
YOU KMEW THEY WERE GOOD... 

isthe (SOTFODIC Principle of Golf Bal tosruion 
“f WOW WE TELL VOU Ware se 

DYNAMIC BALANCE—That’s what Wilson Sporting Goods Co. will say its new golf 
balls have in this spread in The Saturday Evening Post next week. Ewell & Thurber 

Associates is the agency. (Story on Page 63.) 

Pay for Contest 

Work, Bank Is 

fold by McComb 
Ruling May Affect 
All Incentive Prize 

Contests by Industry 

WASHINGTON—Promoters of in- 

ntive prize contests are studying 

ie implications of an opinion-let- 

sr of the Wage and Hour Admini- 

tration holding: that employes 

lust be compensated for their 

xtra-hour participation in con- 

ests Which promote their employ- 

r’s business. 

In addition, the ruling by Wage 

nd Hour Administrator William 

k. McComb holds contest compen- 

ation must be figured into the 

egular rates of pay. 

Prepared March 25 as an advis- 
bry ruling for a bank which was 

ontemplating an incentive con- 

est, the ruling is of such impor- 

ance to the incentive prize bus- 
ness that it has been publicly re- 

ased at the suggestion of the 

bank, 

Under the ruling, there need 

lot be special contest compensa- 
on if the employe’s efforts are 

Oniined to regular working hours 

or which he is otherwise compen- 
ated. 

However, the employe’s regular 

bay is affected as soon as he wins 

prize, or obtains compensation 
or after-hour contest activity. 

“Where the time spent in con- 

est activities is spent during reg- 
lar working hours for which the 

mploye is otherwise compensated, 

lo problem of computing working 
lours is presented, but compensa- 

ion, if any, paid for contest activi- 
les must be included in the reg- 

lar rate of pay,” Mr. McComb 
Tote. 

“Where the engagement in con- 

St activities takes place outside 

ormal working hours, it is neces- 

ary to keep accurate records of the 

me so spent and to compensate 

or such time according to the pro- 
sions of the Fair Labor Stand- 

(Continued on Page 61) 
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Buchanan Loses 

Texaco Account 

to 3 Agencies 
New YorkK—Texas Co. last week 

completed a realignment of ad- 
vertising agencies leaving Buchan- 

an & Co. (formerly Hanff-Metz- 

ger), which once had the lion’s 

share of the $5,000,000 account, 

without any Texaco advertising 

for the first time in nearly 30 

years. 

Outdoor advertising will move 

to Newell-Emmett Co. on Jan. 1, 

1950. Newell-Emmett already has 

newspaper and magazine adver- 

tising on Fire Chief and Sky Chief, 

and Texaco institutional. 

The Metropolitan Opera, which 

Texaco sponsors on ABC, will 
shift to Kudner Agency for the 

1949-50 season. Already at Kudner 

are Texas’ Berle radio and TV 

shows. 

a Erwin, Wasey & Co. has Marfak 

grease and Havoline oil adver- 

tising, and two local radio shows— 

one used in Texas, called the “Tex- 
aco Star Reporter,” and a local 
news show in Billings, Mont. 

On Friday, Texaco named E-W 

to handle its trade and technical 

advertising, effective Jan 1. This 

had been placed by Buchanan. The 

trade and technical division ac- 

counts for about 10% of the total 

appropriation, against nearly 50% 

for radio and television. 

Spring... 

brings new sap run. 

See ‘Ad-libbing,’ Page 
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Networks Sing 

Hiatus Blues; 

Sponsors Rest 
New YorK—Network broadcast- 

ers, who have been making claims 

and counter claims about their 

comprehensive program building 

plans, will have ample opportunity 
to let the shows speak for them- 
selves this summer. 

At week’s end, many advertisers 

and agencies still were working on 

vacation radio schedules. How- 

ever, it looks as though the net- 

works will have more than the 

usual sustaining summer time on 

their hands this season as the list 

of sponsors with hiatus plans 
lengthens. 

A tentative count shows CBS 
with two full hours, seven half- 

hours and four 15-minute daily 
strips to fill for advertisers who 

have decided to give their high- 

priced talent a rest (and inciden- 
tally save themselves some money) 

during the traditionally slow sell- 

ing months. Most of them will be 
off the air for eight weeks. 

we Rudy Vallee and Joan Davis, 

two past microphone greats, will 

get another chance at the fickle 
radio public in house packages 

which will be scheduled in the 

Lux Theater time. A new Cy How- 
ard creation, “Eddie and Ann” 

will keep another Lever Bros. 

spot warm as a fill-in for a dumb 

blonde invented by Mr. Howard— 

“My Friend Irma.” 

Another former bigtime radio 

artist, singer Ginny Simms, is in 

line for one of the daily 15-minute 
programs. 

While 7 p.m., EST, Sunday is 

a fine time to address the radio 

audience, 7 p.m., DST, Sunday is 

not such a good bet for finding the 

radio audience at home, many peo- 

ple feel. For this reason, American 
Tobacco Co. is said to be giving 

more than the usual attention to 

the possibility of shifting to a more 

(Continued on Page 61) 
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Buyer's Market Helps 

Newspapers: Barnes 

‘Sh THE BORbe Oe SPARS 
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TEE-OFF—This page telling how James 
Ward Packard first voiced the famous 
Packard slogan precedes a spread in The 
Saturday Evening Post on the Golden 
Anniversary line. Young & Rubicam is the 

agency. 

Packard Budgets 

$4,000,000 for 

50th Year Drive 
Newspapers Will Get 
$2,500,000; Outdoor 
Again on Schedule 

Detroitr—Packard Motor Car 

Co., celebrating its 50th year as 
a fine car builder, is planning the 

biggest advertising program in its 

history in 1949 in support of the 

Golden Anniversary line of Pack- 
ards and its newly-developed Ul- 

tramatic Drive. 

Expected production this year 

of an estimated 130,000 units 

would compare with 1948 output 
of 98,297 units, and would exceed 

Packard’s alltime high mark of 

(Continued on Page 67) 

Last Minute News Flashes 
Colgate to Introduce Ammoniated Powder May 9 

Jersey Ciry—Colgate-Palmolive-Peet Co. last week finally admitted 

that it will introduce its new Colgate ammoniated tooth powder during 

the week of May 9, backed by a heavy announcement campaign in 

newspapers, monthly and Sunday magazines, spot radio announcements 

and hitch-hikes on four of the company’s network shows. The product 

will have a new package design, with an insert describing its benefits, 

and will be fair-traded at 43¢ for the four-ounce size, 25¢ for the two- 

ounce cans. Sherman & Marquette is the agency. (See ammoniated 

dentifrice story, Page 38.) 

Columbia Lands ‘Groucho Marx’ Show for Fall 
EucIn, ILL.—The Groucho Marx program, sponsored by Elgin Amer- 

ican division of Illinois National Watch Case Co., definitely will move 

to the Columbia Broadcasting System next fall. The show, which now 

precedes Bing Crosby on ABC Wednesday nights, will be aired from 

9:30-10 p.m. (the same time as it is now broadcast). International 

Harvester’s “Harvest of Stars,’”’ which formerly occupied the CBS seg- 

ment, moved to NBC last month. Weiss & Geller, Chicago, is the agency. 

Williams Joins Goodkind, Joice & Morgan 
Cuicaco—Wayne G. Williams, who formerly operated a Chicago 

agency under his own name, has been appointed radio and television 

director and account executive of Goodkind, Joice & Morgan. 

(Additional News Flashes on Page 65) 

Finds More Advertisers 
Switching; ANPA Hears 

Views of Competitors 

New YorkK—With representatives 
of magazines, radio and television 

saying their say for the first time 

before the annual convention of 

the American Newspaper Publish- 

ers Association last week, at the 

Bureau of Advertising session, 

newspaper men pointed with con- 

siderable pride to the progress of 

their medium in the past decade. 
They presented evidence to in- 

dicate that, with return of vigorous 

competition in nearly all lines of 

For other stories on the ANPA 

meeting last week see Pages 4 and 
65. 

industry, the volume of national 

advertising will continue to climb 

from its present record $390,000,- 

000-a-year level. 

Spokesmen for the newspapers 
were Harold S. Barnes, director 

of the bureau, and Thomas H. 

Walker of Sawyer-Ferguson- 

Walker Co., president of American 

Association of Newspaper Repre- 

sentatives. 

es Niles Trammell, president of 

National Broadcasting Co., spoke 

for television; William C. Gittinger, 

sales vice-president of Columbia 

Broadcasting Co., for AM-FM ra- 

dio, and Walter D. Fuller, presi- 
dent of Curtis Publishing Co., and 

board chairman of National Asso- 

ciation of Magazine Publishers, for 

magazines. 

William A. Butler of the Sen- 

tinel, Holland, Mich., presided and 

was introduced by David W. Howe, 
ANPA president. 

Newspapers’ vitality, Mr. Barnes 

said, is “dramatically demonstrated 

by the fact that—despite the ad- 

vent of radio and_ television,” 

weekday newspaper circulation in 

1948 was 32% more and Sunday 

newspaper circulation 72% more 

than in 1929. In this period, the na- 

tion’s population rose only 20%. 

ein recent years, Mr. Barnes 

said, “an increasing number of na- 

tional advertisers have discovered: 

“1. That allocating advertising 

in relation to market potential is 

the key to increased sales and 

profits. 

“2. That newspapers enable them 

to do this effectively—and eco- 

nomically.” 

As examples he cited F. W. Fitch 

Co., Standard Brands, Packard and 

Cadillac, who are now spending 

more of their appropriations in 

newspapers. 

He quoted Gail W. Fitch as say- 

ing that his company’s current em- 

phasis on space advertising ‘will 

enable us to place every dollar to 

work in actual advertising.” 

All of Standard Brands’ products 

are now being supported by news- 

paper space. This trend, Mr. Barnes 

showed, is not confined to “low- 

cost, mass-appeal products.”’ Pack- 

(Continued on Page 62) 
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New Hand Cleanser 

Eliminates Soap, 

Water and Towel 
Boston—A lotion to wash hands, 

eliminating the necessity of using 

soap, water or towel, is being in- 

treduced in business papers this 
spring by the newly formed Nono 
Corp. 

Packaged in a tube, the product 

TRUE 
is America’s 

largest selling 

MAN'S 
magazine 

A 

is called No! No! No!, tying in with 

the theme, No Soap, No Water, 

No Towel. Until distribution is 

completed next fall, the company 

is promoting the product only in 

various business fields. No! No! 

No! sells for 59¢. 

Business papers used include 

American Hairdresser, Automotive 

Retailer, Geyer’s Topics, Jobber 

Topics, Modern Beauty Shop and 
Super Service Station. Slogan in 

the ads is, “The product everybody 
says ‘Yes’ to.” 

Silton Bros., Boston, handles the 
account. 

KLAS Names Phraener 
William W. Phraener has been 

named station manager of KLAS, 
CBS affiliate in Las Vegas, Nev., 
replacing Richard Goebel, who has 
resigned. 

To Jasper, Lynch & Field 
Elmo, Inc., Philadelphia, maker 

of Elmo cosmetics, has appointed 

Jasper, Lynch & Field, New York, 
to handle its advertising. 

BAB Gets Set; 

Mitchell's Work 

Divided 4 Ways 
WASHINGTON—The radio indus- 

try’s new Broadcast Advertising 
Bureau got down to work last 

week on plans for helping radio 
broadcasters and TV operators in 

their search for new and addi- 
tional business. 

Founded after a “grass roots” 

revolt at the Chicago convention 

of the National Association of 

Broadcasters, the bureau officially 

comes into being on June 1. 

Meanwhile, the three-man staff 

currently on the job enlarges on 

projects originated in the broad- 

cast advertising department of 

NAB. 

The expanded radio sales job for 

NAB’s offspring will get its first 

official examination May 11 when 

the BAB policy group, headed by 

Robert D. Enock, KTOK, Okla- 

homa City, meets. 

For the present, BAB will con- 

tinue to work out of Washington. 

Eventually, it will headquarter in 

New York, with a branch in Chi- 

cago and representation on the 

West Coast. 

s BAB’s director will be Maurice 

B. Mitchell, who joined NAB as 

director of broadcast advertising 

last fall. For months, Mr. Mitchell 

has called for harder selling of 

radio. His pitch before the NAB 

board in Chicago is credited with 

putting through the far-reaching 

structural reorganization, which is 

expected to lead eventually to an 

autonomous selling activity, pat- 

terned after the Bureau of Ad- 

vertising, American Newspaper 

Publishers Association. 

A dynamic “youngster” of 34, 

Mitchell went to NAB from gen- 

eral managership of WTOP, CBS 
outlet here. His prewar experience 

G. Matthews Baxter 

those featured 

time. 

tion and kept 

YouToo can make your display dollars work harder, provide display aids that earn a 

higher rate of dealer acceptance and longer terms in use. To find out how easy it is to correlate point 

of sale, advertising and selling efforts, consult “the Man from Consolidated.” 

CONSOLIDATED LITHOGRAPHING CORP. 
1013 Grand Street, Brooklyn 6, New York ° 

SALES PROMOTION TECHNIQUES is the title of a provocative booklet we publish. For a copy of the latest issue, write our Dept. A-5 

EVergreen 8-6700 

Floor display in food stores can be secured—and 

retained for long periods of time—if the basic plan 

is sound. This McCormick Tea floor stand 

achieved wide placement in big city stores along 

the East Coast. It also stayed in service through 

a change in seasons because dealers were supplied 

at intervals with timely replacements for the 

stand’s removable illustration card. The iced tea 

card shown here was used last summer. A colorful 

series of hot tea signs, distributed for use during 

the spring months of ’48, preceded it. 

This floor stand was developed in collaboration with G. Matthews 
Baxter, Director of Advertising at McCormick & Company. It served 
McCormick long and well. Another product of McCormick’s, unique 
system of Maile AR peg Management, it was a ~ 
key unit in a carefully- thought-out, closely in- 
tegrated promotion plan. Even the captions and illustrations | 
used on the floor stand’s removable display cards duplicated ay) 

Zain the newspaper advertising running_at the 
Food “<p stores were enthusiastic about this promo- 

4 the displays in service for many months. As 
a direct result, everybody concerned sold a lot of tea. 

RS 

AO 
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included sales promotion for th, 

Gannett Newspapers in Roche te; 
and Albany, N. Y. Returning for 

overseas services with armore; 

units of the Army, he was pres 

and sales promotion manager o; 

WTOP, and was promoted to C Bs 

Radio Sales in New York in J in. 

uary, 1948, returning as W70p 

general manager a few mor th; 

later. 

a Mitchell’s talks to broadcas er; 

bristle with radio sales ideas. He 

records his conversations with :ta- 

tion sales personnel and reiaj 
groups. Recordings are left wit! 

the broadcasters for use at future 

staff conferences and in sales ses. 

sions with potential clients. 

The present staff of BAB, i 
addition to Mr. Mitchell, include; 

Lee Hart, NAB’s expert on retail- 

ers’ use of radio, and Charles Bat- 

son, who has completed intensiv 

studies of television for the asso- 

ciation. Mr. Mitchell anticipate 

that additional “sales” personne 
will be recruited in the near fu- 

ture. 

s According to present plans, BAB 

will work along these lines: 

1. Selling Advertising Generall) 

According to Mr. Mitchell, radi 

will get more business if networ} 

and station personnel are equippe 

to tell prospects of the general nee< 

for advertising. Along this line 
BAB hopes to provide station per- 

sonnel with information on adver- 

tising practices and problems 0! 
various retail lines. Station per- 

sonnel will be equipped to judge 
advertising expenditures of their 

prospects against advertising hab- 

its of the industry. Case studies ar¢ 

to indicate successful radio tech- 

niques for various types of re- 

tailers. 

2. Selling Radio. At the national 

level, BAB hopes to bring new 

accounts into radio through con- 

tacts with top management an 

agency personnel. Locally, stations 

are to be equipped to sell radi 
in competition with other medi 

and to service accounts. 

ws 3. Special attention will go | 

radio for retailers. BAB will build 

on the experience of NAB, whict 
recently sent Miss Hart to meet- 

ings of Maine broadcasters and re- 

tailers. Stations will get specia 
advice on effective commercia 

writing for radio, and how t 

serve accounts once they are ob- 

tained. 

4. Television. BAB is already be- 
ginning case history files on tele- 
vision success stories, and studies — 

of television rate cards. According 

to Mr. Mitchell, there is no con- 

flicting interest between radio ané 

television. 

BAB starts on less than $200, 

000. Its sponsors say this is “)us' 
the beginning.” 

In addition to moral suppol' 
BAB inherits quantities of s:les 

aids from NAB. It will also hav: 
the use of an “All Radio Preset! ta- 

tion” film now being prepared }! 
an independent corporative en 1! 

set up by NAB a year ago. BAD 
is also considering a slide iil 

chart-talk as an immediate pro e' 

to help stations. 

Transcription System 
Adds 26 Stations 

Transcription Broadcasting ‘ys 
tem, New York, newly for: ¢€ 
chain for recorded shows, 1% 
added 26 more stations to its ra: ks 
The membership now is nea: in: 
the 150 mark. More than hal © 
the stations have signed spon 0% 
for “Hollywood’s Open House, 
TBS’ top show. 

80.000 
primary teachers 

—_ 
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icas' er; 

ith er e’s a pr ett y m y th! ‘ith sta- 

| retai e 
ft wit! 
} future 

les ses. 

a In the mermaid world, only one person ever 
, x , 

nelucdes reads any one copy of a magazine. Some people 
| retail. . . P 
es Bat. seem to think a typical housewife reads 
itensiv: . ‘ , 
orem magazines like this, too. 

ae But mermaids live alone... and housewives 

ocsiees don’t. Ordinary mortals share their magazines, 

“rr and the greater the interest of the magazine, 

: ‘ the more readers it earns per copy. 
nerail) 

’ adi Now, what an advertiser buys is circulation... 
letw or: 

juippe but what he gets is readers. So the more 
‘al nee , : 
is line readers a magazine has per copy, the better Be 
on per- as 5 = i ra it is as an advertising buy. ai 
ems 0! ’ Dom ° - Ae That’s why LOOK advertising lineage has 

es reached all-time highs in 1948 and again in 

Dat the first quarter of 1949... with gains exceeding 

re that of any of the major weeklies. 

van LOOK has more readers per copy than 
onai 

g nev any of the major weeklies .. . an average 
con- ° bd she 

nt an circulation of more than 3,000,000*... and 
stations , 
1 radi a total audience of 17,439,000 readers 
media , 

every issue! 

l got * 1st quarter, 1949 
ll build 
, whic! 

») meet- 

and re- 
specia 
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- $200-f% © Magazine audiences, ask your LOOK LOOK 17.439.000 11.998.000 
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upport Fifth Avenue, New York City. 
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A39,000 readers every issue 
America’s second largest magazine audience 
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ANPA Told Fear 

Alone Bars Use 

of New Devices 
Baumrucker Says New 
Methods Now Available 

Are Cost Solution 

New York—Newspaper publi- 
shers have no labor problems if 
they use the mechanical means at 
their disposal, William Baum- 

SLOGANS 
A food buy-line can build good will; tell 

your policies; sell your products; promote 
your name; win you fame. I create slogans 
for any purpose. Have originated hundreds. 

py Follen Wott if 
Leo P. Bott, Jr., 64 E. Jackson, Chicago 

rucker Jr. told the American 
Newspaper Publishers Association 
convention here last week. Mr. 

Baumrucker is administrative as- 

sistant, New York Daily News, and 

chairman of the ANPA committee 

on mechanical research. 

“Problems of cost right now are, 

to a very large extent, problems 

concerned with our lack of desire, 

ANPA Meeting 

lack of willingness, lack of ability 

and perhaps just downright fear 
to make use of methods, processes 

and equipment now available to 
us,” Mr. Baumrucker said. 

He reported the experience of 

Arthur Jaynes, publisher of the 
Melrose Leader, a Boston subur- 

ban weekly. Faced with manufac- 
turing costs which would ruin him, 
Mr. Jaynes installed Vari-Type 
and photoengraving equipment, 

and now operates profitably. He 

now has labor costs for engraving 

averaging 2¢ per square inch; Mr. 

Baumrucker says metropolitan pa- 
pers’ labor costs on engraving are 
close to 20¢ per inch. 

ws Mr. Jaynes produces a 16-page 
tabloid, Mr. Baumrucker reported, 
for about $10 more than it costs 

a metropolitan daily to set type 

for a single page. 

He dismissed the publishing ar- 
gument about capital equipment 

on hand by comparing the industry 

to a livery stable owner who buys 

a fleet of taxicabs and then com- 
plains bitterly about the stock of 
horseshoes on hand which is no 
longer of use to him. 

Newspapers are supposed to col- 
lect and edit news and distribute 

advertising, he said, and “the 

prime function of journalists is not 
to act as public benefactors by sup- 

porting as large a manufacturing 

business as possible.” 

a C. M. Flint, director of mechani- 
cal research, ANPA, reported the 
progress of the association’s re- 

search program, which revolves 

around seven principal points: 
1. Ways to eliminate mat pack- 

ing. The ANPA has developed a 
mat which will stand metal pres- 

sures after being scorched; after 

standardization tests it will be 

released to manufacturers. 

2. Developing an automatic 
router. A model of ANPA design 
has been completed and tested, and 

will shortly be turned over to 
manufacturers. 

3. A study of manufacturing, to 
see if process controls can be in- 
stalled. This study is just begin- 

ning, with a nine-month survey 

set by Arthur D. Little Co., Cam- 
bridge, Mass. 

4. Studying ink and paper fac- 
tors in printing. The Institute of 

Paper Chemistry, Appleton, Wis., 
is handling the study for ANPA, 
and from it the association hopes 
to be able to advise and work with 
paper, ink and printing machinery 
makers. 

a 5. Direct plate printing, instead 

of from stereos. Considerable pro- 

_ Modern Bride 

Modern Bride 

national. 

oat ae 

umnist. 

annual bridal market. 

"MASS COVERAGE OF THE™ 
2 BILLION Dt DOLLAR BRIDAL MARKET” 

Bridal business is vee I year round tiled 1% million 
planned or formalized weddings each year. These brides average 
$1750 each in pre-marriage personal and household expenditures. 
Brides are the biggest spending . . . fastest spending . . . consumers 
in the world. Only MODERN BRIDE gives you exclusive mass 
coverage of this rich market. 

es, SS Me Pe ee te 

110,000 paid circulation guaranteed for first issue. Minimum cov- 
erage for first 4 issues 440,000 or approximately one-third of total 

Price: 50 cents per copy. Distribution: 
Issued quarterly: July, October, January and April. 

MODERN BRIDE gives you 3 times as much bridal coverage as 
any other publication in the field. 

Apes rere es “oe Re ee at Ve 

MODERN BRIDE is the magazine sahisiale for the bride. Articles 
and features will cover subjects and activities from engagement 
through the wedding ceremony and include bridal fashions, eti- 
quette, basic home planning, interior decorating, and other facts 
that every bride should know. Editorial staff includes Marjorie 
Binford Woods, bridal consultant extraordinary, author and col- 

Justine Feely, Diane Rutherford and Elizabeth Hillyer, 

recognized authorities in fashion and home furnishings. Walter N. 
May, the country’s outstanding bridal merchandise consultant. 
It takes top talent to build the finest bridal magazine in the world. 

baie » ¥ ’ *, : Se ee pha 8 % 
c: * ® % “SS » 9. SRY 

Less than a penny-per-page-per-bride. $1,000.00 a page (Beet | issue 
only!) to reach this big, eager-to-buy, easy-to-sell, buying market. 
Every one of the more than 100,000 brides who will read the ads 
in the July issue of MODERN BRIDE will spend over $1,700.00 for 
consumer merchandise ranging from cosmetics and lingerie to 
luggage and electrical appliances. Bridal advertising is the climax 
of all consumer promotion. MODERN BRIDE will tell your story 
to this exclusive, hard-to-reach market for less than one-third the 
cost than any other publication. 

FORMS CLOSE MAYS. FOR AUTUMN ISSUE 
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gress was reported by companic 
working in the field, although M 

Flint said most of the benefit cur 
rently would be felt by small 

newspapers. 
6. Technical service progran 

This consists of bulletin servic 

to members, and a library of tec! 
nical books and pamphlets is bein 
established, with digested materi: 
sent to members. 

7. A new research laborator 
This laboratory is located at Ea: 
ton, Pa. In Mr. Flint’s words, 

does not duplicate the work 
other companies in the field, bi 
tries to adapt their findings | 
the newspaper business wher 
possible. 

All patent matters arising fror 
ANPA’s research program will be 
handled by Research Corp., Nev 
York. 

a Vernon R. Spitaleri, acting man- 

ager, ANPA mechanical depart- 

ment, noted that the 21st mechani- 

cal conference of ANPA will be 
held in Chicago, June 6-8, at the 
Palmer House. He also called at- 
tention to the work done by the 
joint committee of ANPA and the 

American Association of Adver- 

tising Agencies on improving re- 

production of newspaper ads. Fu- 
ture reports will deal with news- 

paper color, comics and rotogra- 

vure. 
Mr. Spitaleri observed that 

ANPA members participating in 

the newsprint waste program are 

now saving about $3,000,000 an- 

nually. He also reported that news- 
print waste has been gradually 

increasing since 1943-44, and 

promised that ANPA will publish 

accounts of new machines and 

methods to help handle newsprint 
economically and without damage. 

ITU STRIKES NO BLOCK 
TO PRODUCTION—ANPA 
New YorK—“A long accepted 

belief that a daily newspaper had 
to suspend publication when ITU 
composing room workers struck 

is now a myth,” the report of the 

special standing committee on la- 
bor reminded the ANPA last week. 

The committee cited newspapers 
of 32 cities which have continued 
production despite the strike of 

composing room employes. “In 

some cases struck newspapers pro- 
duced record linage,” the report 

said, an obvious reference to the 

Chicago dailies. 

In 1948 there were 27 newspape! 

strikes, fewer than the 40 recorded 

in 1947 and 1945 and the 33 racked 

up in 1946. The number was con- 
siderably higher than the war anc 

prewar average, although thers 

were 31 strikes in 1937. 

Of the 27 strikes in ’48, 20 wer: 
of ITU origin. 

In general, the labor committe: 

found wages crawling upwar 

everywhere, and it found increas 

ing fringe demands—more pen 

sions, more vacations, more seve! 

ance and sick pay. “Anyone fami! 

iar with the newspaper cost-pric: 

statistics for recent months unde! 

stands how. grave the situatio: 
would be if any substantial de 
cline in newspaper revenue 
should develop during 1949,” th 

committee declared. 

Metropolitan Group Reports 
Rate and Production Change 

Effective July 3, the space rate 
of the papers in the Basic Metro 
politan Sunday Comics Group w! 
be quoted on a net basis, exclusiv 
of all production material, it wa 
announced by the Metropolita: 
Group. Also effective July 3 ar 
reductions of $661 for one-thir 
pages in the quoted space rate 
of the 20 papers in the Basi 
Group; $724 for half pages; $1. 
039 for two-thirds pages, and $1, 
097 for full pages. 

Appoints Burley V. P. 
John H. Burley has been ap 

pointed a vice-president of Aikin- 
McCracken, Toronto advertisins 
agency. 
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in Important Notice 

or to Advertisers and 

.< their Advertising 

Agencies: 

an | NEW MECHANICAL 

b> BF SPECIFICATIONS 

the | Depth type page 21 1in. 

ru- § Column depth . . . 301 ii. 

hat F ull page 

- — (8 columns) . . . 2408 li. 

-| THE FORT WORTH STAR-TELEGRAM NOW 
-| HAS, AND IS USING THE FASTEST, MOST 
“| MODERN NEWSPAPER PRESS IN TEXAS / 
on- The installation of a 10-unit Goss Headliner press, complete with flying pasters, which 

er will print an 80 page paper at the rate of 52,500 per hour, is the result of years of plan- 

ning. This is only one part of the modernization program of the Star-Telegram. 

en The building, which houses almost all operations, has been extended a half block, dou- 

ul bling the floor space. The entire building has been completely redecorated and air con- 

io. ditioned for the comfort of employees. 

With the new presses, other new, modern mechanical equipment, the Star-Telegram feels 

that it is in a most favorable position to offer better service to both readers and advertisers. 

vi Folks in Fort Worth and West Texas BUY, READ and BELIEVE in the 

: FORT WORTH STAR-TELEGRAM 
si AMON CARTER, Pres. & Publisher BUSH JONES, Mgr. Gen. Adv. 

- LARGEST CIRCULATION IN TEXAS 
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To Kiesewetter, Wetterau 
Richard Ross, formerly with 

Fuller & Smith & Ross and with 
Gould & Tierney, has joined the 
art department of Kiesewetter, 
Wetterau & Baker, New York. 

Priggen Appoints Silton 
Silton Brothers, Boston, has been 

retained to handle the advertising 
of Priggen Steel Co., manufacturer 
of portable steel buildings. 

Throughout the U.S.A., the best-informed § 

EXPORT MANAGERS 
and 

EXPORT ADVERTISERS 

Ghaster Is Named 

General Manager 

of Outdoor Group 
Cuicaco—Karl L. Ghaster Jr., 

acting general manager of the Out- 

door Advertising Association of 

America since last November, was 

appointed general manager of the 

association at the OAAA board of 

directors meeting here last Monday 

and Tuesday. 

H. E. Fisk, executive vice-pres- 

ident and general manager of the 

association for 18 years, resigned 

both posts last November, but 

stayed on in an advisory capacity 

until last week. He plans to form 

his own business, but thus far 

has declined to elaborate on that 

statement, even to close friends. 

The appointment of Mr. Ghaster 
to the position of general manager 

leaves the executive vice-presi- 
dency open. The OAAA has made 

no move to fill the post, and prob- 

ably will not, at least until its 

annual convention in Detroit this 

fall (date for which has not yet 

been set). 

ws In his report on research and 
development, Mr. Ghaster, who 
also has been manager of OAAA’s 

research and development section 

for more than a year, told the 

board that the new stainless steel 

molding is now in mass production. 

The molding is used on the asso- 

ciation’s Loewy panels, design of 

which was approved and adopted 

at the November meeting in Mem- 

phis. 

Burr L. Robbins, executive vice- 

president of the General Outdoor 
Advertising Co., told the meeting 

that the Outdoor Advertising 

Foundation’s Notre Dame Fund 

has reached its goal of $150,000— 

more than two years ahead of 

schedule. The capital fund already 
is invested, and the foundation is 

operating on the earnings there- 
from. 

Plans for the 1949 summer 

school of outdoor. advertising at 
= 

Notre Dame, South Bend, Ind., still 

are being formulated, but the dates 
now are definite. It will run from 

July 11 to 23. 

Shoe Firm Expands Ad Plans 
Stone-Tarlow, Inc., Brockton, 

Mass., manufacturer of Elevator 
shoes, is supplementing its national 
advertising with a large scale pro- 
gram of cooperative advertising 
with major retailers in principal 
cities throughout the country. 
Full pages, many in full color, in 
Sunday newspaper supplements, 
supported by retailers’ copy, will 
be used. Emil Mogul Co., New 

York, is the agency. 

To Allen & Clenaghen 
Smithwick Concrete Products, 

Portland, Ore., maker of Lite-Wate 
pumice blocks, has appointed Allen 
& Clenaghen Advertising, Port- 
land, to handle an introductory 
campaign for “dated” pumice 
building blocks. Major newspapers 
in Oregon and southwest Washing- 
ton, dealer aids and direct mail 
will be used. 
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"I don’t know...1 just told him my pop 
was a big advertising man”’ 

NOT QUITE SO SURPRISING: 

@ The Cincinnati Enquirer has the largest circulation of any 
Cincinnati newspaper, daily and Sunday. 

@ The Cincinnati Enquirer has the lowest milline rate in 
Cincinnati. 

@ The Cincinnati Enquirer carries more advertising linage 
than any other Cincinnati newspaper. 

Represented by Moloney, Regan and Schmitt, Inc. 

Basing Point 

Ruling Leading 

to Legislation 
WasHINGTON—House and Sen: ¢ 

judiciary committees were rea , 

to legislate a moritorium on basi: ¢g 

point price litigation last week «'- 

ter the Supreme Court balked it 

an opportunity to tell business wh at 

it can do in the way of matchiig 
delivered prices. 

The Democratic whip, Sen 

Francis J. Myers (D., Pa.), said the 

court’s 4-4 ruling in the rigid 
steel conduit case Monday re- 

moves any doubt about the need 

of a 15-month truce so that Con- 

gress can examine the need for ley- 

islation in the pricing field. 

Similar legislation, by Rep 

Frances E. Waler (D., Pa.), has 

been approved'by the House in- 

terstate commerce committee, and 

placed on the agenda of the House 

rules committee. 

The moritorium had been op- 

posed by the Federal Trade Com- 
mission on the grounds that the 

Supreme Court’s ruling in the 

rigid steel conduit case would 

probably clear up pricing uncer- 

tainties which have existed since 

the cement case of a year ago. 

a Instead of explaining cement 

case language, which induced 

many industries to turn to f.o.b 

mill pricing, the 4-4 split actually 

increases the authority which the 

Federal Trade Commission can 

exercise in industries where mem- 

ber-firms systematically match de- 

livered prices of their competitors 

The rigid steel conduit decision 

prevents industry members from 

arriving at matched prices, even 

though FTC had not charged that 

a pricing conspiracy existed. 

The moritorium proposals run 

for 15 months, but do not apply 

to cases already in the courts, or 
to new cases involving actual 

“conspiracy.” 

The moritorium proposal was an 

outgrowth of an investigation of 

the cement decision conducted by 

a Senate subcommittee under the 

leadership of Sen. Homer Cape- 

hart (R., Ind.) and Sen. Ed John- 

son (D., Colo.). 

Its sponsors said the moritorium 

would protect business while the 

courts clarified their position or 

Congress determined the need for 

additional law. 

e The FTC and the Department 

of Justice cooperated in rush ng 

the rigid steel conduit case to ‘he 

Supreme Court this spring in or:er 

to get additional high court ru! 1g 

on the subject. 

But the court split 4-4, with 

Justice Robert Jackson not pa’ti- 

cipating. There were no decisi« "5; 

by custom the ruling of the «'r- 

cuit court is sustained. 

Adoption of the moritorium \ 1! 
lead to legislative hearings 0 

anti-trust clarification. Fede a! 
Trade Commission contends 10 

business man has anything to’ @! 

if he is not “conspiring” with 1's 

competitors, or discriminating | 

his prices and benefits to « * 

tomers who sell in compet! 

against each other. 

But the Capehart subcomm 

concluded that existing court 

commission decisions can lea: 

complete elimination of nati  @! 
delivered prices. 

