but 

do it honestly and without insult- 
ing your customer’s intelligence! 

The third offender is the ad- 

vertiser who disregards good taste 

in favor of cheap, dirty, and “sexy” 

sensationalism! Here I refer speci- 
fically to Spring Maid fabrics. 
(Need I say more?) Such vulgarity 
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not only insults the prospect, but 
lowers the dignity of advertising as 

a whole! 

Maybe there should be a law 

requiring all in the advertising 

profession to obtain a license! Doc- 

tors, lawyers, even insurance 

agents are required to do so! And 

there are severe penalties for mal- 

practice, dishonesty, misrepresen- 

tation, etc! If advertisers were re- 

quired by law to know their busi- 
ness, they would find that they 

needn’t really use lies, double-talk, 

or vulgar sensationalism to sell 

their products! (When an adver- 
tiser resorts to these tricks, he is 

actually admitting that there is 

nothing good he can honestly say 

about his product!) The simple use 

of the truth will influence the 

masses merely because of its con- 
ceivableness! 

Sorry, Mr. Lewis, but I won’t 

advocate the lies you and others 

like you put into their advertis- 
ing! Those lies are obvious to the 

public, otherwise you wouldn’t 

have had to admit their existence, 

and apologize for them! Even that 

weak apology is full of double- 

talk, with this being a classic 

statement: “And the FTC, the 

AMA, and the Better Business Bu- 

reau will continue to approve. 

‘Early to bed and early to rise 
makes a man healthy wealthy and 

wise.’”’ Well, now we know... 
IRvING J. GuRSKy, 

I. J. Gursky, Sales Promotions, 
New York. 

It strikes us that Mr. Gursky’s 

letter does a bit of exaggerating on 

its own, e. g., “When an advertiser 
resorts to these tricks, he is ac- 

tually admitting that there is no- 
thing good he can honestly say 
about his product.” Is that simple 
truth, Mr. Gursky, or is it exagger- 
ation, to make a point? 

Geyer, Newell & Ganger 
Is Simmons Blanket Agency 

To the Editor: Your “Creative 

Man” seems to assume in his col- 

umn in your issue of Dec. 13, 1948, 

that Young & Rubicam handles the 

advertising for the Simmons elec- 

tronic blanket. 

Young & Rubicam creates adver- 

tising for Beautyrest, Deepsleep, 

and Slumber King mattresses; me- 

tal furniture, studio couches, cribs 

and beds; but not for the company’s 

electronic blanket. 

GEoRGE B. Dippy, 

Assistant to the President, 

Young & Rubicam, New York. 

Unwittingly; the Creative Man 

makes it clear that he is no insider 

at the Y&R shop. Simmons elec- 

tronic blanket advertising is han- 
dled by Geyer, Newell & Ganger. 

Thinks Earthly Home Ad 
Deserves Attention 

To the Editor: I wonder if you 

noticed the ad by the Cold Spring 

Granite Co. on Page 21 of the 

Dec. 6 Life. 
It says that we try to provide 

fine homes for our families during 

the comparatively few years they 

are alive together but neglect the 

eternity they are dead together. 

Therefore, buy a mausoleum— 

“provide now a permanent earthly 
home where family unity shall re- 

main intact.” 

I think that poor taste deserves 

some attention, and a friend tells 

me that you have a column for 

such business. I am not in adver- 

tising and hence have not been 

familiar with your magazine. 

AuBREY M. THRELKELD, 

Montclair, N. J. 

Lesson for Salesmen 

To the Editor: This came to us 

Advertising Age, January 3, 194) 

... it couldn’t be done ? 

. bh. got his job and territory by accident . . . his company 

support was luke-warm . . . especially after he fought off an attempt to 

. and the entire organization became more indifferent replace him . 

when the big competitor sent their outstandingly successful salesman 

to cover the same territory . . . and make the big sale. 

. . . but this man wouldn't believe them when they told him how 

little chance he had . . . he refused to admi: the territory couldn't be sold 

. . « the big shot from the other company didn’t scare him . . . he 

stubbornly insisted he had something to sell that Was worth an effort 

and a fight. 

so he packed his bag . . . and he hit the 

road .. . he told his story . . . over and over 

. . . to the people who could buy. 

. . now, regardless of your politics or how you voted . . . you've got 

to be glad that you were a part of . . . and a spectator to . . . the most 

inspiring and thrilling selling job that has been done during the lifetime of 

most of us. . 

Harry S. TRUMAN . .. NumberONE...SUPER-SALESMAN 

P.S. And we very sincerely hope that none of us, in the selling of RUSTBUSTER 

products, ever forget the sales lesson we've been taught. 

© 198 CANNON CHEMICAL CO., Inc., Everett, Massachusetts 

SALES LESSON—A reader thinks this message, written by Leo Concannon, president 
of Cannon Chemical Co., is worth passing along. 

in the mail. 
Even though the firm is not a 

client of ours, we think it well 
worth passing along to publica- 

tions interested in selling and sales 
philosophy. 

We requested some extra copies 
...and here’s yours. 

T. R. Covey Jr., 

Ad-Art Co., Boston. 

P. S. Sure you can use it...the 

chap who wrote it is Leo E. Con- 

cannon, president of the Cannon 

Chemical Co. 

Prices Are Vital Point 
To the Editor: We noted the 

letter from Frances Mercer, Tex- 

arkana, Tex., which appeared in 

your Dec. 6 issue. 

It so happens that this letter 
deals with a subject [price men- 
tion in ads] which is also of in- 

terest to our own Penelope Lund, 

who writes “The Distaff Angle” 

column in the official publication 

of the Sales and Advertising Club 

of Brantford. 

For your possible interest, we 

are enclosing a copy of the Decem- 

ber issue of Brantford Ad-Clubber 

with this article marked. 

NoRMAN C. MARSHALL, 

Norman C. Marshall, Adver- 

tising, Brantford, Can. 

Editor’s Note: The gist of Penel- 

ope Lund’s column in the “Brant- 

ford Ad-Clubber” is this: When 

you go to the trouble and ez- 

pense of advertising your product, 

finish your sales story properly by 
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te’| ing the public what they must 
pe; to make it theirs—unless, of 

course, you realize that it is out 

of line and are hoping to bam- 
bc ozle the shopper once you have 

ued her into your store. And if 

thit’s what you are, this article 

doesn’t apply to you—you prob- 
al'y won’t be in business long 
ar yway. Remember, Mr. Merchant, 

“Hell hath no fury like a woman 

lured—and fooled.” 

aes 

Adapter Is What Does It 
To the Editor: I note that in 

ycur story on Phonevision (Dec. 6) 
you say, “Although Zenith Radio 
Corp.’s new television sets are not 
equipped for Phonevision .. .” 

This statement is not correct. 

Our sets are wired for Phonevision, 

with the exception of the four tube 

Phonevision adapter. There is a 

plug-in in the back of the chassis 
which will enable any service man 

to plug in this adapter in a matter 

of five minutes or less at a nominal 

cost to the set owner. 

In other words Zenith sets are 
all ready to go with Phonevision as 
soon as Phonevision systems get 

into operation. 
Tep LEITZELL, 

Public Relations Director, Ze- 

nith Radio Corp., Chicago. 

Mr. Leitzell is quibbling. The 
story to which he refers said 

clearly that Zenith TV sets “can 
be equipped to handle Phonevision 

for only $10, Zenith says.” With- 

out the adapter, the sets are not 

equipped for Phonevision. 

geo 

‘Philco World’ to Reprint 
Liquidizer Story 

To the Editor: In the Nov. 29, 

1948 issue of ADVERTISING AGE 

there appeared a very nice article 

on the Knapp-Monarch Liquidizer. 

Inasmuch as we are export agents 
for Knapp-Monarch products, we 

are very much interested in the 

article, and would like to reprint 

it in our house organ, the “Philco 

World.” 

We would appreciate it if you 

would drop us a line granting per- 

mission to reprint this article. Of 

course, the reprint would give ap- 

propriate credit to ADVERTISING 

AGE. 

Thanks in advance for your co- 

operation. 

JouHn C. Rours, 

Advertising Department, Phil- 

co Corp., International Divi- 

sion, New York. 

aes 

‘Fdified’ by CM's Surgery 
To the Editor: I don’t know who 

he is—the guy who writes your 

Creative Man’s Corner. But you 

can tell him for me he’s good— 

damn good! 

He’s honest and he’s rugged and 
he knows his stuff. 

I was especially edified over his 
operative surgery on the Y&R 

cooks’ page. It mirrors exactly 
what I’ve been telling my own 

crowd—and our own clients and 
prospects—for 30 years. 

More power to him—and to you! 

HAL STEBBINS, 

Vice-President and Manager, 

Honig-Cooper Co., Los An- 

geles. 

gee 

World Herald’ to Reprint 
McKesson Story 
To THE EpIToR: MAY WE HAVE 

PERMISSION TO REPRINT WITH CREDIT 

tc ADVERTISING AGE ABOUT 2,200 oF 

AFTICLE DECADE AFTER COSTER? 

E. M. LANDALE, 

Sunday Editor, Omaha World- 
Herald. 

Ad Writing Minister 
loins Church Copy Debate 
To the Editor: As your “Creative 

Man’s Corner” will emphatically 
agree, we ministers are usually a 
i fle behind the times. The trouble 
's that we don’t subscribe to Ap- 

VERTISING AGE; hence, we must 

depend on our friends to send us 

clippings of such items as your Oct. 
11 criticism of the Keister ad, “The 
Stuffed Shirt,” and Willard A. 

Pleuthner’s reply in your Nov. 8 

issue. 
I am thrilled to find myself right 

in the middle of a debate between 

two top-flight admen. You see, I 

am the poor deluded chap who 
wrote “The Stuffed Shirt,” as well 

as some 50 of the other ads which 

have appeared in the Keister “Sup- 
port-the-Church” series. 

Mr. Pleuthner’s defense of the 

church, and his praise of our ad- 

vertisements, I deeply appreciate. 

But, to “Creative Man’s Corner” 

and your readers in general, may I 

—as a condemned copywriter and 

not as a preacher—offer a few 

points in my own defense? 

One measure of the merit of an 

advertising “feature” is its accep- 
tance by the press and by those 

who buy its space. The Keister 

series, begun in 1944, now runs 

weekly in more than 400 news- 

papers throughout the United 
States and Canada. Many papers 

have used our feature without in- 

terruption since its first year of 
publication. It appears to have won 

the approval of hundreds of editors 
and publishers, and many adver- 

tising managers have _ freported 

that the feature “re-sells itself” to 

the local sponsors. 

Now, “The Stuffed Shirt’ was 

just one ad in this largest series 

of religious ads ever prepared for 

the American press (there are 200 

ads now available, and five new 

ones are released every month). 

It seems unfair to condemn such 

a campaign because one ad does 

not do the whole “selling job.” 

This is not price advertising, but 

institutional promotion! 

Our purpose is to awaken inter- 

est in the church on the part of 

millions of unchurched people. 
They constitute about half our 

population. They haven’t been to 

church in years, they don’t receive 

literature from the church, they 

switch off religious broadcasts— 

they don’t care about the church. 

Week after week we try to at- 

tract the attention of these people 
with human-interest captions and 

illustrations, widely varying ap- 
peals: A shirt stuffed with straw! 
A little boy in his daddy’s shoes! 

A sleeping kitten! A railroad sig- 

nal! The Chinese wall! Brass tacks! 

Who knows which ad will stop 
John Doe—or how often we will 
stop him? But we make sure that 

when we catch his attention our 

copy will tell him of one contribu- 

tion the church can make to his 

and his community’s happiness. 

The rest is the multiplication of 

advertising: We start a man think- 

ing about the church. We increase 

his respect for the church. We 

show him again and again what it 

can do for him, his family, his 

world. And then, when the “soft- 

ening-up” of his resistance is ac- 

complished, one of our ads may be- 
come the “clincher” that will turn 
his footsteps to a local church-door. 
(I say “may” rather than “will,” 

for I’ve noticed that God has his 
own ways of bringing about that 

final conviction!) 

I guess I’m a preacher, after all! 
Henry BENNER LUFFBERRY, 

Pastor, Tabernacle Lutheran 

Church, Philadelphia. 

AA is glad that the discussion 
of church advertising was brought 
to Mr. Luffberry’s attention. His 

pre-theological training consisted 

of majoring in marketing at the 

Wharton School, and doing a brief 

stint as a research and copy man 

with Aitkin-Kynett, Philadelphia. 
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WORCESTER 
MARKET 
Ranks in 

We TELEGRAM GAZETTE 
‘ WORCESTER, MASSACHUSETTS _ 

GeorGe F BooTtu PubG Sher - ; 

“MOLONEY, REGAN & SCHMITT INC NATIONAL REPRESENTATIVES 

OWNERS of RADIO STATION WTAG 

Of 138 Metropolitan Markets listed 

in Sales Management's Survey of Buying 
Power, the Worcester Market ranks 

in the upper quarter in these four 

important categories. In the city of 

Worcester alone, industrial wages paid 

to date, indicate an annual total 

of $100,766,000. 

Market minded advertisers sell to 

prosperous Worcester by consistent 

advertising in the newspapers that blanket 

the area, the Worcester Telegram- 

Gazette. Daily circulation in excess of 

140,000. Sunday over 100,000. 

*Source: Copr. 1948, Sales Management 

Survey of Buying Power; further 

reproduction not licensed. 
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3,000,000 See 

Freedom Train 

in First Year 
New York—lIn its first 13 

months the Freedom Train was 

viewed by more than 3,000,000 

people in 305 cities in 48 states, 

Thomas d’Arcy Brophy of Kenyon 

& Eckhardt, president of American 
Heritage Foundation, sponsor of 
the train, has announced in a bro- 

chure summarizing highlights of 

this period. 

In addition to a “week of, re- 
dedication” immediately preced- 
ing the train’s arrival in each city, 

the foundation has conducted a 

continuous campaign of public ed- 

ucation utilizing all means of mass 

communication to persuade the 

people of the country that “free- 
dom is everybody’s job.” 

The train’s long run ended Jan. 

National Grocers Bulletin 

is an old friend of just about 

every subscriber-reader, 

and every year they keep 

coming back for more. And 

they PAY to get it, too! ... 

6% of them now for over 

20 years, 15% of them for 

over 15 years, 49% of them 

for over 10 years and 76% 

of them for over 5 years! 

NATIONAL GROCERS BULLETIN 
360 North Michigon Avenue, Chicago |, Illinois 

1, after exhibits in the five bor- 
oughs of New York City. 

ein the first 13 months, to 

Oct. 17, the brochure said, meet- 

ings and rallies on the freedom 

theme, in industrial plants, stores, 

schools, churches and other places, 

attracted a combined attendance of 

40,000,000. 

Millions of copies of pub- 

lications were distributed—among 

others, “Good Citizen,” a hand- 

book of the rights and duties of 

American citizenship, 1,350,000 

copies; “The Documents on the 

Freedom Train,” a descriptive list, 
1,600,000, and “Bill of Rights,” a 

reprint from the Reader’s Digest, 

3,000,000. 

Seventy-five newspapers issued 

special Freedom Train editions. 