Drew to Aitkin-Kynett 

E. F. Drew & Co., New Y &: 
manufacturer of edible oils, vi © 
table shortenings, soaps, cleans °S. 
detergents, oleomargarine an 4 
wide range of chemicals and ai 0° 
motive specialties, has named - ‘*- 
kin-Kynett Co., Philadelphia, 
handle its advertising, effeci © 
July 1. 
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“Since 1940, the South’s bank deposits have increased from 
$9 BILLION to $30 BILLION .. . or 233%. This is more than 
double the nation’s bank deposit growth of 110% in the same 
period. Much of this gain is due to the South’s expansion in 
farm income—up from $2 % BILLION in 1940 to $8 BILLION in 
1948 .. . or 220%. A new era has begun in the South. Farm 
ownership has greatly increased, farm debt has been reduced, 
and mechanization of farm operations is rapidly taking place. 
This solid agricultural foundation, coupled with the South’s 
great industrial progress, provides a balanced economy and a 
permanent basis on which to develop greater financial and 
social well-being in the days ahead.” 

ROBERT M. HANES, President 

Wachovia Bank and Trust Company, Winston-Salem, North Carolina 
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“Agriculture is the South’s largest business. Fertile lands, 
bountiful rainfall and favorable climate make this region 
one of the finest for the cultivation of products of the 
soil. Better education, crop diversification, increase in the 
use of mechanical equipment and more scientific methods : 
have added enormously in recent years to the volume and a 
aggregate value of farm products. Agriculture and industrial . 
production are dependent each on the other. The establish- 
ment of many new manufacturing enterprises in the South, 
together with the development and expansion of those al- 
ready here, have placed the South’s economy in much 
better balance.” 

JOHN S. COLEMAN, President 

Birmingham Trust National Bank, Birmingham, Alabama 
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John- “More than half of our bank’s deposits come from farmers. 
These deposits have jumped from $1,609,587.19 at the end of 
1929 to $7,940,677.84 at the end of 1948. Soil conservation, 
legume cover crops, better farming practices, more labor- 
saving machinery, more and better fertilizer, have strongly 
aided in bringing about these results. Mortgages on farms 
of our community are at the lowest level in history. Our 
farmers’ finances are certainly on a very sound basis. 
We have never foreclosed on a farmer.” 

W. W. CAMPBELL, President 
National Bank of Eastern Arkansas 

Forrest City, Arkansas 
Chairman, Soil Conservation Committee 

American Bankers Association 
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age HE BANK BOOK and The Progressive Farmer 

a are the two busiest books on the best farms in 
« the prosperous new South. The rural South’s 
gee unprecedented growth in buying power has created 
= a vast, new market for the products you advertise 

and sell. Your one best route to sales in this 
market is your advertising in The Progressive 

v e Farmer, the South’s No. 1 Magazine. 

dd f.it- BIRMINGHAM + RALEIGH + MEMPHIS + DALLAS - NEW YORK + CHICAGO - EDW. S. TOWNSEND CO., SAN FRANCISCO, LOS ANGELES 
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Dell Will Drop 

‘Sports Illustrated’ 
New YorKk—Dell Publishing Co. 

last week confirmed reports that 
it will suspend publication of 
Sports Illustrated. 

The magazine, started in Jan- 

uary—its first issue was dated 
February—will end with its June 

issue. It was understood the de- 

cision came after the management 

decided it would take too long to 

make Sperts Illustrated profitable, 
but officially all Dell had to say 

was “no comment.” 

The sports magazine, with a 

guarantee of 400,000, had carried 

only a slim volume of advertising. 
Paul Hunter, one-time publisher of 

Liberty, recently resigned as head 
of the magazine’s selling force. 

Dell moved into the sports field 
after initial experience with Sports 

Album, a quarterly which did not 

carry advertising. The album was 

the subject of a suit by Macfadden 
Publications, which charged it in- 
fringed on the format and typo- 

graphy of Sport. The suit wound 
up in a draw, and Dell still pub- 

lishes Sports Album. 

Deep Rock Oil Moves 
Deep Rock Oil Corp. has moved 

its general sales office to 616 S. 
Michigan Ave., Chicago. 

“$47 SOUTH CLARK STREET » CHICAGO + WA-2-6284_ 

LAURENCE, INC. ‘0, photo engravings | 
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PictSweet Launches 

New Coupon Drive; 

New Agency Named 
Mount VERNON, WasH.—A new 

premium promotion for PictSweet 
canned peas and canned corn has 

been announced by Joseph L. Bro- 
therton, advertising manager of 

PictSweet Foods, Inc. 

Lithograph strip labels display- 
ing and describing the premiums 

are banded around PictSweet cans. 

Premiums are available for 25 to 

50¢ each. Consumers clip the cou- 

pon, attach two labels, enclose 

coins and send to PictSweet head- 

quarters. Grocers do not handle 

either coupons or premiums. 

Offered as “gift shop values” 

via “magic bands,” the premiums 

are velon party aprons, nylon- 
bristle brushes, candid cameras, 

6-in-1 hammer and screwdriver 

sets, silver-plated cake servers, 

fruit and vegetable slicing knives, 

and salt and pepper shakers. 

Store banners, shelf markers and 
tie-in mats are available for gro- 
cers. 

The “magic band” merchandis- 
ing program was developed by 
PictSweet and Ruthrauff & Ryan, 

Seattle, which has just been re- 
placed as agency by Brisacher, 

Wheeler & Staff, San Francisco. 

Opens New Listerine Drive 
Lambert Pharmacal Co., St. 

Louis, has launched a national 
magazine campaign for Listerine 
toothpaste directed at cigaret 
smokers. Two-color ads, with copy 
based on the theme “Smoke all 
you want... but why take tobacco 
mouth with you?,” will appear in 
half, two-thirds and one-third 
pages in 19 national magazines. 
Lambert & Feasley, New York, is 
the agency. 

Rum! Retires from Macy's 
Beardsley Ruml will retire as 

chairman of the board of R. H. 
Macy & Co., effective July 30. 
He will continue as a member of 
the board of directors. 
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Face it fellows, we're in a buyers market—the kind of a market 
when men in the field need every “extra” and every help—the 
kind of “extra help” the Post-Gazette provides with the BIG 
Circulation that routes your advertising as you route your 
salesmen to help sell the million central city people—and then 
travels beyond to sing the same selling song to the two million 
more who live in and around the 144 cities and towns of 1,000 
to 75,000 population. 

BY FAR THE LARGEST CIRCULATION OF 

ANY PITTSBURGH DAILY NEWSPAPER 

"Now 7 Daye 4 WecK/ 
REPRESENTED NATIONALLY BY MOLONEY, INC. 

Advertising Age, May 2, 1! 49 

Kaisers May Adc 

to K-F Control 

at Reno Meeting 
Some Stockholders 

Demand Dividends; 

Frazer on Fee Basis 

RENO, Nev.—The Kaiser gro up 

is expected further to strengthen 

its control of Kaiser-Frazer Co-p 
(AA, April 4) at its annual me.+t- 

‘ng here on May 17. 

Two new directors nominated ‘or 

election at this meeting are Theo- 

dore F. Houser and J. F. Reis. Fo) 

the past decade Mr. Houser has 

been a vice-president of Sears, 
Roebuck & Co. Mr. Reis, vice-pres- 
ident of K-F since 1946, former!) 

was administrative manager for 

shipbuilding of Kaiser Co., Inc 
They would succeed O. B. Motte: 
and W. A. MacDonald, who re- 

signed a month ago. Both were long 

associated with Joseph W. Frazer 

Six of the eight present directors 

are members of the Kaiser group 

A month ago Mr. Frazer was 

made vice-chairman and Edgar F 

Kaiser president of K-F. As presi- 
dent, Mr. Frazer received $90,176 

in fees, salaries and commissions 

stockholders are told, and Edgar 

Kaiser, as vice-president and gen- 
eral manager, $61,154. As vice- 

chairman, Mr. Frazer will “serve as 

a consultant on sales and other 

matters affecting the business of 

the corporation,” under a three- 

year contract which pays him $85,- 

000 in the first year and $75,000 

in each of the other years. 

s K-F operated at a profit in both 
1947 and 1948—respectively of $4 

and $2.27 a share—but has not yet 

paid dividends. Some stockholders 

—specifically Lt. Col. K. O. Cuttle, 

formerly of the Marine Corps, who 

lives in Long Beach, Cal.—believe 

that “quarterly dividends can and 

should be paid.” Col. Cuttle has 
introduced a resolution to that ef- 

fect, on which the _ stockholders 

will vote here. 

“The company,” he said, “spends 
huge sums on advertising to cre- 

ate good will. It pays the banks 

their interest. But how about the 

stockholders, the owners of the 

business? Isn’t their good will im- 
portant?” 

Col. Cuttle is busy lining 
proxies. 

The K-F management told sto 

holders that it “recomme!: 

against adoption” of this propo: 

“Although it is fully in accord wit 

a policy whereunder a substa! 

portion of the earnings... 

ultimately be paid in dividends 

believes no commitments shc' 

be made to pay them “during 

specified period. Such a polic: 

might require the depletion 

working capital” and thereby ™- 
barrass the corporation or pre\° 

it from “improving its positio 

the automobile industry.” 

up 

Field's Advances McBain, 
Palmer and Krogh 

Hughston M. McBain, presi 
of Marshall Field & Cs., Chic 2° 
has been elected chairman o! ‘€ 
board, and James L. Palmer 
been made president. Mr. Pa ; 
was formerly executive vice-] 
ident, a position which has 
eliminated. Mr. McBain will © " 
tinue as the company’s chief ° 
ministrative officer. 

Egil Krogh, merchandise ! 
ager of the budget floor, has 
appointed divisional vice-p 
dent. 

Glaser Joins Campbell 
George Glaser, formerly art * 

tor of Sports Afield, Minneap 
has joined Campbell Advert! 
Art Studio, Minneapolis, as i! * 
trator. 
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“‘How does the Los Angeles market stand these days, Bill? ”’ 

If you're digging for facts about America’s third largest market, Bill Bowden, 

Los Angeles Times Research Director, will be glad to hear from you. Valuable studies 

are available including the Home Audit of buying habits, population figures, sales analyses, 

lots more. Drop Bill a note. After getting the market story, maybe you can coax him into 

revealing that the Los Angeles Times has the largest home-delivered circulation in the West. 

LOS ANGELES TIMES 

REPRESENTED BY CRESMER AND WOODWARD, NEW YORK, CHICAGO, DETROIT AND SAN FRANCISCO 
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A large number of America’s leading businesses have chosen to 

advertise some or all of their products through Young & Rubicam. 

These products range from a 5¢ candy to a motor car costing thou- 

sands of dollars. 

In general, the makers of these products came to us primarily not 

because we knew their business—but because they believed we 

knew our own. 

When an advertiser comes to Y&R, the agency’s first job is to 

learn his business so well that the agency’s experience and knowl- 

edge of advertising can be applied, with greatest impact, to his 

particular problems. 

The list below indicates that—no matter what kind of product or 

service an advertiser has to sell—he is likely to get effective adver- 
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tising from Young & Rubicam. 

American Can Company, New York, N. Y. 
Metal and Fibre Food and Non-food Containers 

American Home Foods, Inc., New York, N. Y. 

Chef Boy-Ar-Dee Quality Foods, Inc. Division « 

Clapp’s Baby Food Division 

Bigelow-Sanford Carpet Co., Inc., New York, N. Y. 

Bigelow-Sanford Rugs and Carpets « Glamorugs 

Bissell Carpet Sweeper Company, Grand Rapids, Mich. 

Bissell Carpet Sweepers 

Borden Company, The, New York, N. Y. 

Institutional 

Grocery Products Division (Eagle Brand Condensed 
Milk, Evaporated Milk, Hemo, Malted Milk, Instant 

Mix, Chocolate Syrup, None Such Mince Meat, 

Starlac). 

Borden's Farm Products of N. Y. (Fluid Milk). 

Lady Borden Ice Cream. 

Cheese Division (Chateau, Liederkranz, 

Brand Camembert, Cocktail Spreads,Cream Cheese, 

Pippin Roll and various Processed Cheeses). 

Special Products Division (Armstrong Dog Food, 

D-Q Milk, Vitamin Concentrates, Whitson Prod- 

ucts, Labco Products). 

Dry Milk Division (Breadlac, Certora, Parlac, Special 

Starlac, Dairy Starlac, Powdered Lemon Juice). 

Chemical Division (Bulk and consumer — Casco- 

phen, Cascomite, Casco, Casco Fiexible Cement, 

Cascorez). 

Bristol-Myers Company, New York, N. Y. 

Sal Hepatica « Minit Rub « Trushay Hand Lotion « 

Bufferin 

Cannon Mills, Inc., New York, N. Y. 

Cannon Sheets + Pillow Cases + Hosiery 

Military 

Centaur—Caldwell Div. of Sterling Drug, Inc., ™ 

York, N. Y. 

Fletcher’s Castoria « Mollé Brushless Shaving Cre 

Cluett, Peabody & Co., Inc., New York, N. Y. 

Arrow Shirts « Ties « Handkerchiefs « Underwea! 

Sport Shirts « Collars 

Corning Glass Works, Corning, N. Y. 

Pyrex Ovenware « ‘Pyrex Flameware « Instituitio 

Advertising 

Dictaphone Corporation, New York, N. Y. 
Dictating and Recording Machines 

Drackett Company, The, Cincinnati, Ohio 

Drano « Windex Spray * Windex Wax « hi! 

Dog Candy 

Drake Bakeries Incorporated, Brooklyn, N. Y. 

Drake’s Cakes 
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stit utio 

iffy-Mott Company, Inc., New York, N. Y. 
Mott’s Apple Products « Sunsweet Prune Juice 

ankfort Distillers Corporation, New York, N. Y. 

Four Roses « Paul Jones « Frankfort Gin 

neral Aniline & Film Corporation, Binghamton, N. Y. 
d4nsco Division—(Ansco Photographic Materials and 

Equipment) Ozalid Division 

neral Electric Company, Bridgeport, Conn. 
{ppliance and Merchandise Department (Refrigerators, 

Freezers, Ranges, Water Heaters, Dishwashers, Dis- 

posalls, Home Laundry Equipment, Irons, Toasters, 
Coffee Makers, Mixers, Roasters, Clocks, Fans, 

Vacuum Cleaners, Automatic Blankets, Heating 

Pads, Heaters, etc.) 

eneral Foods Corporation, New York, N. Y. 
Viaxwell House Division (Sanka; Instant Sanka; 

Kaffee Hag). 
Associated Products Divisions: Jell-O Division (Jell-O; 

Jell-O Puddings; Jell-O Tapioca Puddings; Jell-O 

Rice Pudding) Minute Division (Minute Gelatine; 

Minute Rice; Minute Tapioca) Calumet Division 

(Calumet Baking Powder). 

Post Cereals Division (Grape-Nuts; Grape-Nuts 

Flakes; Grape-Nuts Wheat-Meal). 

Iglehart Brothers, Inc. (Swans Down Cake Flour; 

Swans Down Family Flour; Swans Down Self 

Rising Cake Flour; Swans Down Mixes; Challenger 

Feeds). 

Franklin Baker Division (Coconut 

France; Satina). 

Birds Eye-Snider Division (Birds Eye Frosted Foods). 

Bireley’s Division, Hollywood, Calif. (Bireley’s Bottled 
Beverages). 

Electricooker Division (Kernel-Fresh Salted Nuts). 

General Seafoods Division (40-Fathom Brand of fish 

ind seafoods; Jack & Jill Cat Food). 

Products; La 

oodvear Tire & Rubber Company, Inc., The, Akron, O. 

Goodyear Passenger Car Tires « LifeGuard Safety 

lubes « Institutional Campaign in Magazines 

ulf Oil Company, Pittsburgh, Pa. 

Gulf Products 

ammond Instrument Company, Chicago, IIlinois 
Hommond Organ + Solovox + Novachord 

tarsi Magazines, Inc., New York, N. Y. 
God Housekeeping Magazine 

Heritage-Henredon Furniture Industries, High Point and 

Morganton, North Carolina 

Hotels Statler Company, Inc., New York, N. Y. 

Hunt Foods Inc., Los Angeles, Cal. 

International Harvester Company, Chicago, Illinois 
Motor Trucks 

International Silver Company, Meriden, Conn. 
International Sterling + 1847 Rogers Bros. + Wm. 
Rogers & Son 

Jelke, John F., Company, Chicago, III. 

Jelke’s Good Luck Margarine «+ Mayonnaise « Bakery 
Products 

Johnson & Johnson, New Brunswick, N. J. 

Baby Products Div. + Surgical Dressings Div. 

Lever Brothers Company, Cambridge, Mass. 
Swan Soap 

Life Savers Corp., Port Chester, N. Y. 

Life Savers Candy 

Lipton, Inc., Thomas J., Hoboken, N. J. 

Lipton Tea + Lipton Soups 

Metropolitan Life Insurance Company, New York, N. Y. 

Motor Wheel Corporation, Lansing, Mich. 

Duo-Therm Fuel Oil Appliances 

National Paint, Varnish and Lacquer Association, 

Incorporated, Washington, D. C. 

National Sugar Refining Company, The, New York, N.Y. 

Jack Frost Sugars « Quaker Sugars + Arbuckle 

Sugars 

Northam Warren Corporation, Stamford, Conn. 
Cutex « Odorono « Cutlery « Nail Brilliance 

Northern Paper Mills, Green Bay, Wisc. 

Toilet Tissues « Handy Paper Towels 

O-Cedar Corp’n., Chicago, Ill. 

O-Cedar Polishes * Waxes « Dust and Polish Mops 

Packard Motor Car Company, Detroit, Mich. 

YOUNG & RUBICAM, INC. 
ADVERTISING 

New York Chicago Detroit San Francisco Hollywood Montreal 

Parke, Davis & Company, Detroit, Mich. 
Pharmaceutical and Biological Products 

Permanente Metals Corporation, The, Oakland, Calif. 

Personal Products Corporation, The, Milltown, N. J. 

Modess « Co-ets 

Petri Wine Company, San Francisco, Calif. 

Pullman Company, The, Chicago, III. 

Purity Bakeries, Chicago, III. 
Grennan Cakes « Taystee Bread 

Rath Packing Company, The, Waterloo, lowa 

Black Hawk Meats 

Rosefield Packing Company, Ltd., Alameda, Calif. 
Skippy Peanut Butter 

Roth Co., Inc., Chester H., New York, N. Y. 

Esquire Men’s Hosiery 

Royal Typewriter Company, Inc., New York, N. Y. 

Royal Standard Typewriters + Royal Portable Type- 
writers « Roytype Supplies 

Sanforized Div. of Cluett, Peabody & Co., Inc., New 

York, N. Y. 

‘““Sanforized”’ trade-mark « “‘Sanforset”’ trade-mark 

« “Sanforlan” trade-mark 

Jos. Schlitz Brewing Company, Milwaukee, Wisconsin 

Scovill Manufacturing Company, Waterbury, Conn. 

Proprietaries Division 

Simmons Company, New York, N. Y. 

Beautyrest « Hide-A-Bed + Deepsleep Mattress e 
Babybeauty Crib Mattress « Ace Spring 

Singer Sewing Machine Company, The, New York, N. Y. 

Singer Sewing Machines and Related Accessories 

Time, Incorporated, New York, N. Y. 

Life Magazine « Time Magazine + Time-Life Inter- 
national 

Travelers Insurance Companies, The, Hartford, Conn. 

Toronto Mexico City London 
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BRUNS, vice-presidents. C. B. 

Association of Magazine Publishers, 

Advertising Age 
THE NATIONAL NEWSPAPER OF MARKETING 
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comes 7354). G. D. CRAIN JR., president and publisher. 

GROOMES, treasurer. 

Member Audit Bureau of Circulations, Associated Business Papers, National 

100 E. Ohio St., Chicago |! 
National Press Bldg., ae 

-110 7 St., London E. C. 
. BERNSTEIN, O. Ns 

8-0073). 

Advertising Federation of America. 

EDITORIAL 
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Canada and Pan 

Broadcast Ad Bureau Joins the Ranks 
From the standpoint of an ob- 

server interested in advertising 

from the buying end, rather than 

the selling end, it appears that 

the National Association of Broad- 

casters has made a wise decision 

in deciding to start operations on 

a well-financed, effective Broad- 

cast Advertising Bureau, to act as 

an over-all sales promotion or- 

ganization for the entire broadcast- 
ing field. 

Thus broadcasters complete the 

roster of leading media which have 

set up promotional organizations 

designed to do a basic, fundamen- 

tal job for the entire industry, on 

a scale and plane impossible for 

individual factors in an industry 

to undertake. 

The object of the new organiza- 

tion, of course, is to help the broad- 

casting industry maintain or in- 

crease its advertising volume, but 

it is safe to assume, based on 

advertisers’ and agencies’ experi- 

ences with similar operations set 

up in the newspaper, magazine, 

outdoor and business paper fields, 

that all of the benefits will not 

accrue to the sellers. There will 

be substantial benefits to buyers 

of advertising, since an inevitable 

by-product of intelligent industry 

promotion is that buyers learn a 

good many things they never knew 

before. 

It is from this standpoint, and 

the certainty that establishment of 

the Broadcast Advertising Bureau 

will bring the buyers of broadcast 

time more and better information 

about the medium and how to use 
it, that buyers will welcome the 

new organization. 

It might not be out of order, 

however, to point out to broad- 

casters that industry-wide efforts 

are not designed, and are not able, 

to take the place of individual 

promotional activities. Industry 

promotions work best when they 

are utilized for over-all back- 

ground purposes, and when they 

are backed by individual promo- 

tion and selling by the units mak- 

ing up the field. 

Too many industry promotions 

outside the media field have been 

failures because members of an 

industry thought they could rest 

on their individual promotion oars 

once they had set up a joint in- 

dustry campaign. In almost every 

case they have learned that this 

is fatal, because, while industry 

promotion can do an umbrella type 

of job in areas where the in- 

dividual unit is more or less im- 

potent, it loses much of its value 

if it is not backed up with indi- 

vidual promotion addressed to 

buyers in specific terms by the 

individual members of the in- 

dustry who have something spe- 

cific to say—and to sell. 

Family Incomes and Price Levels 
The recent release by Everett 

R. Smith of Macfadden Publica- 

tions’ annual estimate of the dis- 

tribution of family income groups 

serves as a potent reminder to ad- 

vertising men and merchandisers 

that they must constantly be on 

guard against unconsciously ac- 

cepting the people they know as 

“typical” of the American popula- 

tion. 

Ev Smith’s figures, which are 

quite widely accepted, estimate a 

total of 40,450,000 families as of 

Jan. 1, 1949. What is startling 

about them is that, although the 

ranks of “upper income” families 

have been enormously swelled in 

recent years, there are still only 

13.1% of U.S. families in the “over 

$5,000” classification. The $3,000- 

$4,999 group embraces an addi- 

tional 19.5% of all families, so that 

32.6% of all families, according 

to his estimate, have a family in- 

come of $3,000 a year or more. 

This adds up to the enormous 

total of 13,194,000 families—a fig- 

ure never approached anywhere 

on earth. But the mass marketer 

can never afford to forget that 

even in this country, with the 

highest level of family income ever 

attained, there are still 12,407,000 

family units—30.7% of the total— 

with incomes of between $2,000 

and $3,000 a year, and 10,459,000 

units—25.9% of the total—with 

incomes of between $1,000 and $2,- 

000 a year. 

It does not require too much 

mental arithmetic or cogitation to 

realize that the mass American 

market is still a mass market, and 

not by any means a class market, 

able to absorb luxuries in any 

quantity, or indifferent to the cost 

of its daily necessities. True, there 

are enough families in the “over 

$5,000” group to provide an enor- 

mous market in themselves, but 

the product or service designed for 

the great masses must still be 

priced and sold on realistic terms 

to people to whom a dollar is still 

an important medium of exchange. 

—General Mills 
“We go aboard this one whether they have Wheaties or not.” 

Sap Run 
In this screwy business spring 

has its own harbingers. 

Last week Mrs. Marty Mann, 

who founded the National Com- 

mittee for Education on Alcohol- 

ism, told a meeting of Bartenders 

Union Local 15, “If anybody wants 
to know where chivalry lives today 

and where to find real gentlemen, 

he can look behind the bars.” Mrs. 

Mann was an alcoholic some ten 

years ago, and confesses: “I used 

to get in everybody’s hair— 

usually the bartenders’.” 

In Pittsburgh, Guide-Post Re- 

search uncovered some interesting 

facts about women in repose. Less 

than a third of the women in Pitts- 

burgh prefer to sleep in a single 
bed, over 67% of the female 

household heads prefer a double 
bed to sleeping alone in a single 

bed, 75% of the women sleep in 

nightgowns, 19% in pajamas, 1% 

in pajama tops, 1% in pajama bot- 

toms, and 4% will never be pros- 

pects for BVD. 

Guide-Post learned that 31% 

say coffee keeps them awake (ah, 

there, Sanka), and 34% replied 

“ves” when asked if they did any- 

thing in bed to relax their nerves 

so they could sleep. Reading led 

the list of activities, followed by 

radio listening, eating, smoking 

and knitting. Over half of those 

answering yes did not specify the 

activity. 
Parfum L’Orle rushed out a 

press release saying Lodorante is 

here to stay, it knows no season. 

Time-style, the release reported 

the pronunciation, i.e., “Lorlay 

Lodoraunt,” and reported ‘“Lodor- 

ante is a remarkable toiletry that 

insures inodorousness—opposing 

offensiveness.” It suggests Lodor- 

ante as a form of social security. 

On an expedition to the West 

Coast went Herman J. Schwarz, 

the account exec. on Harwood’s for 

Theodore A. Newhoff Advertis- 

ing Agency, Harry M. Silver, mer- 

chandising consultant, Arthur G. 

Lombardi, trade relations director, 

Nathan Dector, western promotion 

director, and Victor Oristano, of 

Harry Bruno & Associates, the 

p.r. firm handling Harwood’s. 

This crew asked retailers in Los 

Angeles (1) how are all Canadian 

whiskies selling; (2) how con- 

sumer reaction was to the new 

bottle and label Harwood intro- 

duced in November, and (3) how 

effective was point-of-sale ma- 
terial? 

They discovered that the movie 

slump was doing whisky sales no 

good; Canadian whiskies were in- 

cluded with their U. S. allies in 

the debacle. Mr. Silver is quoted-as 

saying: “As the flicker industry 

goes, so goes all Los Angeles 

County.” 
Dealers told the crew that re- 

action to the new bottle was good, 
that two pieces of display material 

were fine but that the shelf bottle 
display (or neck piece) would 
have to be simplified to fit com- 

fortably in the shelves. 

This certainly shows the value 
of field work. 

Ah, spring in the ad business! 

Jottings 

You can get a chart of an ad- 

justable logarithmic scale, which 

may help you with plotting sta- 

tistics, by writing to Chartmakers, 

Inc., 480 Lexington Ave., New 

SORE cis 

Sundry BBDO men must have 

been pleased when President Tru- 

man assured the Senate he will do 

his “level best” 

Radio people are quick to note 

coincidence. For instance, P&G 

canceled “Life of Riley” shortly 

after the release of a movie based 

on the radio show; a month before, 

“Date with Judy” was canceled, 

only a couple of months after a 

film of the same name was re- 

leased . 

It may have escaped your at- 

tention that three Up See Daisy 

Primary Baby Trainers were pre- 

sented by the Kiddie Seat Corp., 

Bronx, N. Y., to Mr. and Mrs. Ber- 

nard Murphy, Stanley, Ky., shortly 

after the couple became the par- 

ents of triplets... 

Dallas Transfer & Warehouse Co. 

had the job of moving the Dallas 

Morning News into its new build- 

ing between editions. The news- 

paper was moved immediately 
after the March 20 Sunday edition 

went to press, and 12 hours later 

the work of getting out the March 

21 Monday edition was under way 

—in the new building. The job 

took split-second timing and min- 

ute planning, and the movers han- 

dled 100-odd tons of heavy ma- 

chinery and 50 tons of furniture 

in the process... 

We said we wouldn’t mention a 

switch campaign again, but Kelly 

& Mengle, Buffalo agency, is run- 

ning a pretty sharp campaign for 

Pearce & Pearce, speculative build- 

ers. The ads show pictures of chil- 

dren, and report “Marcia Jean 

Evarts (with picture) has moved 

to Lincoln Park Village.” The copy 

emphasizes the reasons parents 

chose the development... 

H. Frank Smith, advertising 

manager, Baldwin Paper Co., New 
York, sends out Wednesday Worry 

Club envelopes. Idea is to put wor- 

ries into the envelope, cut your 

worrying time to one day a week ... 

When Ferrantelle at Bergdorf 

Goodman decided to announce a 

reduction in beauty service, he 

used a catchy line: “A new beauty 
service scaled down in price to 

meet the weary purse”... 

Advertising Age, May 2, 

Rough Proofs 

Every modern improvem:n; 
brings its problems and its »p-. 
portunities. That’s why S.O.S_ ix 
finding a new market among <a) 

owners who want to keep tl ei; 
white walled tires looking whit: 

“Dentifrices rush to ammonia'ed 

bandwagon,” reports the word's 

greatest advertising journal. 

Just another example of how 

easily research men can make 

heroes or bums out of sales mana- 

gers. 

Charles H. Kellstadt, of Sears, 

comes up with the interesting sug- 

gestion that “venture pricing” ce- 

termine at what level you can 
move the greatest volume. 

How about applying the idea to 

those expendable Ward v. p.s? 

Gladys the beautiful receptionis: 
says she sees Ed Kobak is now a 

director at large of the Advertis- 

ing Council, and she supposes with 

people traveling so much, it is hard 

to get them to attend directors 

meetings. 

Josette Frank, who refuses to get 

excited over the criticisms 0! 

comics books, seems to have the 

old-fashioned notion that keeping 
children in order is chiefly a re- 

sponsibility of parents. 

Broadcasters and magazine men 

talked to newspaper publishers at 

the ANPA meeting last week, and 

were listened to respectfully. 

After all, Media Records shows 

that they are pretty good custom- 

ers. 

“Isn’t your advertising dolla! 

less juicy than it was 15 years 

ago?” asks Science Illustrated. 

But there are a lot more custom- 

ers with money in the pants. 

Since Polaroid is now marketing 

a new camera that turns out 4 

finished print right after the filn 

is exposed, maybe it should bor- 
row Eastman Kodak’s old slogan, 

“You press the button—we do the 

rest.” 

“Your ideas must have genuine 

impact—the kind of creativé 

achievement that makes other cop) 

men envious,” says an agency ad 

You mean the kind that maxes 

clients of other agencies envious 

Mennen now offers a_b.b) 
powder ean with a rattle on thé 

top, and only hopes it will become 
as popular as “Oklahoma’s” sul- 

rey with the fringe on the to} 

“Sales managers say existing !\ 
spot rates are too low.” 

The sales managers, 

to say, of the TV stations. 

neec ess 

C&O is promoting travel «ve! 

its lines to the Kentucky Derb. 
Louisville May 7. For the sak: © 

the horse players, better insis' ©" 
selling round trip tickets. 

United Air Lines flies in f °5" 

flowers for its Hawaiian win ow 

display in Chicago from the isl« 1° 

every three days. That’s alm 0% 

as good as Florists’ Telegraph * 
livery could do. 

Copy CB. 
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_ | WHO STARTED THIS ANYHOW? § ohcucfmucne: © purchases in America are made 

: rv by people living in towns of 

ecome @ It was Mrs. Willoughby (three times president of the Women’s Club, and Chairman under 25,000, and on farms. 

. . of the County Hospital Board) who decided to have their house painted this Spring. If you would like to see the 

Once Mrs. Willoughby decides on something, it gets done. And furthermore, new Alderson & Sessions study 
ag TV when Mrs. Willoughby does something, the whole town follows suit. The painters ore — eggs i ame 

hadn’t finished the front porch before the entire neighborhood started slinging paint. ——— ae ee er 
ed ess family paint purchases — write 

And when Mr. W. began to renovate his hardware store, the Main Street Merchants us — Pathfinder, Washington 

Association — to a man — sent off for plans and plate glass catalogs. Square, Philadelphia 5, Penna. 

‘ - If you know how this local influence works in small towns — where the leaders Graham Patterson, 

ist 00 really lead and everybody in town keeps an eye on what they do and what President 

they buy — then you know that to sell this big half of America most economically, 

you only have to sell the leaders first. PATHFINDER does — with ore a & | “e i ra ‘Ss 

fresh one million one hundred thousand news conscious families already 

” 1s on the roll. No wonder 444 advertisers last year — and already The Family News Magazine 

“4 es go more big new ones this year ~ are influencing the richest sales That Influences 
) rs ° ° . . 