The Boston Post was cited for 

“collecting actual signatures to 

the Freedom Pledge from more 

than 2,000,000 people.” In 13 

months the documentary film, 

“Our American Heritage,” con- 

tributed by the motion picture 

industry, was shown in 14,445 

theaters. Radio stations produced 

special programs, some of which 

were broadcast daily for several 

weeks. Many stations used ma- 

terial produced by the Advertising 

Council. “ 

ws Largely based on “Heritage” 

material supplied the council, “‘ad- 

vertisers have paid for thousands 

of newspaper and magazine ad- 

vertisements.” The council of- 

fered a portfolio of 43 ads, which 
was sent to 6,000 dailies and 

weeklies. In 13 months, news- 

papers in cities on the train’s 
itinerary ordered 20,616 mats. In 

addition, special mats were dis- 

tributed by the council for Wash- 

ington’s Birthday, “I Am an 

American Day,’ Memorial, Flag, 

Independence and Labor days. 

The foundation praised the co- 

operation of the railroads. 

‘NATION'S HERITAGE’ 

APPEARS THIS MONTH 

New YorK—Nation’s Heritage— 
$30 a copy, $150 a year bi-monthly 

—to be published by B. C. Forbes 

& Sons Publishing Co.—will be 

“unveiled” Jan. 11 at a press 

luncheon at the Waldorf-Astoria. 

Thomas d’A. Brophy, president 

of American Heritage Foundation, 

will discuss its potential signif- 
icance. 

New Directory for 

Publishers Planned 

by Tighe Company 
New YorK—CRT Publishing En- 

terprises is now getting a “National 

Directory of Periodical Publishing 

Business” under way, with the 

probable publishing date late in 

May. The new directory will run 

between 300 and 500 pages, has a 

pre-publication price of $15, a 

guarantee of 5,000 circulation, and 

will carry advertising—at a prob- 

able page rate of $175 or $200. 

“CRT” stands for C. R. Tighe, 

for many years a Ziff-Davis exec- 

utive, who started the company in 

May of this year, and incorporated 

it in November. 

At present, Mr. Tighe told’ AA, 
brokerage represents a “major 

part” of the business. He sees the 
company stepping into the maga- 

zine brokerage field and filling 

a place left empty since the death 

of the principal of Harris-Dibble 
Co. 

ws Beside the directory, CRT also 

issues Publishers’ Market Place, 

a monthly news-type magazine 

largely devoted to available pro- 

perties. 
As far as brokerage is concerned, 

Mr. Tighe says business is fine. 

The number of publishers and 

“other financially stable persons” 
who are interested in publishing 

properties is “surprising,” he 

added. 

= CRT is now located in the Hotel 

Marguery, 270 Park Ave. Earlier 
it was located at 444 Madison Ave., 

with the same telephone number as 

‘Henry Publishing Co. 

Officers of the company, besides 
Mr. Tighe, who is president and a 

director, include G. H. Trimming- 

ham, vice-president, treasurer and 

director; Charles Harmon, secre- 

tary and director, and William C. 

Roux and Michael Potter, both 

directors. 

Hutchins Names Jones V. P. 
Maitland Jones, former vice- 

president of J. Walter Thompson 
Co., New York, has joined the New 
York office of Hutchins Advertis- 
ing Co. in a similar capacity. Mr. 
Jones was with the Thompson 
agency for six years where he was 
also a copy group head. Before 
that he was with Benton & Bowles 
and Kenyon & Eckhardt, New 
Yer... 

JAHN & OLLIER 
ENGRAVING COMPANY , 

817 W. WASHINGTON BLVD., CHICAGO 7, ILLINOIS - MOwroe 6-7080 

COLOR PROCESS 

HALFTONE 

ZINC 
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More about Jack Benny: 

age and baldness. He struts 

priced jackass. 

well-known joke. 

didates for popular favor: 
Goodman Ace 
Henry Morgan 
Milton Berle 
Alan Young 

Teleradio Mans Corner 

CBS has now duly celebrated B-Day (Jan. 2) with ap- 
propriate shouting and tumult and everybody has settled 

back to see what happens Hooperating-wise to Mr. B, same 

time, different network. In the interim you can get yourself 

a discussion among network and agency program boys as 

to why and how some radio comics become commercial 

giants while other comics, not less talented, are also-rans. 

The trick seems to lie in being lovable-funny rather than 

just funny. At least that’s supposed to be Benny’s trick. He 

makes a fool of himself, not other people. Actually Benny 

is in his fictional character-traits a jerk and a drip. He is 
conceited, pretentious, snobbish, stingy, fatuous about his 

celebrities and is constantly exposed, deflated, shown up and 

seen through. Even the smallest moppet knows him for a 

fake. With this array of carefully-exploited human failings 

Benny is obviously America’s most beloved and highest- 

Our Freudian friends would no doubt have something to 

say about the relation of wit and sadism. Benny provides in 

himself a satisfying object for the superiority-inferiority 

mechanism. He is an amiable nincompoop who never learns 
and never changes and listeners are fond of him as a good 

Still, all Bennys and nothing else would make radio dull 
indeed, so your Teleradio Man hopes some of the promising 

comics will somehow manage to learn the knack of lovabil- 

ity while remaining equally amusing. We wish a happier 

New Year, with this proviso, to the following worthy can- 

before women, children and 

Abe Burrows 

Mel Blanc 

Sweeney & March 

Robert Q. Lewis 

L. A. ‘Tap’ Sheets 

Hit Business Men, 

Police Chief Says 
Los ANGELES—“Tap” sheets are 

taking at least $1,000,000 a year 

from business men here. Rack- 

eteers posing as representatives of 

city departmental publications 
have been soliciting advertising 

by telephone, threatening har- 

rassing action if the business men 

don’t take advertising space, and 

favors or other consideration if 

they do. 

Named specifically by officials 

of the Police Department as being 

used for this purpose are the 

police, fire and health depart- 

ments, the division of building 

and safety, and the Mayor’s office. 

So widespread is the use of this 

approach that some organizations 

selling space in this manner have 

as many as 50 men working on 

the telephone. The chief of police 

suggested that when business men 

are approached for advertising 

over the telephone, and given this 

type of “sales’’ approach, they 

should request the solicitor to 

make a personal call. They won’t 

do it and that will thwart them, 

he said. 
The blast was followed by im- 

mediate denials from heads of de- 

partments 

tising. 

Although not named 

concerned that they Be 
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police chief’s statement, the Los 
Angeles 

AFL, took prompt steps to fend 

off any misunderstanding as to 

advertising solicitations made for 
its official publication, the Los 

Angeles Citizen. 

GF Promotes Parker 
to V.P. of Sales Division 

Central Labor Council, F4 

Wesby R. Parker, former general F 
manager of sales of General Foods 
Sales division, General Foods 
Corp., New York, has been ap- 
pointed vice-president in charge of 
the division. Mr. Parker joined GF 
in 1944 as sales manager for gro- 
cery products of Igleheart Bros. He 
became vice-president and general 
sales manager of that unit in 1945 

Bertram B. Warren, former as- 
sistant treasurer, of General Foods, 
has been elected treasurer. He has 
been with the company since 1940, 
when he joined the sales division. 

Milline Club Elects 
Roy Peterson, N. W. Ayer & Son, 

has been elected president of the 
San Francisco Milline Club. Other 
new officers are: Vincent Francis, 
American Broadcasting Co., vice- 
president, and Lynn Fenste:- 
macher, Hearst Advertising Se- 
vice, secretary-treasurer. 

CORNY? 

WIBW advertisers don't think our 

methods of selling to farmers are 

corny. Not when they check sales 

figures in Kansas and nearby states. 
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| eublein Plans ‘49 

cmpaigns for A-1 2 + gece Fi ae 

50 uce and Mustard Federal Reserve Figures on Department Store Sales 

HaRTFORD, ConN.—The food di-| Wasnrincron—For the first time | gain was registered by Toledo and 

ap- jision Of G. F. Heublein & Bro.|since Nov. 6, department store| Wichita, both up 7% from last 
tled il) launch magazine and news-| sales equaled dollar volume for the | year. Salt Lake City, down 8%, 
ame baper campaigns in 1949 for A-1|same week last year. Christmas|had the largest loss. 
self justard and A-1 sauce. ‘buying, during the week ended Ye Chenge from 1947 
; as Magazines scheduled to carry|Dec. 18, pushed the retail index! federal Reserve dy ge 
cial 4-1] sauce ads are American Mag-|to all-time records in several Fed-|__ District and City 4 11 18 

5. zine, Better Homes & Gardens,|eral Reserve districts and close to att? sa al = = : 
han oliier’s, Cosmopolitan, Family|last year’s record in all others. ee Sw dbesenes = | = 

He ircle, Good Housekeeping, Hol-| The comparison is more signif-| Springfield’ ).)).'))|)) —1 —2 1 
nny anv's, Ladies’ Home Journal, Mc-|icant since sales mount rapidly arene meses ne ence 3 7 - é 

e is al.'s, The Saturday Evening Post|with the approach of Christmas,|" Newark... . oom 4 
his pnd Woman’s Day. and the holiday came two days| Buffalo | 3 

. , : OS eee 6 7 ~-4 
and A-1 mustard, a new Heublein| earlier last year than in 1948. Rochester |........... 3 —1 3 
and product, is being introduced in 14 The next report undoubtedly Bb wre eseess te eeees . ong 2 

ra ew England markets. News-| wij) show 1948 sales far in excess Pilea opeepae er r 
ings paper ads will promote this prod- Cleveland District ...... 4 3 2 

est- ct during 1949. DEPARTMENT STORE eee ae we 
| Duane Jones Co., New York, is ™ ; Cleveland 2 3 3 

he agency. ae SALES INDEX we sage aE , * ee 
g to 1935-39 EQUALS 100 we Pittsburgh |.) 1) )/) 3): —9 2 1 cin he cn eee ee ee ll | BRR ichmond Diecic 6 sea ippoints Herrteldt V. P. ghee ae a, ae 

y . 18, °48* . p57 Baltimore ............ —9 o -8 Harry P. Herrfeldt, former as- Week to Dee. 18, ’ wie = a oe 
veer istant general manager of Park Week to Dec. 11, '48* . p564 Birmingham ......... ~ hae | . 

Tilford, New York, has been Week to Dec. 20, °47*. .576 yy aoa sedectigenccess “8 << . 
promoted to vice-president and Week to Dec. 13, 47. .569 ene ns S46 Sees: STS ere 

dull peneral sales manager of Park & Mo. of October, ’48*. . .327 Nashville ............. —5§ r—6 —2 
sing ilford Import Corp., succeeding Mo. of October, °47*. . .300 Cileage District ........ 7 r0 2 
bil im Johnson, who has resigned. ene th tetcss eG ty “= 
orgdll fr. Herrfeldt joined Park & Til- pPreliminary. MED, fo Kai's wae ce —4 2 4 
pier ford 13 years ago as a salesman. f *Not adjusted seasonally. Milwaukee he + 2 5 
-an- ea > * oe eas coeses = - : : 

esses oz Louisville 200000 0 2 
RR AS 5&§ —3 --1 

of those in 1947. The tally for the] Memphis .-..2.2.....! = ie 
week of Dec. 18, therefore, will ee ---- 5 . " 

eee be the last reasonably valid year-]| St. Paul ............. * . * 

to year comparison for two weeks], tangy” age - A e: ua a 
to come. BS sasaaisaiacs a6. 8s —l 0 

eee Historically, as might be ex-] Xansas city 00000000] 8 4 
at the pected, the sales index drops pre-| St. Joseph .........-. ee Ge 

ubllee- cipitously after Christmas—falling} pyro’ MY 
d from 200 to 250 points in the week | Dallas District ......... —4 1 -1 

Pees 2 between Christmas and New og OO ebpeh = = = 
in the Year’s, and another 150 points dur-| Houston ............. 0 8 2 

the Los ing the first week of January, be-|..0"Prancisco District... —8 —4 11 
Council, F fore the bargain buying reverses] Los Angeles .......... —11 —% -2 

the trend Oakland ere seeeeeeeee —12 3 2 
to fend * San Francisco ........ 0 2 6 

1g as to The Federal Reserve Board re-| Portland ............. —2 —5 5 

made for ports that five districts showed] gait ike City «8 Baty 
the Los sales increases for the week ended i 

a Dec. 18, as compared to the same|r—Revised. 
Ba week of last year. Philadelphia led |* Dat# not available. 

with a 3% gain, was followed by 

‘ JANUARY ISSUE the Cleveland and Chicago dis- mipotent gwd ag ong th 
: : ectrol Burner . Co., Ruth- 

r generale CLOSES JAN.5Sth antes ppl i oe > ace tg Pn erford, N. J., has appointed Ed- 
ral Foods F; wards Advertising Agency, Hack- 
1 Foodsk: WRITE OR WIRE tricts, up 1% over last year. ensack, N. J., to handle its adver- 
been ap-—] , Greatest district loss was of |tising. 
charge off MONA NR PVA AS Atlanta, off 4% from 1947. The 
oined GF New York district was down 3%,|To9 Wilhelm-Laughlin-Wilson 
for gro- while the Kansas City and Dallas D’Art Co., Summit, N. J., has 
Bros. “ oN districts were both down 1% on appointed Wilhelm-Laughlin-Wil- 

d genera the year-to-year comparison. son & Associates, New York, to 
a. Among the cities, the greatest| handle its advertising. 

‘al Foods, 
r. He has 
nce 1940, 
division. 

er & Son, 
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: Francis, 
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If you're interested in devoted 
attention — attention to your ads — it’s 

the one on the right. Over 3,000,000 
of him, with incomes among the 

highest for all big magazines, turn to 
Better Homes & Gardens every 

month for news, for facts, for ideas. The big 
interest of BH&G readers is home 
and family; that’s where their big 

income goes. If your story's in 
BH&G you'll get your share of it. 

America’s First Service Magazine 

‘American Weekly’ Names 
Edwin Kennedy Ad Director 

Edwin C. Kennedy has been ap- 
pointed advertising director of The 
American Weekly, New York, ef- 
fective Jan. 1, it 
was announced 
by Mortimer Ber- 
kowitz, v.p. of 
Hearst Publishing 
Co. and general 
manager of The 
American Weekly 
and Puck—The 
Comic Weekly. 

Mr. Kennedy 
has been associ- 
ated with The 
American Weekly 
for 14 years and 
for the past eight 
eastern manager. 

Ed Kennedy 

years has been 

Gets Part of Avoset Account 
Avoset Co., San Francisco, 

packer of sterilized cream, has 
named Harrington, Whitney & 
Hurst, San Francisco, to direct 
its domestic advertising. The en- 
tire account formerly was handled 
by McCann-Erickson, which will 
continue to direct the company’s 
foreign advertising. 

Tele-Tone Names Kerner 
Tele-Tone Radio Corp., New 

York, has appointed Bernard Ker- 
ner as assistant to the advertising 
manager. He formerly was with 
Fairbanks, Morse & Co. in New 
York. : 

|| Appoints Witmer 
The Commercial Dispatch, Co- 

lumbus, Miss., has appointed Wal- 
lace Witmer Co. as its exclusive 
national representative. 
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GUARANTEED &® CIRCULATION 

the first television station 

in the Mid-South... 

any 

@With pardonable pride we point 

to the fine Television job WMCT 

is doing for its clients. One good 
reason: A staff of sixty working 

with the finest equipment avail- 

able. WMCT is completely 

staffed, completely equipped for 

assignment. For instance, our 
new RCA Mobile Unit complete with Micro-wave relay . . . 