+ territory in America through those leaders — in PATHFINDER. Home-Town America 

RG de. Ca te wis ome ‘ae E eS ee “ 3 age the \ 

a oe. a = pt de bs int * > ake ffl oy ‘ i paee ¥ - a Nee te. fe tek oo - en, ee Sa a ae as A ee 

ae i Nie tae eS eT ee ae Be One per eer Se wee ped ae Seema ee a ee a ——————— ee 

: : ee a a ; i - ae 

a ae : oe a —— Spaz ’ n a ss 2s Be Se SS EM - seg &é& ae & # Mone i, =P j y/o e fey - S S at eae e <a AZ : a a ; Say i. iis 
fs bg a T 4 so 7 1\ \\qoP) o | ORD OD GD tet Ci u Poa ia >>. ee : 

- [tal - x Vee \ ———et nas 3) 2 = , iy eve sah 
, z > - ‘ Pa < st = =. Be) le 2 eA a 3 we, ———- ZA SS Ss toe a YT x: ae 

a 2.5 % — fe > a “<=> * Sa . <3 7 Do 2 eee Lba!l “<3 ss a 2s a Sar - - _ > = "9 ~y =. = . Sol 

men Sas Sey TS SS a Wale VEL pay. cna ets Ay we =) ‘A Same es | ida | | @ ® @ a: + | —. 
SS op- a =H “SF > a ane be = or HH Fe f S/T HH ® Be Wi) Ui ji | @ B a 8 le => ae: .s ey Sane 2 a ps + = 7 =: 8a 2 as — 22" 2 ay ean 

a cos —— BA = wee JO ad SS oe JMN ee WE 3aF -* ee ae 
call 2 Sages OOS XK Saee e's Gig LL). Le - sae ! 2 teSa5 < sf 7 SS Naess l es i | 4 we i ———— —s— a acm TE Mie : AB ice f Ss Cs ey oo aay re a ie = “7 gal elle S) aN rere ee = —e rs as ae Cero te 0 ON é A a =< 2 mn ~a71|/ oes : — 2% +> —_ X a? Tae Ro , _ 

eee" 4s SS" & 3S EE saws GP ae. a 
niated eo iP ——~ Ss RS AL =e) hj —+——\ GAasaSa; ei i} ai, ee aa a 

ror d's ao, 1 ge 4\y— t= D) ee al SS Zo Bee pai aca! Vea | all = ae ge ee 351 -& SS df \— tee cA = A Peete fA = * — Ke 5 Nes 

a , 7 EZ 1] = Y. rts =) Ae ua Ze fadf of a if a 1 4 i Beeb <—>\,. Hs peo seule 
. ‘ Sy fo”, AS SF <i: ——; aT aS RATS ©) a 7 ¥ _——= - Bs SF = Begs 

m ike J . 4 1 $ olf Wy b= jon! Fe HH i} Ev (BH |/2,S py Dray & eat ie eur 4 = a @ +O 

ans = Ee ae ofA) ; 1; (Hi) of lat a = = 2 6 40 + y/ [Sp =a =— “4 

mana- Sa ee . [-]a) SE waey sy 0° St ee — AEDS ii / ee eee fi a as a anil 
= ~ da e * = c —s-e<4 a as @& | ois {x SSS 2 _—_——— TTh TFLT a oe ee 

== tA a Ste ss sae | Ms as Otte — vy) = : ia a 
‘ SS ZN & of 1, 2 _§ . ee a ae MOTTA = . | on SSE |e “A j= nN te \e re 5 Pre§ RSH secu! | SEs + | @ a x el = : | hex | = 

= | I ge Ae SS _ ) ————-aws > = 2 SASS ‘tides P i |} 1} 

: ; om a © = zz: 5 Ss mM a = —F Ot =. = = Sa |B — va aoe Ss SL ae 

eee SS An in { Steen = Sar ; wet Se c == >= >= Saal / 
Sass NS oa Br os ~ <a seer eS —_ a —_ ~ CED Ss = ie — Sa «(Oo | ih wi : ee — ——S be : | Cs =: — seeeee 4 - o SS ————— 

LEDS “a e ; ie \ \\Y( oe =| Buz = FE =a a= S| —ThX SSS Ses =o => Se — FA 
‘= r Fr 3 * yall ja ge ; \ = jana} ! my fal nl LH FH | fee 5. - own ~ ft : Sees re Foe ~ ( —— amt 

J ®&s \ =e HAT hi A Wild Ob oa ‘a to pege 7 * te oe te Se’ Dial) = i — —# AHH 

a 2 ee ay fA & % \ sea FH | HAH | |) ABLE a2] a /p @\ = \\ “TT, = 32S SS SS ™ 
‘ = eo * Se SS el 7) / ee Clea adie ?5 2 SS S—— ee 

| . e£0° £ Z =a —, oe ' AY PU} OU IE SL! a ; Tf te |} ———— hin 34 . Sl ei) Eee ee 
. \ede £447 “Ah T = ieee) NEE E aI ee “a i “UE [ ‘RULE ii 7 FA ais Git Ny nn Talal & HPs | toh 

xe — f ca t t = —s \ Z é eos a 5 4 — eS pw = ; pe > he 20 , o ; i iS 

+2 ye ——~ } || Mee JA co 2 «2 rae st "i —_ te oa eS T= Z pa ie 

¥ Bea EHS (fey) REE) = =) : pare a ee ATs NASI f we —_— : pee 
Ks ss = “il tia =e J . — ote Pet es 1 Ss : tre Tey vs & Joe pL ?, 5 Uy) fer Fe ge Ses ey PR = ma = Ss > ' 

bea “— \ Ay . Pa SS “ye “(a a wes ES Pt oed F 
a ———— a — => / sr ¢ eo ae < a. as ~—aF ‘ = 

\ i ae SEN =\ fs es trig we. 5. Br At 4 
NS a Sez are Se 7 Nb é WEIS] | i s = x + SE Ss FF 4 7 

Ne ol YO — = | \ fea i \ Nt Nt ia Sse Sa os aa) ~——-\ 
\ Re at — oes & 35S aoe |\ Tt 22 eo" gs tai ~ i . 
LC “INS tC Lo — ee \ == ¥ — os ra = 29 ——4 — S y a Ae ~ IRS:, 

y w = lial 4) “s- s+ Al — <= —————— = ~ JN —_ = eqs ™ 

isi) Ta Mi u SS “, —_=; a ae ee \S - es, ; 
i" ii} | NF wae. l Sanh: ly (SSS SN - gx _ 

te KWH ~ £2 £2 Ae ~ _ AN i ee LE OH (Se |S LAO gS | => ; 

( | 

mig 

~ 
i 

¥ a 

\ 
\ a 

=——— a 
HW | : tty iy 

» (0 

gq F < a 

oc = oe Bo atte 
a EA eh = eo 

— aoa : 

= y 

= x 
— case’ 

oae 

Me ce 
Bos e 

— Fs if 

9 
" 

i 

oe 

aa 
= si 

Ee 

id . oS. i E,: 

eens «2, AS Pre v : : ig iy “6 : ae 



14 

Court Rules Radio 

Actors Own Names 

Used in Programs 
MILWAUKEE—The Wisconsin su- 

preme court has ruled that a radio 
performer has exclusive rights to 

the name that he uses in radio 

broadcasts, regardless of the sta- 

tion employing him or contracts 
which seek to limit the use of the 

name to one station after the con- 
tract has expired. 

Jack Bundy, now general man- 

ager of Station WMAW, and 

“Heinie” of the station’s “Heinie 
and His Band” program, formerly 
had a contract with Station WTMJ. 

In his WTMJ contract, Mr. Bundy 
agreed not to use the name 

“Heinie” on other Milwaukee sta- 
tions or stations within 100 miles 

of the city. 

The supreme court ruled that 
such a contract was “unreason- 

able,” and that the restriction ap- 
plied only to personal appearances 
not booked by the Journal Co., 

owner of WTMJ. Justice John D. 
Wickham, who wrote the opinion, 

also ruled that the name “Heinie”’ 
does not have the standing of a 

trade name, that is was not now 

used to identify any Journal Co. 

program and was not subject to 

property rights. 

gw While on Station WTMJ, Mr. 
Bundy’s show was known as 

“Heinie and His Grenadiers,” and 

was billed as “the band of a mil- 

lion friends.”” When he shifted to 

WMAW, he called the show 

“Heinie and His Band,” and it was 
billed as “the band of a million 
airs.” 

While the ruling said that re- 
striction of the name after expira- 
tion of the WTMJ contract could 
not be enforced since it would 
abridge Mr. Bundy’s personal 
rights, it enjoined him from using 

the slogan “band of a _ million 

airs,” on grounds of unfair com- 

petition. 

FCC May Ban ‘Share Time’ 
Arrangements of AM Stations 

Federal Communications Com- 
mission has issued notice that it 
is considering a rule change which 
would make it impossible for ad- 
ditional standard broadcast sta- 
tions to make “share time” ar- 
rangements which lengthen their 
broadcast day. 

The commission said the ar- 
rangements between stations shar- 
ing the same frequency “compli- 
cate the interference problem” 
and “lead to controversy.” The 35 
share-time and 16 specified-hour 
stations now broadcasting are not 
affected by the proposal. 

Wallace-Ferry-Hanly Moves 
Wallace-Ferry-Hanly Co., Chi- 

cago, has moved its offices from 
430 N. Michigan Ave. to the Daily 
News building, 400 W. Madison 
St. 

NEW JERSEY'S FOURTH LARGEST MARKET 

BAYONNE CANNOT BE SOLD 
FROM THE OUTSIDE 

9955400% of THE BAYONNE TIMES’ Net 
Paid Circulation is concentrated in the 

City of Bayonne . . . There is NO COM- 
PETITION . .. everyone in BAYONNE 
reads THE BAYONNE TIMES. 93% Home 
Delivery. Send for your 1949 copy of 

THE BAYONNE TIMES Market Data Book. 

THE BAYONNE TIMES 

BOGNER & MARTIN 

295 Madison Ave., New York—228 N. LaSalle St., Chicago 

Minnesota & Ontario Paper 
Appoints Six Executives 

G. F. Hoppe, advertising mana- 
ger, has been named to the newly 
created position of sales promotion 
manager of the Insulite division of 
Minnesota & Ontario Paper Co., 
Minneapolis. Robyn A. Campbell 
has been promoted from production 
supervisor to assistant sales man- 
ager of the paper division, and 
Paul Joslin from manager of the 
division’s Chicago sales office to 
assistant sales manager. 

George H. Alarik has been ap- 

pointed advertising manager for 
all operating divisions of the com- 
pany, and Clark Taube has been 
named assistant to the advertising 
manager. James V. Otness has 
been appointed Chicago office 
manager. 

‘Timberman’ Names Good 
Timberman, Portland, Ore., and 

its affiliate publication, Western 
Building, have named Morton 
Good, New York, as advertising 
representative of the northeastern 
territory of the United States. 

Parkin Agency Named 
Edwin Parkin Advertising, Inc., 

New York, has been named to 
handle the Essex Rotary File Corp. 
National hobby magazines, news- 
papers and trade publications will 
be used to promote the Essex 
Rotary steel files. 

Appoints Lee-Murray 
Lee-Murray Advertising, New 

York, has been named to direct 
the advertising of Pariser Electric 
Motor Co., New York, manufac- 
turer of air compressors. 

Advertising Age, May 2, 1949 

Archer Rejoins Wade Agenc. 
Robert Archer, formerly he id 

of his own agency, Robert Arct er 
& Co., Chicago, has rejoined Wa je 
Advertising Agency, Chicago, «f- 
fective May 1. The advertising éc- 
counts of the Archer agency wi! 
be transferred to Wade. 

McGiveran-Child Names Meth 
Arthur Meth, formerly wi} 

Arthur Rank Organization, Lon- 
don, England, has been named 
copy chief of McGiveran-Ch |q 
Co., Chicago agency. 
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Motorola to Push 

‘ortable Receivers 
Cutcaco—Motorola, Inc., has 

siurted a concerted campaign to 

blicize its line of six portable 

-dio and video sets. The drive, 

rough Gourfain-Cobb, will con- 

ue through June, with heaviest 

iphasis during May. 

Publications to be used: Ameri- 

an Magazine, The American 

Veekly, Better Homes & Gardens, 

Esquire, Field & Stream, Holiday, 

Life, Look, National Geographic, 
Seventeen, The Saturday Evening 

Post, This Week Magazine and the 

Denver Post’s supplement section. 

One of the sets to be featured 

is the company’s new portable 

radio-phonograph—a 12-pound set 

designed for 45 rpm. records. It 

will retail for $59.95. 

Meanwhile, Motorola has an- 

nounced that sales figures for tele- 

vision receivers during the first 

quarter of 1949 tripled those of 

the corresponding period in 1948, 

with demand still exceeding pro- 

duction. 

Join Apparel Group 
California Contours, Men’s Ap- 

parel Guild, Boy’s Apparel Guild 
of California and Infant’s Thru 
Teens have joined California Ap- 
parel Creators, Los Angeles, in 
order to provide buyers with a 
complete apparel market in a co- 
ordinated organization. All groups 
will maintain offices at one place, 
and service and publicity will be 

ne 

yee Pig 
m Pe # 

og ee en ere 8 OE oO z 

coordinated. The groups will con- 
tinue to promote their specific seg- 
ments of the market and to place 
advertising. Previously, each group | 
has had its own market week and 
placed trade advertising to pro- 
mote itself. 

Wilson Promotes Wilsey 

John G. Wilsey has been ap- 
pointed manager of hair filter 
sales, a subdivision of the Wilson 
Hair Products division of Wilson 
& Co., Chicago. He joined the hair 
filter staff last November. 

CREATIVE 
MEN 

work faster, better... 

Our Rithmetic: 
That seems to be the only possible explanation for the readiness with 
which many persons accept, as workable, weird schemes designed to 
promote our economic and social welfare. No one who remembers any- 
thing about the arithmetic he learned in elementary school would be taken 
in by proposals for "spreading the wealth" which are based on restrict- 
ing the creation of wealth . . . the drying up of venture capital, the source 
of wealth and jobs. 
We have even been confronted with the paradox of a demand for ex- 
panded capital formation with the idea of creating more production and 
jobs coupled with a second demand for heavy taxation which is bound 
to eliminate any incentive to invest. It may be that the proponents of 
such gems of economic reasoning were bright boys who skipped through 
elementary grades where they might have learned about addition and 
subtraction. That doesn't alter the fact that "two plus two are four”... 
that no flights of fancy in higher mathematics can explain away such 

, basic facts about figures. 
We, at Chilton, believe that it is time we returned to fundamentals and 

viewed with the eyes of the 'rithmetic teacher of our childhood schemes 
designed to "take money from here. . . and hand it over there" in order 
to spread the wealth. The need for encouraging the flow of venture capi- 
tal by a quick return to taxation for revenue only seems, to us, to be as 
elementary as “one and one are two... two and one are three... 
Remember? 

CHILTON 

4 

OU NAL AND REVIEW OF OPTOMETRY + THE JEWELERS’ CIRCULAR-KEYSTONE 

HE SPECTATOR PROPERTY INSURANCE REVIEW « 

gw CHILTON COMPANY (INC.) 
Chestnut and 56th Sts. 

Philadelphia 39, Pa. 

100 East 42nd Street 

New York 17, N. Y. 

AUTOMOTIVE INDUSTRIES 

DISTRIBUTION AGE 

* MOTOR AGE 

when they follow this 

9-POINT 
“TECHNIQUE FOR 

PRODUCING IDEAS” 
This remarkable 61-page book by James W. 
Young, Senior Consultant of J. Walter Thomp- 

son, is worth its weight in uranium to every 

man who must produce ideas. Gives you the 

positive 5-point program used by one of the 

highest paid men in the agency business, for 

developing ideas that sell. Acclaimed as the 

biggest little book ever written for advertising 

men, now in its fifth big printing. A must for 

you if you are a creative man. $1.00 on 10- 

day money-back guarantee. 90c each in quan- 

tities of 10 or more, 

INSPIRATION FOR EVERY MAN 
IN THE AGENCY BUSINESS 

“The Diary of an Ad Man” 
(The Jim Young Classic) 

A practical volume for the man who is broad- 

ening his horizons in the advertising business 

As Victor 0. Schwab says, ‘‘a book about busi- 

ness which emits flash after flash of penetrat- 

ing insight .. . day by day guidance... 

pithy case-history experiences .. . usable sug- 

gestions.’’ . . . In all 578 diary entries made 

during trying times, any one of which may 

suggest a solution to your current problems. 

$3.00 on 10-day money-back guarantee. $2.70 

each in quantities of 10 or more. 

GUIDANCE IN INDUSTRIAL 
ADVERTISING, MARKETING 

AND PUBLISHING 
“Teacher of Business” 

What were the ideas and ideals that underlie 

the impressive success of McGraw-Hill? Here 

is the whole inspiring and useful story, in the 

words of the late James H. McGraw, Sr. with 

an introduction by G. D. Crain, Jr., publisher 

of Industrial Marketing, Advertising Age, etc. 

A basic book in the library of every man who 

writes, edits, sells, or promotes in the busi- 

ness or industrial fields. $1.00 on 10-day 

money-back guarantee. 90c each in quantities 

of 10 or more, 

HOW TO SET UP AND RUN 
A PROGRAM FOR SALESMEN 

“Successful Sales Training” 
By Eugene Dynner 

Here is the complete, practical, and usable 

outline of the proved method for (1) getting 

new salesmen into high gear quickly, (2) de- 

veloping a uniformly good performance pat- 

off in higher 

average production. An @¢asy-to-use program for 

start 

tern. (3) making each man pay 

sales managers who want more results 

ing now. $2.00 on 10-day money-back guar 

antee. $1.80 each in quantities of 10 or more. 

NOTE TO COPY CHIEFS 
Judging from the number of 

25, and more 

is clear that they 

orders for 10, 

copies of these various books, it 

are filling an important 

need in training programs 

with a of the “5S 

each member of your creative staff. 

We suggest you start 

copy Point Technique’ for 

MAIL ORDER NOW 

| Advertising Publications, Inc. 

| 100 E. Ohio St., Chicago 11 

| Please send me books as ordered below. 1 
| enciose remittance with the understanding that | 

I may return books for full refund in ten | 

| days if not delighted in every way | 

| copies, ‘*5-Point Technique | 

| for Producing Ideas’’....... Ss | 

| copies, ‘‘Diary of An Ad Man’’ 3 | 

| copies Teacher of Business’’ s | 

| copies, ‘‘Successful Sales | 
| Training”’ ° s | 
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Home Exposition Scheduled 
The 1949 National Home and 

Building Exposition will be held 
in Los Angeles at the Pan-Pacific 
auditorium June 2-12. The show 
will be opened with a one day 
construction industries conference 
on June 1. 

Pitman Names Smith 
Pitman Publishing Corp., New 

York, has named Paul Smith Ad- 
vertising, New York, to handle ad- 
vertising, with special emphasis 
on the Pitman Gallery, a series 
of books of full-color fine arts 
reproductions. 

SAVE ON OIL TRADE MEDIA 
CCA, oll Authenticated readership survey ABC, 

Ts. Impartial. To give multiple, over 
ce (breakdown) by ing readers. eren 

divisions. Ready about states, buyers, ind 
July iS. Small cost. Write for details. 

LESLIE BROOKS & ASSOCIATES 
McBirney Bidg. Tulsa, Okla. 

Oil Field Research Specialists 

Three Name Stanley-Guerin 
Stanley-Guerin Co., New York, 

has been named to handle the ad- 
vertising of Son-Chief Electrics, 
Inc., Winsted, Conn., manufacturer 
of electrical home appliances; 
Koral Electric Sales Co., New 
York, portable and stationary elec- 
tric steam radiators, and Halsam 
Sportswear, Miami, Fla., manu- 
facturer of men’s sportswear. 

JWT Appoints Forsyth 
James A. Forsyth, who formerly 

operated his own tourist publica- 
tion in Santa Barbara, Cal., has 
been named an assistant account 
representative in the San Francisco 
office of J. Walter Thompson Co. 

Bishop Names Sutherland 
Walter N. Sutherland, formerly 

account man in public relations 
and advertising in the Chicago 
office of McCannu-Erickson, has 
been appointed a vice-president of 
William S. Bishop Co., Chicago. 

a 

Peat, * err 

Agency Executives 

to Lead Sessions 

at AFA Convention 
New YorKk—Advertising agency 

executives will play an important 
part in the program of the 45th 

annual convention of the Adver- 

tising Federation of America to 

be held May 29-June 1 in Houston. 

Ralph Smith, executive vice- 
president, Duane Jones Co., New 
York, serving his third year as 
chairman of the AFA’s committee 

for a better public understanding 
of advertising, will outline plans 

of the program to be released by 
the committee following the con- 
vention. He will speak at the 
Monday morning session on “Ex- 

plaining Advertising to the Pub- 
lic.” . 

Marion Harper Jr., president, 
McCann-Erickson, New York, will 
be the featured speaker at the 
general luncheon May 30. Fairfax 
M. Cone, chairman, executive com- 
mittee, Foote, Cone & Belding, 
wilt preside at a panel of adver- 
tising leaders at the Monday after- 

noon session, discussing the sub- 

ject, “What Direction, Advertis- 
ing?” 

Honor Gregory House, president, 
Gregory & House, Cleveland, pre- 

sides at the meeting of the AFA’s 
council on women’s advertising 

clubs at Sunday’s luncheon, and 

Ira E. DeJernett, chairman of the 

AFA’s council on advertising clubs, 

will preside at a breakfast session 

on Wednesday of advertising club 

leaders. 

Don Francisco, vice-president, 

J. Walter Thompson Co., New 

York, will be the speaker at the 

closing luncheon on Wednesday. 

He will present the subject, “Dis- 

tribution—A Look Back and a 

Look Ahead.” 

Three Appoint Guy-Lee 
Guy-Lee Organization, Palo Alto, 

Cal., has been retained to direct 
the advertising of California Ways, 
San Mateo; Garcia Delivery Box 
Co., Mountain View, and John 
C. Wickett & Co., Palo Alto real 
estate company. 

O'Leary Joins Buchanan 
Robert J. O’Leary, formerly as- 

sistant sales promotion and mer- 
chandising director of Life, New 
York, has joined the creative staff 
of Buchanan & Co., San Francisco. 

Which one 

If you'd rather hit markets 
than marks, it’s the one at the right. 

She’s the Better Homes & Gardens reader 
and, like 3,000,000 others, she’s 

buying constantly for her comfortable 
to the tune of one of the 

highest standards of living in 

the world. She depends upon BH&G’s 

home 

100°% service for information and 

ideas. Better be there when she’s making 

America’s First Service Magazine 

up her mind. ter Homes : and Garden
s 

Donald W. Davis, national president of Alpha Delta Sigma and a di 
rector of AFA, was guest of honor and principal speaker at a dinne 
held in Chicago, sponsored by the four Chicago chapters of the nationz 
professional advertising fraternity. Mr. Davis is professor of advertisin 
in the School of Advertising, Pennsylvania State College. . . 

Benjamin Allen, v.p. and circulation director of Curtis Publishing Co 
Philadelphia, is celebrating his 28th year with the company. . . Anthon: 
J. Dwyer, pres. of Dwyer Lumber Co., Portland, Ore., has been ap 
pointed a member of the new committee on timber, soil and water con 
servation of the National Association of Manufacturers. . . 

When the Western New England University of Pennsylvania alum: j 
group held its regional dinner in Hartford, Conn., April 28, Haro) 
Stassen, the university’s president, was guest of honor. Sidney Kap - 
lan, of the Hartford Courant’s ad department, was co-chairman of the 

dinner, and C. Russell Noyes, ad manager of Phoenix Mutual Life In - 
surance Co., was on the guest committee. . . 

Richard Henderson, promotion director of the Hartford Times, has 
been elected president of the suburban Wethersfield, Conn., Rotary 
Club. . . Bowman Gray, a newly elected v.p. of R. J. Reynolds Tobacco 
Co., Winston-Salem, N.C., started with the company as a salesman in 
1930, becoming assistant sales manager in 1939. He served from 1942 to 
1949 in the Navy, from which he was separated with the rank of lieu- 
tenant-commander. . . 

FOR THE WINNERS—Chicago Advertising Softball League officers admire the trophies 
to be awarded to winners of the first three places in the ‘49 season, which opens May 
3. Left to right are Bill Casey of Sherman-Marquette, vice-president; Bob Hampton, 
Leo Burnett Co., president, and Doug McWeeny Jr., J. Walter Thompson Co., sec- 

retary. 

Roy Neil Williams, of the ad department of Armour & Co., Chicago, 
has a novel, “Say Farewell,” scheduled for publication late this fall. . . 
Myles H. Johns of Saginaw, Mich., principal stockholder in Stations 
KCBC, Des Moines, and WASH, Oshkosh, Wis., is engaged to marry 
Ruth Badke of Pickett, Wis. . . 

Arkady Leokum, vice-president of Robert W. Orr & Associates, 
New York, sails for Europe on the Queen Elizabeth on May 28 on an 
extended leave of absence to do creative writing. Mr. Leokum is the 
author of “Please Send Me, Absolutely Free” and a new novel, “The 
Outsider,” which will be published next fall... Ruth Kinyon, research 
director of Charles W. Hoyt Co., New York, will be off, May 28, on a 

five-weeks tour of England, France, Switzerland, Italy and Holland... 
Cuba’s most coveted radio prize has been awarded to the Havana 

office of McCann-Erickson for “Esso Rinde Honor al Merito,” spon- 
sored by Esso Standard Oil Co. (Cuba). The program is written and 
directed by the agency’s radio director, Gaspar Arias. . . Barrett 
Brady, copy chief of Warwick & Legler, New York, has been elected 
president of the Mercantile Library Association and Carleton Spier. 
v.p. of Batten, Barton, Durstine & Osborn, has been named vice- 
president. The library, founded in 1820, is widely used for reference 
work by agencies... 

Guy Rainsford, an art director at Young & Rubicam, New York. 

will marry Grace Markun of New York in May...Edward Wertheim. 
head of Wertheim Advertising Associates, New York, was married 
to Mrs. Madeline George, Wertheim account executive, on April ‘( 
in Coral Gables, Fla... i 

Mrs. Prudence Allured, publisher of Manufacturing Confectioner, s 
recovering from a broken bone in her foot, acquired in San Francisco 
while she was on her way to Hawaii for a vacation. Just proves pul - 

lishers are not supposed to take vacations, avers Prudence. . . 

Members of the operating committee of Sterling Drug, New Yor . 
presented a gold wrist watch to President James Hill J?. on his con - 
pletion of 20 years’ service with the company. Mr. Hill and Earl 
McClintock, v.p., have since sailed for England for a month’s busine 
trip. . . Paul Hartley, account executive of Newell-Emmett, New Yor . 
has written a book about his favorite hobby, entitled “How to Paint ' 
published April 13 by Harper. . . 

Cy Plattes, General Mills press chief of the public services dep 
has been named chairman of the Minneapolis area chapter of the Na 
Foundation for Infantile Paralysis, succeeding Charles B. Sweatt, Mi: 
neapolis-Honeywell executive . . . G. Frank Sweet, v.p. and manag: * 
of the Hartford office of Platt-Forbes, has been appointed to the boa: 
of trustees of Hillyer College, Hartford. . . 

Robert W. McKinnon, formerly on the ad staff of the Charlest: 
Gazette, has been appointed executive director of the West Virgir 
Industrial and Publicity Commission by Governor Patteson. He h ; 

been acting director since last September. . . Los Angeles Mirror’s edit: © 
and publisher, Virgil Pinkley, became a five-a-week newscaster ear ’ 
this month with his own 15-minute show, “The Mirror Reports,” « 
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RCA RADIO 

* ELECTRIC SIGN WITH FLUORESCENT TUBE 

AND TELECHRON ELECTRIC CLOCK 

100 OR MORE 

SPECIFICATIONS: Over-cll dimensions — 26” wide x 16” high x 3” front to back. Clock dial 81/2" 

in diameter. Single, 20-watt, fluorescent lamp illuminating sign face and down-lighting clock dial. 

Switch on sign permits turning out sign without stopping clock. Guaranteed Telechron clock with 

convex glass face. Hammerloid finish metal cabinet. 6 ft. hanging chains. 

sensational sign for your current promotion program. 

= eRe. “sete a ah eh se idle S snes 

BATTERIES 
Te a ot 
Ho ur r 3. 

AROUND THE CLOCK 

Here is the answer to your electric sign problem. The display 

that has everything: size, color, action, dependable con- 

struction, priced lower than you ever dreamed possible! 

Whether you use it as a premium, special merchandising 

deal for increasing distribution, THIS IS IT. Gets imme- 

diate dealer acceptance. 

Wire or phone collect. There is still time to consider this 

the OHIO advertising display company 
America’s largest producers of electric signs 

118-24 W. PEARL ST., CINCINNATI 2, OHIO 
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To every businessman 

concerned about costs.. 

Check how The Inquirer has boosted your sales power in America’s 3rd Market! 

1933 TODAY 
Philadelphia definitely prefers 

| 
| 
| 

auun: “Sat Sian “SS 
| e 

The Daily Inquirer. . 210,795 $ AT = $2.23 | = 674,529 $ .85 $1.26 The Inguirer 
Morning Led - - « 99,969 42 4.20 _ _ . : 
= Deed . . 163.459 35 2.14 | a _ ne Advertisers, in 1948, placed more than 32,700,000 

. ew? —_— wd lines in The Inquirer—MORE than was ever 

TOTAL MORNING 474,223 $1.24 $2.61 | 74,529 $ .85 $1.26 placed in any Philadelphia newspaper in any year. 

CO | ror ADVERTISING LINAGE 

The Evening Bulletin 499,724 $ .625 $1.25 : 716,451 $1.00 $1.40 
The Daily News . . . 141,589 3325 2.35 , 138,117 35 2.53 20,000,000 
Evening Ledger . . . 198,584 42 2.11 | = a 

TOTAL EVENING 839,897 $1.3775 $1.64 | 854,568 $1.35 $1.58 
| 

| sumpay parens | | 15,000,000 
The Sunday Inquirer. 376,952 $ .72 $1.91 | 1,114,870 $1.30 $1.17 
The Sunday Bulletin. — o ie 668,226 95 1.42 
The Sunday Record . 214,766 35 1.63 | _ - — 
The Sunday Ledger . 296,201 __.65 2.19 | = = = seated 
TOTAL SUNDAY 887,919 $1.72 $1.94 | 1,783,096 $2.25 $1.26 

NQUIRER 4 
fe SUN 

5,000,000 

Rates effective through April 30, 1949. < 

Circulations from Publishers’ Statements 

for the 6 month periods ending Septem- “ aaa ties 1933 1938 1943 1648 
ber 30, 1933 and 1948, respectively. 

aw’ Weare ek 

AND 1949 LINAGE IS RUNNING AHEAD OF 

LAST YEAR’S RECORD-BREAKING VOLUME ED N. L 

4 F . ee ee we ee = ue oe ~ a i “i es . . ae ee 
yp : Co . 5 ood es = m / an r egos . a i : er. so) ee re) 2 a sy aye ae Se ft SEG eg ee rh Pee: 

.'s q ee - Bua a 4 ire Aer ee te Fe emi: * Mee oe z ae : ¥ dy iy . eg 5 ee aay i ga ae e ae ee cs Lae Ty se Te 

ae: a Tie a 2 eat id Pa oe pit eee cla fo 5 fee. eerie. : i a a ee es ee ce ee oe ee ; BE ore eee ‘ ee eg ‘kg eae 2 ome - 

=i ~ 

<? : 

Si eal 

at: ee 
ya P 
ee 

| = ae ‘ zc 4 
ee ss . 

ae sed . 
i , > —- ‘ ‘ . 

Oo tte? a" walt e ‘> Je 

Sait # r ; F ! oP ‘ 
«en : ; 

= —- (S pi 
aoe Bees re ee - are i . . . : ae ; ] . & 

: ae Be i wv eee ee | 3 
is ct tale Baa eh fi 2 
aie % i a “3 os , ) ' | | i. 

; * Gi od a ia i Sm 
— 4 * EO Geant Ne pagan % FS 

" ‘ial j J ae fe") : i e—<¢ . aa ‘= * ee se ay A AF 

. oat } z Pb.> sae f , } ee, ; | 

ey % ce / Ba Fe bb ay ‘ 4 ‘ 
. : Pomtd Boi. ys de - — a Wee a , . a. —e ae ccm Bi : e se a ; 

a = 6 Ee. ae . Fae ee we , be 
ie > Pi . eae ’ : ‘es 

iy f- Siam ms : = ere ‘ we ba ine 8 } @ | 

3 3 bites Fe ai ee oe _ ; entre MN. . ae ee . ; 
ba tee rr 7 ‘_ - a. ee oe . ee : ike ; id bee ee ; EO 

ae ce 64 + SaaS Se in ae eee Cee 
i Se Fi a wt oe : — Bas ee ‘ 

. a © — llr i eee A " ‘ — i ieee 
POE, i. C8 ee eae ee “ ' P —— pee -_ JZ re o/ cplien ) Yd : ae Bt - Y — ae 

- _ ee. pes. ‘ 1 2 ee ? = ~* a. ; j ee 

i £ Lana ne - ‘ a . =< — — | ti . 
‘ ee r. “ge y ey . ct ; 

: ee ~~ j SS ; ve ; f 
cnt Wey weil sa SS 3 oe OES 5. . ‘ ai 

oes ; el ont ao — a is ; 
ie neni: * ee base = iit. 2 PP, eel ; #4 

} = Ba Pe ae ey ee —e saat ‘ , 
14 "i . <7 4 er Oe ts s . - 

g — ee, ‘ 3 ee pee << “4 Seema pe a; nn 
‘ sk ~ Se Ea ae ee ae yo > ae 

ee 5 Se a NE aes ee 2 = = —— : 71 g oe Tow ee ae : , ’ eo emer 

™ oo ~ Hew on, : eee ail eh ae am a ee . » 

. ’ F a ’ sind . = . : a . Si one . 3 ” iis 4 —— as ae — g joneed i ee ——— , 

i. Kes Bi vere. xn ie aa —— * tee ; s—— , 
7 — a “Se Se Se eee cae ee ae ae ———— - _ 

N a . ~~ * mee i tala - ~ a a oy ae a : me ee: ge¥ 

is ‘ apiece j ee ge moe ; i _— : coMgeaiet ee 

4 | - = ee ae Lael ee ee aid 
i “ —_ ia on = 9 ee age OO meek Be Sa aoe % ta aaa Ege ee, EF : ee ; — ante RS ae en coe Bt a a _ ~~ ee se 

‘cot ~ — Se CP ae a tes OR ies aaa of Sas a - 

Ss ~ 

rae 

eee: 
ee : i 

meer 

4 i” ies 

"a ei 

Ne 

ue Sats 

al 

¥ sete 

Pes 

2 ise: st 

rch 
aise 

se ee 

oe ' 
ras 

ee, 

as 

MAS. 
oe 

‘ 

fs 

5 

Pe! | 

i < Pe 

a a ba 

nail 

; - 

tia ie ; . 
teers ¥ : a ; F ' panes Sa we AS 
2h OT No ae eae m Si Pat ~ 7 bee 4 (G : <r tm, te P She i, ca a aie ag) nM cha >: * ~~ ee 8 pe Jae. a 7 teste Pee 5 ‘ Jt” fan teas 8 ‘ eabiel tite oes: Eager Pee se EL: een hates ® Wane = ete 
RPE: Sadan ene es fa Es he RE ONS RT ay Os ae ee he eee PT aiee _ Miia, Nee Phere i PA nt ld Sees aRe Re tee Ioan On RN RRS ES gece ME, oa Ait ueamy > Way eae ec Aa A Ben ies, enn hee RMR coms UGA, oer, CREME AB nt 



PHILADELPHIA INQUIRER 
TODAY GIVES YOU 77 MORE 

CIRCULATION PER DOLLAR 

4 THAN IN 1933! 
1933 MILLINE.. .$2.23 *TODAY’S MILLINE...#1.26 

*Lowest in Philadelphia! Among the lowest in America! 

The cost of other Philadelphia newspapers increased during this same period. 

ee -s 

In addition, 

THE PHILADELPHIA INQUIRER in America. The Sunday Inquirer reaches 

(with 674,529 circulation) reaches 200,000 more families than any other Philadelphia 

5 
MORE families today than did all three morn- 

ing newspapers published in Philadelphia 

in 1933! 

And the cost of this 200,000 greater 

circulation is 39c per line LESS! 

THE SUNDAY INQUIRER 

(with 1,114,870 circulation ) offers the lowest 

milline rate of any standard size newspaper 

daily or Sunday newspaper... more 

Philadelphia area families than are reached 

by any other single medium of any type. 

In addition, The Sunday Inquirer reaches 

225,000 MORE families today than did all 

three Sunday newspapers published in 

Philadelphia in 1933! 

And the cost of this 225,000 greater 

circulation is 42c per line LESS! 

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

The Philadelphia Mnguirer 
Exclusive Advertising Representatives: 

ED W, LORD, Empire State Bldg., 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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Predicts Buyer's 

Market to Bring 

Real Postwar Car 
Biggest Competitive 

Fight Is Certain to 

Come, Walder Says 

Detroit—The real postwar car 
designs that have been kept in 
mothballs during the lush days 

after the war are about to emerge 

at last, according to Robert B. 
Walder, president and chief en- 
gineer of Walder Corp., Detroit 

industrial engineering firm. 

The buyer’s market has returned 
with a vengeance, he said, and 
“when its full effect is felt in the 

summer and fall the real postwar 
car will be given to the production 

departments. Intense competition, 

undreamed of even in the histori- 

cal days of the early ’20s, will 

produce an improved type of auto- 

mobile that will fully satisfy the 
public’s hunger for something 

‘really new’ in their motor car of 

tomorrow.” 

ws Outwardly, the auto makers in 
and around Detroit are going about 

their “whirlwind business’ pretty 

much as before, Mr. Walder said, 

but “behind the scenes a inajor 

upheaval is taking place.” Every 

detail of the manufacturing pro- 

cesses is being reappraised and 

tightened up, to eliminate every 

penny of needless cost; suppliers 
of raw materials and component 
parts are being pressured to tailor 

their quotations to the “new look” 
of lowered car priees initiated re- 
cently by General Motors; previous 
material bottlenecks have been 

eliminated, and labor is “playing 
ball as never before.” 

The smaller, lighter and faster 

motor cars of the coming era will 

be made possible, Mr. Walder said, 

by many new materials and metal 

alloys of greater strength, utility 

and durability. He added that ad- 

vances in fabrication technique 

are being made which will further 

reduce the cost of unit part manu- 

facture; new high speed single 

purpose machine tools are being 

built to take advantage of labor- 

saving electronic, pneumatic and 

hydraulic inventions recently an- 

nounced, and the production line 

also is coming in for a major over- 

hauling in facilities and methods. 

Chassis and body assembly work 

are to be greatly reduced by 

structural redesign and simplified 

styling, he forecast. 

w Other developments in the in- 
dustry, he said, will include: 

Chrome molding and ornamenta- 

tion will be stripped down, and a 

form of ribbon chrome trim will 

add much to the smooth effect ob- 

tained in body contours. 

Large sealed beam _ headiights 

will be superseded by “a very 

small high-current edition which 

, will produce as much or more light 

than the present bulky units.” 

Color will come into its own, 

with soft “two toning” supplanting 

the solid color exteriors and a new 

“Fluoredescent” paint adding to 

OS hee _- More than 

- § 25 years of... ba 

_Mounting and Finishing 
|, “POINT of PURCHASE” |”) 
‘cardboard display material | 

QUALITY 

‘a, DEPENDABILITY 

MANDELL MFG. CO. 
356 W. Ohio St. SUperior 7-0545 

CHICAGO 10, ILL. 

the car’s beauty. 
New fabrics will include im- 

proved nylon and woolen weaves, 

and synthetic leatherette coverings 

are being introduced that “look 
and wear better than even the 

finest grades of top-grain leather.” 

s Automatic window lifts will ap- 
pear on even the lowest priced 
models, because of a much simpli- 

fied electric and hydraulic mech- 
anism. 

“Hand gear-shifting will of 
course be displaced by fully auto- 

matic transmissions.” 

Cylinder displacement “will be 
drastically reduced,” greatly im- 

proving gasoline mileage. 

The four-cylinder engine with 

high volumetric efficiencies ‘will 

become popular in even the me- 
dium-size cars.” 

The contact-point type of dis- 

tributor, a major service head- 

ache, will be displaced by a “life- 
time” distributor unit. 

“Carburetion will take a major 

step forward by use of a forced 
pressure jet.” 

Two Appoint Stanley-Guerin 
Stanley-Guerin Co., New York, 

has been named to handle the ad- 
vertising of Towne Togs, Inc., New 
York, manufacturer of infants’ and 
children’s outerwear, and Apple- 
man Glass Works, Bergenfield, N. 
J., for its Temprex clothes dryer 
and Electriglas radiant heating 
panels. . 

Egan Joins Ad Council 
William J. Egan, formerly with 

Carl Byoir & Associates, has joined 
the public relations staff of the 
Advertising Council, New York. 

Advertising Age, May 2, 199 

Johnson Names Warmingham 

Alfred V. Warmingham, fo 
merly in the advertising depar 
ment of the Journal-Courier, Ne 
Haven, Conn., has been named d 
rector in charge of advertising 
J. Johnson & Sons, New Have 
clothing concern. 

Joins Ohio Advertising 
Jack R. Schmunk, formerly sal: s 

manager of television station 
WEWS, has been named vic - 
president and account executive »f 
Ohio Advertising Agency, Clev.- 
land. 

ee ee ee | 

color advertising! 

35% over 1947! 

..and Circulation 
isnt all thats growing | 

Tremendous increase in four- 

Over two hundred new accounts 

in less than a year! 

1948 advertising revenue up 

Yet you still pay the lowest 

cost per thousand—$2.40 
for black and white, 

$3.20 for four colors! /) fe 
/) 1, 
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\rcady Farms to Fogarty 
Arcady Farms Milling Co., Chi- 
igo, producer of feeds for poultry 
ad livestock, has appointed C. C. 
ogarty Co., Chicago, to direct 

+)ye advertising for Arcady feeds. 
ealer and farm publications will 

be used 

Sue Abbott Joins KTSA 
Sue Abbott, formerly in the 

traffic department of Station 
KWTX, Waco, has joined Station 
KTSA, San Antonio, as assistant 
to Art Forrest, promotion and pub- 
licity manager. 

Appoints Mrs. McKennon 
The Philadelphia Commercial 

Museum has named Mrs. F. L. 
McKennon, New Orleans, regional 
representative for its English and 
Spanish export business papers, 
Commercial America and America 
Commercial. 

Wood Names Beattie A. M. 
Douglas Beattie, assistant ad- 

vertising manager, has been pro- 
moted to advertising manager of 
G. H. Wood & Co., Toronto, sani- 
tary products, and of the Ameri- 
can subsidiary, Woodlets, Inc. 

TV’s Growth Is No 

Threat to Papers, 

Durstine Tells NEA 
New YorK—No matter how big 

television grows, the American 
people are still going to want their 

newspapers, declared Roy S. Dur- 
stine, president, Roy S. Durstine, 
Inc., before the annual spring 

meeting of the National Editorial 

Association at the Hotel Statler 
here late last week. 

“Advertisers are still going to 
want to advertise in them,” he 

continued. “Newspaper owners 
aren’t going to sit by and have 

others reap all the benefits of 

television.” 

Pointing out that of 61 tele- 
vision stations now in operation, 

30 are either wholly or partially 

owned by newspapers, Mr. Dur- 
stine predicted that the same pro- 
portion will be true among the 60 

stations for which construction has 

been approved and among the 323 
applications still frozen. 

ABIG REASON WHY 

SUCCOSE 18 @WOUSEHOLD word/ 
Your sales are where the home is, and the 

big home market is small cities and towns. 

Here are 60% of all non-farm homes— 

here are HOUSEHOLD’S 2,000,000 

active families—more than 70% of them 

home-owners! 

But that’s not all. These families are 

big. HOUSEHOLD'S parents average 

2.3 children—live in bigger houses (aver- 

age over 6 rooms). No wonder this 

market is tremendous! And today, buy- 

ing power is the greatest in history! 

HOUSEHOLD'S idea-planned edi- 

torial features GO AFTER these sales 

with 382 “‘buy-ideas” per issue— backing 

up HOUSEHOLD advertisers, getting 

action, planting the urge to buy. Add it 

all up, and you have a selling combina- 

tion that’s more reason than ever why 

“Success is a HOUSEHOLD word!” 

Capper Publications, Inc., Topeka, Kansas 

21 

“Whichever way the advertiser 
turns, you gentlemen will do all 

right,” he told the publishers. 

“Whether the public gets its news 

from the printed page or from 
television, you will get your share 

of the advertiser’s dollar in the 

years to come.” 

Stewart Agency Names Osgood 
Steven Osgood, formerly head 

of the radio production and time 
buying department of Lando Ad- 
vertising Agency, has been ap- 
pointed media director of James A. 
Stewart Co., Pittsburgh. 

Sweet Appoints Calhoun 
Lloyd A. Calhoun, formerly a 

sales engineer of McCullough Tool 
Co., Los Angeles, has been named 
general sales manager of Sweet 
Oil Well Equipment Co., Hobbs, N. 
M. 

Wells Opens Agency 
Wells Agency has been opened 

at 617 S. Olive St., Los Angeles, 
by Stephen L. Wells, public rela- 
tions man. 
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Window Displays 

Called Big Help 

in College Sales 
New Yorx—The most powerful 

and effective method of point-of- 
sale presentation to college stu- 

dents is window and counter dis- 
plays, according to J. Wilfrid 

Gagen, director of Campus Ad- 

vertising. 

Campus Advertising, through its 

National Youth Panel composed 

of 1,200 student representatives 

and traveling field supervisors, 

has been conducting a continuing 

college consumer-dealer survey 

since November, 1946, through lo- 

cal chambers of commerce. The 

study is being conducted in 25 

college communities. 

The average college of 2,000 stu- 

dents is generally located in a 

smaller community where a ten- 

minute walk will cover most of 

the town’s business district, Mr. 

Gagen pointed out. Since the stu- 
dents do not have a regular eight- 

hour working day, they often find 

time to wander downtown and 

do a bit of unconscious window 
shopping, often resulting in a sale. 

ws Mr. Gagen told AA that his 
surveys have established that col- 
lege students are better than aver- 

age window shoppers and appre- 

ciate original and appealing dis- 

plays. 
Recently, Campus Advertising, 

which handles fashion promotion 

for Henry Rosenfeld, Lee hats for 

men, Garland sweaters, Albert 

Richards sportswear and others, 

sent its student representatives to 

survey 325 clothing dealers. 

The job of the student repre- 

sentative was to appraise the store, 
its promotion and sales approach 

from the viewpoint of the con- 
sumer. A test of dealer coopera- 
tion was made and dealer com- 
mitments were obtained for dis- 

play space and supporting adver- 

tising. This supported the publi- 

city, promotion and merchandising 

that is carried on by the traveling 

field supervisors and the student 

representatives on-campus for 

Campus Advertising clients. Of the 

dealers interviewed, 95% were 

willing to support this plan, ac- 
cording to Mr. Gagen. 

w The following principles for 

point-of-sale promotion were the 

result of the survey: 
(1) A good window display is 

dependent on a clean window first 
of all. Items in the window should 

not be cluttered by too many non- 

related objects. College students 

like new ideas, meaning that edi- 

torial tie-ins, unique sales, spec- 

ial lighting and different ap- 

proaches prove effective. 

(2) The value of the interior is 

in direct ratio with the interest 

the display creates. Therefore, if 

high traffic and buying points are 

utilized with frequent changes of 

displays, the most effective results 

The MOST Effective 

ADVERTISING, | 
MERCHANDISING, | 
and EDITORIAL 
INFLUENCE~ - 

in the DAKOTAS ~ 

DAKOTA FARMER 
ABERDEEN, SOUTH DAKOTA 
JP MALONEY, 44 

will be had. National advertisers 

and various merchandising forces 

of publications should exert great 

pressure on dealers to influence 

them on this matter of frequent 

changing of displays. 

(3) Clerks should be more 

thoroughly instructed about the 

merchandise they sell and the 

merchandise the store advertises. 

Best results can be obtained if 

the clerk can establish good will 

and confidence with the consumer 

through knowledge of the mer- 

chandise he is selling. “Plus sales” 

can be obtained if the product is 

prominently displayed or can be 

quickly shown and described. 

ws Point-of-sale is one of the best 

methods of promoting merchandise 

to college students because they 

are alive and alert to new fash- 

ions; they start new trends and 
constantly influence their non- 

college associates, Mr. Gagen 

pointed out. 

One of the chief delights of 

college retailers and one of the 

most stringent reasons why point- 

of-sale merchandising must be di- 

rected at the student is the fact 

that most of the students do their 

shopping in a group. When one is 

sold, chances are the others in the 

group will be sold also, Mr Gagen 

reports. 

Kennedy Appoints Lovick 
Gerhard Kennedy (Canada) 

Ltd., Winnipeg, designer and man- 
ufacturer of men’s and women’s 
sportswear, has named James Lo- 
vick & Co., Montreal, to handle 
its advertising. 

Advertising Age, May 2, 194) 

BBDO Advances Prosser 
Lloyd Prosser has been aj 

pointed media director in the Sa) 
Francisco office of Batten, Barto),. 
Durstine & Osborn. He was for- 
merly in the media department ; | 
the agency’s New York office. 

Lee Adams Advanced 
Lee Adams, formerly on the 

sales staff of the Masland Dursz- 
leather Co., Philadelphia, has bee 

promoted to the newly-create | 
post of assistant advertising man: - 
ger. 

elect paper! 
PRINTERS__LITHOGRAPHERS 

AGENCIES__ADVERTISING MANAGERS 

PURCHASING AND 

PRODUCTION MEN PUBLISHERS 

LL of you who are concerned with print- 

ing know it pays to be sure of the right 

paper for the job. But getting all the answers 

hasn’t been easy. You’ve had to look in too 

many places, do too much figuring and fum- 

bling. That’s why you’ll find this new Oxford 

Paper Selector Chart such a smart, sensible idea. 

It puts right at your finger tips all the facts you 

need to know about Oxford papers. Colors, sizes, 

and weights, finish, recommended screen, fold- 

ing qualities, special characteristics, principal 

uses—and the suitability of each grade for 

offset or letterpress. 

From your Oxford 

Paper Merchant—or 

Mail Coupon Today 

Whether you produce printing or buy it, 

you'll find the Oxford Paper Selector Chart 

a real short-cut to better results. It’s yours for Selector Chart. 

way, you'll get yours promptly— it’s just part 

of the service that makes Oxford Papers Help 

Build Sales. 

Oxford Paper Company, Dept. 10 
230 Park Avenue, New York 17, N. Y. 

Please send me a copy of your new Oxford Paper 

the asking — phone your nearest Oxford Paper RE re oN = 

Merchant, or mail the coupon at right. Either ivi ccenveisas 

Sets cas cn eae cavers 

CEET AND BONE. ci scccsvers i! sere re 

OXFORD PAPER COMPANY, 230 Park Avenue, New York 17, N. Y. 
Oxford Miami Paper Company, 35 East Wacker Drive, Chicago 1, Ill. + Mills at Rumford, Maine and West Carrollton, Ohio 
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Names Schwimmer & Scott 
Aunt Mid Co., Chicago, distribu- 

tor of pre-packaged spinach, cole 
slaw, tossed salad and other veg- 
etable products, has named 
Schwimmer & Scott, Chicago, to 
direct its advertising. Spot radio 
will be used in the initial cam- 
paign during the summer months. 

Carter Joins ‘Graphic’ 
Philip M. Carter has joined the 

taff of Graphic, San Francisco 
community newspaper. He for- 
merly operated his own public 

Gets Curran Account 
Curran Corp., Lawrence, Mass., 

manufacturing chemist and con- 
sultant, has named Mercready, 
Handy & Van Denburgh, Newark, 
to handle the advertising of Gunk 
degreasing solvent and other Gunk 
products. Trade publications and 
direct mail will be used. 

F&S&R Appoints Boland 
John E. Boland has been named 

research director of the new mar- 
ket research department in the 
Chicago office of Fuller & Smith 
& Ross. 

Kirsten Pipe Plans 

National Magazine 

Advertising Drive 
SEATTLE—Kirsten Pipe Co. will 

promote its line of Kirsten pipes 

and cigaret holders in a new na- 

tional drive, with space in Col- 

lier’s, Esquire, The New Yorker, 

Outdoor Life, The Saturday Eve- 

ning Post, and Time, plus intensi- 

fied newspaper campaigns in lead- 
ing markets. 

een ee er 

Announcement of the drive came 

concurrently with the statement 

that Kirsten products henceforth 

will be distributed exclusively 

through leading jobber organiza- 

tions. The change has been made, 

according to Gene Kirsten, sec- 

retary of the company, to provide 

better service to retailers. 

Glaser Bros., San Francisco, will 

handle West Coast distribution. 

Others appointed include Flak’s, 

Inc., Denver; A. S. Goodrich Co., 

Milwaukee; Hemenway & Moser, 

Salt Lake City; Moss & Lowen- relations organization. 

SORT & 

‘xford Papers in a full range of coated and uncoated 
rades are designed to help your printed products build 

ore sales—they give an extra quality to the finished job 
hat assures profitable results. 

YOUR OXFORD PAPER 

is A GOOD MAN TO KNOW 

St. Paul, Minn. 

San Bernardino, Calif. 

Salt Lake City, Utah 
San Diego, Calif. 

San Francisco, Calif. 

San Jose, Calif. 

Seattle, Wash. 

Sioux City, Iowa . 

Spokane, Wash. 

Springfield, Mass. 

MERCHANT _s 
‘xford Paper Merchants make it their business to meet 

ur needs promptly—with paper that’s right for your 
b. Get in touch with your nearest Oxford Merchant 

day—and ask for a copy of the new Oxford Paper 
lector Chart. You'll find it useful—and you'll find him 

« good man to know! 

Albany, N. Y. 
Augusta, Maine 
Baltimore, Md. 

Bethlehem, Pa. 

Boise, Idaho . 

Boston, Mass. 

Buffalo, N. Y. ‘ 

Charlotte, N.C. . 

Chattanooga, Tenn. 

Chicago, III. 

Cincinnati, Ohio 

Cleveland, Ohio . 

Columbus, Ohio 

Dayton, Ohio 

Des Moines, Iowa 

Detroit, Mich. 

Fresno, Calif. 

Hartford, Conn. . 

Indianapolis, Ind. 

Jacksonville, Fla. 

Kalamazoo, Mich. 

Kansas City, Mo. 

Lincoln, Neb. 

Little Rock, Ark. 

Long Beach, Calif. 
Los Angeles, Calif. 

Louisville, Ky. 

Lynchburg, Va. 

Manchester, N. H. 

Memphis, Tenn. 

Miami, Fla. 

Milwaukee, Wis. 

Minneapolis, Minn. . Pp ’ 

Nashville, Tenn. . 

New Haven, Conn. 

New York, N. Y. 

Oakland, Calif. 

Omaha, Neb. 

Philadelphia, Pa. 

Phoenix, Ariz. 

Pittsburgh, Pa. 

Portland, 

Portland, 

Providence, R. I. 

Richmond, Va. . 

Rochester, N. Y. 

Sacramento, Calif. 

St. Louis, Mo. 

Stockton, Calif. 

Tacoma, Wash. 

Tampa, Fla. 

Toledo, Ohio 

Tucson, Ariz. 

Washington, D. C. 

Worcester, Mass. 

Maine 

Ore. 

Shaughnessy-Kniep-Hawe Paper Co. 

Tobey Fine Papers, Inc. 

Inter-City Paper Co. 
. Blake, Moffitt & Towne 

. Western Newspaper Union 

. Blake, Moffitt & Towne 

. Blake, Moffitt & Towne 

. Blake, Moffitt & Towne 

. Blake, Moffitt & Towne 

. Western Newspaper Union 

. Blake, Moffitt & Towne 

Carter, Rice & Co. Corp. 

Mill Brand Papers, Inc. 

. Blake, Moffitt & Towne 

. Blake, Moffitt & Towne 

Tampa Paper Co. 
Paper Merchants, Inc. 

. Blake, Moffitt & Towne 

The Mudge Paper Co. 

Carter, Rice & Co. Corp. 

Salted esr Sag ieee cis tee ei Sade Mery: 

W. H. Smith Paper Corp. 
Carter, Rice & Co. Corp. 

: The Mudge Paper Co. 

. Wilcox-Walter-Furlong Paper Co. 
. Blake, Moffitt & Towne 

Carter, Rice & Co. Corp. 

. Franklin-Cowan Paper Co. 
Caskie Paper Co., Inc. 

Bond-Sanders Paper Co. 
. Bermingham & Prosser Co. 

Bradner, Smith & Co. 

The Johnston Paper Co. 
The Whitaker Paper Co. 

. The Cleveland Paper Co. 
Scioto Paper Co. 

Cincinnati Cordage Co. 

The Whitaker Paper Co. 

. Bermingham & Prosser Co. 
Chope Stevens Paper Co. 

Blake, Moffitt & Towne 

. Green & Low Paper Co., Ine. 

MacCollum Paper Co. 

. Jacksonville Paper Co. 

. Bermingham & Prosser Co. 

. Bermingham & Prosser Co. 
. Western Newspaper Union 

‘ Roach Paper Co. 
. Blake, Moffitt & Towne 
Blake, Moffitt & Towne 

Louisville Paper Co. 

Caskie Paper Co., Inc. 

C. H. Robinson Co. 

Louisville Paper Co. 

Everglades Paper Co. 
.Allman-Christiansen Paper Co. 

Sensenbrenner Paper Co. 

Wilcox-Mosher-Leffholm Co. 

Bond-Sanders Paper Co. 

Bulkley, Dunton & Co., Inc. 

. Baldwin Paper Co., Inc. 

Bulkley, Dunton & Co., Ine. 
Green & Low Paper Co., Inc. 

Miller & Wright Paper Co. 

The Whitaker Paper Co. 

. Blake, Moffitt & Towne 

Western Paper Co. 

‘ Atlantic Paper Co. 

Wilcox-Walter-Furlong Paper Co. 

‘ Blake, Moffitt & Towne 

General Paper Corp. 

. C. H. Robinson Co. 

. Blake, Moffitt & Towne 
Carter, Rice & Co. Corp. 

Cauthorne Paper Co. 

Genesee Valley Paper Co. 

. Blake, Moffitt & Towne 

. Bermingham & Prosser Co. 
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haupt, St. Louis; Iwan Ries & Co., 
Chicago, and Wallace & Schwartz 

Co., Cleveland. Jobbers along the 

Eastern Seaboard and in other 

areas now are being added. 

Pacific National Advertising 

Agency handles the Kirsten ac- 

count. 

Pacific Can Names Biow 
The San Francisco office of 

Biow Co. has been appointed to 
handle the advertising of the Pa- 
cific Can Co. Plans call for a cam- 
paign to start June 1, using 1,000- 
line advertisements in 40 news- 
papers, full-page insertions in 
Sunday supplements and 235 spot 
announcements. The campaign will 
run to Aug. 15. 

Basford Appoints Balsam 
George Balsam, formerly with 

Picard Advertising Co., has been 
appointed an account executive of 
G. M. Basford Co., New York. 

Martinez Joins Doremus 
Francis X. Martinez has joined 

Doremus & Co., Philadelphia, as 
manager of publicity and public 
relations. 

Ou W OW 

CAPITAL GAINS! 
NOTE... 

these observations on 
Radio WOW’s Fall-Winter 
Hoopers . . . compared with 
a year ago. 

* The “Quiz Kids” (NBC) had 
a 7.9 rating a years ago—this 
years it’s an 11.1. 

* The Skippy Hollywood Thea- 
ter (National Spot) had a 
13.1 rating a year ago and 
this year it is 16.6. 

* The Fred Waring Show 
(mornings) had a 5.5 a year 
ago—and has a 6.7 this year. 

* “Amos ’n Andy had a big fat 
30.0 on WOW a year ago. This 
year, on “Station B” it has § 
a 13.4. 

* “Ma Perkins” (NBC) had a 
6.9 a year ago. This year it 
has an 8.6. 

* “Screen Guild Players” had a 
14.2 last year on “Station B”. 
This year it has a 19.9 on 
wow. 

* “Can You Top This?” had a 
beautiful 17.1 a year ago on 
WOW. This year, on “Station 
D”, it has a skinny 4.9. 

* “The Hit Parade” had a nice 
23.5 a year ago and a whop- 
ping 27.2 this year because it 
“stayed put”. 

* The 10 o'clock (night) news 
on WOW came up with a nice 
19. The 5:30 PM news with a 
16.4; the noonday news with 
a good 10.3. 

* The “Phil Harris” show has a 
whooper-duper 30.3 this year 
—a 25.3 a year ago! 

These are OMAHA HOOPERS. 
Outstate WOW's leadership 
is as good or better! 

That’s why WOW alone will 
do your advertising job here. 
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Appoints Kratzer 
Harry Kratzer, who recently 

has been acting as merchandise 
sales and management consultant 
for large retailers and manufac- 
turers, has rejoined American Tex- 
tile Converters, Inc., New York, 
as general director in - charge of 
sales, distribution and merchandis- 
ing. Mr. Kratzer was general sales 
director of the company from its 
formation to Dec. 31, 1947. 

When you cee Remember 
WM. F. RUPERT 

RECENT =| compiier of NATIONAL 
BIRTH LISTS EXCLUSIVELY 

BIRTH for the post fifty years. 

90 Fifth Ave., New York 11 
CH 2-3757 LISTS 

Staff Confident of Accuracy 
of Census of Manufactures 
WasnHIncton—The first of the 

major tabulations from the Census 

of Manufactures will be out 

shortly. Then watch the fireworks 
in the statistical world. 

Totaling employment and pro- 

duction by state for 20 major in- 
dustrial groups, the tables were 

run off several days ago. Results 

By STANLEY E. COHEN, Washington Editor 

differ sharply in many industries, 

over and under “current” figures 

reported in government and pri- 

vate “index” series. 

Release of the study is held up 
while other government agencies 

look it over. However, the Census 
general staff is confident its fig- 

ures will stand up, since coverage 

in the 1949 Census of Manufac- 
tures was nearly 100%; door-to- 

door spot-checks reveal errors of 
less than 1% in employment totals. 

Statisticians concede that dif- 

ferences in definition and classi- 

fication cannot account for the en- 

tire gap between census and “in- 
dex” figures. The upshot is re- 

newed demand for an annual 
“nose count” to supplement the 
quinquennial manufacturing cen- 

sus and eliminate the need for 

long range “projections.” 

Sees 

Meanwhile, the Census of Busi- 
ness is still plagued with congres- 

sional trouble. Authorized last 

June, it squeezed through plann- 
ing, recruitment and staff training 

on a “token” appropriation. Visits 
to an estimated 3,000,000 whole- 

sale, retail and service establish- 

PAUL H. RAYMER CO. Notional Soles Representatives. 

Affiliated with the Worcester Telegram — Gazette. 

WORCESTER 
A Test Market.... 

| Tested and Opportune 

Worcester and Central New England offer an 

effective test market, completely covered by 

both WTAG and WTAG-FM. 

Study these Jmyoortant Bari actou! 
Each one influences Test Market selections! 

WORCESTER 
580 KC 5000 Watts 

-¢ 17th ranking industrial ap ten the 
nation — . 

we Value of. 

© 67th county in nation in farm — 
income $19,761,900 . 

© Over 100,000 different products 

predeeete ane, ae 

- © 26th county in population in the 
nation — 552,900° F 

ah 
© 35th county in total income 
—=éELB.I. sis. 409,000" .- 

* Average industrial wage (Ist. 11 
months 1948) Worcester $57.10 
(nation $52.83) 

© Average food sales per Worc 
_ family annually — $1,220 _ 
(52.2% above nation) * os 

© Construction activity 1948 (10° 
: months) 

© 147,800 

towns 

41% over 1947 © 

tamilies in a ‘compact 
"trading area with 54 cities and 

Pine Served by three major railroads 
_ and over 50 major trucking = 

companies 

vey of Buying Power; further repro- 
duction not licensed. 

Advertising Age, May 2, 194 

ments are to be completed b; 
June 30. But Congress has yet tc 
come through with money to dc 
the job. 

Both Houses of Congress hav: 

voted the necessary $9,000,000 
Unfortunately, the appropriatior 
cannot go to the White House un- 

til the two Houses compromise dif- 
ferences over funds for other agen- 

cies included in the bill. 

Census Bureau no longer count. 
on issuing preliminary tabulation 
of the business census this fall 

In fact, the enumerators will gy 

payless and the entire project ma, 
collapse unless money become 
available within the next few days 

Agriculture Secretary Charles F 
Brannan remains undaunted by) 
farm and press scepticism of hi: 
“bold new farm program,” the plan 

which subsidizes farmers, but let: 
food prices for consumers fal] 
Brannan takes the position thai 

the consumer will eventually get 

tired of paying twice for his food— 
once in high market prices, and 

again in high taxes to cover parity 

prices to farmers. Before the House 
agriculture committee Tuesday he 

blurted out: “Give the public a 
couple of years and it will be 

thoroughly fed up with the pre- 
sent farm price system.” 

Congressional uneasiness over 

proposed postal rate hikes is 
spreading to members who have 
no immediate responsibility in the 

matter. Take Rep. Arthur G. Klein 

(D., N. Y.), who appeared as a 

witness before the House com- 

mittee Wednesday. Klein warned 
that “giants” of the publishing and 
mail order business would “take 
the jolt, pass most of it on to their 

customers and never miss a divi- 
dend”; that small publishers, lod- 

ges, political movements, churches 

and unions would be hard hit. “It 

is in the public interest to preserve 
the small direct mail and adver- 

tising companies and their clients, 
even if some very large and prof- 

itable concerns should benefit, 

too,” he declared. 

National Guard is reported ready 

to rehire Gardner Advertising Co. 

for a third successive year. Con- 

tract signing will await final con- 

gressional action on the Guard's 

1950 budget. Sixteen agencies 
pitched for the Guard’s $294,000 

account. 

see 

“Fair graders” have their hands 

full with Rep. Donald O’Toole 

(D., N. Y.), who is out to repeal 

federal legislation legalizing price 

maintenance for brand name prod- 
ucts. O’Toole calls “fair trading” 
an “internal protective tariff.” He 
estimates it costs consumers a haif 

billion dollars annually in higher 

markups for drugs, liquor, books, 
cigars, jewelry, sporting goods, 

kitchenware and electrical app!'- 

ances. The original anti-trust e& 

emption went through in 1937 as a 
rider on an appropriation bill. 

‘Fortnight's’ Publisher 
Buys ‘Peninsula Lite’ 

Peninsula Life, published in S:: 
Mateo, Cal., has been purchas' 
by O. D. Keep & Associates, pu 
lisher of Fortnight. The new own 
has announced that publication 
Peninsula Life will be disco 
tinued immediately. Its appro 
imately 15,000 unexpired su 
scriptions will be fulfilled wi ! 
copies of Fortnight. 

The publisher of Fortnight a) « 
recently purchased all rights ai < 
subscriptions to Script and Paci 
Pathways (AA, April 4). 

a en en ee ee ee > | 

> 

Kellogg Promotes Holmes 
James S. Holmes, Canadian sa °s 

supervisor, has been appoint‘ 
sales manager of Kellogg Co. »f 
Canada Ltd., London, Ont., si 
ceeding L. C. Roll, who will co :- 
tinue as assistant general manag *T 
of the company. 
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A Great New Radio Program 

“MODERN ROMANCES’ 

on the coast-to-coast network; of the 

American Broadcasting Company 

ition ods Li 

For a full half-hour every weekday (Monday-Friday) between 
11 and 11:30 a.m. EST “Modern Romances” will present dra- 

matic down-to-earth stories of every-day life from Modern Romances magazine. 
The new program, based on the proven editorial appeal of the fastest-growing 
woman's magazine in America, started April 11 on ABC’s nationwide network. 

This is the remarkable editorial appeal that has pushed Modern Romances 
magazine to an all-time circulation high (February ’49)—and has made every 
single issue of Modern Romances show a circulation gain over the previous year 
for 16 consecutive months! 

In fact, among the top 15 magazines on the newsstands of America,* 
Modern Romances shows the greatest rate of gain of all! 

*2nd half of °48 over same period ’’47—A.B.C, 

M 0 f e rh Rom 1 il ce § “Every Family Starts with Romance” 

of the Dell Modern Group Moder Remunces 
e 

| ve strength of the individual magazines is the real measure of every group 

DELL PUBLISHING COMPANY, INC., 261 FIFTH AVENUE, NEW YORK 16, H. Y. 
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Form Binghamton Agency “ 

Riger, Sheehy & Chernin Ad- 
vertising has been established at 
328 Press building, Binghamton, 
N. Y. Principals are: Frederick R. 
Riger, formerly with Fred Wittner 
Advertising, New York; Ralph W. 
Sheehy, formerly advertising and 
public relations director of the 
Binghamton division of Columbia 
Gas & Electric Corp., and Kenneth 
E. Chernin, formerly with William 
H. Weintraub & Co., New York. 

Tidy-House Names Doner 

The New York office of W. B. 
Doner & Co. has been named to 
handle the advertising and pro- 
motion of Tidy-House Paper Pro- 
ducts, Inc., Brooklyn, manufac- 
turer and national distributor of 
Tidy-House sandwich bags, gar- 
bage disposal bags and other 
packaged household bags and 
paper products. Magazines, news- 
papers and trade publications will 
be used. 

New Process 

Yields Improved 

Color for JANTZEN 
At last, truly flexible /oca/ color 
control is available to color 
photography! CHROM ART, the 
special artcopy-for-platemaking 
print, achieves it by an exclusive 
process for hardening gelatin 
se!, ctively. 

Color films are manufactured, 
exposed, processed under varying 
conditions. For instance, Jantzen 
recently sent us 13 Kodachromes 

. some dark, some light, most 
of them “off."’ From these we 
made 13 Chromart Prints, uni- 
form in overall tone, yet match- 
ing the swatches furnished’ 

Our new /ocal control permits 
color modifications of local 
areas independently of the rest 
of the picture image. This gen- 
erally eliminates all need for 
texture-concealing air brushing 
and excessive re-etching on the 
printing plates. 

CHROM ART Prints, made from 
your color films, cost from $52 
to $122, depending on size 
ordered. This superb plate- 
making copy can be dramati- 
cally displayed, lettered, re- 
touched, pasted into final art 

. color films cannot. Write! 

Frank Miller Laboratories 
846 North Fairfax, Hollywood 46 

America’s Oldest Colorprint Service 

Plough’s ‘48 Report 

Reviews Ad Program 

and Foreign Plans 
MeMPHIS—In its annual report 

for 1948, Plough, Inc., notes that 

its advertising expenditures since 

the company was founded 40 years 

ago have totaled more than $25,- 
000,000. 

In the United States last year, 

the report continues, 648 daily 

and 1,634 weekly newspapers were 

used, plus nine periodicals and 155 
radio stations. Abroad, Plough ads 

appeared in 90 papers and 26 mag- 

azines of 29 foreign countries, and 

38 foreign radio stations were em- 

ployed. 

Display advertising, point-of-sale 

material, calendars and electric 

clocks featuring Plough products 

also are used consistently to keep 

the company’s 400 registered trade- 

marks before the eyes of consum- 

ers. 

In addition to the market re- 

search financed by Plough to as- 

sure proper distribution of the ad- 

vertising appropriation, the com- 

pany uses its own retail drug out- 

lets in Memphis to develop sales, 
merchandising, display and other 

promotion techniques. Station 

WMPS, a Plough subsidiary, is 

used to test listenership and lis- 

tener reaction to the company’s 

radio advertising. 

mw One of the more interesting 

trends noted in the report is 

Plough’s consummation of addi- 

tional royalty contracts, which ex- 

tend local manufacture to several 

additional foreign countries. Ob- 

jective is to continue operations 

and offset the difficulty of obtain- 

ing dollar licenses for the pur- 
chase of finished products in the 
U. S. 