8QOr take our studio and trans- 

mitting equipment — all RCA— 

the finest money can buy! Movie 

equipment is Bell & Howell, East- 

man, and Auricon for sound with 
> movies; Houston rapid film proc- 

essor, and Bell & Howell printer, 

with a complete staff of produc- 
tion specialists to get the job done. 

aes 

Ay 
; Dr, 

SIn addition to one studio 28 

by 34 feet, WMCT has a spacious 

auditorium seating 1,050 people 

with dressing rooms, scenery stor- 

age—the works! Our program 

library is replete with up-to-the- 

minute program material, and we 

are completely equipped to handle coverage of local events. 

a 
The 

@What about sets? Are people 

buying them? You bet they are! 

question is: How long will 
suppliers be able to meet the de- 

mand? We tell you all this, be- 
cause it may be that you are one 

of the aggressive advertisers who 

capitalize on the terrific impact 

of a new medium in the $2,000,000,000 Memphis market. 

Owned and operated by 

CHANNEL 4 ° 

National Representatives 
The Branham Company 

the Commercial Appeal 

AFFILIATED WITH NBC CBS DUMONT 
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Acme Appoints Durk Agency 
Durk Advertising Agency, White 

Plains, N. Y., has been named to 
handle the advertising of Acme 
Bulletin & Directory Corp. Trade 
publications, direct mail and for- 
eign trade publications will be 
used. 

Appoints Stanfield 
Harold F. Sianfield Ltd., Van- 

couver, B. C., has been named to 
direct the advertising of Spilsbury 
& Hepburn Ltd., Vancouver, man- 
ufacturer of commercial radio and 
telephone equipment. 

Willard Opens New Oftice 
Willard Storage Battery Co. of 

Canada Ltd. has opened a new 
sales and advertising office for 
Canada in the Terminal Ware- 
house building, Toronto. 

Twin Cities Get | 

One-Trip Bottle 

for Soft Drinks 
‘Thro-Way’ Promoted 

in Ad Copy; Other 

Makers Plan Entries 

Cuicaco—The one-trip, throw- 

away bottle for soft drinks—not 

beer, this time—is making its bow 

to consumers in the Twin Cities, 

but the trade is far from unani- 

mous in its optimism over ihe 

future of the idea. 
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Beer in throw-aways, according 
to one liquor industry observer, 

has been a “dismal flop.” This 

source believes carbonated bever- 

ages in the larger-size disposable 

glass bottles may be just as big a 

failure because of “prohibitive 
prices” and a multitude of other 

problems. 

But despite this experience in 

the beer field, a St. Paul bottling 

company is introducing a new “pa- 

perweight” disposable bottle for 

soft drinks, called the Thro-Way, 

which is produced by Thatcher 

Glass Mfg. Co., Elmira, N. Y. In 

the Denver market, Royal Family 

Bottling Co. credits the new kind 

of bottle with a big sales rise and 

has announced plans to expand its 

plant (AA, Aug. 9). And Owens- 

Illinois Glass Co., Toledo, pioneer 

in the beer bottle throw-away 

field, is showing samples of the 

new containers and, with other 

competitors in the field, is ex- 

pected to market the new varieties. 

is Thatgher’s Thro-Way bottle is 
being introduced to Twin City 

consumers via newspaper adver- 

tising in the St. Paul Dispatch & 

Pioneer Press, over the signature of 

the Thro-Way Botl. Beverage Co. 

Thro-Way, the introductory copy 

explains in editorial-page style, is 

affiliated with Dr. Pepper Bottling 

Co. of St. Paul and Goody Root 

Beer Bottling Co., as well as the 

Quaker Bottling Co., St. Paul, 

which offers 15 flavors of “Your 

favorite Quaker mixes and soft 

drinks” in the new 28-ounce home 

size bottles. 

“Use the bottle and thro-it-way!” 

consumers are told.There are no 

bottle deposits, no bothersome re- 

turns and no extra costs, because 

“for this convenience you pay 

only for the beverage.” 

The St. Paul firm has ordered 

42,500 cases of 12 bottles each, and 

actually has started delivery of 

soft drinks in the disposable bot- 

tles, which, it believes, will make 

the load lighter all down the line 

to the consumer. The 28-ounce 

bottles weigh 17 ounces, com- 

pared with smaller bottles which 

weigh from 12 to 16 ounces, yet 

hold seven ounces of liquid. 

w The Thatcher-produced bottles 

are made of the same kind of 

glass as the old returnable type, 

and use less of it, President Don 

Riemann of Thro-Way Botl. ex- 

plained. No plastic material is em- 

ployed. Grocer acceptance of the 

lighter bottle, according to a pre- 

marketing survey, is said to have 

been 99% favorable. 

Introductory copy in the St. 

Paul market tells consumers that 

Thatcher, one of the world’s largest 

glass makers, has spent “years of 

intensive research and millions of 

dollars” in development of the 

“light enough and strong enough, 

yet inexpensive enough to elimi- 

nate the need for deposits on the 

part of the consumer.” Thro-Way 

bottles have proved themselves in 

other industries and will soon 

“take over” in the soft drink busi- 

ness, it predicts. 

Quaker Bottling has been man- 

ufacturing and distributing bev- 

erages in the Northwest for a score 

of years, and has five branch bot- 

\tling companies distributing its 

products in Minnesota, the Dako- 

tas and northern Iowa. Its affili- 

ate, Thro-Way Botl, is urging deal- 
ers to contact the company’s St. 

Paul headquarters for information 

on “how they can modernize their 

old bottle handling habits.” 

s Owens-Illinois, proceeding a lit- 

tle more cautiously in introducing 

its entry in the soft drink bottle 

field, has been experimenting with 

them for the past six years, Ap- 

VERTISING AGE was told. The Toledo 

company, just now starting their 

manufacture, believes it has 

worked out a large-size bottle 

which is light and economical, yet 
will safely withstand the greater 

THRO-WAY BOTL. Severege Co. +PRior 30! 

‘NEW LOOK’—This is one of the news- 
paper ads being used to introduce the 
new throw-away bottles for soft drinks in 
the St. Paul market (AA, Dec. 27). Thro- 

Way Botl. Beverage Co. is the distributor. 

pressure of carbonated drinks. 

Beer runs about 5 “volume of 

gas,” and requires a less sturdy 
bottle than is needed for soft 

drinks, which range up to 5 and 6 
“volumes.” 

Owens-Illinois, which introduced 

the one-trip beer bottle back in 

1935 to compete with the throw- 

away beer can, is still wrestling 

with the problems involved in the 

soft drink throw-aways. The new 

bottles will cost more, and will 
trim the bottler’s margin of profit 

unless he passes the extra cost 

along to the public. And despite 
educational efforts aimed at the 

consumer, some sources say, -he 

won’t believe he isn’t paying a 

hefty premium for the disposable 

variety when it comes to beer. 

ws Besides, one Chicago trade of- 

ficial pointed out, janitors haven’t 

been “educated” to remove the dis- 

posable bottles from service closets 

and back porches. They pick up the 

returnable kind, for the few pen- 

nies each brings at the liquor store 

or grocery. 

The new bottles for carbonated 

beverages collide with one of the 

major selling points employed last 

fall by the Glass Container Manu- 

facturers’ Institute, New York, in 

merchandising the throw-away to 

brewers (AA, Aug. 16). Packaged 

beer, now well ahead of the draft 

variety in sales, is moving increas- 

ingly to retail stores where the beer 

throw-away has had no competi- 

tion, up to now, from the soft 
drink field. 

Two Appoint Goldgar Agency 
Burns Martin, Boston, specialist 

in large size men’s clothing, and 
Jolibar Hosiery Co., Boston, child- 
ren’s socks, have placed their ad- 
vertising with Mike Goldgar Co., 
Boston. Magazines and direct mail 
will be used by both. 

David Urch Advanced 
Ayerst, McKenna & Harrison 

Ltd., St. Laurent, Que., pharma- 
ceutical chemist, has appointed 
David S. Urch assistant sales man- 
ager. He has been supervisor of 
sales for the Maritimes territory 
of the company. 
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WU Wants to Know 

Why People Send 

Greeting Wires 
New YorK—Not content to (e 

sleeping dogs lie, Western Uni» 

has launched a survey in £0 

cities throughout the country to 
find “how and why people seid 
Christmas, birthday and othe 
greeting telegrams.” 

Before World War II, WU sad. 
“the use of the telegram for birth- 

day and holiday greetings was a 

national habit. This was all wiped 

out during the war years by the 

need to keep all wires as clear as 

possible for the use of the govern- 

ment” and for people in_ the 

armed services. “Now the greet- 

ing telegram is making a strong 

bid for public favor.” 

In fact, WU added, the mes- 

sages have just begun to flow. 

With high-speed automatic 
switching centers and other fa- 

cilities being installed, the com- 

pany can handle several times its 

war and prewar volume. The 

survey seeks to ascertain “how 

best to restore the great prewar 

popularity” of these telegrams. 

D-F-S Names Spence 
and Porter V. P.s 

A. W. Spence Jr., for the past 
six years account executive on the 
Sterling Drug account at Dancer- 
Fitzgerald-Sample, New York, has 
been appointed vice-president of 
the agency. 

R. A. Porter, formerly in charge 
of the New York office of Roche, 
Williams & Cleary, has been ap- 
pointed vice-president and a mem- 
ber of the plans board of D-F-S. 

Stetson Names Hodupp V. P. 
J. Jay Hodupp, formerly sales 

manager of Shirteraft Co., has been 
named a vice-president of John B 
Stetson Co., Philadelphia, effective 
Feb. 1, 1949. He will coordinate 
and have staff supervision of 
sales, merchandising and promo- 
tional activities of the company. 

Vladimir Gets Maico Export 
Maico Co., Minneapolis, manu- 

facturer of hearing aids, has ap- 
pointed Irwin Vladimir & Co. of 
Illinois, Chicago, to handle its ex- 
port advertising. 

Richard Ide Adds Duties 
Richard Ide, art director of Bri- 

sacher, Wheeler & Staff, New York, 
has been appointed account execu- 
tive of the agency, effective Jan. | 
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~ 25 years of... 
-Mounting and Finishing 

“POINT of PURCHASE” 

cardboard display material 

QUALITY SERVICE 

DEPENDABILITY 

MANDELL MFG. CO} 
356 W. Ohio St. SUperior 7-0585 

CHICAGO 10, ILL. 

Covers the Home Furnishings 
Field MOST ECONOMICALLY 

FURNITURE AGE 
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Last Minute News Flashes 
Robert Landry Buys ‘Space and Time’ 
New York—Robert J. Landry has purchased the weekly advertising 

newsletter, “Space and Time,” from Mary M. Munro, Mt. Vernon, 

N. Y¥., effective with the Jan. 10 issue. Subscription price of “Space 
and Time” is being increased from $15 to $25 a year. The newsletter 

was started by David A. Munro in 1937. Mr. Landry formerly was radio 

editor of Variety and more recently an executive of CBS. 

Helen Kelly to Direct Joint Ad Campaign 
New Yorx—Helen Kelly, merchandising editor of House & Garden, 

will join Henredon Furniture Co., Morganton, N. C., as merchandising 

coordinator Feb. 1. Miss Kelly will supervise a joint advertising cam- 
paign of Henredon and Heritage Furniture Co., High Point, N. C., 

which have pooled their appropriations. Young & Rubicam is Henre- 

don’s agency. 

Change Oil Only 

After 4,000 Miles, 

Federal Bureau Says 
WASHINGTON—Asserting that oil 

is wasted by changing too fre- 

quently, the Bureau of Federal 

Supply—purchasing agent for the 
federal government—issued a 

“conservation circular’ Thursday 

advising changes every 4,000 miles 

for systematically-serviced gov- 

ernment-owned cars. 

While the government’s instruc- 
tions differ sharply from the ad- 
vice which the petroleum indus- 

try and auto makers have been 

giving the public, Bureau of Fed- 
eral Supply accompanied its find- 
ing with a statement carefully 

pointing out that the 4,000-mile 

interval applies only to vehicles 
subject to a program of “super- 
vised maintenance.” 

According to the bureau, the 

government’s new conservation 

policy will save 1,500,000 gallons 

of lubricating oil annually, and 

will cut government operating ex- 

pense by $500,000. 

s The conservation policy was 
worked out by an inter-agency 

committee on lubricants and li- 

quid fuels after the conclusion of 

exhaustive tests, the Bureau of 

Supply stated. 
Earlier the committee had con- 

sidered a 6,000-mile recommenda- 

tion, but further discussion re- 

sulted this week in the adoption 

of a policy calling for changes 

“in the spring and fall, or every 

4,000 miles, whichever comes 

first.” However, more frequent 

changes are called necessary where 

vehicles operate regularly in 

“stop and go” service, particularly 
in cold weather, or where sand 

and dust are regularly encoun- 

tered. 

Copies of the “Conservation Cir- 
cular on Lubricating Fuels” may 

be obtained from Murray Kramer, 

information officer, Bureau of 

Federal Supply, Washington 25, 
DG, 

Rexon Appoints Peck Agency 
Peck Advertising Agency, New 

York, has been named to direct 
the advertising of Rexon, Inc., gen- 
eral distributor of Thorens pocket 
and table lighter, made in Switzer- 
land, and manufacturer of Spin-A- 
Way ash trays. Magazines, news- 
papers, trade publications, radio, 
television and direct mail will be 
used. 

Today's Woman’ Linage 
Figure Shown Incorrectly 
The December linage figures for 

Today’s Woman should have been 
13.9 pages for 1948 with 8,113 lines 
iistead of 9.9 pages, as was re- 
ported in the Dec. 20 issue of AA. 

L2Vally Appoints Hoit 
Betty M. Hoit, formerly assist- 

ait media director of LeVally, Inc., 
Chicago, has been named media di- 
rector of the agency, succeeding 
Pauline B. Watros. 

Harvey Kipen Joins Brand 
Harvey Kipen, formerly with the 

Milwaukee Sentinel, has joined the 
Los Angeles office of Edward L. 
Prend, magazine representative. 

Push Button Device 

Enlarges Screens 

of Garod TV Sets 
New York—Adjustable televi- 

sion screens which permit the 
viewer to contract or enlarge the 

picture at will were unveiled here 
last week by Garod Electronics 

Corp. 

This push-button device, which 

Garod expects to incorporate in all 
its sets by the middle of the 
month, has been patented under 
the name Tele-Zoom. 

A 10” rectangular picture can be 

enlarged to more than that of a 

12” tube without distortion and 
with a loss only of the “fringe 
areas,” said Leonard Ashbach, 

president. He suggested that view- 

ers may wish to enlarge the image 

for closeups and to decrease it for 
long shots. 

Tele-Zoom gives the 12” and 15” 

models a picture size of 15” and 

20”, respectively, Mr. Ashbach said. 

No price increase has been made 
in the company’s sets, which range 

from $385 for a 10” viewer to 

$1,195 for a deluxe combination. 

Full-page advertisements, break- 

ing toward the end of this month, 

will inform the public of the new 
television development. This space 

will be partly cooperative. Garod, 
which has already cut down radio 

production in favor of video, will 
spend from $5 to $13.50 per set 

on advertising. Shappe-Wilkes is 
the agency. 

The set manufacturer will test 

television, perhaps with a pro- 

gram in New York, which may be 

carried in other cities if the re- 

action is favorable. 

Texaco Takes 23.7 

Lead Over TV Field 
NEw YorK—Texaco Star Thea- 

ter with Milton Berle (NBC) re- 

tained top spot on the December 

Hooper telereport for this city 

with a score of 78.9. Runnerup 
was Arthur Godfrey, whose tal- 

ent scouts—a Lipton attraction 

(CBS)—scored 55.2 on its second 

rated telecast. 