A considerable production in- 

Advertising Age, May 2, 199 

will be accepted. 

clearly stated. 

Wanted: Current, Up-to-Date 

Market Data for AA Readers 

The second annual Market Data Section of ApverTISING AGE 

will appear in the May 30 issue. The idea is to bring together, 

in one place, all possible market data issued by advertising 

media, trade associations, and others. 

The data will be described briefly, and classified by type of 

market or geographic area, thus providing a comprehensive 

index of all available market data in all fields. 

Last year, approximately 500 separate pieces of market data 

were listed in the section, and readers of ADVERTISING AGE sent 

in requests for over 13,000 individual pieces. 

Advertising media, associations, trade groups and others are 

invited to submit market studies or compilations for inclusion 

in this master list. There is no charge for such listings, but 

the material must measure up to the following standards: 

1. It must be current. Nothing published prior to June, 1948, 

2. It must contain market facts. Booklets or brochures which 

contain media data only will not be listed. 
3. It must be available for distribution to advertisers and 

agencies, preferably without charge. If there is a charge, or 

other conditions are attached to its distribution, this should be 

4. It must be received prior to May 13, 1949. 
Actual copies of the material to be listed should be sent to 

Market Data Editor, Apvertisinc Ace, 100 E. Ohio St., Chicago 

11, with any necessary explanatory notes. 

crease on such locally manutac- 

tured items was made in Colombia, 

and Israel was added to the list of 

markets where Plough products 

will be processed. Argentina, Ven- 

ezuela, and several British Car- 

ribean colonies also were signed 

up as part of the local production 
program in 1948. 

In addition, existing royalty re- 

lationships with Mexico, Guate- 

mala, Sweden and other countries 

are proving effective in overcom- 

ing tariff restrictions on finished 

U. S. products. Advantages cited 
by the report are lower retail 

prices, no foreign investment, no 

export inventory and no necessity 

for providing plant capacity for 

export. 

Kling Studios Expands 

Kling Studios, Chicago, has 
taken over many of the artists, 
designers, fashion coordinators and 
sales representatives formerly as- 
sociated with Stephens, Hall, 
Biondi, which has been dissolved 
In addition, Barry Stephens has 
been named New York artists’ rep- 
resentative for the purpose ot 
making New York artists avail- 
able to the Chicago area. 

ABC Appoints Stark 
Charles Stark has been ap- 

pointed an account executive in 
the network sales department ot 
American Broadcasting Co., New 
York. He formerly was radio and 
television director of Blaine- 
Thompson Co. 
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THERE’S A REASON for the amazing popularity of TEEN- 

AGE ROMANCES. This publication is aimed right at the 

heart of the teen-age market. The buying power and buying 

influence of the teen-ager is a jack-pot YOU can win by 

using the pages of TEEN-AGE ROMANCES. Every word 

is written for the teen-age group—and no other! Never 

any wasted circulation! An advertiser’s dream come true! 

af 1—Consists of two magazines sold as a single 
it advertising unit. 

2—One million guaranteed newsstand circulatio®. 
1¢ 3—Thoroughly tested with six separate preliminory 

editions. 
i¢ 4—Directed right at the pulse of the rich teen-«g¢ 

market. 

if 5—Greatest concentrated mass coverage of this 9° 
1¢ group. 

6—Over 60%, of editorial space devoted to pictu ©. 

1¢ 7—Tremendous appeal to all girls. Editorial | ve 
pencil strikes out everything that seunds k¢ 

¢ “‘preaching,"’ or parental admonition. 
1 8—Fiction is built around romantic problems 1¢ 

emotional struggles of maturing teen-agers 
9—Merchandisable sales-counter influence that /‘!! 

be felt in every city in America. 
1¢10—onty full size magazine that sells for 10¢. 

The Most Revolutionary 

SALES MAKING 
GUARANTEE 

Ever Offered to Space Buye s 

by Any Publisher! 
FOR FULL PARTICULARS, PHONE 

In New York: Richard Decker—Murray Hill 7-6 23 

In Chicago: William R. Stewart—Franklin 5494 

In Los Angeles: Loyd B. Chappell—Michigan 9 4? 

TEEN-AGE ROMANCES PUBLISHED BY ST. JOHN PUBLISHING COMPANY, 545 FIFTH AVENUE, NEW YORK 
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“Without Advertising Age, 

It Would Be Very Difficult 

To Keep Abreast” 

Says MILAN BOEX 

Executive Vice-President and General Manager 

NORTHERN PAPER MILLS 

“I look forward to and read 

ADVERTISING AGE because it keeps me fully 

informed as to what is transpiring 

in the merchandising field. 

““Today’s pace is so fast 

that unless we had a constant reference 

like ADVERTISING AGE 

it would be very difficult indeed 

to keep abreast of developments.” 

—) a 

MILAN BOEX 

As Executive Vice-President and General Manager 

of Northern Paper Mills, Green Bay, Wisconsin, Mr. Boex 

is one of those executives whose responsibilities make it 

imperative that he be fully and promptly informed 

of advertising and merchandising developments as they arise. 

Starting with the company some 25 years ago, Mr. Boex’s 

progress has been steady: After 6 years in the field, 

he was appointed Assistant Sales Manager. Seven years 

later he became General Sales Manager. In 1941 

he was made Assistant to the General Manager, and, 

in 1947, was elevated to the General Managership 

of the company. He is 44 years old. 
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Greatest Media 
Promotion Event 
Of The Year! 

A 

Special Section 

Within the Issue, 

Digesting and Listing Ap- 

proximately 1.000 Pieces of 

' Media-prepared 

MARKET DATA SECTION OF 
Advertising Age 

Watch Your Closing Date: MAY 11 

Elsie's Decade 

Milks Millions 

for Borden Co. 
Consistent Efforts Pay, 
Schachte Explains in 

‘Animated’ Slide Films 

New YorK—The consistency and 

theme of Borden Co.’s Elsie the 
cow program of the past ten years 

has paid off in the face of $4 bil- 

lion spent annually by other ad- 
vertisers to “move the minds” of 

America’s consumers, Henry 

Schachte, national advertising 

manager of Borden, said last week. 

Addressing the New York chap- 
ter of the American Marketing 

Association, he pointed out 

that “the advertising profession 
has spent... many millions of dol- 
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Again in ’49... 

AMERICA’S 
Nes nS ee 1a 

SPORTS 
SHOW 

newspaper. 

Morning newspaper... 

The Newspaper Wisconsin Grew Up 
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I. the eighth year, more than 100,000 

sportsmen and sportswomen filled Mil- 

waukee’s big Auditorium to capacity to 

see the Milwaukee Sentinel Sports and 

Vacation Show—the only Sports Show in 

the country that is owned, operated, pro- 

moted and conducted exclusively by a 

Here’s tribute to the great 

pulling power of Wisconsin’s only BIG 

MILWAUKEE SENTINEL 
With 

Advertising Age, May 2, 199 

lars in learning how to impro:e 

the efficiency of its product, a q 
yet the selling of that product s 

usually—stil—a makeshift afte . 

thought, following the same uw - 

ending, unexciting pattern, built . 

the same claims of bigness and ir - 
portance that our own resear h 

has told us people don’t believe. 

He called Elsie “a product >f 

continuity,” but admitted that s ie 

“hasn’t always been easy to ke »p 
sold” with Borden’s own peop e 
“Trying to merchandise her is a 
special problem, because every 

year for the past ten we’ve hid 
the same identical program—a \q 

even caviar every day gets dull 

a “But I think we have persuaded 

our people that there is no mavic 

in 365 days—that nothing 

sentially different happens to peo- 

ple (consumers) on the first day 
of every new year that requires a 

new advertising program.” 

That this consistency has paid 

off for Borden, Mr. Schachte said, 

is shown by the fact that in 1948 

“80% of the people in America— 
over 110,000,000—knew who Elsie 

is, and whom she sells for.” This 
contrasted with Elsie’s “50% pen- 
etration just three years ago.” 

Mr. Schachte introduced “Fol- 

low That Man,” a three-screen- 
wide slide film presentation that 
gives the illusion of motion. The 

film, written by Mr. Schachte, 

dramatizes the countless efforts 

made by advertisers every minute 

of the day to thrust their brands 

into the ken of “Mr. Average 

Man.” (This bewildered individual, 

as it happens, is played by John 

Dobson, a former actor and the 

advertising manager of Borden's 

Farm Products division, New 

York.) 

€s- 

w Three slide film projectors are 

controlled by a single panel of 

three buttons. Also employed are 

a playback machine. The operator, 

script in front of him, follows the 

narration on this wire recorder and 

presses the button or buttons in- 

dicated in the script. 

“Follow That Man” was pro- 

duced in three weeks by Ralph 
Bell Fuller, president of Training 

Films, Inc., who used special 
photographic and projection tech- 

niques. Special equipment for syn- 

chronized, simultaneous projection 

was devised by Robert Lightburn 

of E. J. Barnes & Co. Veteran radi 

announcer Dan Seymour did the 

narration by wire recorder. 

The broad’ screen technique, Mr 

Schachte said, “was inspired—| 

might even say stolen—from Life's 

‘New America.’ We steal only from 

the best people.” 

Establish New Ad Agency 
Mede Advertising Service as 

been formed by A. A. Menegus 
and L. A. DeVine, with offices at 
205 W. 19th St., New York. Mr 
Menegus was formerly advertis ng 
director of National Shufflebo: rd 
Co., National Equipment C)., 
Strathmore Products Co. and L nk 
Radio Corp. Mr. DeVine was 1 r- 
merly art director of Munici 0a! 
Signal Engineer. 

Ruth Harrington Joins 
Hanly, Hicks & Montgomer) 

Ruth Harrington, for the } is! 
three years vice-president 0! 
Byrne, Harrington & Roberts, h > 
York, has joined Hanly, Hick: & 
Montgomery, New York, in a0 
executive capacity. 

Miss Harrington was formé |) 
an officer and director of Ab! 9! 
Kimball Co. 

Jane Bell Opens Office 
Jane Bell, for the past ten ye \5 

executive manager of Direct } 2! 
Advertising Association and be ‘re 
that with McCann-Erickson, I °“ 
York, has formed Jane Bell Di °¢' 
Advertising Service at 305 E. < ith 
St., New York. The new busi! 255 
will specialize in offset print 15: 
multigraphing, mimeograph! }8 
varityping, addressing and mail 18. 
Howard Kreitz has been nar © 
production manager. 
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, AMERICA’S NUMBER ONE SPORTSMAN’S MAGAZINE 

- es gee ee =z 

In the first quarter of 1949 

Field & Stream led all § 
Sportsman's Magazines J 

in Advertising Linage 

4 Advertising Leadership 
More advertisers used more space in 

Field & Stream in the first quarter of 

1949 and for the past 39 years than in 
MAGAZINE Y 9 ‘ 

797 any other sportsman’s magazine. 
PAGES * 

*Pages of Advertising carried by three leading sportsman’s mag- 

azines during the year 1948 as compiled by Printer’s Ink. 
MAGAZINE Z 

a 734.000 
An All-Time 

Circulation High 
Field & Stream’s 734,000 February cir- vr 

culation is the largest in its history. This 

all-time circulation high goes to the 

nation’s top-flight sportsmen, with an 

average annual income of $5,990.78. 

| 700,000 

600,000 

400,000 

300,000 
1946 1947 1948 1949 

pas 

7 Pot eee a : o ae ae. og SC eae” eae agi apap eee ee ae ae o oe ee "iD, a. a a: Re. ees aagee ae 

: — . ' ; . es nee _ — . , — — 

‘ nites 

19° “on 

pro'e ae 
» al d 

ae ia 

’ ld i os 

uct ‘5 

in afte . | 
2 u.- & a 
lilt on eae 
d inne ‘ ; ak 

ear h a 
ave. ie 
ict of oy 
at sie a 

ke 'p 
eop e 

rea 

every ia 

; 7 

a 
i 

, Px 

s hs i] 
’ * 

q FIELD & STHEAW~ J 

: 
$ 
(4 

nt 

: = Ne 
Ses 

: 

. oD P . 4 gk 
g Nae ‘ 

a 
Ee 
ee 

‘i — 

7 : 

i = 

Sy i 

eo <i 

e has . 
=e 

ney us ae 

ces al ic. i oe 

c. Mr ... 

rtis ng Js 
»bo: re a 

i i nk a 
is for- fe 
nici a! 

fer 

eres 
er) — 
e past ae 
nt of Beant 
3, Now ee 
ick: & cr 
in an 

ag 
rme ‘ly pec 

Abi ot! 7 | | | oe saa Egy oa ia 
4 g: ae ens a pe Se aa eae a E F fe * Pos x ei i , ae E i: if 4 a 

: . es ‘ : ' : : ie ‘< P 
z . 

1 ye us ; pes, +e eee. ee - 

‘D ail aAL se, E . % 
be: ore ! ; ; ae ? | = 

Di: ect ead ‘ : f a 

int 28; - ‘ : is : « gems 4 a 

ah 11 g ; aoe 

iail 18 
ae 

ec e. nal ee: 

ere) ey f, ‘ae ols 

a 

4 : + - ae : i <r x se : y . yak p i aa 



30 

Footnotes 
By G. D. CRAIN JR. 

Newspaper promotion managers 

meeting in New York a few weeks 

ago would have been pleased had 
they heard the tribute paid by 

Charles H. Kellstadt, retail mer- 

chandising manager of Sears, 

Roebuck & Co., to a newspaper 
promotion ad that appeared away 

back in 1933. That was the year, 

you remember, when FDR signal- 

ized his first inauguration as Pres- 

ident by closing the banks for a 
period described as a holiday. 

Mr. Kellistadt was then in Cleve- 

land, and he recalled, for the bene- 

fit of members of the Chicago Fed- 
erated Advertising Club, that the 

ce ee ait 

mission. The Colonel graciously 

consented, and Homer McKee, the 

author of the ad, provided a final 

paragraph that made it appropri- 
ate to Cleveland and the News. 

When Mr. Kellstadt recalled the 

tremendous lift which Cleveland 

got from reading this full-page ad 

back in the dark days of 1933, he 
had the pleasure of paying tribute 

in person to the author, for Mr. 

McKee, now account executive of 

Roche, Williams & Cleary, Chicago 
advertising agency, was seated at 

the speakers’ table. It is an un- 
usual experience for a promotion 
copy writer to find his work re- 
membered, and particularly for 
a single ad to have lived in the 

memory of important people for 
16 years. 

So “Nothing Can Hold Back the 

Dawn,” the copy that challenged 

Prom ty Cinde 1. Brows 

NOTHING CAN HOLD BACK THE DAWN 

1933 will go down as the 

ycar of revelations. Most men 
and most businesses have 
proved solid ...some have 

proved to be just shells, We 

nceded to know, and from 
here on we will know, where 

to pin our faith. We won't 
bank on anybody or any- 
thing that crumpled under 

the big test. On the other 
hand we can stake our lives, 

and willyon those who took 

the cold steel unflinchingly. 

In the past we have judged 

too much by what a man 
had in the bank and not 
enough by what he had oa 

the ball. Recent months have 

brought forth new stand- 

atds. False standards have 

+7 HOMER McKEE 

been condemned and tossed 
aside. From now on we need 

make no more mistakes of 
appraisal. Prom the lowest 
to the highest every man is 

tagged. Further deception 
or p is impossible . . 

“Ye shall know the cruth, 

and the truth shall make 

you free.” 

“ 

The following are com- 

mended for bravery in action: 

—the cop who shot it oat with 
armed bandits and wook his share 
of lead at $165 « month that he 
didn't get ‘ 

~—the juror who stood by his con- 
victioas in spite of threats 

—the school teacher who utered 

her same old cheerful “Good 
morning, children,” without her 
breakfast 

the man who disregarded all 
advice and kept his property in 
his own name 

—the wife who stuck 

the banker who protected 
his depositors 

—the dairyman who didn't water 

the milk 

—the manufacwrer and the mer- 
chaot who refused to cut the qual- 

ity and in spite of “bell aad high 
water” kept their fags flying 

—aad last, but most iatportant, the 
patriot who has kept his faith in 
God and in America 

The Chicago Daily News 
still believes in the eternal 

verities ... that honest effort 

still wins its reward, that 
the never-ending cycle of 

night into day still persists 

...and that nothing can bold 
back the dawn. 

COP TROMT ee TRE CCAD BART RE Ne 

Drertag thee Mectet week of tthe daprenten om Bawah). 1033) tht imapited momage optenred tm tine Checege Lath New 

gloom of depression had settled 

over the city, and optimism was as 

scarce as American League pen- 

nants were in Cleveland B. V. (Be- 

fore Veeck). He and other Cleve- 

land business men decided that 

they needed some _ inspirational 

messages to remind everybody 

that America was still a land of 

opportunity, and that there was 

no problem that hard work and 
faith could not conquer. 

He had seen an ad published by 

the Chicago Daily News, of which 

the late Col. Frank Knox was then 

publisher, and had been struck 

by its ringing note of confidence 

and courage. He talked to the 

executives of the Cleveland News, 

and they agreed to publish the 

copy if Colonel Knox gave per- 

the depression to keep America 
from going ahead, perhaps de- 

serves a place in your album of 
famous advertisements—certainly 

among the most famous of all ad- 

vertisements published by adver- 
tising media. That is why it is re- 
produced here. 

Three Name Goldgar Agency 
Mike Goldgar Co., Boston, has 

been retained to handle the ad- 
vertising and merchandising of 
Firestone & Parson Co., Boston, 
jeweler, using local newspapers, 
sectional magazines, direct mail 
and catalogues; Robert W. Gray 
Co., Cambridge, real estate, using 
local and suburban newspapers 
and radio, and Fenway Wine & 
Liquor Co., Boston, using news- 
papers. 

ALLEN-KLAPP CO. 

"THE GOLD RUSH OF 49° 
A century ago it was California. 

Advertisers strike it rich 

when they go prospecting 

in Indiana’s “Golden Zone” of 

100% merchandising cooperation in an ideal test market 

The News-Sentinel 
Fort Wayne, Indiana 

NEW YORK 

This ‘49 it's Fort Wayne. 

per family buying power. 

CHICAGO DETROIT 

RTTV Appoints Three 
John Vrba, formerly with Ab- 

bott Kimball Co., Los Angeles, has 
been named promotion director 
of Station KTTV, Los Angeles. 
Robert Breckner has been ap- 
pointed director of program opera- 
tions and Bob Purcell, director of 
public service for the station. 

Betty Mouse Agency Formed 
Betty Mouse Advertising & Pub- 

lic Relations has been formed in 
San Francisco with offices at 1321 
Taylor St. 

Shell Oil Launches 

National Campaign 

on New Gasoline 
New YorK—Shell Oil Co. last 

week began its largest gasoline ad 

campaign since 1941, featuring a 

2,100-line announcement-type ad 

in 493 newspapers in 317 markets 
heralding a new “activated” pre- 

mium gasoline. 

Following this ad, which high- 

Advertising Age, May 2, 19 

lights “the most powerful gasoli 

your car can use,” the newspap 

phase of the campaign will cons 

of cartoons by 

These ads will be inserted on 

average of twice weekly for ni 

weeks. 

The cartoon ads have also be 

adapted for insertion in Life a) 

The Saturday Evening Post. Pc; 

ads will be produced in the sar) 
format as the regular Post car 
toons and will be inserted in t 
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soli olumns normally reserved for the| copy will be used in all Shell sta- | Jssues Color Selector 
enti ost’s own cartoons. tion outlets. Howard Flint Ink Co., Detroit, 
DNs! st Shell’s chain of 40 local news is distributing a color selector of 
= adio programs will feature com-| G-E Promotes Fassler meee moe —_ yy 44 
mi . . s 

: iercials telling of the new gaso- popular colors lithographed on 
mM on ne ad & S. M. —_— a been — both coated and uncoated papers. 
nie . : manager Of advertising and Ssales/ Also included is a section devoted 

hese will = hcg — — promotion of the receiver division | to offset blacks and another section 
— ivertising Curing the current| of the electronics department of| giving a choice of three sets of 

umpaign than ever before. Hun-/| General Electric Co., Syracuse. Mr.| process colors. 
pone reds of 24-sheets and station| Fassler formerly was engaged in 
Post . wivel posters will be used. Point-| yarious advertising and sales pro-| Lidstone Joins WMMW 
= ‘-sale material, consisting of pen-| motion assignments in the com-| Martin Lidstone has joined the 
car- ants, streamers, pole signs, Win-| pany’s appliance and merchandise | advertising department of Station 

nN the ow stickers and painted wall| department in Bridgeport. WMMW, Meriden, Conn. 

Schedule Set For 

Meeting of Sales, 

Ad Affiliation 
HAMILTON, Ont.—The 47th an- 

nual conference of the Interna- 

tional Affiliation of Sales and Ad- 

vertising Clubs here May 20 and 

21 will open with a retail clinic, 
the only clinic scheduled for the 
meeting. 

John Giesen, director, retail ad- 

> 
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oLLOWws RAIN, . 
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IROFITABLE 

SALES follow 

he Oregonian Advertiser 

n the Oregon Market 

ratifying results prove your advertising dollar has 

ore power in The Oregonian. No wonder! Here’s lowest 

st per reader with 23,245 more cash-in-hand customers 

by-in, day-out (compared with the coverage of Portland's 

cond newspaper). As an Oregonian advertiser you profit 

om greater reader interest and response built into the 

nper (we call it FACTOR R). Give your advertising FIRST. . . in circulation because it's 
lla’ a chance to show its full worth... use 

e Oregonian and watch your sales grow in the 

er-;rowing Oregon Market. 

IT'S AMERICA'S 
FASTEST 
GROWING 
MARKET 

. IN POPULATION (U. S. Census 

Bureau, 1948) with total EFFECTIVE 

BUYING POWER of $2,219,644,000 

(Sales Management, Survey of Buying 

Power, May 10, 1949). 

F | e S$ T. .. in reader value which means it’s» 

F | R ST. .. in reader response 

vertising, Bureau of Advertising, 

American Newspaper Publishers 
Association, will open the meeting 

with a talk on “Putting Buying 

Patterns to Work.” Kenneth Legge, 
Si King and Langford Jones, of 

Drug Trading Co., will put on a 

skit to show right and wrong ways 

of retail selling. William Gray, di- 

rector of visual merchandising, 

Lansburgh & Bro., Washington, 

also will speak at the session. 
Afternoon session speakers will 

include George Miller, vice-pres- 

ident, Doyle, Kitchen & McCor- 

mick, New York; Alice Honore 

Drew, advertising manager, Duro- 

Test Corp., N. Bergen, N. J., and 

N. J. Leigh, chairman of the board, 

Einson-Freeman Co., Long Island 

City, N. Y. 

# On Saturday morning, May 21, 

N. F. Lawlor, director of adver- 

tising and sales promotion, Nash 

Motor Co., Detroit, will speak on 

outdoor advertising. Charles S. 

Watson, vice-president, Canadian 

Breweries Ltd., will speak on 
“Public Relations—or Else.” Fen 
K. Doscher, vice-president, Lily- 
Tulip Cup Corp., New York, also 
will speak. 

That afternoon, Morris I. Pickus, 
president, Personnel Institute, New 

York, and Carl V. Haecker, sales 

promotion manager, Butler Bros., 

Chicago, will speak, after which a 

business meeting will be held. A 

dinner dance will be held May 20 

and a president’s dinner May 21. 

Publicker To Start Drive 
Announcing Price Cut 

Publicker Industries, Inc., Phil- 
adelphia, will launch an intensi- 
fied trade publication campaign 
in May to run through the sum- 
mer months announcing a reduc- 
tion in price of Thermo anti-freeze 
from $1.50 a gallon to $1 retail. 
The new retail price will be ef- 
fective throughout the United 
States except for a few mountain 
and West Coast states where the 
price will be $1.25 a gallon. An- 
other campaign is being planned 
for fall, using newspapers and out- 
door posters in practically every 
cold weather market. 

Opens Thermostat Drive 
Minneapolis-Honeywell Regula- 

tor Co., Leaside, Ont., through 
Ronalds Advertising Agency, To- 
ronto, has launched a consumer 
campaign in six national publica- 
tions, stressing fuel saving and 
convenience features of Chrono- 
therm electric clock thermostat. 

( Advertisement) 

Joins Federal Telephone 

me oe os ge cm ee A 
Raymond S. Perry has been appointed 
general! sales manager of Federal Tele- 
phone and Radio Corporation, Amer- 
ican manufacturing affiliate of Inter- 
national Telephone and Telegraph 
Corporation. Mr. Perry is a regular 
reader of The Wall Street Journal. 
So are 39,322 other sales and mer- 
chandising executives, out of a total 
reading audience of 223,641. The Wall 
Street Journal’s readership is a gen- 
uinely powerful buying market. If yon vy business and industry you should advertise regularly j 
Street Journal. —— 
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BBDO Wins Two 

Top ABP Awards 

in Ad Contest 
Agency Also Wins Six 
of 35 Certificates 

for Business Paper Ads 

(Picture on Page 43) 
PHILADELPHIA—Batten, Barton, 

Durstine & Osborn outpaced its 
rivals in the agency field to capture 

two of the seven first-place awards 

last week in the Associated Busi- 

ness Papers’ seventh annual busi- 
ness paper advertising competition. 

In addition, BBDO won six of the 

35 certificate awards in the seven 
divisions in which ABP invited 
entries. The seven sterling silver 

plaques and certificate awards 
were presented to winners and 
their agency representatives here 

Friday by E. F. Hamm Jr., pub- 
lisher of Traffic World and ABP 

president. 

The 22 judges, headed by Martin 

Goldman, Aitkin-Kynett Co., as 
chairman, selected these major 

winners in the seven classifica- 

tions: 

es 1. E. I. du Pont de Nemours & 

Co., photo products department. 

Alden H. Livingston is advertis- 
ing manager and BBDO handles 

the account. 

2. General Electric Co., chemical 

department. A. T. Wolcott is the 

manager of advertising and sales 

promotion; Benton & Bowles is the 

agency. 

3. General Electric Co., apparatus 
department. R. B. Reid is mana- 
ger of the industrial advertising 

division, and G. M. Basford Co. is 

the agency. 

4. Monsanto Chemical Co. R. 
Allan Gardner is assistant direc- 

tor of advertising. Agency in 

charge is Gardner Advertising Co. 

5. Carnegie-Illinois Steel Corp. 
Robert J. Wilcox is manager of the 

advertising division. BBDO also 

handles this account. 

6. Deepfreeze division, Motor 

Products Corp. R. V. Newbell is 
advertising and sales promotion 

manager and Leo Burnett Co. is 

the agency. 

7. Harris-Seybold Co. J. A. 

Petrequin is advertising manager 

and the agency is Fuller & Smith 

& Ross. 

ein addition, these certificate 

award winners were announced in 
the seven groups, including the 

company, advertising manager and 

agency in charge: 
Division 1: Waldes-Kohinoor, Inc.; 

Joseph Bloom; Grey Advertising Agency. 
International Nickel Co.; Robert L. Lloyd; 
Marschalk & Pratt Co. Plymouth Cordage 
Co.; W. A. Scherff; Fuller & Smith & 
Ross. Union Oil Co. of California; C. 
Haines Finnell, public relations repre- 
sentative; Foote, Cone & Belding. Nord- 
strom Valve division, Rockwell Mfg. Co.; 
W. A. Marsteller; McCarty Co. 

Division 2: Armstrong Cork Co., glass 
and closure division; William Cash; BBDO. 
Talon, Inc.; F. W. James; McCann-Erick- 
son. F. Goodrich Co., Koroseal di- 
vision; H. E. Van Petten; Griswold-Eshle- 
man Co. Timken Roller Bearing Co.; Paul 
Reeves; BBDO. Bristol Co.; George Loner- 
gan; James Thomas Chirurg Co. 

Division 3: Universal Winding Co.; Karl 
H. Inderfurth, promotional manager; 
James Thomas Chirurg Co. Gilbert & 
Barker Mfg. Co.; R. B. White; McCann- 
Erickson. American Optical Co.; Harry 
C. Ray; Sutherland-Abbott. R. G. Le- 

THE NEGRO 
MARKET IS 

TERRIFIC! 
15 million American ogress pene 
10 billien dollars a year! If you have 
food, drinks, jewelry, or any other 
products to sell, reach this big eae 
public through the Negro papers a 
magazines. interstate Un News- 

i 545 Fifth Ave., N. Y., can 
show you how advertising in these 
publications reap big markets and 
profits! Write us today. 
NOTE: We now have facts compiled by the 

® Research Co. of America on brand 
preferences of Negroes from coast to coast. 
Write now for this free information, 

Tourneau, Inc.; Eugene E. Weyeneth; An- 
drews Agency. Heald Machine Co.; Lew 
Hastings; Rickard & Co. 

Division 4: Hercules Powder Co.; Theo- 
dore Marvin; Fuller & Smith & Ross. 
General Electric Co., chemical depart- 
ment; A. T. Wolcott; Benton & Bowles. 
Commercial Solvents Corp.; John N. 
Cronk, sales promotion manager; Fuller 
& Smith & Ross. Koppers Co., chemical 
division; Richard C. Carr, assistant di- 
rector, public relations; BBDO. E. I. du 
Pont de Nemours & Co., ammonia de- 
partment; George Heller, manager, agri- 
cultural promotional division; BBDO. 

Division 5: Pittsburgh Plate Glass Co.; 
Robert Wardrop; BBDO Kohler of 
Kohler; R. C. Angelbeck; Roche, Williams 

& Cleary. Detroit Steel Products Co.; 
W. T. Huddle; Fuller & Smith & Ross. 
Johns-Manville Corp.; Reginald L. John- 
son, sales promotion manager; J. Walter 

Thompson Co. Chicago Bridge & Iron Cuv.; 
Milo E. Smith; Russell T. Gray, Inc. 

Division 6: E. I. du Pont de Nemours & 

Co.; Nylon division; E. C. Harrington; 
BBDO. Armour & Co.; Donald B. Hause; 
Foote, Cone & Belding. Universal C. I. T. 
Credit Corp.; L. Y. McAnney; Fuller & 
Smith & Ross. Whiting-Adams Cc.; L. E. 
Foulkrod; James Thomas Chirurg Co. Pep- 
sodent division, Lever Bros. Co.; Frank R. 
Brodsky; Foote, Cone & Belding. 

Division 7: U. S. Treasury Department; 
prepared by G. M. Basford Co. for the 
Advertising Council and the Treasury's 
savings bond division. Bankers Trust Co.; 
Edward T. Hetzler; Cowan & Dengler. 
Franklin Process Co.; W. A. Traver, pres- 
ident; George T. Metcalf Co. Westing- 
house Electric International Co.; Fred- 
erich Fleischman Jr.; Fuller & Smith & 
Ross. Armour & Co.; Donald B. Hause; 
Foote, Cone & Belding. 

Mr. Goldman, chairman of the 

1948 judges’ committee, said one 

comment heard frequently “em- 

phasizes the failure of so many ad- 

vertisements to tell clearly and 

quickly the real user-benefit of the 
product or service.” 

“There seemed to be a general 

feeling that too much space was 

devoted to detailed descriptions of 

the construction features or dif- 

ferences in a product or service— 

apparently upon the assumption 

that readers of the advertisement 
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will convert these technical detai) 

into user-benefits,” 

“The judges were critical of ad 

vertisements that, as one judge ex 

pressed it, ‘were more like tech 

nical bulletins or 

sheets than advertisements.’ Th 

majority opinion was that th 

function of an advertisement ji 

entirely different from that of 

‘spec’ sheet.” 

In many cases, judges agree 

copy was too long because the a 

tried to accomplish too much, M 
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May 2, 1949 dvertising Age, 

‘oldman said, adding that “the 

revailing sentiment among the 

idges seemed to be that too many 
ivertisements were trying to do 

1e entire job of making the sale.” 

» He said the judges were unani- 

ous, however, in expressing 

‘their agreeable surprise at the 
number of really good advertising 

campaigns, and there were many 

repetitions of the thought that 
business paper advertising had 

certainly been vastly improved 

within the past few years.” 
Each entry was reviewed by 

three judges—an agency principal, 

a purchasing agent and a manu- 

facturing executive. 

Palmer Chemical Plans 
$300,000 Polish Drive 

Palmer Chemical Co., George- 
town, Tex., is planning to launch 
a $300,000 campaign to promote 
its new all-purpose plastic base 
polish, through its newly appointed 
agency, Kamin Advertising, Hous- 
ton. The southwest section of the 

Get dan eS Oe et ace te i = 

country will receive initial distri- 
bution. 
The protective plastic coating is 

designed to polish and protect au- 
tomobiles against rain, snow, fog, 
road film and salt air. It also can 
be used as a polish for furniture, 
floors, woodwork, etc. 

To Ormsbee, Moore & Gilbert 
Ormsbee, Moore & Gilbert, Mil- 

ford, Conn., has been retained to 
direct the advertising of Bridge- 
port Moulded Products, Inc., 
Bridgeport, Conn., custom molder 
of plastics. 

Henderson Promoted 
Paul J. Henderson has been 

named director of public relations 
and sales promotion for all divi- 
sions of Consolidated Press Ltd., 
Toronto. He was formerly man- 
ager of the business magazines 
department of the company. 

Burndy Appoints Gravenson 
Ted Gravenson, formerly crea- 

tive director of Mayers Co., Los 
Angeles, has been appointed sales 
promotion manager of Burndy En- 
gineering Co., New York, manu- 
facturer of electrical connectors. 

® Oe of the | Big 10 
CAPPER'S FARMER ADVANTAGES! 

You buy farm magazines to get farmers. 

You want the families with fields to work, 

buildings to equip, farm homes to maintain. 

You get farm families in Capper’s 

Farmer. That isn’t our opinion alone... 

it’s the consensus of farm dealers and 

farm-town bankers all over Mid-America. 

They know the people in their area! And 

on seeing Capper’s Farmer subscription 

lists, here is what they say: Yes, they’re 

farm families—they’re the top farm families. 

When you buy Capper’s Farmer, you get 

what you really want in a farm magazine 

. top farm circulation ...o mass small- 

town circulation. 

CAPPER’S FARMER’S BIG TEN 

1. Largest rural publisher 

in America. 

2. Richest farm market in 

the world. 

3. Best coverage buy. 

4. Quality circulation. 

5. No mass small-town 

circulation. 

6. Farm-tested editorial 

material. 

7. Reader confidence. 

8. Merchandised editorial 

content. 

9, Market dominated 

by farmers. 

10. Most quoted farm magazine. 

only Cappers Farmer 
Topeka, Kansas 
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Bridge’s Handbook 

Urges Practicality 

in Advertising 
New York—Harry P. Bridge, 

president of the agency here which 

bears his name, has written “Prac- 

tical Advertising,” a comprehen- 

sive training guide for beginners 

and a reference handbook for those 

already engaged in advertising. 