Other favorites: 
Toast of the Town (CBS), Emerson....50. 
We, the People (CBS), Gulf.................... 47 
Amateur Hour (DuMont), Old Gold....33. 
Howdy Doody (NBC), Sustainer............ 30. 
Tele-Theater (NBC), Chevrolet............ 28.1 

Television Theater (NBC), 
Winchell Show (NBC), Bigelow............ 27.5 
Break the Bank (ABC), Bristol-Myers 24.6 

Appoints Dickson 
Rutland, Gilchrist & Clem has 

named Donald D. Dickson to man- 
age a new branch of the agency in 
Kitchener, Ont. Mr. Dickson was 
formerly advertising manager of 
Bullas Bros. Ltd., Kitchener. 

Maple Leaf Names Hawkins 
H. V. Hawkins has been named 

general sales manager of the Maple 
Leaf Milling Co., Toronto. C. A. 
Fraser has been made assistant 
general sales manager of the com- 
pany. 

2 Name Reincke, Meyer & Finn 
Reincke, Meyer & Finn, Chicago, 

has been named to direct the ad- 
vertising of American Hospital 
Supply Corp., Evanston, Ill., and 
Baxter Laboratories, Inc., Morton 
Grove, Ill. 

Marketers Will 

Add Members, 

Boost Activities 
Full-Time Secretariat 

Is Planned; Offices to 

Be Shifted to Chicago 

CLEVELAND—The American Mar- 

keting Association, at its winter 

conference here last week, an- 

nounced that by an overwhelming 

vote of its membership, the by- 

laws have been amended to admit 

Marketers 

sustaining members, a new class 

of members, who will pay dues of 

$100 per year. 

The move is designed primarily 
to enlarge the budget of the as- 

sociation so as to permit the or- 

ganization of a full-time perman- 
ent secretariat, and to permit ex- 

pansion of AMA activities in many 
directions. 

The transfer of the temporary 

offices of the association from Ur- 

bana, Ill., to 1525 E. 53rd St., Chi- 
cago, in order to better suit the 

convenience of Prof. George H. 
Brown of the University of Chi- 

cago, newly-elected secretary of 
the association, was also an- 

nounced. 

@ Details of the national award 

competition, another new activity 

of the association, were revealed 

at the business meeting Wednes- 

day. The first award, covering 

1948, calls for nominations or ap- 

plications to be submitted to the 

AMA headquarters before March 
1, 1949. 
Awards will be presented an- 

nually in each of the following 

classifications: 

1. Service to marketing, such 

as “constructive efforts which fur- 

ther broaden national interest in 

the importance of marketing to the 
economy.” 

2. Improvement in marketing 
practice, such as “recognition of 

practical efforts to eliminate waste, 

inefficiency or malpractice in mar- 

keting.” 
3. Development of marketing 

research techniques, such as “re- 

cognition of new sampling tech- 

niques, methods of improving 

field work or the development of 

new statistical series for market 

measurement and appraisal.” 

4. Theory of marketing, such as 

“outstanding contributions to mar- 

keting literature and the know- 

ledge of marketing theory.” 

@ The board of judges who will 

select the 1948 award winners in- 

cludes 15 members of the AMA, 

representing various geographic 

and other segments of the mem- 

bership. Marguerite A. Julian, 

assistant secretary of the AMA at 

the headquarters office, is sec- 
retary of the board. William C. 

Gordon Jr., Curtis Publishing Co., 
is chairman of the AMA commit- 

tee in charge of awards. 

The most exciting session of the 

three-day conference was the 

Wednesday luncheon, at which 

speakers were Dr. George Gallup, 

American Institute of Public 

Opinion, and Dr. Rensis Likert, 

University of Michigan, well- 

known researcher. 

s Apparently deciding that a good 

offense is the best defense, Dr. 

Gallup launched into a vigorous 

attack on the critics of the poll- 

sters, aiming many of his barbs 

directly at Dr. Likert. Despite the 

unfortunate results of the 1948 

poll, Dr. Gallup insisted that elec- 

tion polls have a higher degree of 

accuracy than has ever been 

Nielsen Figures on Top-Rated Shows 

Week of Nov. 21-27, 1948 
All figures copyright by A. C. Nielsen Co. 

EVENING, ONCE-A-WEEK. 15-60 MINUTE PROGRAMS 

TOTAL AUDIENCE AVERAGE AUDIENCE 

Cur. Prev. Cur. Points | Cur. Prev. Cur. Points 
Rank Rank Program Rating Change | Rank Rank Program Rating Change 
1 1 Lux Radio Theater...... 34.5 +23) 1 1 Lux Radio Theater...... 26.1 +18 
2 2 Godfrey’s Talent Scouts..29.1 +38) 2 6 Godfrey's Talent Scouts..216 +2.9 
3 2 FS RES 26.3 +1.4| 3 3 Jergens Journal........ 21.2 +16 
4 3 Fibber McGee & Molly...256 -—0.4| 4 2 Fibber McGee & Molly...21.1 +03 
5 6 Jergens Journal......... 24.1 +1.7| 5 S Be Biicacctecccorce 20.7 +05 
6 - {i (se epapeeer 23.4 +2.7| 6 5 My Friend irma........ 195 —0.4 
7 5 My Friend trma........ 23.1 —0.6| 7 22 Mr. District Attorney...18.5 +2.7 
8 S Se Ci, wesceees 23.0 +14/ 8 ma  * Peer 184 +23 
9 7 Mystery Theater........ 228 +05! 9 15 Duffy's Tavern......... 18.2 +2.2 

10 34 Mr. District Attorney. ..22.7 +3.4| 10 7 Mystery Theater........ 18.2 +08 
ll 19 Inner Sanctum......... 225 +35) ll 14 People Are Funny...... 18.2 +2.4 
12 37 Amos 'n’ Andy......... 22.0 +44) 12  Y& ere 174 +246 
13 ££ & rey 21.9 +3.3/ 13 38 Amos 'n’ Andy........ 173 «+41 
14 16 Phil Harris-Alice Faye...21.6 +2.0| 14 29 Mr. & Mrs. North...... 16.7 +2.6 
15 22 People Are Funny...... 21.3 +2.5)| 15 17 Stop the Music (4thQtr.) 16.2 +0.6 
16 21 Mr. & Mrs. North...... 20.7 +1.6' 16 19 Phil Harris-Alice Faye...15.9 +1.4 
17 20 Charlie McCarthy....... 20.7 +18 17 24 Life of Dennis Day...... 15.8 +13 
18 25 Life of Dennis Day...... 20.1 +13 18 20 Inner Sanctum......... 15.7 +16 
19 13 Judy Canova........... 19.9 +12 19 27 Fred Allen Show........ 155 +18 
20 1l Date With Judy........ 195 —0.3 20 18 Judy Canova........... 15.1 +11 

EVENING, 2 TO 5 A WEEK. 5-30 MINUTE PROGRAMS 

1 DG PI scccc odccs 15.5 —09' 1 © Tl iss absnteneseei & +15 
2 > MD <ndavaddhses 0s 15.1 +16 2 1 Lone Ranger........... 12.1 —0.7 
3 2 Edward R. Murrow...... 143 +11. 3 4 Club 15—Bob Crosby....114 +41.2 

DAYTIME, 2 TO 5 A WEEK. 15-30 MINUTE PROGRAMS 

1 2 Arthur Godfrey (Ligg. & 1 2 Backstage Wife......... 105 —03 
6p ohn dad bid 11.5 +06; 2 1 When a Girl Marries.... 99 —0.3 

2 3 Backstage Wife......... 11.4 —0.4; 3 D Ge Picccdseeces 95 —0.4 
3 1 When a Girl Marries..... 11.3 —06|; 4 7 Arthur Godfrey (Ligg. & 
4 _ * eer 106 —0.4 7 Se 91 —0.5 
5 4 Young Widder Brown....10.4 —0.6| 5 3 Young Widder Brown.... 9.1 —0.4 
6 7 Right to Happiness..... 10.3 —13) 6 5 Right to Happiness...... 91 —1.2 
7 10 Portia Faces Life....... 10.2 —04| 7 10 Portia Faces Life....... 90 —0.3 
8 14 Pepper Young’s Family..10.1 —0.8| 8&8 8 Ma Perkins (CBS)...... 88 —0.6 
9 18 Arthur Godfrey (Nabisco) 9.9 +04) 9 13 Pepper Young's Family.. 8.7 —1.0 

10 8 Ma Perkins (CBS)...... 98 —0.8)/ 10 18 Arthur Godfrey (Nabisco) 8.7 +0.4 
11 ae eee 94 —l.1/ 11 \ - Th Seeereesery 82 —09 
12 15 Lorenzo Jones.......... 9.4 —0.2/) 12 15 Guiding Light......... 81 —0.5 
13 5 Wendy Warren......... 9.3 —1.6)| 13 4 Our Gal, Sunday....... 80 —1.7 
14 23 ~=Front Page Farrell...... 92 +01) 14 22 Front Page Farrell..... 78 +01 
15 16 Guiding Light......... 91 —0.4/ 15 20 Se oveceb aces 78 —0.1 

DAYTIME, SATURDAY OR SUNDAY, 5-60 MINUTES 

1 1 Armstrong Theater...... 14.3 +15; 1 2 Grand Central Station...10.7 —0.2 
2 3 David Harding, Counterspy 13.6 +1.3|) 2 1 Armstrong Theater...... 10.4 —0.5 
3 2 Grand Central Station...13.2 +0.3) 3 6 David Harding, Counterspy 10.1 +2.2 
4 G- Gee Beilerimavoeres 12.7 +03) 4 4 True Detective Mysteries. 99 +0.1 
5 6 True Detective Mysteries.119 +06) 5 D Ga Giese dessucer 97 —0.2 

achieved in any similar activity, 
and that while “we have made a 

lot of mistakes and are certainly 

not proud of our 1948 record, 

neither are we ashamed of it.” 

There will always be factors 

outside the control of the poll- 

sters which will prevent reducing 

the error to less than 2%, he 
said, but this high standard is 

attainable, and “I for one intend 

to continue making and publish- 

ing election forecasts—in advance 

of the elections.” 

He added, however, that in his 

opinion it would have been impos- 

sible, regardless of techniques 

used, to predict the election of 

Mr. Truman with certainty, and 
that “such a prediction will never 
be possible—with certainty—un- 

der similar close election condi- 

tions.” 

s Dr. Gallup entered into a vig- 

orous defense of the quota sampl- 
ing method, and an equally vig- 

orous attack on the probability or 

area sample. “As long as I live,” 

he said, “I shall continue to main- 

tain that the quota sample does a 

better job under many conditions 

than does the probability sample.” 

Conceding that the probability 

sample is excellent in theory, he 

asserted that it is no more scien- 

tific in actual practice than the 
quota sample, and sometimes mag- 

nifies the practical problems to be 

met, such as the problems of de- 

termining who will vote in an 

election. 

He has used and will use proba- 
bility samples, Dr. Gallup said, but 

certainly will not abandon quota 

sampling. The Elmira, N. Y., elec- 

tion poll, done on a probability 

basis, overpredicted the Dewey 

vote by 6%, he said, which was a 

greater error than the average 

error developed by the Gallup 

Poll. 

“T still believe,” he concluded, 

“that public opinion polls consti- 

tute the most useful tool ever de- 

vised for the service of democracy, 

and I still believe they are highly 

accurate.” 

@ Dr. Likert, an ardent advo- 

cate of probability sampling, in- 

sisted on two major points: (1) 

The scientific method is all-im- 

portant, and one vital necessity 

of a scientific method is a defi- 

nite method of computing the 

probable error. It is impossible to 

compute the probable error on a 

quota sample, he said. (2) “If you 

are going to do good marketing 

research, you can’t accept the di- 

rect answer—your interviewing 

must be done in depth so as to 

develop adequate information as 

to motivation.” 

The session devoted to industrial 

marketing reported that major 

marketing of industrial goods in 

1949 will center around pricing, 

product lines and profit margins. 

Pricing problems will be largely 

affected by the recent basing point 

and delivered price decisions, but 

they will also be heavily influ- 

enced by the difficulty of main- 

taining unit volume and employ- 

ment in the face of high costs and 

increasingly competitive markets. 

At the business session, Prof. 

Harvey Huegy of the University 

of Illinois and other 1949 officers 

who were previously elected by 

two directors appointed by the 

mail ballot, took over. In addition, 

two directors appointed by the 
board to fill vacancies created by 

the election of board members to 

office, were announced. They are 

George Allen, New York Herald 

Tribune, and Prof. Helen Conoyer, 

University of Minnesota and presi- 

dent of the Twin Cities chapter of 

the AMA, who has the distinction 

of being the first woman to serve 

on the association’s board. 

Berling to Leave Seeds 
John H. Berling has announced 

his resignation, effective March 31, 
from Russel M. Seeds Co., Chicago, 
after 32 years with the agency as 
account executive and for years 
head of the media department. Af- 
ter a short vacation he will open 
his own agency in Indianapolis. 

Marks & Neese Agency Moves 
Marks & Neese Advertising has 

moved its offices to 515 Wazoo St., 
Jackson, Miss. 

Woods Appointed A. M. 
John B. Woods has been ap- 

pointed advertising manager of 
Aluminum Goods, Toronto. 
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McSweeney to Pedlar & Ryan 
John J. McSweeney, formerly 

with John E. Pearson Co. and 
Compton Advertising, has been ap- 
pointed chief time buyer of Pedlar 
& Ryan, New York. 

B&B Names Two V. P.s 
Edward Esty Stowell and Philip 

A. Cleland, account executives, 
have been named vice-presidents 
of Benton & Bowles, New York. 

E KIND 

TO YOUR 
ULCERS! J 

7’ 

We're not doctors, but when it comes 
* to tabulating, calculating, typing and 

Vari-Typing operations, we have 
what it takes to relieve you of all 

those ulcer-breeding worries. Whether 
it’s marketing research tabulations, 
analytical reports, temporary office 

help or just plain typing when your 
own staff is overloaded, you can turn 

to us instead of your aspirin bottle. 
Just give us a try and you'll see what 

we tmean. Call our nearest office. 

TABULATING + CALCULATING + TYPING 

MARKETING RESEARCH TABULATIONS 
(in your office or ours) 

STICAL | 
G COMPANY 

M. R. Notoro, President 

sTATI 
TABULATIN 

53 W. Jackson Bivd., Chicago 4, Ill. HA 7-2700 

50 Broodway, New York 4, N.Y. WH 3.8383 

Arcode Building, St. Lovis 1, Mo. CH-5284 

Plan ‘Product 

Memory Aid’ for 

GF Stockholders 
Marketing Association 

Conference Reviews 

Principles in Action 

CLEVELAND—General Foods 

Corp. is firmly convinced that 

selling its product line to its stock- 

holders pays off in sales as well 

as other ways. It is backing this 

conviction with a specific ap- 

Marketers 

propriation in its 1949 stockholder 

relations budget to familiarize its 

stockholders with its products, 

“and we are now at work trying 

to devise the most productive, 

economical product memory tool 

we can put together,” Bruce Wat- 

son, manager of stockholder re- 

lations for General Foods, told 

the American Marketing Associa- 

tion here last week. 

Specific efforts to increase stock- 
holder awareness of and famil- 

iarity with the scores of General 

Foods brands,*and to encourage 

purchase, use and recommenda- 

tion of these brands, follows a 

study among the corporation’s wo- 

men stockholders (who number 

about three-fifths of the 68,000 

GF stockholders). 

a The report showed that, on the 

average, GF femaie shareholders 

could name only three GF prod- 

ucts, that only one in five women 

could name five GF products, and 

that the “champion” stockholder 

could name only 13. One out of 

every 12 women _§ stockholders 

couldn’t recall a single GF brand 

name! 

“Continuous repetition of mass 

photographic displays of our prod- 
| ucts” in regular mailings to stock- 

| holders, which include personal 

letters, seven issues each year of 

a special stockholder newspaper, 

etc., are “a fundamental part of 

our program to encourage both 

|the sales and the consumer im- 

812 W. VAN BUREN STREET 

HA ymarket 1-1000 © Chicago 7, Illinois 

pulses of our owners,” Mr. Watson 
explained. 
“Nevertheless, this shotgun tech- 

nique will never provide the com- 

plete answer. The list of prod- 

ucts is too long... The only way 

to overcome this hurdle of the 

unfamiliarity of our stockholders 
with our products is to develop 
publication feature treatment of 

each product, one at a time. We 
have proceeded on this theory by 

spotting product features regularly 

in ‘Stockholder News’ and in an- 

nual reports. 

a “This year we took another 

stride in this direction. We built 
into some of our editorial product 

features a provision for bargain 

mail order offers of some of our 

specialties, available exclusively 

to our stockholders. Results have 
been so encouraging that we plan 

to use it more extensively in the 

future. 
“Occasionally, we use our spe- 

cial homemaker news section of 
‘Stockholder News’ to encourage 
distribution among our § stock- 

holders of recipe booklets featur- 
ing our products. About 36,000 of 

these utility books were sent out 

last spring as a result of a single 
offer.” 

The most rewarding offer of 

all to stockholders, Mr. Watson 

said, is the annual Christmas gift 

box offer, made to both stock- 

holders and employes. The boxes 

have been offered annually since 

1934, except during the war years. 

In 1948 the announcement, made 

in August, offered a box of 29 of 

GF’s best known grocery products 

plus a set of six individual service 

wooden salad bowls—a _ $10.45 

value—delivered anywhere in the 

U. S. for $5.95. Sales ran to 30,000 

boxes. 

w At the same session on “mar- 

keting innovations,” the group was 

shown the Cluett, Peabody color 

sound movie, “Enterprise,” the 

intriguing story of how two re- 

turned G.I.s in Buchanan, Ga., a 

town of 500, induced townspeople 

to underwrite the building of a 

modern factory—the town’s first 

—to keep the town alive. The fac- 
tory was rented to Cluett, Pea- 

body, which now employs some 

200 people there, and 125 prints 
of the film, which features the 

story of the town and its people, 
are now being circulated by the 

company in an attempt to demon- 

strate how the American system 

works. 

Graham Aldrich, marketing 

specialist, Air Transport Associa- 

tion, told the group how his studies 

have led to the conclusion that 

certain basic economic factors in 

metropolitan areas influence the 
potential air traffic volume for 

those areas. He asserted that 

“marketing centers,” which have 

a high volume of trade and retail 

activity, and “institutional” cen- 

ters, including such centers as 

those with heavy governmental, 

tourist or other similar activity, 

are historically better originators 

of air travel than are “industrial” 

centers, where life centers prima- 

rily around industrial employment. 

a E. P. H. James, vice-president, 

Mutual Broadcasting System, re- 

viewed the television picture for 

the marketing men, asserting that 

the new medium should not ad- 

versely affect other media “if they 

are smart,” and that as for radio, 

this medium will eventually 
“grow into” TV. 

By the end of 1952, he said, 
there are likely to be 15,000,000 

TV sets in operation, but they will 

not be uniformly distributed 

through the population either on 

a geographic or an economic basis. 

As a result, national advertisers 

who require reasonably uniform 

national coverage will not be able 

to use TV alone, but will of nec- 

essity have to supplement it with 

other media, perhaps particularly 
radio. Network operation covering 

major sections of the country is 
still far in the future, he said, 

since AT&T plans for extending 

both coaxial cable and microwave 

relay service contemplate exten- 

sion of lines in existing localities 

for the next two years, rather 

than development of new territor- 
ies. 

‘s Despite the fact that the entire 
marketing structure is based on 

“giving customers what they want 

when and where they want it, and 

at a price they are willing to pay,” 

this is the area in which many 

organizations fall down badly, 

Vernon H. Jones, manager of store 

planning and merchandising lab- 

oratories, Goodyear Tire & Rubber 
Co., told the group. 

“Retailers need and want help 
from manufacturers,” Mr. Jones 

said, “but few manufacturers 

understand enough about retailing 

to furnish the right kind of help. 

There is a real need for completely 
coordinated market research ef- 

fort along the line of studying 

the coordinated effect on sales of 

store layout, fixtures, organization 

and arrangement of stocks, adver- 

tising, window display, etc.” 

Mr. Jones said that Goodyear 

opened its own “visual merchan- 
dising laboratories” in October, 
1945, housed in 20,000’ of floor 
space, and with a staff of 40, 

mostly recruited from retailing. 

Since then, 1,700 tire dealers have 

accepted the laboratory’s plans 
and carried out its recommenda- 

tions for remodeling and reorgan- 

izing store layout and merchandis- 

ing. The company makes no 

charge for its services, the dealer 

paying only for labor and mater- 

ials, and follows through on each 

job to supervise fixture installa- 
tion, arrangement of merchandise 

and pricing, etc. 

se The annual winter conference of 

the association, held Monday, 

Tuesday and Wednesday of last 

week, was heavily weighted with 

academic and teaching sessions, as 

well as with sessions devoted to 

various phases of marketing 

principles in action. 
Teaching sessions included sep- 

arate discussions of teaching sales 

management, advertising, market- 

ing, retailing and marketing re- 

search, while other sessions dis- 

cussed sampling, marketing costs, 

radio research, foreign markets, 

marketing theory and commodity 

marketing. 

The discussion at the sampling 
session made it clear that advo- 

cates of probability sampling 
would continue to press the ad- 
vantage they gained in the elec- 

tion polling as against the more 

commonly used (and less expen- 
sive) quota sampling, but also 
made it clear that quota sampling 

would still continue to serve a 

wide variety of uses. 

a A session on the delivered price 
problem reviewed the situation in 
the light of recent Supreme Court 

decisions and indicated the im- 

portance of clarification, prefer- 

ably by legislation, of these deci- 

sions, and the fear that marketing 

as well as manufacturing pro- 
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cedures might be badly upset / 
delivered prices are in fact ou - 

lawed. 

At a session on radio researc \, 

Dr. Hans Zeisel of McCann-Eric! - 

son declared that Broadcast Mea - 

urement Bureau figures are nt 

meaningful unless related to oth: r 

radio research, and that they 

might in many cases be “outrig)t 
misleading” to buyers of rado 
time. Pointing out that BM8 

measures only total audience fur 

any station, and gives no proper 

weight to volume or percentage of 

listening given that particular sti.- 
tien. he said that the BMB figuris 

must be supplemented with fig- 

ures on station share of audience 

to provide meaningful figures on 
either coverage or cost. 

His department is now experi- 

menting with the development of 

a “translation chart” which takes 

total audience and average share 

of audience into account, he re- 

ported. 

= Hugh M. Beville, National 

Broadcasting Co., reported on the 

recent survey made by NBC and 

its Washington station, WRC, in 

an attempt to measure radio lis- 

tening on an individual, rather 

than a family basis. 
Using the diary method and an 

adaptation of probability sampling, § »™ 

the station asked 845 people in Be 
Washington and its environs to 

keep a record of their own indi- 

vidual radio listening, without 

reference to whether they listened 
in their homes, to their auto- 

mobile or portable radios, in 
friends’ homes, in public places, 
or wherever. 

While the study was experi- 
mental, Mr. Beville said, it is im- 

portant because, with 77,000,000 

radios and less than half that 

number of radio homes, radio lis- 

tening has largely changed from 

a family affair to a personal af- 

fair. 

Buys ‘Frozen Food Industry’ 
Quick Frozen Foods, New York, 

has purchased Frozen Food Indus- 
try from Food Publications, Inc. 
It was the second acquisition in 
1948 for the food publication, 
which bought Food Freezing. in 
February. Quick Frozen Foods is 
in its eleventh year, and is pub- 
lished by E. W. Williams. 

WHY OVERLOOK 
10 BILLION $$$ 
WORTH « SALES! 
Wake up! 15 million American Negroes 
buy food, drinks, drugs, cosmetics, 
other products. They have 10 billion 
dollars to spend! Tell them what you 
have to sell. The best way is through 
Race publications, the Negroes’ own 
newspapers and magazines. Through 
them you make friends with the mos! 
loyal customers in the world. Tremen- 
dous profits are made through adver- mess 
tising to this great and growing mar eg 
ket. For full details write Interstat: 
United Newspapers, Inc., 545 Fiftl 
Ave., N. Y., serving America’s leadin; 
advertisers for over a decade. 

NOTE: We now have facts compiled by t ¢ 
® Research Co. of America on bra: 

preferences of Negroes from coast to coa, 
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Might rarer user 
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BROTHERHOOD--Lee H. Bristol (left), ex- 
exutive vice-president of Bristol-Myers Co. 
and director of the Advertising Council's 
United America, adds another duty as 
chairman of the advertising committee for 
Brotherhood Week, sponsored by the Na- 
tional Conference of Christians and Jews. 
He is shown here with Nelson A. Rocke- 
feller, general chairman of Brotherhood 

Week, Feb. 20-27. 

Just save 6 towel panels from the bex of 
Mrs. Filbert’s delicious Margarine “in the Bag”! 
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National [rom CONGTESSMEN 
di on the rd . 
TBC and 

. '(8Si.8 trom Congresamen won't provide health serv- is directed and advised by outstamling experts in the 
WRC, in joes for a sick child, Kisees from Congressmen won't child welfare movement 

: : «! wp a baby health ctinkc or get a child a hot echool-lunch. Chairman of the APC is George J. Hecht, Publisher 
adio lis- Bet up Ul now, though there are Washington jobhyists of Parents’ Magazine; Vice Chairmen are: Dr. Weary 

th working in the intercets of farmers and veterans and Noble MacCracken—Former President, Vassar College: 
’ ra er colton manufacturers and bottle cap makers. there has General Secretary. National Céaference of Christians 

been nO coordinated group working full time to get and Jews, Mra. Dorothy Canfield Fisher—-Noveliet (as 
ch Gren what gee Age oe ue f aor ieee! ee ee | me emery ah wna Dis- 

to ch t Pour Motion Picture ier, an r see 
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ampling hey weed schowls. Millloms more need dentists and doc- De you agree that life, liberty, and the pursuit of hap 
— ‘ors aod psychologwta to give them a fighting chance of ploess aren't “For Adults Only"? De you feel keenly 

eople in prwing up well uf mind and body that what happens to the world tomorrow depends on 

. ‘he American Parents Cammittee was organized to what happeus to kids today? If you do, won't you send 
irons to sork for 4 better deal for children trom Uncle Sam. lt us @ Contribution to help support our work? Should you 

. . works through both national and tacal groups, wherever wish to organize a local chapter of the APC we shall 
wn indi- there are children who need 4 champion. The Committee gladly send you detailed information 9s to how to proceed. 

without Specs contrimted by Parents Mogssme 

listened . 

at auto- American Parents & AMERICAN PARENTS COMMITTER, INC. 
dios, in 1. $3 Venderkilr Avense, 
» places e : New York 37, N. ¥. 
, p J iil 1 CE believe in the of the American Parents Com 

ml j and om $ te aid in ite work. 

: : 9 ° I should tke ixformation an how to form @ local 
experi- the American Parents Committee. fis 
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it is im 32 VANDERBILT AVENUE, NEW YORK 17, NEW YORK ; 
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adio lis- JOR A BETTER DEAL—Parents’ Magazine donated space in its January issue for 
ed from page, which was written without charge by Arthur Fatt, of Grey Advertising 
onal af- Bercy, for American Parents Committee, Inc., of which George J. Hecht, publisher 

of Parents’, is chairman. 
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WELCOME—ABC greets General Electric Co. executives following a closed 
tuit broadcast to affiliated stations outlining promotion plans for G-E’s “House 
pty,’ which moves to the American net from CBS on Jan. 3. Left to right: A. M 
eeney, general sales manager of G-E’s appliance and merchandise department; 
bert E. Kintner, executive vice-president, ABC; George Park, advertising manager 

for the client, and Fred Thrower, vice-president of the network. 

‘AMAKER WINS—John R. Wanamaker (second from left), vice-president of 
*namaker’s, Philadelphia, receives a gold medal from the Philadelphia Art 
tcters’ Club for the store’s “outstanding message, artistically expressed” in its 
ristmas window displays. Left to right are: Frederick Clark, art director, Gray 
Rogers; Mr. Wanamaker; Ferdinand Obeck, president of the club; Frank Kilker, 

“iate art director, The Saturday Evening Post, and Carl Eichman, General 
Outdoor Advertising Co. 

—— 

MRS. FILBERT’S MARGARINE 
Lnhomytiledastentadenheantiodek ke 

AATENCE (OOS CO 2008 Wee “ab fowet, Chrmstnnd, Chee Tekephene Phempee 6150 

GIFT TOWELS—J. H. Filbert, Inc., Balti- 

more, used this copy in Cleveland dailies 
linking its margarine with a new pre- 
mium. Six towel panels from the marga- 
rine boxes will bring the housewife a 
free Cannon towel. Sullivan, Stauffer, 

Colwell & Bayles, New York, is the 

agency. 

25th CAKE—Albert J. Thille (right), re- 
elected to his eighth consecutive term as 
president of Calavo Growers in Califor- 
nia, Los Angeles, shares some cake with 
George B. Hodgkin, manager of the 
association since its founding in 1923, to 

celebrate Calavo’s 25th year. 

OLD-NEW—Purity Cheese Co., Mayville, 
Wis., has simplified and modernized the 

new label for its Mel-o-pure cheese. 
Keck-Franke Advertising Agency, Ocono- 

mowoc, Wis., is Purity’s agency. 

CALL FOR PHILIP MORRIS—At a reception in Washington, D. C., before the NBC 
broadcast of the 1948 grand finals of Horace Heidt’s show, sponsored by Philip 
Morris, advertising executives met for a discussion of the program. Left to right: 
Pat Gorman, advertising manager; Alfred E. Lyon; O. Parker McComas, executive 
vice-president, Philip Morris, and Chuck Tyler of the Biow Co., which handles the 

, account. 

NEW BUILDING FOR JENKINS—More than 300 manufacturers, dealers and members 

of the press gathered at the open house held by Jenkins Publications, Inc., Los 
Angeles, to celebrate the formal opening of its new building. Housed in the modern 
building are Gas, Butane-Propane News and Western Metals. The building contains 

6,500 square feet of floor space and has a model kitchen for use of employes. 