The two-fold object of the book 
is to present the entire business 

of advertising planning and prep- 

aration in a practical manner and 

to correct misconceptions regard- 

ing the nature of advertising, 

which are often, Mr. Bridge feels, 
presented in training. 

For perhaps the first time in a 
single volume, the author asserts, 
are the fundamental factors of ad- 
vertising, such as direct mail and 

mail order selling, presented in 

detailed analyses. These are the 

primary aspects of the field which 

a beginner should learn, Mr. 

Bridge says, as he pooh-poohs ad- 

herence to “intellectual and aes- 

thetic” pursuits in advertising at 
the expense of hard-hitting copy 
and “sell” ideas which pay off 
in dollars. 

“Practical Advertising” empha- 

sizes the mechanical functions on 

which this preparation of ads is 
based. The author writes about a 
“workaday” advertising (as op- _ 
posed to “the big national cam- a 
paign”’) for small agencies as well 

as for “big” agencies in metropol- 

itan areas. 

The handbook is enlivened by 
liberal use of illustrations (more 

than 300), the layout lesson illus- 

trations of which were designed by 

Foster A. Babcock, art director Te 

of Mr. Bridge’s agency. - 
Rinehart & Co., New York, has = 

published the book, which retails 

for $6.50. 

Sandura Schedules Campaign 
Sandura Co., Philadelphia, man- ee 

ufacturer of floor and wall cover- ie 
ings, will launch an _ extensive “ 
trade publication campaign in May ed, 
to introduce Sanduran, a new vinyl 
plastic floor covering. Direct mail 
also will be used. The campaign 
will precede a consumer magazine 
and newspaper drive in the fall. 
John Faulkner Arndt Co., Phila- 
delphia, is the agency. 

Leaves Noblitt-Sparks 
Guy C. Cyr has resigned after 

four years as advertising and sales 
promotion manager of Noblitt- 
Sparks Industries, Inc., Columbus, 
Ind., effective May 15. 

Thompson Appoints Martin 
P. G. Martin has been elected 

vice-president and sales manager 
of the Thompson Folding Paper 
Box Co., Toronto. 

We mix a lot of 

good horse sense in 

our offset inks 

Me 
The Veritone Co., 2701 Lehmann Court 

Chicago 14 EAstgate 7-8885 
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On television! 

LIFE & TIME present to America | 

GENERAL EISENHOWER’S 

“CRUSADE IN EUROPE” 
HURSDAY,* May 5TH, marks the beginning of a great 

pioneering event in television. 

Beginning that day, millions of television viewers will be 

able to see the first of a history-making series of actual, on- 

the-spot films of the greatest war in the history of mankind. 

This series of 26 stirring episodes brings back with vivid 

clarity the suspense and heroism of the war years. Many of 

you helped make the history they record. But these partic- 

ular films have never before been shown to the public. They 

were prepared especially for this television presentation. 

Together they constitute a rare document— including offi- 

cial film taken by our Allies, and by our own Army, Navy, 

and Air Forces, film from the captured archives of our 

enemies, and film from the secret files of hitherto inacces- 

sible sources. 

Collected and edited by the March of Time, here is the 

authentic picture of World War II as told by the man who 

guided and led the Allies to victory in their “Crusade in 

Europe’’—General Dwight D. Eisenhower. A picture of 

vital interest to all of those who stayed home, as well as 

those who fought. 

Critics who have previewed these films have acclaimed 

them as one of the greatest television events of our time. 

LIFE and Time are proud to present them—in the hope 

that they will add to America’s understanding of history 
and of its own great future. 

* Scheduled on different evenings in some cities 

(Nd3 & TIME 
TELEVISION PRESENTATION 
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July 21—Victory in Italy 

Aug. 18—Liberation of Paris 

Sept. 29—Collapse of Germany Sept. 22—Crossing the Rhine Oct. 6—Victory's Aftermath 

SAY THE CRITICS: 

“TI wouldn’t dream of missing this one . . . Immense amount of intimate 

detail . . . that is more graphic than a thousand words.”’ 

John Crosby, N. Y. Herald-Tribune 

“Stamped with blazing authenticity and power.”’ 

Sam Lesner, Chicago News 

“If we didn’t already have a television set we would rush out and hock 
grandpa’s gold toothpick for the down payment on one. . . Like having 
a season pass to history as it happens.” 

Don Foster, Chicago Sun-Times 

“Thrill-packed . . . For adults and elementary school bookworms, it’s 
the most fascinating and timely exposure to knowledge yet presented.” 

Frank Farrell, N. Y. World-Telegram 

““By far the best documentaries ever created for video.” 

Ben Gross, N. Y. Daily News 

““May be television’s biggest and proudest achievement.”’ 

Edward J. Noble, Chairman of the Board, 

American Broadcasting Company 

June 30—Assault on Italy 

June 2—Africa: Our First Offensive 

Oct. 13—-A MG 

Sept. 15—The Battle of the Bulge 

Oct. 20—Russia 

s+ and on Oct. 27—A Review 

Showing in more cities than 
any other program in television history 

WSB-TV Atlanta 

WAAM Baltimore 

WNAC-TV Boston 

WBEN-TV Buffalo 

WENR-TV Chicago 

WLWT Cincinnati 

WEWS Cleveland 

WLWC Columbus, Ohio 

WHIO-TV Dayton 

WXYZ-TV Detroit 

WICU Erie 

WBAP-TV Fort Worth 

KLEE-TV Houston 

KTTV Los Angeles 

WAVE-TV Louisville 

WMCT Memphis 

WTMJ-TV Milwaukee 

KSTP-TV Minneapolis 

WNHC-TV New Haven 

WDSU-TV New Orleans 

WJZ-TV New York 

WFIL-TV Philadelphia 

WDTV Pittsburgh 

WJAR-TV Providence 

WTVR Richmond 

KSD-TV St. Louis 

KDYL-TV Salt Lake City 

KGO-TV San Francisco 

WRGB Schenectady 

KRSC-TV Seattle 

WHEN Syracuse 

WSPD-TV Toledo 

WMALL-TV Washington 

STARTS THURSDAY, MAY 5 
9 P.M. New York Daylight Time. 

See newspaper for evening and time in your locality. 
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New Book Gives 

Full Details on 

Teaching Aids 
DANSVILLE, N. Y.—Of major im- 

portance to any advertiser pre- 

paring or considering sponsorship 

of teaching aids, is the new book, 

“Business-Sponsored Teaching 
Aids, A Report,” by Thomas J. 

Sinclair, Ph.D. 

Dr. Sinclair won the Ph.D. in 

part for this book, originally sub- 

mitted as a thesis to Northwestern 

’ University. As manager of the 
school and college service of the 
Association of American Railroads, 

he had good reason to study the 

matter of educational materials 

prepared by business for teachers. 

His interest led him to conduct an 

exhaustive study to find out why 

business prepares teaching aids 

and what school teachers and their 

superintendents think about the 

materials. 

Published now by F. A. Owen 

Publishing Co. here, publisher of 

The Instructor, the volume tells 

advertisers just why and to what 

extent teachers and school ad- 

ministrators use business-prepared 

pamphlets, movies, booklets, man- 

uals, comics, models, etc.; how 

companies that have _ prepared 

school teaching aids decide what 

to prepare; the amount of adver- 

tising considered appropriate in 

the material, and the like. Limited 

quantities may be obtained from 

The Instructor without charge by 

agencies and advertisers. 

a Of 88 companies and associa- 

tions studied, 84% frequently use 

booklet aids, 60% use leaflets fre- 

quently, and charts are third most 

often used. About two-thirds of the 

business men told Dr. Sinclair that 

they believe teaching aids should 

contain no advertising except the 

name of the sponsoring organiza- 

tion. A slightly lower percentage 

of 289 teachers questioned con- 

curred, while three-fourths of 

school administrators took that po- 

sition about ad content. Half of the 

teaching aids actually received 

from business groups had no ad- 

vertising except the name of the 

sponsors, teachers also reported. 

The business men and educators 

alike called readability the most 

important attribute of a teaching 

aid. The sponsors usually look to 

their advertising departments to 

prepare teaching aids, even where 

they have separate. public relations 

departments. Business depends 

largely on its own judgment and 

experience as to what to prepare; 

less than a third test the materials 

in schools. 

s To promote the materials, 74 of 

the 88 business firms questioned 

said they list their materials in 

various guides; 55 said a large 

share of requests come without 

promotion; 43 run couponed ads in 

educational and other publications; 

35 show exhibits at teachers’ con- 

ventions; 20 send copies unsolic- 

ited to mailing lists, and 16 use 

other methods of distribution. As 

for teachers, 78% said they learn 

about the business-prepared ma- 

2 * * * ca . 

Astute time buyers, that know a 
good thing when they see it, will 
please contact any Paul Raymer rep- 

@ resentative about KIOA. AsDes © 
Moines’ only 10,000 Watt* station, 

serve you admirably in 
market. Coverage * 

KIOA will 

@ ilowa's abundant 
maps, program schedules, and avail- 
abilities are yours for the asking. 
*10,000 Watts day, 5,000 Watts night 

e 10,000 Watts daytime 
5,000 Watts night 
1040 KC 

* MUTUAL FOR .. . 
DES MOINES, IOWA 

* = 

terials in publications (57% see 
them at exhibits, 53% named 
guides to free materials), and 
school administrators also ranked 
publications, exhibits and guides 
highest in this respect. 

Subjects covered in the text and 
by the book’s 60 maps, charts and 
tables also include teachers’ 
opinions for and against various 
types of aids; who in the schools 
decide what aids to use; how often 
mater.als are revised; who use 
teaching aids were most often 

praised (Coca-Cola Co. led with 61 
mentions) ; etc. 

ws Asked how they judge the suc- 

cess of their teaching aids 70 of 
the 88 sponsors said they measure 
success by the quantities distrib- 
uted and by the kind of letters 

from teachers (only six said they 

measure success by sales). How- 

ever, asked whether students are 

influenced to seek out sponsors’ 

products or services, only 5.7% 

of business men said they believe 

few students will be so influenced 
(one-fifth of the educators think 

few students are influenced this 
way). 

Dr. Sinclair also includes an 

extensive bibliography to help bus- 

iness organizations prepare and 
distribute teaching aids. 

Parker Joins Gray & Rogers 

Robert B. Parker Jr., formerly 
with Marshall Field Enterprises, 
has joined Gray & Rogers, Phila- 
delphia, as a copywriter. 

Advertising Age, May 2, 1949 

‘Olympian’ Names Hayden 
George B. Hayden, former); 

publisher of the Advocate, Che. 
halis, Wash., has been named busi 
ness manager of the Daily Olymp 
ian, Olympia, Wash. He succeed 
Harry Squiers, who has been ap 
pointed general manager of th. 
Daily Advertiser, Lafayette, La. 

Allen & Reynolds Moves 
Allen & Reynolds Advertising 

Omaha, has moved its offices t: 
1300 Woodmen of the World build 
ing. 

All McGraw-Hill has to sell is 

Without first-class readership, the 
ad that starts off to win sales often 
ends up an also-ran. The backbone of 
readership is editorial. Editorial must 
invite readers to a magazine. It must 
arouse interest and create a prefer- 
ence for that magazine. It must keep 
the readers coming back. Only then 
is the stage set for your advertising. 
Anything short of this wastes your 
advertising dollar. 

That’s our concept here at McGraw- 
Hill. It’s the responsibility of our 
editors to deliver the ingredients 

Let’s take a quick tour behind the scenes and see how 

a typical, everyday McGraw-Hill story is developed. 

readership. 
readership sets the stage for your advertising! 

maintained. 

that attract high readership —timely 
reports — helpful articles — up-to-the- 
minute news—accurate, on-the-spot 

coverage. McGraw-Hill editorial re- 
search measures reader interest regu- 

larly to make certain that high 
standards of editorial excellence are 

It’s a matter of record that McGraw- 
Hill editors do a good job of editorial 
pace-making. McGraw-Hill’s vast 
editorial network keeps McGraw- 
Hill publications recognized leaders 
in the fields they serve. 

NA - 
McGRAW-HILL +) ee 
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Every McGraw-Hill Magazine is a Member of, or is Qualifying for Membership in, The Audit Bureau of Circulations 

ONE OF A SERIES ON THE ‘’PLUS VALUES’’ TO ADVERTISERS OFFERED BY McGRAW-HILL pus eres 
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Merges with Gregory & House 
William R. Nash & Associates, 
eveland, has merged with Greg- 
y & House, Inc., Cleveland agen- 
. William Nash, president of the 

ash agency, will serve as vice- 
;resident of Gregory & House in 
c iarge of new business. 

Printing House Moves Oftice 
William E. Rudge’s Sons, print- 

ing house, has moved its offices 
fom 225 Varick St. to the Port 
Authority building, 76 Ninth Ave., 
New York. 

Ziv Promotes Florsheim 
Stanley Florsheim, who joined 

Frederic W. Ziv Co., Cincinnati, 
transcribed radio show producer, 
in November, has been named 
eastern sales manager of the or- 
ganization, with offices in New 
York. 

Muench Agency Moves 
C. Wendel Muench & Co., Chi- 

cago, has moved its offices from 
520 N. Michigan Ave. to new quar- 
ters in the Lincoln Tower build- 
ing, 75 E. Wacker Dr. 
i™ 

Postal Parity Called 

Threat to Magazines 

by NAMP’s Crawford 
New YorK—Arch Crawford, 

president of the National Associa- 

tion of Magazine Publishers, has 

declared in a letter to the chair- 

man of the House and Senate post- 
al committees that bills extending 

second class privileges to publica- 
tions with unpaid subscriptions 

would go far “toward breaking 

down the present high level of 

performance by magazines.” 

Mr. Crawford’s statement em- 

phasized that (1) publishers have 

a right to print what they like, 

and readers may read what they 

want to read, and NAMP knows 

of no better yardstick to measure 

the choice of a reader than his 

willingness to pay for the material; 

(2) without the need of meeting 

the reader’s open approval, edi- 

torial material may become prop- 

. Pe ee = 

Longley. 

I § The Idea. It started here at 

Ps 4 Atlantic City’s Dairy Industries Exposi- 
“ 27 tion held last fall. A. V. Gemmill, Assis- 

tant Editor of Food Industries is listening 
toNorman H. Thomas, sales representa- 
tive of Joe Lowe Corporation, tell about an 

important new development in a large 

New Haven ice cream plant that is effect- 
ing a considerable saving in time and 

material costs. 

3. Action, Up to New Haven to 

the scene of the story. Gemmill has inter- 
viewed Plant Superintendent Lawrence S. 

goes fact-searching 

through the plant, inspecting, observing, 
and gathering the essential data first hand. 

Now he 

A Read All About It. Here's 
the story as it appeared in the February 
Issue of Food Industries as the 17th 
in the feature series devoted to Advanced 
Food Plant Engineering. It’s come a long 
way from an idea born at an Atlantic City 
Convention. 

2. 

necticut plant. 

article with the author. 

4. Taking Shape. Pictures are 
developed, the story written, and now 
Food Industries Art Editor Priscilla 

Deutsch and Managing Editor Herb 
Powell discuss the final layout of the 

Discussion. Back in New 
York, Gemmill talks it over with Chief 
Editor F. K. Lawler and Engineering 
Editor Frank McCarthy. The story sounds 
good for the Advanced Food Plant En- 
gineering Series. It is decided to follow up 
on it. Editorial clearance is obtained and 
arrangements are made to visit the Con- 

That’s the story behind a story. Getting out in the field, tracking down livewire editorial 
material like this is a familiar, day-in day-out pattern to McGraw-Hill editors. It’s the mak- 
ing of editorial success and top-drawer readership. It sets the stage for your advertising. 

’ 

Des «). 

PICNIC PROMOTION—The plastics divi- 
sion of Monsanto Chemical Co., Spring- 
field, Mass., will place this ad in an early 
June issue of The Saturday Evening Post 
to promote its plastic products for out- 
door living. The ad shows stars of the 
film “The Great Dan Patch” enjoying a 
Hollywood picnic on location with plastic 
utensils by Monsanto. Gardner Advertis- 

ing Co., New York, is the agency. 

aganda for any group or com- 

mercial interest; (3) postal sub- 

sidies were originally granted to 

readers of magazines and news- 

papers which could prove accept- 
ability to readers and freedom 

from all pressures. 
Mr. Crawford took exceptions to 

the claims of controlled papers’ 

representatives that subscription 
fees are only token payments, 
pointing out that subscribers now 

pay double or triple prewar rates 
for their chosen magazines, and 

he noted sarcastically that NAMP 

is curious as to why, since con- 

trolled publications claim paid cir- 
culation does not show reader in- 

terest, a subscriber would pay for 

a magazine. 

The original congressional ac- 

tion, which granted a second class 
rate to magazines with paid read- 

ership and freedom from domina- 
tion was “a wise precaution,” Mr. 
Crawford wrote, “and in these days 

when standards are crumbling all 

over the world, we believe its 

maintenance even more necessary 
than in those simpler days.” 

Appoints Conrad Connell 
Conrad Connell has been named 

manager of the Exide automotive 
battery replacement sales division 
of Electric Storage Battery Co., 
Philadelphia. He was formerly sen- 
ior automotive salesman in the 
Philadelphia branch of the com- 
pany. 

‘| Appoints Ronalds Agency 
Ronalds Advertising Agency, To- 

ronto, has been appointed to di- 
rect the Canadian advertising of 
Carrier Engineering Ltd., air con- 
dition and refrigeration equipment. 
National and dealer cooperative 
advertising is being prepared. 

Look tr Up 
in the basic source 
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Big Names Enter 

New Dentifrices 

in Market Race 
Ammoniated Products 

Grab Large Share of 

$80,000,000 Market 

By Bruce BRADWAY 

Cuicaco—The 1949 gold rush 

for a dominant position in the $80,- 

000,000 dentifrice market is on. 

Major brand toothpaste and 

tooth powder manufacturers are 

scrambling to corral a share of the 

profits to be made by exploiting 

the new ammoniated dentifrices, 

and a host of new companies have 
sprung up to take advantage of 

the “revolution” in tooth cleansing. 

Basis for the almost overnight 

shift in the dentifrice market is 

the theory that tooth decay can be 

prevented by neutralizing acid- 

forming bacteria in the gluey coat- 

ing on teeth. 

ws Dental researchers have found 
that persons with a high resistance 
to tooth decay, or caries, usually 

have a relatively large amount of 
ammonia in their mouths. The 

more ammonia, the less decay, as 

a rule. 

They have also found that urea 

and dibasic ammonium phosphate 
will dissolve the coating on the 
teeth and neutralize the acid-form- 

ing bacteria which play havoc with 
the teeth. Preliminary research has 

indicated that ammoniated denti- 

frices will reduce decay. However, 

conclusive evidence still is lack- 
ing. 

Public acceptance for the new 

products is startling, with some 

trade sources estimating that 8% 

of the dollar volume of all denti- 

frice sales in February were the 

new ammonium-based products 

(20-30% in some markets). 

Historically, toothpaste sales 

have consistently outstripped pow- 
der sales. Paste sales have held 

relatively stable, with between 75 

and 80% of the dollar volume. It 

is an axiom in the trade that tooth 

powders have an uphill fight for 

popularity. 

However, because most of the 

new ammoniated products are sold 

in powder form, there appears to 

be a possibility that the American 

public may change its dental care 

habits in order to take full advan- 

tage of the decay-resistant prop- 

erties of the new products, since 

the principal ingredients tend to 
be unstable in paste form. 

ws Dentifrice makers who have no 

plans for getting into the new mar- 

ket obviously are convinced that 

the country will not revolutionize 

its habits, or else are working on 

methods which will include urea 

and dibasic ammonium phosphate 

in pastes that will not decompose 

while still in the tube. 

However, manufacturers with 

well-known brand name _ tooth- 

pastes and powders are working 

feverishly to get into the act. The 

lineup to date is as follows: 

Whitehall Pharmacal Co., New 

WHAT’S GOING ON? 

@ Manufacturers and their advertising 
agencies are using this inexpensive 

clipping service for collecting editorial 
publicity, for making research and 
market studies, for maintaining com- 
petitive advertising files and for de 
yeloping sales prospects on certain 
types of products and services. 

New Booklet No. 10 “How Business Uses 
Clippings” tells the whole story 

BACON’S CLIPPING BUREAU 
BUSINESS FARM GENERAL 
“PAPERS PAPERS PX MAGAZINES 
343 So. Dearbetn St, Chicago 4 

York, a division of American Home 

Products, recently began test ads 

for its new Kolynos Anti-Decay 

throughout the New England states. 

Newspaper ads of 1,000 lines are 

being placed through Sullivan, 
Stauffer, Colwell & Bayles. 

The product sells for 49¢, and the 

company plans to market an am- 

moniated toothpaste as soon as a 

method is found for stabilizing the 

paste. Regular Kolynos tooth pow- 

der and paste will not be discon- 
tinued. 

Lehn & Fink Products (Pebeco) 
will have its ammoniated powder 

on the market in several months. 

Name of the new product will be 
Peb-Ammo, and it will be intro- 

duced market by market. Lennen 

& Mitchell will handle both prod- 

ucts since Pebeco paste and pow- 
der will be continued. Peb-Ammo 

is licensed by the University of 

Illinois Foundation, which also has 

licensed Amurol and Dybasik pow- 
ders (AA, March 28). 

Pepsodent division of Lever Bros. 
is understood to be ready to mar- 

ket an ammoniated dentifrice, al- 

though company officials refused 

to discuss the project. Pepsodent 

already has been licensed by the 

University of Illinois Foundation, 

and its formula has been approved 

by the latter group. The new 

product will be marketed in pow- 

der form. 

@ Bristol-Myers (Ipana) execu- 

tives declined to discuss plans for 

an ammoniated dentifrice, saying 

only that “anything as important 

as that has not escaped our notice.” 

Rumors suggest that the company 

soon will introduce a powder, how- 

ever, and that Bristol-Myers al- 

ready has purchased 750,000 cans 

for sampling purposes. If and when 

the product is introduced, it prob- 

ably will carry a name different 

from Ipana. The Illinois group has 

licensed Bristol-Myers. 
Colgate-Palmolive-Peet also is 

rumored to have an ammoniated 

entry in the works, and may intro- 

duce it on May 15. In this case also, 
the odds appear to favor a name 
other than Colgate for the new 

powder. C-P-P has been licensed 

by the Illinois Foundation. 

Sterling Drug recently put its 

new ammoniated Dr. Lyons on the 

market in Washington, Baltimore, 

Philadelphia and New York (AA, 

April 18). Newspaper ads of l1,- 

200 lines and spot radio announce- 

ments are being used to promote 
the product, and similar campaigns 

will soon break in New York state, 

New England, Pennsylvania, IIli- 

nois, Indiana, Michigan and Ohio, 
as soon as distribution is per- 

fected. 

ws The new Sterling Drug powder 
is fair traded at 43¢ and is licensed 

by the University of Illinois Foun- 
dation. Dr. Lyons tooth powder 

(regular) will be continued. 

Thompson-Koch Co. directs news- 
paper advertising and Dancer- 

Fitzgerald-Sample handles the ra- 

dio. 

Rexall Drug has just put its 

Rexall ammoniated powder on the 

market. Distribution is national, 

promoted only by window posters 

and point-of-sale material. The 
drug chain also handles three or 

May 2, 194: Advertising Age, 

four competitive brands on a re 
gional basis. The Rexall produc 

is not licensed by the U. of I. 

Only McKesson & Robbins (Ca 

lox) and Weco Products Co. (D 
West), among the larger dentifric 

advertisers reached by AA, sai 

that no plans for marketing an an 

moniated powder or paste we: 

contemplated. 
Other marketers indicated som 

uncertainty as to whether con 

sumers would shift their prefe: 
ence from paste to powder becaus 
of the new development, an 

pointed out that a paste with tho 
urea-dibasic ammonium phospha'e 

combination is extremely difficu | 

to manufacture in stable form. 

It is an open secret that the wel - 
known, brand name product man- 

ufacturers were caught short by 

the wave of public acceptance for 
the new urea-dibasic ammonium 
phosphate products. Sales of the 
new powders reached an astonish- 

ing level in February. 

a The shift in buying habits is at- 

tributed both to articles on the 

subscriptions 

are renewals! 

THERE Is 

Iv’s nor A Top-the-Townsend plan, or an 

up on Upton Sinclair’s EPIC platform... 

But taking in that amount of money in the 

first two days of the week is something of an 

epic in any circulation department! 
For $45,000 represents the average receipts 

by mail on every Monday and Tuesday, for 
to Nation’s Business .. . all 

three-year term, at $15, and more than half 

No get-acquainted offers, club rates, special 

priees, this-month-only deals with cuckoo 

clocks, insurance policies, or gold embossed 
portfolios thrown in free... 

For $15 a subscriber gets 36 issues of this 
magazine, and nothing else but. 

NO compulsion to subscribe to 
Nation’s Business. 

It positively will not publish your picture, 
speeches, life story or your wife’s social notes. 

The subscribers wear no badges, rate no 
salute from traffic cops or precinet captains, 

enjoy no club privileges, have no priority for 

new cars, hair cuts or watch repairs, get 
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International monopolies . . . The Stiff personalities are prone to stiff 
cartels in industrial diamonds, quinine, joints. “You Can Win a Bout with Gout,” 
mercury, other raw materials boost prices, | by Amy Selwyn. 
and US public pays the bill . . . Read =u 
stimulating study by Junius B. Wood. Social security ... Not just one 

ya program, but nine . . .“‘How Much More 
United forces ...National Security Security Can We Afford,” by Benjamin 

Act unifying military services is not a B. Kendricks . . . and a dozen additional 
law, merely Congress approval of an idea 

. . See analysis by Wm. J. Slocum, 
articles of prime interest to the business 
man in May Nation’s Business. 
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iew dentifrice which ran in Bet- 

er Homes & Gardens, Newsweek, 

?eader’s Digest, Time, et al., and 
he intensive advertising run by 
\mm-i-dent, Inc. (AA, March 28). 

\mm-i-dent is an affiliate of Block 

rug Co. (Poloris, Polident, Cal- 

odent, etc.). 

Melvin Block, president of Block, 
ecently reported that its original 

1,000,000 promotion budget for 

\mm-i-dent had been doubled. In 

Jarch and April alone, about 

$400,000 was spent in 350 news- 

papers and on spots on all larger 

radio stations, and a network show 

is scheduled for next fall through 

Cecil & Presbrey, New York. The 

company has no arrangement with 

the University of Illinois Founda- 

tion. Five magazines are now on 

the schedule. 

a A large number of newcomers 
to the field guarantee a period of 

intensive competition for the lead 
in the new market. Amurol Prod- 
ucts Co., Chicago, one of the two 
original licensees of the Illinois 
foundation, two weeks ago an- 

nounced an intensive newspaper 

and magazine drive for Amurol. 

Through Jones Frankel Co., Chi- 

cago, the company opened its push 

with 1,500-line copy addressed to 

dentists in Chicago, soon will do 

the same in the 20 largest markets 

across the country, and will run 

its first magazine copy in the May 

9 Life. More than a dozen other 

monthly and Sunday magazines 

will be on the final schedule, in ad- 

dition to professional dental pub- 
lications. Distribution is national, 

but not yet perfected. 

Amion tooth powder, one of the 

three original ammoniated prep- 

arations marketed (Amurol and 

Amm-i-dent are the other two), 

has been distributed for two years 

and sold nationally for over a year. 

It is manufactured by J. B. Roerig 

& Co., Chicago ethical pharmaceu- 

tical manufacturer. 

The powder, which sells for 69¢, 
is being promoted through news- 

paper copy in markets across the 

country, with ads ranging in size 

from full-page to 28-line. The bulk 

of newspaper insertions average 

600 lines. Radio and television 

spots also are being placed through 

Dana Jones Co., Chicago. Theme 

used in all ads and spot announce- 

ments is: “Help your dentist fight 

tooth decay...” The entire pro- 

motion has a distinctly ethical 

tinge, and a large share is directed 

toward dentists and druggists. To 

date, all consumer advertising has 

been cooperative. 

ws Castle Products Co., Los Angeles, 

has marketed its ammoniated Dy- 

basik tooth powder on the Pacific 

Coast for about a year. It is strong 

in 11 western states, and has some 

distribution in six others. 

Through Macaulay Co., Los An- 

geles, it has advertised Dybasik in 

professional and drug trade publi- 

cations with small space copy, and 

has reproduced the ads in point- 
of-purchase material. It is an in- 

dependent company, licensed by 

the University of Illinois Founda- 
tion. Consumer advertising is in 

the works. 

Amurol and Dybasik tooth pow- 

ders have one distinct advantage 

in the race for consumer favor. To 
date they are the only ammoniated 
dentifrices which carry a state- 

ment indicating qualified approval 

of the American Dental Associa- 

tion, although two other products 

have been submitted. The endorse- 

ment reads: “Accepted for clinical 

es 

s Bi-on tooth powder, marketed 

by Bi-on Products Co., Los An- 

geles, has been on the market for 

two and a half years. Distribution 

is largely western, but spotty na- 

tionally, through McKesson & Rob- 

bins and others. It is strongest in 

southern California and Portland, 

Ore. 

The product is sold through job- 

ber channels, largely to independ- 

ent stores. The ad budget is set at 

20% of sales, but sales figures are 

not disclosed. The schedule in- 

cludes 3” ads in newspapers, re- 

gional magazines and trade and 

professional journals, plus direct 

mail. 

The company is owned by two 

dentists and a doctor. Copy is 

$45,000 every 'Tuesday.../ 
no kind words from clergymen or headwaiters. 

The notoriety value is nil, net... 
Yet more business men pay more money for 

Nation’s Business than for any other business 

publication —some 650,000 of them, in every 

industry classification, type of business, state 

of the Union, small town and big city. 
The circulation of this one magazine alone 

includes the men responsible for a majority of the 
nation’s business! 

No otuer business publication offers more 

of the business market... or 

greater attention and interest 

to the advertising addressed to 

that market. Because Nation’s 

Business has its own niche, 

utility and value in the minds 

behind reports,skips the chronicle, seeks causes. 

It takes the long view, focuses on major 

factors that will affect business, points out 

possible consequences. 

Its articles are all carefully compiled, the 

facts documented . . . competently written for 

the non-specialist reader, with the common 

objective of authoritative interpretation rather 

than sensationalism, scoop, or matching the 
current content of other publications. 

In consequence, the reader looks to Nation’s 

Business for direction rather than data, is 

rarely surprised ...and usually 

knows the turn of major events 

before they ly ee 

And since Nation’s Business 

comes out only once a month, 

never crowds him, he has time 

of its readers. 

There is more business news published 

today than anybody can read, and much of it 
contributes only to the confusion and blood 

pressure of its readers. 

Nation’s Business leaves to other journals 
the reports of business—looks for the reasons 

enough to read every issue! 

Few publications can provide a_ better 

reception for advertising...and no publication 
better prospects! 

Possibly you don’t know as much as you 

might about Nation’s Business? Call any office 

for a current evaluation... 

NATION'S BUSINESS 
WASHINGTON, NEW YORK, CHICAGO, DETROIT, CLEVELAND, SAN FRANCISCO AND LOS ANGELES 

therefore conservative. A Bi-on 
toothpaste was introduced three 
weeks ago; with heavy sales re- 

ported. Company officials admit 

that its “ethical” attitude toward 

advertising has resulted in con- 

siderably less progress than made 

by other products, but look for- 

ward to a Federal Trade Commis- 

sion crackdown on some competi- 

tors. There is no connection with 

the Illinois foundation. 

ws Amorex Corp., Chicago, through 

Phil Kalech Sales Corp., has se- 

cured national distribution for its 
Amorex tooth powder and paste, 
both ammoniated, in the past 

month. 

Both the 2.4-ounce tube of paste 
and the three-ounce can of pow- 

der retail for 59¢. In about a week, 

when jobber, wholesale and chain 

store machinery is fully in action, 

an intensive newspaper drive will 

be started through O’Neil, Larson 

& McMahon, Chicago. Full-page 

co-op newspaper ads already have 
run in Los Angeles (three weeks 

ago) and in Kansas City (two 

weeks ago Sunday). 

Similar pages were set to break 
in Chicago and other midwestern 

cities on April 28, and also ran in 

markets up and down the YWastern 
Seaboard the same day. In unother 
month, Amorex will begin using 

radio spot announcements in jingle 
form, and will break a magazine 

schedule in two months. There is 

no tie-up with the Illinois founda- 
tion. 

a Dox toothpaste, made by Dox a 
Co., St. Paul, has been marketed 

in the Twin Cities area since 1941. 

It is based on ammonia research 

conducted by the late Drs. Carl J. 

and Carl T. Grove of St. Paul, 

father and son, who found that 

the saliva of immune individuals 

and susceptible persons differed 

pretty much as to the amount of 

ammonia in the saliva. 

The company is conducting a 
multi-media campaign in. Minne- 

sota through Neumeier & Asso- 

ciates, plus a newspaper drive in 
Iowa, the Dakotas and Wisconsin. 

It also markets the product in Se- 

attle and portions of California, 

and is setting up an extensive co- 

op ad plan in preparation for going 

national. 

Dox has been submitted to the 

Illinois group for approval. It is 

sold in paste form, but uses am- 

monium hydroxide, rather than 

the urea-dibasic ammonium phos- 

IN THE 

PANTAGRAPH 
Can You Reach 117,000 

The Panta- 

graph, is read by 9 

out of every 10 fam- 

ilies in McLean 

County...90% cov- 

erage of this fertile 

sales market. 

HhoomimGeTONM TLL IN O's 

REPRESENTED NATIONALLY BY GILMAN. WICOLL & RUTHMAN 

: ’ ” i ie ewe: | ches ae Ee: 

Pear i “etd ee Oren eae ye ky ea. Aas pe we ie ee "Mal Ds ie salle 7 ee ae of GE eS . Pia gal ee bs Ti i ela. 

- : ae Re an RT AS An OS TOT REE SL OE res OTE ee er te tenn a aa. . 

a) jac 

94: 39 S oe : 

1 ; E bi a oe 

re le 
a 

uc Bei 

3 oe 
wae 20>) be 

D 7 oe ae 

ric Be 

in a. 
ex = i 

i 

m 

on 
el 2 

us ao 
an 7 “i a 

the “ae ogi 

late Bee 

cu | 
ee ci 

eli- i 

an- al 

by iy 
for 

jum 

the 
ish- . 

oe 
at- are 

the | Cs 
“ils se SE ae | Rho 

cae 
se 

ee 
ida 

ee 
1 

q ie 
Be 

n ee 

ie 

n 
: 

| 

is Bat et 

or fos 

I va 

If i 
em ee : eed 2 

] 
prs “: : ms q ee ‘a Hee a 

0 ? sa 1 _ 
; ] ie oe d | ) oa is jf as 

, 
F ce. 