AT SCHENLEY PARTY—Pausing for a moment during the festivities at Schenley 
Industries’ annual Christmas party in New York are (left to right): David N. Laux, 
executive vice-president, Sports Afield; J. A. Gollin, president, Straight Whiskey 
Distilling Co. of America, Schenley subsidiary, and Clarence Goshorn, president 

of Benton & Bowles. 
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“We're backing A SURE THING with *210,000,000- 

the FUTURE of the United States of America” 
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Agate JOWES & LAUGHLIN STEEL CORPORATION ~ 
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PROGRESS REPORT—Jones & Laughlin Steel Co., Pittsburgh, reports on its 
$210,000,000 improvement program, in progress since 1945, as a demonstration of 
what an American company can do under a free economy. The ad appeared in 
15 metropolitan newspapers and in all papers in plant towns the last week of 
December, and will appear later in color in J&Ll’s regular magazine schedule. 
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B City by City, 
Stores Report 
Alltime Records 

{Continued from Page 1) 
in Chattanooga and for some stores 
din other cities, but for the nation’s 
biggest shopping centers it turned 
out that way—and thus bailed out 
big and small storekeepers alike 
from buying doldrums that had 
lasted from early November 
through late December. : 

a Two extra shopping days the 
final holiday week greatly helped. 
Christmas came on Thursday a 
year ago but gifts were still being 
snapped up Friday the 24th in the 
year just ended. This meant that 
in some cities the gains over the 
corresponding 1947 week went up 
50% and 75%. 

Then on the 26th the stores went 
into action, following up their sud- 
den Christmas victory with the 
biggest schedule of the year-end 
price-cutting clearance advertising 

You'll have 
smooth sailing 
when Philipp — 

handles your | 
display problems 

1422 W. 4th ST., MILWAUKEE 12, WIS. 
PHONE + MARQUETTE 8-2446 

* 

ever attempted. In some cities this 
was perhaps no more than the us- 
ual onslaught of January white 
sales but in most, the AA survey 
shows, the stores were pressing 
with sales of “floor sample” appli- 
ances which had not moved much 
anyway, With attempts to get rid 
of dangerous overstocks and the 
like. 

The reports show, in fact, that 
many a furrier, jeweler and some 
appliance and other stores jumped 
the gun on these price cuts as far 
back as mid-December. 

@ Retailers disagree -about the 
prospects for 1949. Many suspect 
sales are going to be lower than in 

1948. Some think sales will con- 
tinue just as strong. 

In Washington, government ex- 
perts are confident that the sales 
will lead to sound business condi- 
tions during 1949. And Charles 
Isaacs, director of domestic dis- 
tribution for the U. S. Chamber of 
Commerce, believes retail volume 
will equal that of 1948. 

Mr. Isaacs told AA that the 
next 60 days will probably see 
considerable activity as stores ad- 

just inventories and price lines. 
To maintain dollar volume this 

year, he says greater promotional 
effort is necessary—a point on 

» | which most retailers told AA they 
heartily agree. 

For 1948, Mr. Isaacs estimates 
final retail sales figures equaled 
those of 1947 or were 1 to 2% 
higher, with some lines making 
considerably better showings than 
others. Earlier gains of the year 
were wiped out in October, Nov- 
ember and early December, but the 
year’s total was restored in the 
final ten days to two weeks before 
Christmas, he thinks. 

s What the reports were, city by 
city, is presented below, with 
the cities listed alphabetically. 
Stores were queried generally as 
to the amount of their final Christ- 
mas-week sales, their year-end 
selling, and what they expect in 
coming months. Newspapers, as- 
sociations of commerce and re- 
tailers, and others were checked 

|} in the round-up. 

Atlantic City 
Department stores and smaller 

}| retail outlets in Atlantic City re- 
ported business generally “a trifle 
off” from last year’s. records. 

They found shoppers much more 

quality. 
The list of post-Christmas sales 

was heavy, even for Atlantic City, 
. where someone is losing a lease 

or celebrating a fire daily. 

= 

That’s all. And it’s 

the big circulation 
your best buy! 

“RESPONSE WAS 
Positively THE BEST” 

This publisher wanted a rep, so he ran classified 
ads in various publications. In commenting on © 
the results, he said, “The response from 
ADVERTISING AGE was positively the best.” 

With the fastest printing schedule in the field, 
‘* ADVERTISING AGE’s news content commands { 
immediate, intensive readership. .. . ADVER- 
TISING AGE’s classified columns— “The Ad- 
vertising Market Place” — are read first. Result 
— your ad gets results! Try it and see, whether 
you want a job, want a man, or want to sell 
either equipment or services. The low rate for 

natural: 

where it counts, makes it 

“particular,” both as to price and| 

M. E, Biatt Co., the city’s major 
department store, urged buyers to 
“save up to 50% and more” in its 
after-Christmas clearance. Wo- 
men’s apparel—dresses, sports- 
wear, fur-trimmed coats—were 
advertised at half price. Gold- 
Alexander Furs took a seven-col- 
umn full-length ad, using the 
pseudo-news style, in the Atlantic 
City Press Dec. 26 to announce 
that its entire stock would be 
placed on sale “at price cuts av- 
eraging 50 cents on the dollar.” 
Women’s wear and shoes went on 
sale at reduced prices throughout 
the city due to “changes of policy” 
or “pre-inventory sales.” 
Department store executives 

predict that business will remain 
good throughout the coming year, 
but agreed unanimously that “The 
party ig over.” More emphasis on 
salesmanship will be required, in 
the opinion of virtually all. 

Birmingham 

The full Christmas week more 
than made up for early-Christmas 
shopping slowness in Birmingham, 
leading merchants agreed, but bus- 
iness was somewhat slower than 
anticipated, nevertheless. Slight 
gains over last year, possibly less 
than 10%, generally prevailed; but 
store-to-store variance in differ- 
ent departments made the post- 
Christmas week good hunting for 
buyers willing to look. 
Smaller stores reported increased 

sales of men’s furnishings and gift 
items for the ladies. Larger de- 
partment stores found both trends 
reversed, one store reporting in- 
creases of 25-35% in men’s apparel. 
Appliances were generally slightly 
off last year’s figures, and this 
year’s estimates. 

Clothing buys beginning the 27th 
included $2.59 to $3.98 men’s 
shirts, “thousands” of them, for 
$1.39. Reductions up to one-half 
in women’s clothing prices were 
common. Limited offers such as 
“1 Bendix 14-tube AM-FM radio 
and automatic record player com- 
bination, was $432.50... . $259.00,” 

appeared but there seemed to be 
no sweeping cuts in appliances, 
and no marked changes in trade- 
in policies. 

Confidence in continued high 
business levels for 1949 was gen- 
erally expressed, with substantial 
price decreases forecast in many 
lines. 

Boston 

A last-minute shopping rush 
sent the dollar volume of depart- 
ment stores 9.4% above the 
Thanksgiving-to-Christmas _ sales 
period of 1947, the Federal Re- 
serve Bank here has disclosed. 
Deduction of the last two shopping 

‘|days gave department stores a 
8.4% increase over last year. On 
Dec. 20 and 21 the aggregate sales 

were 10.5% above the comparable 

| days last year. On Dec. 22 pur- 
chases were 12.3% above last 
year’s date. 

Each Sunday newspaper carried 
from 20 to 30 pages of special 
sales. Women’s fur coats predom- 
inated with markdowns ranging to 
50% and more. One store adver- 
tised $350,000 worth. 

Most merchants had predicted 
that the Christmas volume would 
be below last year and several 
sales were held just before Christ- 
mas. Department store executives 
were mildly optimistic for the 
1949 season. A few predict lower 
prices during winter but feel that 
a fourth round of increases for la- 
bor would send prices back to pres- 
ent levels. Predictions were ad- 
vanced warily with mention that 
national and international influ- 
ences could alter any trend almost 
overnight. Even those who had in- 
creased their dollar volume over 
1947 spoke more of unfavorable 
factors than of the favorable. 

Buffalo 
Christmas business in Buffalo 

stores ran from 5 to 6% ahead of 
the corresponding period a year 
ago after a slow start. Sales picked 
up sharply during the final three 
weeks of the season with high 
incomes of industrial workers 
given as the principal reason for 
the gain over 1947. 

Store executives described the 
showing as “very satisfactory.” 
It was a price-conscious Christmas 
shopping crowd in stores this year 
and executives reported that pur- 
chases were concentrated in much 

lower price lines than a year ago. 
Unit sales were higher than in 
1947, but the dollar value of the 
average sale was lower. 

Immediately after Christmas, 
stores broke out with a flood of 
clearance sales, featuring price re- 
ductions of one-quarter, one-third 
and one-half. Large-scale January 
white sales on linens and domestics 
were launched Dec. 27. 

Most of the large stores em- 
ployed full-page after-Christmas 
clearance ads which offered sub- 
stantial savings on merchandise in 
every department of the store. The 

fur advertising was among the 
heaviest with very sharp cuts made 
in fur prices. , 

w One store offered a $30,000 cor- 
set stock at savings of more than 
one-half. Another offered reduc- 
tions up to 50% on its stock of 
furs, advertising many at “less than 
wholesale cost.” Toiletries items 
were cut 50% and more by several 
stores. Another outlet offered 20,- 
000 records at 19¢ each. 

Several stores defied tradition 
this year and broke clearance 
sales before Christmas to boost 
business, but the majority of stores 
held the price line on most mer- 
chandise until after the holiday. 

Retailers generally express mod- 
est optimism over prospects for 
1949. They expect to do as well as 
in 1948 but admit that it will take 
more intensive selling and plenty 
of promotions with an attractive 

price angle. 
Customers are becoming more se- 

lective every day and are shopping 
for bargains as in prewar years. 
They want quality at a price and 
this will be the main objective of 
merchandisers in the new year. 

Chattanooga F 
Price reductions that came with 

the impact of an atomic bomb 
gave Chattanoogans the oppor- 

over” Christmas merchandise at 
discounts that ranged from 15% 
to 75%. Local merchants admitted 
that they had “overbought and 

overestimated buying trends. ..We 

were as wrong as the presidential 
polls!” 

Over-all Christmas volume was 
estimated by various merchants as 
25% to 40% less than in 1947, and 
in the men’s clothing and women’s 
furs departments, some stores 

were shocked with sales that were 

50% to 70% off 1947 volume. 
Realization of the volume de- 

cline, in no uncertain manner, 
came ten days before Christmas 
when almost all local stores ad- 
vertised “before i as sales,” 
something that according to local 

newspaper executives “has never 

been done before in Chattanooga.” 
While grocery stores sold addi- 

tional thousands of dollars’ volume 

tunity to buy large stocks of “left-|{ 
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for holiday entertaining, retail 
store heads, resigned to the largest 
sales lo:ses they have experienced 
since the depression, remarked: 
“This must be an eating Christ- 
mas!” Only 5-and-10 and lower- 

price variety stores came any- 
where near 1947 sales records; 
about the only happy persons in 
the retail business were clerks who 
could rest for two days instead of 

waiting for customers that never 
came. 

@ Shocked over the failure of 
their expensive advertising pro- 
grams (which included radio, 
newspapers and direct mail) to 
lure shoppers into their stores for 
what was frequently cheap mer- ‘y 
chandise at inflated prices, mer- 
chants were hesitant to discuss 
1949 merchandising plans. 

“We were just knocked cold by 
the unusual decrease in sales,” ; 
stated the head of a large depart- 
ment store. “We don’t know for 
sure what happened, as with the 
presidential polls, but whatever 
it was it has left us with merchan- 
dise that must be moved quickly 
regardless of our loses.” 

The advertising manager of one 
department store commented: 
“There will be no idle hours for 
advertising departments...It will 
be up to us to figure out ‘leads’ 
that will prove tempting lures to 
newspaper readers. We simply 
have to move the remains of the 
greatest failure in Christmas mer- 
chandising experienced by stores 
everywhere in’ years.” 

Chicago 
Despite losing ground in Novem- 

ber and getting off to a slow start 
on Christmas trade, Chicago’s re- 
tail stores drew practically even 
with the previous year’s holiday 
buying volume and set some in- 
dividual records doing it. 

Christmas trade for 1948, accord- 
ing to estimates of the Chicago As- 
sociation of Commerce, amounted 
to $219,000,000, compared with 
$225,000,000 in 1947 and $111,000- 
000 in ’39. Department stores figure 
heavily in the estimates, of course, 
but the ’48 total does not include 
the Boston .Store, State St. insti- 

EVERYBODY GETS THIRSTY! 
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That's what keeps this billion 
dollar industry flourishing in good 
times or bad! To sell the soft 
drink bottlers of America, use 
National Bottlers’ Gazette. It’s 
been the industry’s number one 
salesman since 1882 . . . first in 
A.B.C. paid circulation, first in 
advertising volume, first in edi- 
torial coverage. Keller Publishing 
Company, 80 Broad Street, New 
York 4, N. Y. Detroit: Penobscot 
Building. Pacific Coast: 714 West 
Olympic Blvd., Los Angeles. 
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tution which sold out its stock and 
closed its doors during the past 
year. 

Chicago’s total retail. sales for 
*48 are estimated by the association 
to be $4.2 billion, a healthy gain 
over the ’47 volume of $3.8 billion, 
and $1.5 billion in prewar ‘39. 
Retail stores in the loop area sold 
more than $1 billion worth of 

the first time in history they have 

passed that mark. These stores are 

the city’s total retail trade. 

@ Marshall Field & Co., super- 
cautious in releasing any sales 
figures, deliberately injected a 
note of cheer into the pre-Christ- 

_ mas trade by announcing that its 
Dec. 11 sales were the greatest for 

any day in its 96-year history, and 
that its Chicago and suburban re- 
tail store volume for the year io 
date was substantially greater than 

/ in any previous year. Field’s made 
the announcement at the time be- 
cause it felt too many trade prog- 
nosticators were making the wrong 

projections with November’s be- 
low-1947 trend. As for the 1949 
outlook, Field’s is going silently 
about its merchandising business 
without comment on prospects and 
prices. 
A second Chicago department 

store, Carson, Pirie, Scott & Co., 
likewise reported a peak sales day, 
Dec. 20, following its largest No- 
vember volume in history. Car- 
son’s expects sales for the fiscal 
year ending Jan. 31 to exceed last 
year’s volume. The store’s Decem- 
ber volume was about equal to that 
for ’47. Its sales last Monday were 
ahead of those for the post-Christ- 
mas Monday of a year ago. 

@ Carson’s believes 1949 volume 
will be reasonably steady, but cau- 
tion will be a buying by-word., 
Like other retailers, it is able to 
operate without making commit- 

- ments as far ahead as was neces- 
‘ sary in the first postwar months. 
Its actual inventory is about the 
same as at the end of 1947, but 
its commitments are fewer. The 
picture is still spotty, of course, 
but deliveries of goods are quicker 
and the delays are less frequent. 

Chicago’s Sunday, Dec. 26, news- 
papers broke out with a rash of 
after-Christmas sale and clearance 
copy. Retail advertising in the 
Tribune ran 42,735 lines ahead of 
the volume for the post-Christmas 
Sunday issue of 1947. The Herald- 
American reported a 42.9% gain 
in retail linage over a year ago. 
The Sun-Times’ retail total, 20,- 
875 lines, was up 5.5%. 

The Fair Store advertised a pre- 
inventory clearance sale with sav- 
ings of 20 to 40% “and more” on 
furniture and bedding, 10% and 
more on major appliances. Peter- 
sen Furniture Co. told prospects 
that $221,414 in furniture, rugs and 
appliances must go for $110,707. 
Goldblatt’s offered savings of 30 
to 70% on home furnishings, and 
got off to an early start with an- 
other page promoting its January 
white goods sale. Other retailers 
offered markdowns on wearing ap- 
parel, radio-phonographs and tele- 

. vision sets (some floor samples, 
‘some “in original cartons,” at sav- 
‘ings of 50% and more), furniture 
floor samples, etc. Rothschild’s 
took space for its “first season- 
end sale since before the war.” 

a Lytton’s demonstrated the power 
of a price appeal with page copy in 
the Sunday Herald-American, 
Sun-Times and Tribune, announc- 
ing a “special purchase” sale of 
10,000 men’s worsted suits at $33. 
The suits sold so fast that the 
company, which operates five 
stores in its Chicago group, tried 
unsuccessfully to get the same ad 
out of Monday evening’s News. It 
did cancel follow-up copy in the 
dailies later in the week. 