4 ——_ 
4 a | is 3 

, : FS ... 
; | “ 

I" oo eee Sob Sak we $4 3 = 

= WL Lv, Ilinois . i 

fo PN rae eI = ' ~ eee 
~ vs Of \ ¢ a 

> oe 

s Af \ - 

‘7 aa | ) 
10 Leen ie 

(Ww? a 
Ss, es 

or ae 4 

et “ 
Sy 
i 

es 
air 
at a 

a as 

Ba 2 
"THE PA 7 a 

s<aihl coer, Mp 

— Ne ae 

Se oe RN it ee rie Selena ea Tai ee at Sake es con Sarl A il oe ed Ree eek era a ace ie ee PTR ah iene ROA Ear ORE PERE ene He Pere ; eo) 



40 

phate combination. 

e “NH,” a product of Goodrich 
Gamble Co., St. Paul, is using full- 

page and half-page copy to boost 

its sales in Minnesota, North Da- 

kota, Wisconsin, lowa and Missouri. 

Backed by a good budget, the am- 

moniated toothpaste is going after 

national distribution market by 

market. 

Goodrich Gamble, which origi- 
nally manufactured Dox, has con- 

ducted research on “NH” for about 

a year and one-half, and has con- 

ducted its own controlled labora- 

tory and clinical dental tests. 

The symbol “NH” stands for new 

health for teeth, in addition to be- 

ing a modified chemical symbol 

for ammonia. A full schedule of 

E ER Kis ERR, 
2 Y2blsherd’ 
| 

EMPIRE STATE BUILDING 

ow YORK 1 e LONGACRE 4-6634 

i 

radio spots and tie-ins is being 

set up for the paste. NH powder 

has been marketed quietly for 
about two years. It is not licensed 

by the Illinois group. 

# Fluor-amm-ine, made by the 

Fluor-amm-ine Co., Minneapolis, 
packages both powder and paste. 

The powder includes dibasic am- 

monium phosphate, while the paste 

does not. Outstanding character- 

istic of the preparations is the 

inclusion of bone phosphate to sup- 

ply fluorine. 
Dental researchers have discov- 

ered that applications of fluorine 
to teeth soon after they have erup- 

ted will assist in reducing decay. 

Most publicized method of apply- 
ing fluorine, of course, is to intro- 

duce it in the drinking water un- 

der controlled conditions. However, 

Fluor-amm-ine tooth powder is 
advertised in the trade as being a 

practical method for combining 

both the fluorine and _ dibasic 

ammonium phosphate. It is not li- 
censed by the University of Illinois 

Foundation. 

In addition, Cort-Livingston, Inc., 

Novi! Tooth Decay Resiuced 

TYPICAL AMMONIATED ADS—Newspaper copy for six of the 
new ammoniated dentifrices is typified by the examples shown 
above. Because dentists will play an important part in advising the 

ert PASTE! 

— 
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NEW SCIENTIFIC DENTIFRIC: 
REDUCE RES TOOTH DECAY 

oad nh Ammoniated Toothpaste 
a ees ~ Means New Health for Tee: 

S28 hen 

aan! 
public, the ethical appeal of several of the ads is noteworthy. Also 
interesting is the fact that none of the insertions shown guarantee 
to stop tooth decay entirely. 

New York, maker of Amm-o-cal 

tooth powder, is using participa- 

FROM YOUR ADVERTISING= 

- Know the Automotive After-Market 

: You Advertise 
ne re ee 

Before 
ee 

Automotive Digest 

...it’s yours free 

sia 100,000 Pid Cireviation . 

First in Reader Inquiry Response... First in Percentage Advertising Gain 

: DIGEST 
y veRRE in the heaeaaral 

tions on one New York siation 

through Gordon & Mottern, New 

York; and Dentamin, Inc., maker 

of Dentamin ammoniated tooth 

powder, is using spots on Station 
WNEW, New York, through Grif- 

fin, Appel Associates. 

ws Three major problems face man- 
ufacturers seeking to crash the 

ammoniated dentifrice market. 

First, while preliminary evidence 

indicates that ammonium-based 

products have potential therapeu- 
tic value, no controlled clinical 

tests have yet been completed to 

prove the point, although several 
are under way. 

Second, there is a dispute over 

how much urea to use in the urea- 

dibasic ammonium phosphate den- 

tifrices. To date, this has been 

confined to the professional pub- 

lications, but it may well turn into 

a finish fight in the advertising 
media. 

Third, urea is a refined form of 

human waste. Despite the fact that 

urine antisepsis is a traditional folk 

remedy and that the value of urea 

in antisepsis is now widely recog- 

nized in the medical profession, 

copywriters will have to find a 

way to overcome possible resist- 

ance on the part of the public to- 

ward putting urea on their tooth 

brushes. 

The American public takes poor 

care of its teeth. A survey, con- 

ducted by the American Dental 

Association recently, indicated that 

four out of every five tooth brushes 
now in use in American families 

are so badly worn or in such un- 

sanitary condition that they no 

longer are useful for oral hygiene. 

The always conservative dental 
association has inaugurated its new 

class of acceptance (for clinical 

trial) “to give some degree of rec- 

ognition to promising new prod- 

ucts, and encourage additional re- 

search.” 

ws Applicants for the ADA quali- 

fied endorsement are required to 

submit preliminary evidence of 

therapeutic value, agree to con- 

duct controlled clinical tests, and 

to submit advertising copy for ap- 

proval. Ad material, in addition, 
must correspond to the present 
knowledge of therapeutic prop- 

erties. 

While there is strong evidence 

suggesting that ammonium-based 

dentifrices will reduce decay, it is 

not yet conclusive. Until such evi- 

dence is forthcoming, there is a 

possibility that the new fad may 

die. This possibility, obviously, is 

the main reason why established 

brand name dentifrice manufac- 

turers are chary about putting 

their product name on ammoniated 

powders and _ pastes—and _ will 

probably seek to build new brand 

names. 

The fight over the amount ol 

urea that should be put into tooth 

powders is a matter of serious con- 

cern to advertisers in the field 
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yr. Robert G. Kesel and his asso- 

iates in the University of Illinois 

oundation have developed their 
wmula using 5% dibasic ammo- 

ium phosphate and 3% urea. 
To date, they have licensed 

.murol, Dybasik, Dr. Lyons (Ster- 

ng Drug), Pen-Ammo (Lehn & 

ink Products), Colgate-Palm- 

live-Peet’s new product, Comfort 

Ifg. Co.’s new product, Chicago 

not yet on the market), Pepso- 

cent’s new formula (Lever Bros.), 

Sparkle Products, Detroit (private 

brand manufacturer), Walgreen 

Co., Chicago (the product name is 

still unknown), and Bristol-Myers, 

New York (AA, April 25). 

# On the other side of the fence 

is Amm-i-dent, backed by a $2,- 

000,000 budget. This product of 

the Block Drug Co. is based on 

research of Dr. Chester J. Hen- 

schel, New York, and calls for 

about 22% urea, plus the ammo- 
nium phosphate and other ingredi- 
ents. 

In the middle are many other 

companies with independently 

worked out formulas. If competi- 
tion should become rough, the pub- 

lic may be forced to choose be- 

tween formulas and subjected to 

arguments in ad copy. There is 

the possibility that a final choice 

will be based on the recommenda- 

tion of dentists. 

One of the most important 
products which does not use either 

the Kesel formula or the Henschel] 

formula is Amion, made by J. B 

Roerig & Co. The product is based 

on independent research, which 

utilized the knowledge that urea 

will break down and release am- 

monium ions in the presence o/ 

the enzyme urease. 

s Dibasic ammonium phosphate is 

not used in Amion. Instead, the 

product contains urea and the 

urease enzyme found in jack bean 

meal. Main selling point advanced 

by the Roerig company is that the 

production of ammonium ions in 

the mouth is “controlled,” since 

the enzyme stops work when the 

mouth becomes alkaline. Thus 

Roerig tells dentists and druggists 

there is no possibility of mouth ir- 

ritation through use of Amion. 

Advertising for the product is 

conservative, and _ continuously 

uses the appeal ‘Help your dentist 

fight tooth decay...” By telling 

its story to dentists and druggists, 

Roerig and Amion may wind up 

in a leading position when the pub- 

lic becomes confused over com- 

petitive claims and turns to the 

dentist or druggist for advice. 

Only solution to the problem of 

overcoming psychological resist- 

ance to the use of urea thus far is 

the suggestion that it be called by 

its chemical name, carbamide. 

anufacturers of ammoniated den- 

lifrices may find it expedient to 
reach a gentleman’s agreement on 

tlis point. The problem, then, 
Would disappear, unless other 
n inufacturers of “‘standard” clean- 

Siig dentifrices insisted on making 
a’ issue of it. 

=) 

s In addition to the new ammo- 

nm ted tooth powders and pastes, 

th “re are several ammonium-based 

Youth washes now on the mar- 

kt. Perhaps the best known to 
d:te are Ostabs and Precay. 

Jstabs are purple tablets manu- 
fe tured by Ostab Laboratories, 
B ffalo, N. Y., and contain dibasic 
a! monium phosphate and urea, 
P is flavoring. Precay is manufac- 

t. ed by Lee Pharmacal Co., Bev- 

® y Hills, Cal. 
‘recay is based on the Minnesota 

' earch, and was marketed as 

€ ly as 1934 in the Twin Cities. 

It is limited to San Diego, Bakers- 
fi ld and Los Angeles at present, 
a’ i has just completed a four- 
“ ek schedule of 80-inch co-op 

C oy in these areas. 

As yet the national program and 
b dget for it has not been set up, 

since the company has been busy 

with its Spray-a-Wave. Milton 
Weinberg agency has the account. 

Offers Television Course 
The School of Creative Art, Inc., 

New Canaan, Conn., will start 
classes on May 5 for its first ten- 
week course in film training for 
television. The school will train 
students in the techniques of writ- 
ing, acting, production and photog- 
raphy in television, with profes- 
sional radio and television men 
serving as instructors. 

Maps Rolls Razor Campaign 
Richards Glass Co., Toronto, has 

plans for a consumer and trade 
campaign to promote the English- 
made Rolls razor. The campaign to 
begin in May will be carried in 
38 daily newspapers and in Cana- 
dian High News. Merchandising 
material will be sent to retailers 
promoting Rolls as_ graduation, 
Father’s Day and Christmas gifts. 
In addition, streetcar advertising 
in principal cities for several 
weeks prior to Christmas will be 
used. Harold F. Stanfield Ltd., 
Toronto, is the agency. 

WBT-TV to Bow Soon 
WBT-TV, Charlotte, N. C., 

scheduled to go on the air within 
50 to 80 days. The station, which 
is owned by Jefferson Standard 

Broadcasting Co., Greensboro, N. 
is|C., will carry programs from all 

four television networks. WBT-TV 

has a basic affiliation contract 

with CBS. 

Covering Catholic Schools, Churches, Convents, Rectories, Institutions 
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Papers 
If you have used coated papers regularly, you can 
reduce paper costs substantially by specifying 
Consolidated. If you normally use uncoated 

stocks, a change to Consolidated Coated will 

“step up” the attractiveness of your printed 
pieces at no increase in cost. 

Manufactured by modern, ‘“‘streamlined”’ 

<> ae: aaa 
Se ses. each & 

motional pieces, 

Consolidated Coated 
PRODUCTION GLOSS 

MODERN GLOSS 

CONSOLIDATED WATER POWER & PAPER COMPANY 
five Modern AAMls 

Printing—So Realistic 

You Hear the Diesels Roar 

With photographs of speeding Diesels, luxurious trains and breath- 
taking scenery. ..vividly reproduced on a Consolidated Coated Paper... 
“The Milwaukee Magazine” tells a convincing story of splendid service 
and interesting places when traveling The Milwaukee Road. 

The Chicago, Milwaukee, St. Paul & Pacific is one of several great 

transcontinental railroads that regularly use Consolidated Coated for 
finer and more realistic reproductions of photographs in printed pro- 

methods, Consolidated Coated Papers are supe- 
rior in quality. Priced in the range of uncoated 

stocks, they are practical even when paper costs 
must be figured closely. 

Manufactured in weights down to 45 pounds, 
Consolidated Coated Papers are ideal for an ex- 

tremely wide range of printing. 
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Wax a long day in the open 

air, then you realize why the farm 

family out-eats the city family by a 

country mile. 

The Country Gentleman readers 

pictured here work hard . . . eat 

heartily .. . eat more meals at home 

. . . set bountiful tables for hired 

hands and guests. There are more 

diners with more appetite at Coun- 

try Gentleman tables! 

And you get quality as well as 

quantity through Country Gentle- 

man. Its 2,300,000 circulation— 

with nearly 7,000,000 family read- 

ers—is concentrated among the 

“top half” group which gets 90% of 

all U. S. farm income. These better 

farmers produce to sell, buy their 

packaged groceries in the bigger 

sizes they need. 

Because no other kind of maga- 

zine reaches them effectively, Coun- 

try Gentleman is 12th among all 

magazines—and first among all 

farm magazines—in advertising 

revenue, 

bell | 

98% of farm wives use all-purpose flour 
vs. 96.6% of urban housewives. Good baking 
is so important to farm families that daugh- 

ters get an early start, as seen here in the 
kitchen of the Wilsons, Country Gentleman 
family of California. 

— 

Who knows better thon local retailers 
what farm magazine most effectively sells 
better customers like the Canes, Country 
Gentleman readers of New Jersey? Grocers 
name Country Gentleman by 85% over 
the next magazine. 

90.8% of rural housewives use table syrup 
compared with 85.9% of city women. Big 

orders of Mrs. Belden, Country Gentle- 

man farm wife of Massachusetts, are reg- 
ularly delivered from town to farm door. 

In over 
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81.9% of rural families use ready-to-eat cereals 
compared with 79.3% of urban families. It takes a 

big list of packaged groceries to supply this table of 
the Elders, Country Gentleman family of Illinois. 

a Woe 

Cs 

half of all U.S. counties, Country Gentleman circul - 
tion exceeds that of the biggest general weekly and bigg: ‘ 
monthly magazine. 
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VINDICATION?—Here Col. Elliott W. Springs, president of Springs Cotton Mills, 
gazes at a pile of fan mail—some 12,000 letters—from magazine readers. The 
colonel, a controversial figure because of his copy, says 98% of the letters are 
favorable. Behind him are two of the satirical paintings featuring Springs’ current 

campaign. 

i ae ee 

— ais ae 

er 

ee ee me ee met 
or 

So 
ee 

ee 8 ne me ae 
— oo. 

— 

Dt 
the oct nerwtoutged hewn 

be FELEVIION 

ABP’S CHOSEN SEVEN—Above are the seven first-place award 
winners in Associated Business Papers’ annual competition of 

tric’s chemical department and G-E’s apparatus department. 
Bottom row, |. to +., are winning ads of U. S. Steel Corp., 

business paper advertising. Silver plaques were awarded for 
ads by (I. to r., top row) Monsanto Chemical Co., E. |. du Pont 
de Nemours & Co.'s photo products department; General Elec- 

Deepfreeze division of Motor Products Corp., and Harris-Sey- 
bold Co. These seven and other awards were presented by ABP 
last week (Story on Page 32). Sromereoe 

tees pa Meet en nae me 

PREVIEW—Here Bruce Robinson, of the Bureau of Advertising’s sales staff, shows 
Blaine G. Wiley, seated, executive secretary of the National Industrial Advertisers 
Association, the bureau's stripfilm on ‘‘Public Opinion Is Local,’ to be shown at 
NIAA’‘s Buffalo convention June 12-15. Looking on is Eric Haase, public relations 

counsel for NIAA. ‘ 
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FOR"MAY—This 24-sheet, released for May posting, is typical of the 1949 outdoor 
conpaign of Grapette Co., Camden, Ark., which places emphasis on ‘‘Enjoy” in 

its new series. 

REVERE’S RIDE—Patriot’s Day in New Bedford, Mass., was il- 
lu sinated by Revere Copper & Brass’ giant new animated sign _midnight ride. 

atop the roof of the plant, depicting Paul Revere’s historic 
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OPENS SERIES—This black-and-white spread in the April 23 issue of The Saturday 
Evening Post began a consumer magazine campaign for television receivers made by 

Allen B. DuMont Laboratories, New York. Buchanan & Co. is the agency. 

DISPLAY—Annin & Co., New York, has 

developed this new container, designed 
as a merchandiser for its Nylanin, High 
Grade and Defiance brands of flags. H. 

B. LeQuatte, Inc., is Annin’s agency. 

PRESENTATION-Edith C. Olshin, New York editor of Magazine Digest, presents 
the Good Radio Award to Albert J. Goetz, left, vice-president in charge of radio, 
Pepsi-Cola Co., and Don Mclaughlin, who plays the lead in ‘Counter Spy.” The 
broadcast, sponsored by Pepsi-Cola on ABC, was honored for “providing good 

entertainment and effective public service in a popular mystery show.” 
LONG A A ARO A 

MODERN—The facade of KTBS’ new stu- 
dio building in Shreveport, La., indicates 
the modern treatment used throughout. 
Constructed at a cost of $300,000, the 
building represents the latest in design 

and acoustical development. 

2 i, ze - 

0 STATES RUBBER COMPANY 

THREE DIMENSIONAL—A curvaceous girl in a Lastex bathing suit can be seen in 
Grand Central Station featuring United States Rubber Co.'s Lastex yarn. The three 

di ional display is placed through McArthur Advertising, New York. 
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Tumble-Twist Rugs 

Can‘t be Duplicated, 

Dealer Book Insists 
Cuicaco—As part of a campaign 

to combat imitators of its Tumble- 

Twist rugs, Libertyville Textiles, 

Inc., plays up the patented con- 
struction of its product in a new 
40-page mat and merchandising 

idea book prepared for dealers. 
Each section in the book stresses 

the fact that “there is only one 

genuine Tumble-Twist with the 

patented all-woven, loop-twisted, 

stagger-weave construction.” Lib- 

ertyville Textiles distributes en- 

tirely through franchised dealers, 

many of whom stock only Tumble- 
Twist in their loop-twist cotton 
line. Similar cotton rugs are of- 

fered by competitors and the com- 

pany figures its own dealers are 

just as anxious as Libertyville 
Textiles is to prove to the con- 

sumer that there is only one Tum- 
ble-Twist. 

Executives of Libertyville Tex- 

tiles and its agency, H. M. Gross 

Co., designed the idea book to pro- 

vide retailers with a full selling 

service; it is addressed not just to 

the rug buyer but to every store 

department connected with Tum- 
ble-Twist sales—advertising, dis- 

play, promotion and merchandis- 
ing. 

Dealers are urged to tie in 

promotions with the company 
schedule of full-color ads in na- 

tional magazines in a campaign 

running through next October, and 

a suggested promotion calendar 

is included in the book. More than 

a score of newspaper ad mats are 
offered, including two in color. In 

addition, there are suggested com- 

mercials for both radio and tele- 
vision spots; window and depart- 
mental displays, and other aids, 

including statement inserts, cus- 

tomer handouts, etc. 

Appoints Olzendam 
Roderic Olzendam, Tacoma, 

Wash., formerly director of public 
relations of Weyerhaeuser Timber 
Co. and for the past three years 
operating his own firm of indus- 
trial and public relatiens, has been 
appointed Washington state di- 
rector of social security. 

McLean’s Starts Test Drive 
McLean’s Cocoa Mills Ltd., Mon- 

treal, through Stevenson & Scott, 
Montreal, has launched a test cam- 
paign for its hot chocolate. “No 

Advertising Age, May 2, 1949 

THE MOST IMPORTANT MOTOR TRUCK ADVANCE IK TEARS 
A Mem Wind of Truck te Reduce the Por Gait Cost of Daley... 

bomen fuet 2 Save Tene - Add Safety - loner detente 

Fee SO TEAS tHE GREATEST Mame iw tewcas 

THE CAB TIPS FORWARD—Slogan of the White Motor Co.’s new-style truck is “the 
truck that tips its cab for service.” Other features which get a play in copy are 
increased payload, maneuverability, added safety and lower maintenance costs. 

milk required—simply add _ hot 
water” is the theme of the copy, 
and McLean’s fudge sauces also 
are mentioned. Daily newspapers 
in Toronto and Montreal, French 
and English, are being used. 

THE NATIONAL BUSINESS 
DAILY COVERING: 

FURNITURE & BEDDING 
UPHOLSTERY FABRICS 

GIFTS & DECORATIVE ACCESSORIES 
CURTAINS & DRAPERIES 

FLOOR COVERINGS 
CHINA & GLASS 

LAMPS & LIGHTING 
HOUSEWARES 

MAJOR APPLIANCES 
RADIOS & PHONOGRAPHS 

TELEVISION 

Retailing Daily. . 

s your business paper advertising aimed at 

the retailers who buy and sell the nation’s home furnishings ? 

You can reach more of them through 

Retailing Daily than you can through any other home 

furnishings business paper in the nation! 

THAT’S ANOTHER REASON WHY 

RETAILING DAILY SHOULD BE NO. 1 ON YOUR LIST? 

. America’s No. 1 Home Furnishings Business Paper 
A FAIRCHILD PUBLICATION © 7 EAST 12 STREET NEW YORK 3, N. ¥, 

New Truck With Cab 

That Tilts Forward 

Introduced by White 
CLEVELAND—Starting with a 

four-color spread in the May 7 

Saturday Evening Post, White 

Motor Co. will give its revolution- 

ary, tilting cab truck an intensive 

advertising push, to continue for 

the remainder of 1949. 

The new truck, the White 3,000, 

is scheduled for dealer showings 

throughout the country during the 

first two weeks of May. Most strik- 

ing feature of the truck is the 

power-tilt cab. The entire cab unit 
can be tipped forward in less than 
30 seconds, exposing the engine 
for servicing. 

In addition, the radically de- 

signed truck features an extremely 

short wheelbase and thus a short 

radius of turn, a higher payload 
because of a heavier capacity front 

axle, and a driver’s seat ahead of 

the front wheels assuring greater 

visibility and ease of access and 

exit—a feature said to permit more 
deliveries per working day. 

w The service problem is simpli- 
fied and this, according to White, 
means that the vehicle will not be 

idle as long as_ conventionally 

styled trucks. All of the points 

mentioned will be incorporated in 
the company’s advertising cam- 

paign. 

In addition to the Post, Business 

Week and Fortune also are on the 

national schedule. In June, copies 

of the original Post announcement 

will be used as inserts in trade 

publications in 15 different mar- 

kets. Four-color covers on a group 

of truck trade journals, sectiona! 

publications and state trucking as- 

sociation periodicals also are se! 

for June, and newspaper copy wi! 

run concurrently with local show 

ings of the new truck. 

Following the introductory cop; 

trade advertising will be devot« 

to the advantages of the Whi' 

3,000 in each of the various truct 

user fields, placed through D’Ar 

Advertising Co., which has ha 

the account since 1923. 

Readinger Adds Accounts, 
Appoints George Powell 

Electronics Specialties, In 
Philadelphia photographic lighti: 
equipment manufacturer, and Bor 
Displays, Inc., Ardmore, Pa., ha\ 
named Readinger Corp., Philade 
phia, to direct their advertising. 

George M. Powell, formerly | 
the marketing division of Stan 
ard Oil Co. of New York and al: 
a staff member of Firestone Ti! 
& Rubber Co., has joined Reac 
inger as marketing director. 

Rogers Appoints MacArthur 
John E. MacArthur, former! 

representative of Fortune in th 
Cleveland territory, has bee 
named Cleveland manager © 
Rogers Publishing Co., Detroit. H 
will have charge of advertisin 
sales of Design News and Purchas 
ing News, which will make it 
first appearance with the Jul) 
issue. 
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Baseball Viewing 

Device Gets First 

T 2stin Cleveland 
‘LEVELAND—Vis-Ed Corp., Los 

A: geles, will launch a test pro- 
motion here for its Big League 

Beseball Viewer, using co-op 

ne vspaper advertising and window 

posters, May 8 through June 8. 

Participating will be the Marshall 

Drug Co. and Gray Drug Co. 

The viewer has the appearance 
of a baseball, with a slot where 
slides are inserted, so that full- 
color, third-dimensional pictures 
can be seen. It also has a “magic 

dial” permitting the viewing of a 

series of continuous pictures when 

it is turned. 

Opening shot will be separate 
75” ads in the Cleveland Plain 
Dealer on May 8 by both the drug 

chains. These will be followed by 

individual 40” ads. The Gray chain 
will also run a horizontal half- 
page in color in the Sunday comic 
section of the Plain Dealer. 

s Two striking window posters 

will be used. One consists of a 
fence with a die-cut “knothole.” 

Peering through the _ knothole, 
curious onlookers will see a picture 

of a player through the viewer, 
which is pasted on the inside of 
the window. The other is a repro- 
duction of Lou Boudreau at bat, 
with the effect of the ball (a re- 

production of the viewer) crashing 
through the plate window. 

Cleveland was chosen for the 

test because it is “‘a baseball town” 

and the Indians are now world 

champions. Several of its stars 
have signed to permit use of their 

pictures. The viewer will retail 

at 98¢, which includes pictures of 

the six stars and the “magic dial.” 

Stars signed include Bob Feller, 

Lou Boudreau, Joe Gordon, Ken 

Keltner and Jim Hagan. Additional 

strips showing the continuous ac- 

tion of players at their positions 
sell for 29¢. 

s Accompanying the strips is a 

booklet containing exact descrip- 

tions, by the players themselves, 
of each step involved in playing 

their position properly. For ex- 
ample, on Figure No. 1 of Bob 

Feller pitching, the description 
reads: “Getting ready to pitch. 

Right foot is in place, knees bent 
slightly, etc.” Figure No. 2: “Right 

toe bears weight of right foot, 
etc.” 

The viewer will be introduced in 
other major league cities follow- 
ing the test campaign. With the 
stars of the World’s Champions as 
a nucleus, players in other cities 
will be added gradually. The May- 

ers Co., Los Angeles, is the agency 

for Vis-Ed. 

Form Research Firm 
H. J. Colton, formerly director 

of advertising of Blatz Brewing 
Co, and D. R. Caliahan, his assis- 
tant at Blatz, have formed a new 

sales planning, training, merchan- 
disng and market research firm, 
Product Marketing Associates, 
With offices at 225 E. Michigan 
St.. Milwaukee. The new organi- 
zation will operate on a nation- 
wice basis, with special emphasis 
nm food, beverages and consumer 
foods. 

Schedule Radio Institute 
Stanford University, Palo Alto, 
a, and National Broadcasting 
© have announced the seventh 
énford-NBC Radio Institute, 

‘cheduled for June 23 to Aug. 20. 
‘O irses will be offered in radio 
‘r ting, announcing, sales produc- 
io, news and special events, pro- 
from planning, music and appli- 

‘aton of radio. A new course, 
Prcolems in television, has been 
adced to the curriculum. 

Humphrey Moves N.Y. Office 
|. B. Humphrey Co. has moved 

‘s New York office from 595 
Maiison Ave. to larger quarters 
a 25 W. 45th St. 

ABP Adds Five New Members 
Associated Business Papers has 

added five new members, bringing 
the total to 134 business papers 
in this group. The new members 
are: Handbag Buyer and Notion 
& Novelty Review, published by 
Haire Publishing Co., New York; 
Nucleonics and Operating Engi- 
neer, published by McGraw-Hill 
Publishing Co., New York, and 
Leather & Shoes, published by 
Rumpf Publishing Co., Chicago. 

Bland and Burritt Advanced 
H. H. Bland, Toronto office man- 

ager, has been appointed assistant 
general sales manager of Belding- 
Corticelli Ltd. Montreal, silk 
products. H. C. Burritt, sales rep- 
resentative in the Toronto area, 
has been named to succeed Mr. 
Bland as Toronto office manager. 

Two Name Ra-Ad Associates 
Ra-Ad Associates, San Francis- 

co, has been named to handle the 
advertising of Westward Ho Nurs- 
eries, Oroville, Cal., and Sherwood 
Gardens, Portland, Ore. 

FULLY SELF-CONTAINED 

ee I I PT Ps a —— 

| Everything’s under control in “Test Town, U.S. A.” The 
South Bend market is self-contained, self-defined, self- 
controlled. The people who live here, buy here — not 
elsewhere. They are guided by one newspaper — and only 
one — The South Bend Tribune. Tests in “Test Town, 

U.S.A.” produce decisive, accurate, reliable results. Want 

the whole story? Write for free market data book entitled 
“Test Town, U.S. A.” 

SOUTH BEND, 
IND. 

STORY, BROOKS & FINLEY, INC. * NATIONAL REPRESENTATIVES 

... lithe California without the 

Wion ollar alleyofthe ces 

load 
National Representatives . . . O'Mara & Ormsbee, Inc. <4 @) THE MODESTO BEE 
New York * Los Angeles * Detroit . 

CENTENNIAL OF THE 

CALIFORNIA - 1849-1949 

ce latchy 

Chicago San Francisco 

hw a, 

Drvine A BUGGY without a horse is no harder than 
trying to cover California without the Billion Dollar 

Valley of the Bees. Because, without the Valley, you 
miss nearly 2'/2 Billion of California’s buying power... 
2 Billion of its retail sales.* 

Are you using the right newspapers to sell these 
inland Californians? The right papers are the strong 
local papers— Valley people have little interest in 
remote Coast papers. So make sure you schedule The 
Sacramento Bee, The Modesto Bee, and the Fresno Bee. 
No other combination of papers—local or Coast—can 
match the Valley coverage of those three McClatchy 
newspapers. 

* Sales Management's 1949 Copyrighted Survey. 
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WaASHINGTON—Department store 

sales set an important precedent 

this year by falling off during the 

week immediately preceding Eas- 

ter. The drop was slight, however, 

from 319 on the index for the week 

ended April 9, to 312 for the week 

ended April 16. 
The downswing during Easter 

week (at a time when sales nor- 

mally reach a pre-holiday peak) 

was the first drop since early 

‘DEPARTMENT STORE 
SALES INDEX 

1935-39 EQUALS 100 

Week to Apr. 16, '49*.p312 
Week to Apr. 9, '49*...p319 
Week to Apr. 2, ’49*...301 

Week to Apr. 17, ’48*...294 

‘4 Week to Apr. 10, '48*...298 
4 Week to Apr. 3, ’48*....280 

pPreliminary. 
*Not adjusted seasonally. 

February, when sales began to rise 

from the post-Christmas doldrums. 

On a year-to-year comparison, 

sales for the week ended April 16 

were 7% above those for the cor- 

responding week of 1948. How- 

ever, since Easter was about three 

weeks earlier last year, such a 

comparison shows 1949 in a more 

rosy light than actually exists. 

As might be expected, all Fed- 

eral Reserve districts showed gains 

in the week of April 16 over the 

same week last year, and all but 

six cities recorded similar gains. 

The Boston district, with a 25% 

increase, showed the largest year- 

to-year gain, while the St. Louis 

and New York districts, up 2%, 
reported the smallest gains. New 

Haven (up 39%) made the best 

showing among the cities report- 

ing. 
% Change from 1948 

Mo. Mo. Wk. 
Federal Reserve of of Apr. 
District and City Jan. Feb. 16 

UNITED STATES ...  — —5 7 
Boston District 4 0 25 
New Haven ........ —§ 0 39 
Boston 8 3 21 
Springfield 5 —l 32 
Providence 1 —5 25 

New York District —% —5 2 
Newark ... = —5 —7 4 
Buffalo : 4 3 16 
New York —5 -6 —2 
Rochester —3 —5 15 
Syracuse ....... ; —§ —21 10 

Philadelphia District — —4% 6 
Philadelphia . —4 —l1l 5 

Cleveland District . z: —3 12 
CS — ee ; —2 —1 19 
Cincinnati ‘ —2 —4 21 
Cleveland 2 —3 12 
Columbus ...... 8 0 10 
a : o —1 7 
Pittsburgh ..... . or) --2 10 

Richmond District —%i —4 13 
Washington 2 8 17 
Baltimore .... --3 4 7 

Atlanta District —_—s —! M4 
Birmingham .. 13 —4 20 
Miami — —12 -—3 26 
Atlanta —4 —3 7 
New Orleans . 3 12 23 
Nashville . 3 —5 14 

Chicago District ‘ — —6 4 
Chicago . ; 0 —4 7 
Indianapolis --1 0 4 
Detroit. —3 —3 6 
Milwaukee . —3 —7 —4 

St. Louis District 5 1 2 

HOLD THE Grade handtul of 
profitable business now. 

DIESEL Diesel Progress reaches 

key men in this fase 
MARKET moving industry. 

Equipment and Sup- 

in YO v R ins ees being ae. 

HAND chased NOW. 

Ce mple tec 

a big net in 

2 WEST 45TH ST 
NEW YORK 19,N Y 

EDITED AND 

PUBLISHED BY 
REX W. WADMAN 

tot 

Federal Reserve Figures on Department Store Sales 

Little Rock .... —2 20 3 
Louisville ............... —2 -3 —1 
Pe —8 —l 2 

i saa 10 7 7 
Minneapolis District ........ —> —3 ad 
Minneapolis ................... —4 -—2 ° 

SS 9 —8 —ll ° 
Duluth-Superior ........ —3 4 ° 

Kansas City District ...... —-15 —1 6 
OO a a | 8 
. 5Preieerneeets «= 10 (21 
Kansas City .................... —16 —2 0 
St. Joseph ..................... —16 —8 18 
Oklahoma City .. —25 0 1 
a 0 10 

Dallas District .................... —7iI —3 3 
TT ctuindminnmicnmnn “OR ane 0 
 & —7 —l 7 
| ES 2 —5 6 
San Antonio .................. —14 -—8 —2 

San Francisco District .. —s% —9 6 
Los Angeles Area —6§ —12 3 
Oakland ........... e —2 -—3 22 
San Francisco ................. 3 —3. 28 
Portland ........... —13 —13 —8 
Salt Lake City ................ —15 —13 —5 
SE eaetuthsnteibiinde —10 —5 9 

*Not available 

Brown Agency Names Three 
Edgar A. Barwood, formerly 

with Max Field Agency, Provi- 

Advertising Age, May 2, 1949 

dence, R. I., has been named ac- 
count executive of Arthur F. 
Brown Associates, Boston. John A. 
Simpson, formerly in the art de- 
partment of the Boston Record & 
American, has been appointed 
assistant art director. Marie Pa- 
cella has been named secretary of 
sg agency, succeeding June Tay- 
or. 

Gets Perfume Account 
The Montreal office of E. W. 

Reynolds Co. has been appointed 
to direct the advertising of Jean 
Patou perfume in Canada. Adver- 
tising will appear in a selected 
list of magazines. The French per- 
fume is distributed in the Domin- 
ion by Wm. I. Robinson Reg’d, 
Montreal. 

Dillingham to Keck-Franke 
Dillingham Mfg. Co., Sheboygan, 

Wis., has placed its advertising 
with Keck-Franke Advertising 
Agency, Oconomowoc, Wis. Maga- 

Advertising Agency | 

Ill | 
ART DIRECTOR 

On Rubens, Titian, Raphael, Corot, 

He pondered years to master line and color; | 

Grant Wood, Dale Nichols, Michaelangelo 

He studied, over coffee and a cruller. 