_ The suits constituted “a nation- 
ally advertised manufacturer's 

merchandise last year, it believes, 

estimated to handle about 26% of} 
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offered $50,000 worth of sportswear for 
$20,000. Lytton’s, Chicago, scored such a hit with its 10,000 $33 men’s suits 
it canceled follow-up copy. 

over-production” of fall merchan- 
dise. “There’s more of it around, 
but we don’t like the looks of it,” 
Willard W. Cole, executive vice- 
president and general manager, 
told Apvertisinc Ace. Lytton’s, | 
however, scheduled another ad | 
yesterday (Jan. 2), offering a 
limited number of suits and listing 
actual sizes to avoid disappoint- 
ing customers. 

While this sale represented a 
“temporary opportunity,” the com- 
pany sees a firm market ahead, 
with the sales outlook for spring 
comparable to last fall. 

Cincinnati 
Although Christmas sales lagged 

in the department stores in Cincin- 
nati at the beginning of the season, 
they ended up with a rush, and the 
last week put the sales about 1% 
to 2% over 1947, according to 
latest sales reports. 

This has made the officials of 
the department stores happy, for 
in spite of having J. C. Penney Co. 
in Cincinnati, which opened 
last summer and cut into the price 
houses, they all did a good busi- 
ness. There was also the factor of 
Bond’s, which now sells ladies’, 
misses’ and children’s apparel in 
addition to men’s wear. 

Furniture and electrical appli- 
ances did not do well and were 
down about 10% from last year. 
Surprisingly, sales of AM radio sets 
were strong. Dealers had been 
afraid that prospects would buy 
or wait to buy television sets and 
pass up AM. However, all report 
good AM sales. 

Jewelry dealers until the week 
before Christmas were complaining 
bitterly, but the last week started 
the — of jewelry items and 
they closed close to even with 
1947. 

es Large business was reported by 
the “quality” firms, such as Pogue’s 

Department stores were not 
promising any unusual after- 
Christmas sales, but were simply 
going into the sales they have been 
having for many years to dispose 
of old stock. - 

All stores report that in 1949 
their buyers will not buy heavily, 
but will purchase conservatively 
to avoid danger of having to sell 
at large markdowns in case prices 
drop. All stores expect 1949 sales 
to hold up, however, and feel that 
January, 1949, will exceed Janu- 
ary, 1948. 

The Cincinnati Enquirer, the 
only morning and Sunday paper 
in this city, had only a total of 124 
pages on Dec. 26, which is about 40 
pages below issues of the past six 
weeks. 

Columbus, O. 

Columbus retail merchants re- 
ported a business slump during the 
first three weeks of December but 
a boom during Christmas week. 
Most stores took in more dollars 
than a year ago and wuit sales 
were “much higher” than in 1947, 
indicating that prices on most ar- 
ticles were below last year’s. 
Columbus stores are starting the 

annual January clearance, remnant 
and odd-lot sales. 

“Prices on most articles will de- 
cline gradually next year,” a de- 
partment store executive said. 
“Shoppers are cautious. Retailers 
will put the pressure on manufac- 
turers for price reductions.” 

Merchants expect more frequent 
sales in 1949 and quicker delivery 
on goods ordered from manufac- 
turers... or better short-term buy- ° 

ing. 

Dallas 

Four Dallas department stores, 
queried by AA on their Christmas 
business, varied in their replies— 
“Slightly behind last year, pos- 
sibly 5%”; “Ten per cent ahead for 
December”; “Will show an in- 
crease” and “About the same, bet- 
ter towards the last.” 

Post-Christmas clearance sales 

brought markdowns of one-third, 

to one-half off, although a few 
stores in a better inventory posi- 
tion made no immediate bargain 
offers. There was little evidence 
last week of panicky unloading or 
dumping. 
Comments about coming busi- 

ness included: “I’m optimistic; 
prices are headed down”; “It’s 
leveled off; prices are seeking 
lower levels”; “Looks good, prices 
are dropping and expect gain 
‘early part of next year,” and “Will 
be very competitive, prices will 
be stable and customers will be 
very selective as to quality.” 

Denver 

Sales varied somewhat among 
Denver stores last month. One 
told AA sales were about the same 
as in December, 1947. Another said 
sales were up moderately and that 
“only highly promotional selling 
will move goods after Christmas.” 
Joslin’s reported sales up about 
5% over a year ago; hard selling 
price copy featured its pre-Christ- 
mas advertising. :, 

The Denver Post and Rocky 
Mountain News had great gains in 
retail display linage in December 
and also in national advertising 
linage. 

Des Moines 

The over-all Christmas business 
of Des: Moines stores ran ahead 
of 1947, with some stores running 
5% and others as high as 10% 
ahead. However, some merchants 
fell behind the previous year. 

N..H. Nielsen of the Des Moines 
Retail Merchants Bureau pointed 
out that total business was well 
ahead but that a larger number of 
smaller stores were in operation 
than a year ago. 

Furs, appliances including re- 
frigerators, furniture and men’s 
clothing were reported slow sell- 
ers this year here. Stores hand- 
ling standard Christmas mer- 
chandise as a result reported the 
heaviest volume of business. Some 

clothing stores even fell behind 
1947. 
Younker Brothers, largest de- 

partment store in Des Moines, re- 
ported Christmas business well 
over a year ago. Furniture and 
smaller department stores. came 
out with price-slashing sales im- 
mediately after the Christmas 
holidays. 

Mr. Nielsen reported most of 
the Des Moines merchants do not 
expect any unusual slash in prices 
in 1949 with business to remain at 
approximately the same level. 

Detroit 
A last-minute buying sweep by 

Christmas shoppers lifted De- 
troit’s retail sales for December 
2% above the 1947 peak. That was 
the estimate of Secretary Charles 
E. Boyd of the Retail Merchants 
Association after a check of lead- 
ing department stores. 

Earlier in the month a slack- 
ening of sales had been noticed in 
many lines and merchants pre- 
dicted a slump would be shown 
in sales volume. 

In some lines, Mr. Boyd said, 
sales were 4 to 5% above those of 
1947, in some they maintained 
1948 levels and in others were 
below the previous year’s figures. 

“There is no sign of a letup in 
retail business from reports of the 
city’s leading stores,” he said. 

“There will be seasonal white 
goods sales, but none plan sensa- 
tional sales to move surplus mer- 
chandise.” Some sales will be 
pushed in slow lines such as furs 
and other luxury items to balance 
stocks for the start of the new 
year. 

There were price breaks in some 
items in Christmas week. One of 
the city’s largest department stores 
noted that there was a healthy 
leveling off in some prices. “That 
contributed to the enthusiasm of 
the last-minute buying,” it said. 

eA quick personal check on 
leaders in various fields disclosed 
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little apprehension about business, 
although all expressed the opinion 

that the first quarter of 1949 will 

in all probability fall below that 

of 1948. 
None saw a major break in 

prices, claiming that high pro- 

duction costs and smaller margins 
prevent any substantial drop in 

prices. One leader in the mercan- 
tile field said it would be Easter 

before a definite trend would be 
established. He added that he 
will buy cautiously until the first 

round between Congress and 
President Truman is over. 

The - Detroit market, however, 

is in an enviable position because 

of the strong position of the auto- 

motive industry. Although some 

easing off in sales has been re- 

ported from the top-priced auto- 
mobiles, most of the industry is 

geared for a record production in 
1949 with an industry-wide back- 

log of 7,000,000 orders. 

Harrisburg 
A substantial increase in 1948 

Christmas business, compared with 
last year, was reported by Harris- 
burg retailers today. 

Business increases of from 10 

to 20% were indicated by larger 
stores. Heaviest sales were in the 

soft goods lines, with the hard 
goods sluggish in spots. 

Fur coats seemed to be heavy 
on the market, with a number of 
stores offering markdowns im- 

mediately after Christmas. In the 

appliance field, several outlets 
advertised trade-in deals before 

publication 

completely covers 

the billion dollar 

candy market 

(CANDY JINDUSTRY 
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1st in Advertising Lineage** 
1st in Readership*** 
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***As proved by independent survey—copy 
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the holiday. | 
Department store executives are 

generally looking to 1949 as “a 

year in which we will have to play 
hard.” Mistakes in merchandising 
can no longer be written off as 
they have in the past several years, 

one executive declared. Men in the 

retail field sense a sharp price 
drop in the offing and they are go- 

ing to tread cautiously into the 

new year, it is indicated. 

Los Angeles 
Los Angeles Christmas buying 

seasonal pattern, peaking during 

the last two weeks. It differed 

from 1941 through 1947 when 
buying was early for shipment 

overseas and because of fear of 
shortages. 

Sales for four weeks ending 
Dec. 18 average 8% below 1947, 
but the rush of last week brought 

volume of some stores over last 

year with the over-all picture 
showing an estimated decline of 

from 1 to 3%. Several department 
stores experienced their greatest 
single days in history during 

Christmas week. 

ws Although advertising of year- 
end clearances was up approxi- 

mately 200 to 300% over last year, 
no significance is attached to that 

fact. It is termed merely a re- 
turn to “normal” clearing out of 

fashion and furniture for inven- 

tory purposes, which had been 

discontinued during the past 5 

years. The feeling is that people 
remembered these sales and 
waited for them. Thus ready-to- 

wear sales were extremely dull 

before Christmas. Last Monday, 

department stores were jammed 

with people. 
Prospects for 1949 are viewed 

as “touch and go.” It is believed 
here that volume can be main- 
ained by aggressive merchandising 

and the offering of sale merchan- 
dise obtained through opportunity 

purchases or manufacturers’ con- 

cessions. General softening of 
prices at manufacturing levels is 

expected in the belief they have 
been too firm. 

Louisville 
Christmas business was up 10 

to 12% over last year, a survey of 

top Louisville stores revealed. 

The Sunday, Dec. 26 issue of the 
Courier-Journal carried a rash 

of after-Christmas sales featuring 
30 NO LA SALLE STREET. CHICAGO 2, ILLINOIS 
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returned to a definite prewar. 

a whole look to the coming year 

with optimism. Prices are expected 

to decline only slightly, this being 

true particularly in the dry goods 
field. 
One store head summed it up 

this way: “We expect our volume 

to be up for the coming year but 
we will have to do a better selling 
job.” 

Milwaukee 
Retailers in Milwaukee gene- 

rally agreed last week that Christ- 
mas sales had been the largest in 

the city’s history. Because stocks 

were ample, shoppers apparently 

had not been averse to shopping 
late in the season. The final week 

before Christmas saw huge crowds 

of shoppers turning out, and it is 
not doubted that the Federal Re- 

serve report will show the week’s 

sales ta have set an all-time high. 
Nearly every display ad in the 

Milwaukee Journal and Sentinel 
Sunday, Dec. 26, proclaimed mark- 

downs and clearance sales. Em- 

phasis was on clearance and pre- 
inventory selling of soft goods. No 

bargains were offered on appli- 

ances or radios except where these 

were called floor samples. Furni- 

ture stores offered reductions of 
from 15 to 50%. 

Retailers generally expect com- 

ing business to be somewhat be- 
low 1948 levels. Consumer resis- 

tance is expected to rise. Stores 

are concerned about the virtual 
end of overtime pay in this manu- 

facturing center as wartime and 

postwar scarcities are finally be- 
ing erased. 

New Orleans 
Although the national economy 

has suffered a slight bump since 

September, New Orleans has felt 
repercussions less than most cities, 

according to Arthur S. Graham, 
business economist for the local 

Association of Commerce. 
“Last minute information in- 

dicates that local retail sales will 

set a new monthly record for De- 
cember, most of the sales coming 

at the last minute,” Mr. Graham 

pointed out. “Retail sales in dollar 

volume for the entire year may 

exceed 1947 by as much as 6%.” 

“November department store 
sales, despite widespread alarmist 

rumors, were only 1.2% below 
the figure of a year ago.” Mr. Gra- 

ham summed up the feeling that 

1949 “looks like a year of adjust- 

ment or re-adjustment, but cer- 
tainly not a ‘bad’ year.” 

“Retail: advertisements in local 
newspapers,” he said, “showed 

some signs of prewar clearance 

sales, particularly in teen-age 
wearing apparel and some wo- 

men’s apparel. Men’s clothing ap- 
parently held firm as the first 
cold weather of the winter made 

its appearance. Markdowns in 
youths’ and women’s clothes 

ranged from 10 to 50%, most 

falling into the one-third-off 
group. Furniture and appliances 
showed 25% reductions almost 

uniformly, with only a moderate 

showing of advertising.” 

, New York 
“Up to 50% off”... “sweeping 

reductions” ...“drastic sale”... 

“our first sale in six years” head- 
lined practically every ad in the 

Sunday editions of New York 

newspapers on Dec. 26. 
Swank Fifth Avenue shops and 

moderate-priced department 
stores, alike, are trying to unload 

furs, especially, with an average 

50% reduction. I. J. Fox, New 
York, headlined its spread in the 
Sunday News with “the fur mar- 
ket breaks, our greatest values 

since 1939.” 
I. Miller had its first shoe sale 

in six years. R. H. Macy & Co. had 
everything on sale from furniture 

to anti-freeze. Bond’s Fifth Avenue 

advertised “588 fur coats less than 
usual wholesale cost.” 

However, an executive at Saks 
Fifth Avenue told AA that after 
looking at the ads in the news- 

papers he didn’t think his store or 
the others had unusual post- 

Christmas sales. He said Saks’ 
post-Christmas markdowns were 

about the same as last year’s with 

the exception of men’s wear. The 
latter was reduced more because 

it’s now more plentiful. 

He said Saks’ Christmas bus- 
iness was about the same as last 
year but 1948 sales were below 

1947’s. The period between Nov. 
1 and Dec. 10 caused this slump in 
business, he said, but business 
picked up around Dec. 10. 

a William Myerson, advertising 
manager of Gimbel Brothers, New 

York, told AA that Gimbel’s 1948 
sales were over 1947 and said 

Gimbel markdowns were not un- 

usual this year. 

R. H. Macy & Co. would not re- 
veal the status of its Christmas 

sales, but a store executive said 

he believed, as a whole, the en- 

tire department store industry did 

‘about the same business from 

Thanksgiving to Christmas in 1948 
as last year and that probably 

would apply for the month of 
December. . 

Although these department 
store executives claimed their 

stores enjoyed good Christmas 

business, some New York stores 

broke precedent in luring cus- 

tomers before the holidays. 
In a desperate last minute ef- 

fort to increase business, the Tai- 
lored Woman, one of New York’s 
better Fifth Avenue women’s 
stores, gave each person entering 

the store a door ticket. The win- 

ning ticket holder was given a 

$975 mink cape. 

ws Saks Fifth Avenue and Bonwit- 
Teller remained open until 9 p.m. 
every evening a week prior to 

Christmas for the first time in 
their history and took large ads 
in New York newspapers adver- 

tising their longer hours. 

In a merchants’ forecast for 

1949 in the Dec. 27 issue of 
Women’s Wear Daily, the Fair- 

child publication said there ap- 
pears little likelihood that the 
percentage of advertising expenses 

‘to sales will be increased in 1949, 
even though costs of newspaper 

advertising and production costs 

probably will be higher next year. 

The paper said that department 

store executives indicated news- 

papers will receive the major por- 
tion of the advertising dollar spent 

in 1949 and the use of national 

magazines will be further cur- 

tailed in 1949 following its drastic 
cut last year. 

Omaha 
The Associated Retailers of © 

Omaha estimates that this year’s 

Christmas business passed the $8,- 
000,000 mark here. This would be 
almost 5% up from 1947, a record 
year. 

Almost all major stores an- 

nounced post-Christmas sales Sun- 
day. More are expected to follow 
after Jan. 3. The after-Christmas 

bout is more for women this year 

than usual. The inventory of men’s 

clothing isn’t as high as in 1947. 

Advertisements from several 
stores listed women’s coats, dresses, 

hats, furs, suits and sportswear at 

half price. Furniture discounts 
ranged from 15 to 50%. Many ma- 
jor appliance items such as ranges, 

refrigerators and radios in the 

high-priced class were cut as much 
as $100. 
Department store managers gen- 

erally expect good 1949 business. 
They believe men’s furnishings 
may be the exception. 

One school of thought expects a 
5% increase for these reasons: 
Continued high government spénd- 

ing and climbing of the inflation 
spiral, general prosperity in the 

area, shipments abroad, and con- 

tinued increase in population in 
Omaha. 

The other expects a 5% decrease 
for these reasons: Supply is catch- 

ing up with demand, money seems 

a little tighter, farm prices are 
lower. 

Philadelphia 
Department store sales for the 

Christmas season in Philadelphia 
are estimated to be between 3 and 
5% over last year’s. With several 
exceptions, large retailers in the 

central city area topped their 1947 
Christmas figures. 

The final week’s sales helped 
many stores top previous sales 
figures. A checkup of stores in- 
dicated that the final week’s sales 
ran about 25% over the same per- 
iod in 1947. 

The increase undoubtedly was 
due partly to the fact that the 
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aounted to 

dpping com- 
‘pared to thi. last year. This 
Sekai came as 4 “blessing because 

bailed out a rather poor early 

‘Secember showing. 

= Department stores also helped 

Christmas. However, one not- 

able fact is that the Quaker City 

sales increases for the Christmas 

season will probably will be in the 
nation’s top bracket. Until this 
year, Philadelphia ran low in per- 

centage increases. 
To help maintain these high fig- 

ures, every department store in 

the city launched into post-Christ- 
mas sales last weekend. Reduc- 

tions indicated in the Bulletin and 

Inquirer ran as high as 50% on 
many items. Furs apparently are 

receiving greatest price attention; 
fur departments were almost com- 
Jete failures for Christmas. 

Department stores also listed in 
detail everything from notions to 

floor coverings and furniture at 

from 25 to 50% below pre-Christ- 
mas listings. Ready-to-wear is also 

being cut to the bone, especially in 
the men’s departments. 

However, store officials are not 

unhappy about the 1949 outlook. 

They do expect to have to work 

harder to maintain sales gains, but 

for the most part they feel their 

stores will not show a drop in vol- 

ume for the year. 

St. Louis 
} 
' Despite the decline in depart- 
ment store sales in November, ex- 

tending through Dec. 17, St. Louis 

reports for the week before 
Christmas indicate an expected 
boost, when the actual figures are 

in, which will result in Christmas 

sales topping the all-time high re- 

cord of 1947 by about 6%. 
Fur reductions, indicative of 

slow buying due to mild weather 

here up until Christmas Eve, are 

conspicuous in after-Christmas 
advertisements. Other than this 

specific item, sales appear to be 
usual ones of broken lots and 

sizes, and odds and ends. 

Retailers, including the depart- 
ment stores, agree that 1949 pros- 

pects are good, provided indivi- 

dual promotional work is mapped 

out carefully. And it is agreed 

that consumers are once again 

more vaiue-conscious. 

118 south clinton street chicago 6, illinois 

San Francisco 

Christmas shoppers here main- 
tained the pace they set last year, 

according to local depertment store 

executives. 

Only one establishment Con- 

tacted by AA reported its Decem- 

ber sales “off” from 1947. This 
was City of Paris, and its slump 

of an estimated 1% can hardly be 

considered bad. City of Paris 

spokesmen reported that appli- 
ances and furniture were the slow 

movers that pulled down the 
store’s other departments. 

The Emporium reported the best 
Christmas business in the store’s 

history. It used a 1,276-line adver- 

tisement in Dec. 25 and 26 issues 
of newspapers to announce this 

news to the public. 
Another of the city’s largest 

stores reported to AA that its De- 
cember sales were 7% above last 
year’s. The store’s sales for Novem- 
ber showed an even greater in- 

crease over the same month last 
year, a spokesman announced. 

Macy’s of San Francisco re- 
ported its December sales as 
“slightly above last year’s.” The 

same spokesman admitted that the 

store’s volume was off in Novem- 
ber. 

All stores reported that this 
years shopping spree was slow 
in getting under way. Sales during 

the two weeks preceding Christmas 
more than made up the sagging 

volume reported during the first 
two weeks of December. 

Local newspapers are now 
bréaking out with the usual rash 
advertisements announcing post- 
Christmas and year-end clearance 
sales. Advertised mark-downs 
range from 10% to half price. 
However, no drastic or unusual 
sales have been announced by any 

store. Furniture, a slow-moving 
item all winter, is coming in for 

its share of prominence in the sale 
promotion. 

Retailers here are optimistic 
about business prospects for 1949. 
None foresees any immediate ser- 

ious slump in sale volume. They 
also fail to find any general lower- 

ing of prices looming on the hori- 

zon. 

Seattle 

December dollar volume ran 3 
to 5% ahead of last year as Christ- 
mas trade finished strong here. 

Post-Christmas sales advertising 
was about back to prewar scale. 
Primary emphasis was on fashion 
merchandise right after Christ- 
mas, with cuts ranging about one- 

third to one-half. Major depart- 

ment stores ran on to four pages 
each in Sunday newspapers. 

Furniture stores cut prices on 

samples, irregulars and discontin- 

ued broadloom rugs. MacDougalls, 

a unit of Mercantile Stores, Inc., 

splashed a full-page on sale of 
“floor samples” of nationally ad- 
vertised appliances. Typical cuts: 
General Electric refrigerators 

dropped from $259 to $229, the 
Westinghouse radio-phonograph 
from $262.45 to $162.45. Heavy 
buyer response was reported. 

Small appliance dealers are re- 
ported heavily stocked and sales 
are expected from them in Jan- 
uary. Fair-traded appliances will 
be offered as “floor samples” with 
slight damage. One man in the 

EEE STUDIOS inc 

trade quipped, “Yeh, aged in 
wood.” There was some talk that 

small retailers of appliances are 

looking for special promotion 
deals from the factory. 

For 1949, larger retailers ap- 

pear to count on strong selling 

forces and good merchandising 
and promotion to maintain sales 

levels. One store reports, “There’s 

lots of merchandise to be bought 

at off prices” for sale to consum- 
ers at cut prices. 

Toronto 
An all-time high in Christmas 

sales is reported for Toronto, with 

sales up 15% over last year for de- 
partment stores and _ specialty 
shops. Jewelry outlets which had 
expected decreases showed a final 

increase of 3% or better. Majl or- 
der houses were able to fill all 

orders, and refunds of previous 
postwar years due to shortage of 

goods were avoided. 
Most retailers agreed that people 

were looking more keenly for 

bargains this year, but the stores 
had more variety in lower priced 

merchandise. Some shortages ap- 

peared in appliances. 
Markdown advertising. on Mon- 

day was heavier than usual, despite 
the fact the Boxing Day was gen- 
erally observed as a holiday by 

retailers. Department store adver- 
tising accounted for seven full 

pages in the Globe & Mail, and 
large space advertisements ap- 
peared for furriers and specialty 
shops. Further copy is planned 
by jewelry and china stores for 
the advertising of year-end sales 
of broken lines. 

Most retailers hesitate to pro- 
phesy on prospects for 1949, but 
one large retail outlet expects an 
increase for the spring season over 
the comparable period in 1948. 

Twin Cities 
Holiday business in. St. Paul 

and Minneapolis was off 2 to 5% 
most of December but last-minute 
buying splurges pushed dollar vol- 
ume up considerably. The Minnea- 

polis Retail Merchants Associa- 

tion reported business here satis- 
factory. Faring poorly in the 
Christmas buying season, however, 
were furs, jewelry, furniture, ap- 
pliances and some men’s furnish- 

ings. 

Not a few stores in the Twin 
Cities ran “post-Christmas” clear- 

ances as much as two weeks before 
Christmas. A large furrier used 

a spread to advertise a 33 to 50% 
price slash. One large department 

store took a full page two weeks 
before Christmas to sell refrig- 
erators—and not one was sold. 

Last week the markdowns gen- 

erally were for a quarter, third and 
half off. The large department 
stores ran their traditional Janu- 

ary white sales offers. 
A return to more cautious buy- 

ing is generally predicted. Retail- 

ers expect sales in 1949 to be off 

from 6 to 10% from early 1948 
levels; some even expect a 15% 
drop. Increasing unemployment 
and shortage of ready cash are 
seen as causing the decrease in 
sales. However, the January clear- 
ances are expected to create con- 

siderable buying. 

Washington 
Sunday newspapers here on 

Dec. 26 offered greater-than- 
usual post-Christmas values, as 
Washington retailers continued 
their efforts to reduce inventories 
and improve their liquid positions 
for downward price trends anti- 
cipated this spring. 
Though Christmas business was 

believed better than in most places 
in the U. S., and finally pulled up 
about even with a year ago, un- 

easiness among retailers prompted 

important pre-holiday offers in 
women’s wear, toys, stockings, 
handbags, and other lines. 

By Christmas, the bargain sales 
had extended to men’s wear, and 

50% reductions in furs and furni- 
ture were comrnon, with one ap- 

pliance store promoting 20 to 40% 
off original list price for “famous 
brand appliances.” Stores like I. 
Miller were holding their first 

shoe sales in six years. 

ws Further evidence of a prosper- 

ous 1948 Christmas season could 
be found in the traffic department 
of the Washington Post Office. 

Cancellations of letter mail ran 

7% over 1947; outgoing parcel 
post ran 15% over a year ago, and 

incoming parcel post 18% over last 
year. 

With retailers alert for signs of 

business trends, retail linage in 

Washington newspapers mounted 
sharply during December. For the 
month as a whole, the final retail 

linage is expected to exceed 10% 
over December, 1947, and to be 

noticeably ahead of the increases 

registered during previous months 
of 1948. 
Among retailers in the women’s 

ready-to-wear lines, which have 

been slow this season, clearances 
are being conducted as part of a 

concerted effort to force down 
price levels for spring lines. 

Buyers soon to enter the New 

York markets to order spring lines 
will keep their orders down until 
manufacturers indicate willing- 
ness to reduce prices. In addition 
to its effect on the manufacturer, 
the cautious buying policy, ac- 

cording to retailers, leaves mer- 

chants in a position to take ad- 
vantage of market price breaks— 
when and if they come. 

Brown-Forman Ups Kassell 
Sidney E. Kassell, formerly 

metropolitan sales manager for 
Brown-Forman Distillers Corp., 
Louisville, has been named as- 
sistant eastern regional manager. 
He will supervise a substantial 
expansion of B-F’s sales organiza- 
tion during 1949. 

Baush Heads Export Sales 
Theodore W. Baush has been ap- 

pointed general export sales man- 
ager of Morse Twist Drill & Ma- 
chine Co., New Bedford, Mass., and 
Van Norman Co., Springfield, 
Mass., machine tool manufacturer. 

Lee Joins Joseph Horne Co. 
Doris Lee, advertising manager 

of Albert Steiger Co., Holyoke, 
Mass., department store, has re- 
signed to join the advertising staff 
of Joseph Horne Co., Pittsburgh 
department store. 

American Express 

Plans Campaign on 

Travelers’ Checks 
| New YorkK—American Express 

Co., which recently switched its 

advertising account from J. M. 

Mathes, Inc., to Benton & Bowles, 

will run a campaign for the trav- 

elers’ checks in Collier’s, Holiday, 
Life, National Geographic and 
Time. 

The campaign also will embrace 
Parade, This Week Magazine and 

“certain independent supple- 
ments,” American Express said, 

and run-of-paper insertions in 

newspapers in cities of 100,000 
and more population. National and 

regional banking journals also are 

scheduled. 

Cartoons and color illustrations 
by cover artists will be used. 

Advances Eugene Wright 
Eugene K. Wright has been ap- 

pointed sales manager of the man- 
ufacturers’ division of Continental 
Steel Corp., Kokomo, Ind., suc- 
ceeding K. H. Striebel, who has 
resigned. Mr. Wright has been with 
the company since 1939 except for 
the time he served in the Army. 

ADVERTISING EXECUTIVE 
Available after February Ist. 
Experienced in highly com- 
petitive selling market. Ac- 
tive member in Newspaper 
Advertising Executives As- 
sociation. Twenty years a top 
advertising executive. Being 
available is no reflection on 
my ability to properly man- 
age all branches of a news- 
paper advertising depart- 
ment. Best of references from 
present publisher. I know 
newspaper men from coast 
to coast and advertising 
agency executives in New 
York, Detroit, Chicago, St. 
Louis and elsewhere. 
Will be available for per- 
sonal interviews during the 
N.A.E.A. Convention in Chi- 
cago, January 17-19. 

Box 7236, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 

TH 

250 

B16 W Sth St. Los Angeles 13, C. pe : 

in the post-Christmas ads 30 to 

AUTOMOTIVE 
REPAIR 

and MAINTENANCE 
FIELD 

THERE CAN BE ONLY ONE Ist! | 
rs S. Bennett's national study of Automotive Trade Magazines clearly 
established MoToR's Leadership . . 

the Effectiveness of its outstanding editorial Vitality. 

It also proves that MoToR’s influence increases (and is tops) : 
in the shops which do the greatest volume of business: 

- MoIoR 

. its Readership . . and — > 

—E AUTOMOTIVE BUSINESS MAGAZINE 

W. 55th ST, NEW YORK 19 - FOUNDED IN 1902 
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Cotton Farmer 
Cameron Dean and 
his lovely wife wear 
casual clothes for 

golf at their Missis- 
sippi country club. 

AKE a good look at these pictures of 

Country Gentleman readers. The way 

they dress, the way they live, reflects an 

economic revolution that has made the best 

people out in the country your best source 

of profitable new sales. 

Seven years of record farm income have 

brought their dreams of better living to 

reality. Today they enjoy the same posses- 

sions and pleasures which brighten the lives 

of all prosperous people. 

er’s daughter of Tripp 
ollins, attractive ig.the-shoulder party dress- Fe 9 

Connie [D., tries on an 0 
County, 5 

More and more advertisers are winning 

new business in this rich market . . . for 

7 pd . toy fre- 4 

The Bishops, . nee stores in their nearby towns: 

quent shopr 
off 

turn to Country Gentleman 

for Better Farming —Better Living 

clothes and accessories, aids to beauty and 

health, packaged groceries, house furnish- 

ings, labor-saving equipment, automotive 

products . . . everything that promotes 

Better Farming and Better Living. 

That is why Country Gentleman has at- 

tained twelfth place among all magazines 

in advertising revenue. Its 2,300,000 sub- 

scribers are concentrated among the “top 

half” families who got 90% of last year’s 

$41-billion farm income. No other kind of 

magazine reaches these best new custom- 

ers of 1949. 
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