He strove to fortify his own technique, 

Not too impressionistic, not too real; 

Then, samples under arm, he went to seek 

An agency where his work might appeal. 

He has his studio with good north light; 

With T-square, tubes, and pencils he’s engrossed, 

His early goal is now almost in sight— 

To do a center spread, bleed, in the Post. 

Meanwhile, he has a job to make him flinch: 

Rate-holder ad, one column, half an inch. 

Arthur Frederic Otis 

zines will be used to promote the 
company’s Bluebird cedar hope 
chest line, with emphasis on fol- 
low-up merchandising to its re- 
tailers. 

Jordan Agency Names Hood 
Jack D. Hood has been named 

an account executive of Jordan 
Co., Los Angeles. He was formerly 

president of Davis-Hood & Asso- 
ciates, Los Angeles, from which he 
resigned. The Davis-Hood agency 
continues to operate. 

dvert 

Fooc 

Setf 
CHIC: 

(Confers 

tne wee 

( igo. I 

will pr 
formati 

ers in | 

did at 1 

year. 

Partie 

A. E. § 

Meat ] 

Borden 

dustry; 

Hawaiia 

Foods C 

Lipton 

and Na 

tion. 

Also, 

Nationa 

Nestle’s 

Nutritio 

Co.; Ra 

Co.; Wi 

Foods C 

Advertisers everywhere seem 
agreed on one important point: from 

Wil your ads make the grade 
this year? 

in the 26 locally edited Sunday Picture 

Magazines of Metropolitan Group. 
here on ads must pack more “sell”, 

And that means more than “sharper, 
It means putting 

them before more people, in more places 

keener messages”. 

where more goods are bought. 

If you want assurance that your ads 

will make the grade this year, put them 

Collectively, these Magazines reach 
38,000,000 readers in 15,000,000 families, 

coast to coast. In the nation’s 138 metro- 

politan areas—where 64 per cent of all 
goods are bought—they reach 520,000 

out of every million families. Plus 4,000,- 

ooo families in prosperous small-town 
America! 

Because Metro's 26 Sunday Picture 

Magazines are locally edited, they enjoy, 

according to all available studies, the 

highest average inside page readership of 
anything in print. 

Thus you can buy with one order, 

one piece of copy and one bill, Metro’s 

26 Sunday Picture Magazines and reach 

—per $ invested—-more people in more 
places where most goods are bought. 

Metropolitan Group 

Bi 
F: 

The: 

> Sunc 
picti 

Mettr 

ATLAID 

BALTI 

BOSTO 

and/ 

BUFFA 

CHICA 

CINCID 

CLEVE 

DES M 

DETRO 

and/ 

INDIAI 

i LOS Al 
MILWA 

MINNE 

NEW Y 

PHILAI 

PITTSB 

PROVII 

ST. LO! 

and/i 

ST. PAI 

SEATTI 

SPRINC 

SYRAC 

WASHI 

a 

ae 

id 

. 

ee ta 

inlike ot 
tropolita 

nett rk of 

wned, loca 
Sunday 
ed in| 

ilies, 

ir local 
int, local 

add up to tl 
‘ge and po 
"ins im prin 

K FOR F 

AT ANY 

220 EA 

NEw 

T 

se ee ag ae fe Se Pe goes & - ai Bs i ee ie Fg be ‘3 . er : ee . 
aes oe ; a (e aa eS: eee ie pent iis ee ei ate oa ¢ Bae Ds ae oa" me ‘ os ie a Se 7 :. fhe ¥ eat, ‘ i eye Ay 7 i : 

oes 
3A : he 

we 46 ee a 
eer 

ih Pe Pe ; bd | : 5 Le Tz | 

— 
fe _ 

. ae 
ao 

oe eS ane 

= ies | 
at; | 

a 
aoe 

ee | 

Nee oe | 

ie PO rem | 
aes ogee a g@ 
ie Pe 

7 - | 

< Ea ' | 

a : Po | 

Ea j 

ere : 
ee 

Sa id a Po | | a a 

ee = ° 

es 
: 

é ‘¢ = " es SFA Ogee a be Bente, Lc oe ae Maa cig, # a ee ¥ Fae ee te Sigh IF ss nce git. ig i’ pire tee.) , F a * <4 ee i Se ‘ ee 

a me —— Ri ; er ae : my 
r : SRO OT OER : ; < 3 " -s" ; 

: eRe te ig Oe : ia 3 as : Dae ee — OT, ~~. r 
eet es te eae ee | le Pt 1 ‘ ted © OY ton me 

i; he wee + dy © Ge Jin aft OR en 4 se - __ wii! > , ees ‘ ‘£ Poe c* A " ee « ns y Fb | “L* — \ —-_ 4 

an \ Ae Tt re . - Sy." RR ez 4 
a: . 2 é-t- ee My 2 ‘f. aire” +H “vy ~~‘ a a ; 

: % & a ” i by . 4 i * Pp 2 

.— % ‘ : a) ae ; +3 la om fe 4 eae an et b ! arr 
; < lt ‘ a 2 me ee " » 4“ -_ Lo I x $e » ore a, Pi ty v - | 3 \. oe Py & , o tty aes _ ie * th, Ne J ‘ J aes | Ze 

My fe, "*: - if 3 a otf 4, oe P Pas gh * 2 Fs oe a fy ‘y Rens % 4 ¥ hee Ce j 7 e a . 
' * rj e is x t- . “ Sc a + a ghee > we, % Re {i 4 A, i$ hy ri 

; » are / ey Fie es / el mes OS : = : > 4 2 
- ; me, A Le ¢ ‘they re we + Vd aes a e » *, a ‘ - 4 -S ~~ a pS 

4 i y XE Se ae a, “yo SRS Ce 
bs: : +. (iP 3 e fe a, ij i" ins *~ a ? * i, —" “ei id wT * = wy 4 

a r ba ea -~ SS eee cae nN “Se 
. bc ; ' ge awe. et See ca Le. ef , ms ns . of { 
pitty | eM ~~ eg Cie y eee ee S ee cy ee & »ae . had ee cee ye a Becta Ba eek ites - * ise % M. ‘4. 1 i ; | we ms 

ee » mone " TO adi a . a me Ser ate SP he SO 
eee J f "' ae » tie a : ~4 ; ™~a a i ee . née aeamone : : 

‘oa > WAS ; a = a> ae ¥ . ‘ * cwedy 
a | 4 + tA a Tet “ti . a mS 
he ula : i “Felts ' , ‘ * d 
a eee 

: iy 1 ~~ 
i 

| ~ u tee te tS | aie sg | ‘ 2 he cee b a We laa | 
write ‘ OM AT Ae iy ht ay 
Pics a A OR Paar ° 
EE * elie EY 3 ze": = pie = Ye 

= ‘4 ‘dl ee * thee “—: ') ak ee ae kes . H 

eee: es z | =. > . 
bas eae | sll nye "of weir % Ss ae iid aa abe: Boas 3 Pega Sen a a a i 
eee z Laem WF ee : i i a Bear ae, mee wo sy oy, ss, ( 

- ey Ss ; . -e. | a 2 . 
. Bo, 43° , ie ee ° 

3 | a ie hin eee BB * £ > ‘Sey 2 at : : ce Bea 
| ee a a i] : es ene & — ie : haar ate | 

tt ae a s : ‘“: . Ps 
i me ~ a ae cae, is PSE Oh OL ae : i $s rome | 
a | ‘a a . ie ye ec f a, Se, SRO ae ae ak fe ee, 

“4 a a Rete a Ais Beek os és, a ne Beers : ae ‘ ee i 3 aha pt: 

wn . | . . ? i eos Pee ae PS PE i ¥ Rud ya eee ae ae ae et +. 

ee ~ Me , 

Cae : 

oe Z ' : 

‘ : ae si my _ 

Re ' PR aE NT OO a ree. 

a 

aks eit 

Sa = oe 

ne : ¥ k 
ra b = ie 

ae .— . ‘ 
= : may i ROGRESS,§ 

> , tog gh 4 

se SPJ) ) : : BP i 

> , i 

Fans iv 
bce S Tad a 
JS a £9 : “ 

eo... Se oa - 
ae Re = ,. 
gE es fs fy —- EW 

eh 

LD | . 
155. 

- e 4 

bas GRESS | agagines 4488 
ee | QE — 

= 7 

Re EE Me Mal eI NGMt eS 5 NTE EMR IS ASIN! SRA HEINE Me Nie Net SP arse SERRANO EN A eNO ra UNE Ge Rape Cia ot RSA Ry DenRA ins Deh ee NS: Ope te lee aie C8 Re a Rate “AY Sy 



dvertising Age, May 2, 1949 

Food Editor Meeting 

Set for September 
Cuicaco—The 1949 Food Editors’ 

( onference has been scheduled for 

the week of Sept. 26, 1949, in Chi- 
cago. Food manufacturers again 
will present basic background in- 

Reynolds Elects Johnson 
Keen Johnson, vice-president 

and director of public relations 
of Reynolds Metals Co., Louis- 
ville, has been elected a director 
of the company. Mr. Johnson was 
formerly governor of Kentucky. 

Appoints Hanau Agency 

Bay Area Has 5,000 TV Sets 
A census conducted by San 

Francisco Bay Area radio dealers 
and distributors showed 5,000 tele- 
vision sets in use in the area as 
of April 1. The March 1 figure 
was 4,300. 

Joins Brisacher, Wheeler 

— Qn Sr ee ee og re wt eg ae + 

‘fee 
_ELECTROTYPE co. formation to assist newspaper writ-| Benet Hanau & Associates, San| Ralph Grady, formerly produc- 

ers in the culinary field, as they| Jose, Cal., has been appointed to|tion manager of Boone, Sugg, Tevis 
did at the New York meeting last | handle the advertising of the Santa|& Walden, San Francisco, has 
year. Clara County Medical Society.| joined the production staff of 

Participating companies include Newspapers and radio will be Brisacher, Wheeler & Staff, San 

A. E. Staley Mfg. Co.; American | “S¢4- Francisco. 
Meat Institute; Armour & Co.; 

Borden Co.; California Wine In- 

dustry; Gladding, McBean & Co.; 

Hawaiian Pineapple Co. Ltd.; Kraft 
Foods Co.; Libby, McNeill & Libby; 

Lipton Tea Co.; MclIlhenny Co.; 

and National Cranberry Associa- 
tion. 

Also, National Dairy Council; 

National Pressure Cooker Co.; 

- Nestle’s Milk Products, Inc.; the 

de Nutrition Foundation; Quaker Oats 
1e Co.; Ralston Purina Co.; Swift & 

‘y Co.; Wilson & Co.; and Vacuum 
Foods Corp. 

Give your ideas 

~ with famous 
lf 0% MYSTIK 

oir 
es These are the 

' Sunday Magazine 

picture sections of 

Metropolitan Group 
a 

ATLANTA Journal 

BALTIMORE Sun 

BOSTON Globe 
and/or Herald 

BUFFALO Courier-Express 
CHICAGO Tribune 

CINCINNATI Enquirer 

* CLEVELAND Plain Dealer 
& DES MOINES Register 

he DETROIT News 
b> and/or Free Press 

INDIANAPOLIS Star 

Me LOS ANGELES Jimes 
MILWAUKEE Journal 

MINNEAPOLIS J ribune 

NEW YORK News 

PHILADELPHIA Jnquirer 

PITTSBURGH Press 

And Spalding found MYSTIK a long- 
life label for the bottom of a tennis 
racket. Better, less costly than leather 
and glue. 

Two ideas for using MYSTIK directly on 
products—a Mengel-Man factory in- 

spection tag and a wiring diagram for 

Philco. Self-Stik MYSTIK gets 'em on fast. 

These MYSTIK signs in busses spear- 
headed a courtesy drive. A constant 
reminder to drivers! Self-Stik MYSTIK 
provided the perfect way to get ‘em up. 

This MYSTIK hook 
sticks easily on any 

wall, is useful for 

customers or deal- 

ers for displaying 

packages, hanging 

calendars, etc. 

Keeps your ad on 

display in stores 

and homes! 

Radio stations all 
over America 

found MYSTIK labels 
the best ever for 

transcriptions. 

Convenient to han- 
die, just press on 

without moistening 
—and they stay. 

PROVIDENCE Journal 

ST. LOUIS Globe-Democrat 
and/or Post-Dispatch 

ST. PAUL Pioneer Press 

SEATTLE Times 

SPRINGFIELD Republican 

SYRACUSE Post-Standard 
WASHINGTON Star 

Or how about MYSTIK for a special 
award plaque like this one for Jewel 
Tea? Sticks on tight... can be peeled 
off clean. 

Speaking of service 
stations, here's the 

most famous of all 

MYSTIK uses—the 

MYSTIK Chek-Tab, | 
used by almost = 

every oil company 

and found in the 

door jamb of prac- 
tically every car. 

MYSTIK makes clev- 

er novelties and 

specialties, too, to 

give to customers 

and keep your 

name in front of 

them. This thermom- 
eter sticks in place 

instantly. 

yi cists acs cal 
CANADIAN PACIFIC RAILWAYS 

Unlike other national media, 
Metropolitan Group is a national 
network of twenty-six (26) locally 

-d, locally edited, locally power- 
Sunday picture magazines .. . 

rinted in Gravure for 15,000,000 
families, 

MYSTIK hands like these stick directly on 
a display pair of Lee overalls, spot- 

lighting 55 sales features. 55 different 
MYSTIK honds and arrows were specially 

designed to adhere to cloth. 

PURE. PEp 
Regularly 

ful 

Their local ownership, local view- 
int, local editing, local power, 

‘dd up to the greatest local patron- 

‘¢¢@ and popularity accorded any- 
‘ins am print. 

Give you an idea? 
Is there a thought here you can apply to your 
business? Or tell us your problem and let us 
create a MYSTIK idea for you—using this famous, 
patented printing material that can be printed 
or lithographed in colors, die-cut to all shapes 

and sizes. Write for free kit of MYSTIK samples 

and ideas. No obligation. 

K FOR FACTS AND FIGURES 

AT ANY METRO OFFICE 

220 EAST 42ND STREET 
NEw YORK 17, N.Y. 

TRIBUNE TOWER 
CHICAGO 

CHICAGO SHOW PRINTING COMPANY 

New Center Buttpinc 2639 N. KILDARE + CHICAGO 39 © In New York: 1775 Broadway ® Offices in all other principal cities 

Detroit 

155 Montcomery Sr. 
SAN FRANCISCO 

448 Soutn Hitt Street 
Los ANGELES 
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You Ought toKnow... 

In the 40 years since he started 

as an $8 a week clerk, Edwin S. 

Friendly has had only two “em- 

ployers”: the New York Times and 
then the New York Sun, of which 

he is vice-presi- 
dent and general 

manager. 
But in high 

positions for most 
of this long pe- 
riod he has ser- 

ved the interests 

of all news- 

papers. 

Last week in 

New York, Ed 

Friendly’s coop- 

erative career 

was capped with his election as 
president of the American News- 

paper Publishers Association, suc- 

ceeding David W. Howe of the 

Free Press, Burlington, Vt. 

In recent years Mr. Friendly was 

treasurer and then vice-president 

of the ANPA. Since 1926 he has 

been a member of the committee 

in charge (now the governing 

board) of the Bureau of Adver- 

tising, ANPA, and from 1932 to 

1941 he served as the Bureau’s 

chairman. 

Under the onslaughts of radio, 

magazines, and depression, news- 

paper advertising in these two 

decades fell sharply from the peaks 

of the ’20s; finally righted itself, 

and then moved up to higher levels 
than ever before. Major credit for 

this strong comeback has been 

given to the Bureau of Advertis- 

ing, the annual budget for which 
has been expanded from $100,000 

to more than $1,000,000. 

It took a lot of planning and 
work by a lot of newspaper exec- 

utives and their representatives to 

make the “United Front” program 

effective. 

Ed Friendly did, 
doing, his share of it. 

But in the ANPA itself he is 

also concerned with such problems 
as paper supply, postal rates, la- 

bor relations, and with technical 

research to make better newspa- 

pers tomorrow and to keep in- 

come ahead of ever-mounting 

costs. 

Ed Friendly is a business man 

and he is also an organizer. For 

three tough wartime years he was 

national chairman of the U. S. 

Victory Waste Paper Campaign, in 
which newspapers all over the 

country cooperated to collect waste 

paper for wartime needs. He is 

an advertising man, seeking not 

only to sell lines and pages but to 

strengthen the structure and the 

usefulness of advertising. He has 

long been a director, for example, 

of the Advertising Council. (Thirty 

years ago he was chairman of the 

Times’ advertising censorship com- 

mittee.) He has been an officer 

and is still a director of the Better 

Business Bureau of New York 

City. He still finds time to serve, 

E. S. Friendly 

and is still 

This Campaign Will. 
Sell Homes in 1949! 

Manufacturers: Write for details on how you can 
tie in with this campaign for more sales in 1949. 

Practical Builder + Building Supply News 
5 Sovth Wabash Ave., Chicago 3, ill, 

Edwin S. Friendly 

as officer and director, such varied 

groups as the Broadway and Fifth 
Ave. associations, the Hundred 

Year Association of New York and 

the New York Convention & Vis- 
itors Bureau. 

@ The son of Myer and Sarah 
Friendly, he was born in Elmira 

in New York’s Genesee Valley on 

June 15, 1884. A_ solidly-built, 

square-chinned man (who looks 
taller than his 5’ 101%” and heavier 

than his “under 180”) Ed Friendly 

comes from strong stock. Myer 

Friendly emigrated from Germany, 

traded with the Indians out West 
before settling down to the com- 
parative comfort and safety of a 
wagon, harness and farm imple- 
ment business in Elmira. In 1912 

Myer Friendly sold the business 

and retired. But he continued ac- 
tive in civic affairs until his death 

in 1937, at 88. His wife died some 

years before. 
Ed Friendly attended Elmira 

Academy and graduated from 

Manlius School at Manlius, N. Y. 

He was 24 when he started on that 

$8 a week job in the publication 
office of the Times. Five years 
later he was assistant business 
manager, under energetic little 

Louis Wiley. In 1922 Frank Mun- 
sey persuaded him to become bus- 

iness manager of the Herald and 

the Sun. In 1941 he became the 

Sun’s general manager, and five 

years ago he added the title of 

vice-president. 

Among the hundreds of men 

with whom Ed Friendly has 
worked, several have left a special 
impression. Next to his father the 

ones he mentions most are Adolph 

S. Ochs and Louis Wiley of the 
Times and Frank Munsey and 
William T. Dewart of the Sun. 

@ In 1914 he married Henrietta 
S. Steinmeier of Boise, Idaho, and 

in the process he became a sort 

of adopted son of the Intermoun- 
tain. West. The Friendlys still get 

out there rather regularly for 

dude ranching (when they don’t 

decide to spend their month’s vaca- 

tion in Europe or Bermuda in- 

stead), and among other places 

they enjoy Saratoga, both for the 

horse racing and the baths. Most 

of the year they live in a Park 

Avenue apartment, but even 

around New York Ed gets in time, 

week ends, for golf. He doesn’t 

believe in letting all his duties get 

him down; he knows how to let go 

of them when it’s time to play. 

The two Friendly children are 

grown and the daughter is married. 

Edwin S. Friendly Jr. is radio 
and television director of Al Paul 

Lefton Co., in New York, and 

Helen has become Mrs. Malcolm 

Foster. The Fosters have two 

children, Barbara and Malcolm Jr. 

In his work with the ANPA and 

the Bureau of Advertising Ed 

Friendly emphasizes the coopera- 

tion he has had from publishers— 
“both the little and the big ones.” 

The “United Front” program began 

by persuading Bureau members 

voluntarily to increase their own 

Advertising Age, May 2, 1949 

dues. Some did so by two to fiv« 

times,with the result that, even be- 

fore the present greatly enlarge: 

setup went into operation, fou 

years ago, Bureau funds had bee; 
trebled to $400,000. Today the Bu 

reau’s “all business is local” pro 

gram is supported by approxi 

mately 1,000 dailies of the Unite 
States and Canada. 

s Meanwhile, the ANPA itse’: 

has grown to embrace about 8() 

U. S. and Canadian dailies, ani 

represents, respectively, 88% and 

43% of the daily newspaper ci:- 
culation in these two countries. 

More than 53% of the member ps- 
pers have circulations of less then 
25,000. 

Ed Friendly was too busy, and 

perhaps too modest, to talk much 
about himself. But he left us in 

the big dark-paneled office with 

five fat scrapbooks, which told a 

lot about this many-sided man 
since 1914. 

In the ’20s he was making talks 
before different groups on “why 

newspapers are the first advertis- 
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g medium”; he was helping to 

troduce an “idea mill” at the 

im; Was urging more cooperation 

tween the city and state pub- 

| shers’ associations; signing a tes- 

i monial (along with Al Smith and 

hers) for Benny Leonard’s 

ausele and body building” pro- 

am; was opposing government 
ntrol of advertising, and was ap- 

aring at an advertising group’s 

ince with Mrs. Friendly, both in 

csimile Suns. 

In the ’30s, among other things, 

» served as chairman of a pub- 

isher’s committee to organize a 

press radio bureau. 

-—Ort om + « 

— oe 

s Despite the advent of television, 
and increasingly vigorous com- 

petition from radio and magazines, 

OUTSTANDING—This new type of “super’’ 
by Foster & Kleiser for Acme Breweries, San Francisco. Brisacher, Wheeler & Staff 

is the agency. 

Cash Stores Hit 

Sales Peak, Red 

& White Reports 
Cuicaco—With affiliated cash 

stores hitting a new sales peak, 

Red & White food stores in the 

United States averaged $118,980 

in sales last year, according to the 

llth annual study of retail opera- 

tions by the Red & White Corp. 

Average sales of cash stores for 

1948 amounted to $129,600, about 

$5,000 per store higher than in 

1947 and the highest per store 

painted bulletin has been developed 

Ed Friendly is bullish about news- 

papers. “Like radio, television reg- 

iments people,” he said. “It forces 

them to be at a certain place at a 

certain time. They can hear or see 

only one program at one time. 

Newspapers are portable and flex- 

ible. In a newspaper you can read 

what you want when you want. 

“The nation’s newspaper cir- 
culation has passed 50,000,000 and 

is still growing. I think it will 

continue to grow. 

“The ANPA will continue to 

work to make newspapers still 
better—with better illustrations, 

sales average yet recorded in Red 
& White history. Credit stores, 

however, dropped to an average of 

only $103,898, a considerable de- 

cline from the previous year. Their 

comparatively poor showing, said 

the company, can be explained 

by more intense competition in 
the field and increased price con- 

better presentation and better 
production.” 

Morris Joins Station KGO 
Harry Morris, formerly with 

Station KYA, San Francisco, has 
joined the sales staff of Station 
KGO, San Francisco. 

World’s largest Dep't store 

290 East 42nd St.... 
“*Lissen, Mac. Losin’ ya buttonsa somethink? 

..Whyncha go onna radio quiz progam fah 

forners fom outta town—they go fah’at kinda 

pastrami!,.. But make out anatiff Noo Yawker 

pratically born here dunno Macy’s isa biggest 

depahtment store inna worl’?... Blow! 

Cutty, the cabby, thought we were kidding... 

Actually, we’re serious as streptococci, or more so. 

| Because the world’s largest department store is 

a department store for department stores—The 

News, a newspaper. 

Thirty of New York’s big stores paid $6 million 

. to sell in it last year...The two largest accounts 

combined, less $200,000, would total $2 million. 

Three others spent upwards of $600,000 apiece. 

Four made individual investments of $300,000 or 

more ... In all, twelve stores had space bills 

topping $100,000... Are we boring you? 

Bear in mind, please, that these sizeable chunks 

of change were not put out by media departments 

Fy merchants! They do not represent acts of 

findings of skeptics. They were not 

based on per capita coverage, quota potential, or 

higher Hooperatings. 

Actually, they aren’t appropriations at all, but 

accumulations—from stocks turned over, goods 

sold every day, all year. They brought in customers 

and sent out goods as no equivalent expenditure 

ever did before, anywhere. 

These big stores, remember, have to be pretty 

good buyers. . . or go by-by! The News is the most 

productive medium they can buy—and don’t think 

they don’t keep trying to find a better one! So why 

do they spend more in The News? Two guesses! 

Mavse the national advertiser can find better 

but New York stores 

stick to $ facts! While money doesn’t talk so loud 

theories for media buying... 

any more, the expenditures of these retailers are 

not whispers ... If you’re not hard of hearing, the 

best medium in New York isn’t hard to hear from 

..-A low-voice phone call to the nearest News 

office may be a short cut to conviction! 

THE [4 NEWS, NewYork’s Picture Newspaper 

220 East 42nd St., NewYork City... PribuneTower, 

Chicago...155 Montgomery St., San Francisco 

— ee 2 ee ee ee od 

sciousness on the part of the con- 

sumer, thus driving more volume 

to the cash stores. 

® By projecting averages obtained 

in the ’48 study, which was based 

on a 10% sample of the cooperat- 

ing, independently-owned stores, 

the company estimates the total 

annual volume of all Red & White 

food stores in this country and 

Canada at more than $1 billion. 

Reporting Canadian stores aver- 

aged $81,727 in sales last year, 

but the company pointed out that 

the Canadian price level is about 

10% less than in the U%& S. More 

than 80% of all reporting stores 
handle a volume between $50,000 

and $250,000 annually. 

The most profitable group, the 

company said, was the self-service 
cash and carry stores, with an 

average profit of $9,822. The 

“super” type stores were the most 

profitable among the cash stores, 

with an average take of $15,972 

in a net profit plus $8,224 in wages, 

for a total return of $24,196 per 

year. 

ws Accounts receivable are running 

about 20% more than a year ago, 

the company said, adding that this 

is a dangerous signal that should 

serve as a warning to all store 

operators. Accounts receivable for 

credit stores increased almost one- 

third. : 

Among lines of merchandise 
stocked, 90% of the reporting ' 

stores handle fresh meat; 73.5%, 
ice cream: 68%, frozen foods; 
46.9%, drugs; 16.3%, clothing; 
14.4%, hardware; 10.6%, maga- 
zines; 9.2%, beer, and 2.5%, wine. 

As he has warned in past years, 

Ray O. Harb, Red & White national 
sales service manager, reported 

that the stores still are averaging 

about 0.5% of total sales for ad- 

vertising, “which is not enough.” 

Some groups have gone slightly 

higher, he added, but rarely has 

any one store hit 0.75%, “which 

is the more desirable figure to as- 

sure us of our share of the vol- 

ume.” 

To Aitkin-Kynett Agency 
Aitkin-Kynett Co., Philadelphia, 

has been retained to handle the 
advertising of Modern Heat & 
Fuel Co. and Modern Heat, Inc., 
Philadelphia, suppliers of commer- 
cial and domestic heating equip-" 
ment, fuel oil and maintenance 
service. 

(Advertisement) 

New Mutual Chairman 

Theodore C. Streibert, president of 
Radio Station WOR, has been elected 
chairman of the board of Mutual 
Broadcasting System, Inc. Mr. Strei- 
bert is a regular reader of The Wall 
Street Journal. So are 34,216 other 
presidents and board chairmen; 223,- 
641 middle-to-top management execu- 

tives read this publication. If you sell 
to this influential, able-to-buy market 
you should advertise’ in The Wall 
Street Journal. 
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South Bend ‘Trib’ 

Makes Sunday Issue 

Readership Survey 
Soutn BeEnp, Inp.—The South 

Bend Tribune has completed a 
readership study of its issue of Feb. 
20, 1949 (one of the few studies 
of the Continuing Study of News- 
paper Readership type done on 

Sunday newspapers), indicating 
how much longer men and women 

spend reading the Sunday issue 
than they spend on the daily is- 
sue. 

Each person interviewed was 
asked: “How much time did you 

spend reading this issue of the 

Sunday Tribune?” and “How much 
time do you usually spend reading 

the daily Tribune?” Their re- 
sponses were: 

Sunday Daily 
Men Women Men Women 
%o % % Te 

Under 
30 min. 1l 20 32 29 

- hg 60 min. 38 37 48 49 

1% hours 27 20 14 15 
Over 
1% hours 24* 23a 6 7 

*12% spent more than two hours 
a9% spent more than two hours 

m= Women gave more attention to 
retail advertising than did men, 

giving two full-page department 
store ads scores of 68% and 65%, 
respectively. Men placed an ad for 

a boxing exhibition first, with a 

score of 31%, and second place 
went to a Sears, Roebuck insertion 

GEORGE T. HOPEWELL, EASTERN REPRESENTATIVE + 101 PARK AVENUE, NEW YORK 

Offers the advertiser more 

for his dollar than any other 

medium in its field. 

Ue 

Aa? 
Ww 

on home miodeling supplies. 
Three of the five top national 

advertisements read most by men 
were on automobiles, and Chevro- 
let led the list with a score of 
31%. Four of the five national 
ads read most by women ran in 

the comic section in four colors. 
Total readership of the comic 

section on Sunday and the daily 

comic page was about equal, al- 

though Sunday readers were more 
selective and gave low Sunday 

scores to features with fairly high 
daily ratings. 

To Botsford, Constantine 
The western home office of Pru- 

dential Life Insurance Co. of 
America has named the San Fran- 
cisco and Los Angeles offices of 
Botsford, Constantine & Gardner 
to handle local advertising in the 
11 western states. 

Names Ley & Livingston 
Ley & Livingston, San Francisco, 

has been appointed to direct the 
advertising and sales promotion 
-for the California Cedar Products 
Co., Stockton, Cal. 

DO YOU GET 

THIS 

IN YOUR 

TYPOGRAPHY? 

us factor 

. .. specialists in any field, in order to perform efficiently 

and with hatin must have a comprehensive knowledge 

of the materials with which their product is made 

and are eminently qualified 

Monsen. 
CHICAGO 22) 

LOS ANGELES 928 

“ 

‘Ne. \ 

B 

A Figueres , uD 

type styling at Monsen is done by men who thoroughly understand 

Street 
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they concede the truth. 

spicuous. 

Teleradio Mans Corner 
Of secondary, if not immediate, concern to advertisers is 

the strange “holiday” radio is taking from its former de- 

votional exercises in the public interest. We’ve questioned 
some of our “sustaining” friends on the point. Invariably 
they look about to make sure nobody is within ear-shot, then 

Best guess seems to amount to this: During the war years 
the Advertising Council and the Office of War Information 
jointly loaded networks and local stations alike with so much 

“public service” that a glut resulted. Then came the postwar 

emotional letdown. Pressures on broadcasters were relaxed 

at the same time the economic squeeze developed. Resultant 
neglect of “public service” programs is now becoming con- 

An overworked and amiable FCC has played its part in 
creating and sanctioning the current “holiday” which has 

now reached the point where broadcasters openly declare the 
“Blue Book” reforms dead and of no effect, while also ad- 

vocating that the NAB’s weak and neglected “radio code” be 
baldly abandoned and canceled. This space has ridiculed the 

code’s weasels and double-talk but it comes as an eyebrow- 

raiser that such light restraints are resisted. 

What we’re saying, plainly, is that radio is not in too 
wholesome a state. An overcrowded field, the threat of TV, 
and the postwar scramble for revenues are the familiar 

truths. But it does appear that stations are riding for nasty 
spills. The “holiday” cannot go on forever. 

Repeatedly newspapers and magazines look better than 
radio. We have even the testimony of Colston Warne of Con- 
sumers Union on the point. He has complimented the older 
media for a “new” sense of public responsibility, but he sees 

radio still exhibiting the “old” take-a-chance spirit. 

Also germane to our point: 

warnings that advertising must not discredit American busi- 

ness by lousy ethics now that competition has returned. 

| 

Clarence Goshorn’s Four A’s 

Oregon Raises Ante 

for Dairy, Potato, 

City Advertising 
SALEM, OrE.—The Oregon state 

legislature, in the session just con- 

cluded, passed legislation creating 

an Oregon Potato Commission with 
powers “to conduct advertising 
and publicity campaigns... de- 

signed to promote Oregon potatoes, 
to educate consumers in their use 
and to educate retailers in 
methods of handling and sale of 
potatoes.” 

The legislation provides that a 

tax of 1%¢ per hundredweight 

shall be levied on potatoes grown 

in the state and sold commercially, 

after July 1. 

The legislature also increased 

from one-half cent to one cent per 

pound the tax on butterfat pro- 
duced and shipped, the money to 
be used by the Oregon Dairy Pro- 

ducts Commission for advertising, 

research and education to boost 

consumption of dairy products. 

It also doubled the previous 
$5,000 limit on the amount that a 

city government may spend on ad- 
vertising in a year. 

Issues Brewery Data 

Brewery Age Publishing Co., 
Chicago, has issued the 1949 
edition of the “Modern Brewery 
Age Blue Book,” which contains 
a digest of state laws and regula- 
tions concerning beer advertis- 
ing, labeling requirements, permis- 
sible alcoholic content, tax rates, 
shipping requirements, etc. In ad- 
dition, a directory of operating 
breweries and their administra- 
tive and production executives is 
included. 

To Bachenheimer-Lewis 

Junior Accent, New York, maker 
of Junior Accent dresses; Gluvtex 
Corp., New York, lingerie manu- 
facturer; Medalia Hosiery Corp. 
and Darthena Corp., New York, 
both manufacturers of nylon hos- 
iery, have appointed Bachen- 
heimer-Lewis, Inc., New York, to 
handle their advertising. 

Ad Media Forum Elects 

Evelyn Walmsley, of McKee & 
Albright, has been elected presi- 
dent of the Advertising Media 
Forum of Philadelphia. Other offi- 
cers are: N. C. Doughty, N. W. 
Ayer & Son, vice-president; R. T. 
O’Reilly, N. W. Ayer & Son, sec- 
retary, and D. B. Arnold, Gray & 
Rogers, treasurer. 

Economical FULL COLOR - . af 
WINDOW DISPLAYS, BLOW- UPS, 

COUNTER CARDS 
By Photo Gelatin, No-Screen, Process — 

menpensive } in Editions from 100 to 5,000 

Sheet Sizes 

to 42” x 62” — 

aeaneeneel 

DRIVE E 
ful test 

Morgan 
Ont., is 

Label an 
publicati 
mogazin 

Conadia 
fielc 

—_— 

Adn 

Not 

Lign 
PHILA 

than a sg 

whisky 

pitch fo 
vertisin, 

tiller sé 

week, 

Seem: 

about tc 

and sen‘ 

agencies 
leaked « 

asked f 

compan: 

Came 
one of t 

been in’ 
execs § 

suggeste 

stateme! 

who kne 

the top \ 
and a 1 

and fig 

Castin 

said fact 

ager not 

more wi 

politely 
which sl 

topers tl 

8 Unshi: 

proudly 
to show 

upper | 
people j 
brackets 
out, aga’ 
industry 
the reve 
The bl 

cy, still 

their m; 
Was be 
catching 
hurse ho 
the disti 
if the lic 

just bee 
“Ha h 

plied he 
comic tri 

you kn 

artistic 
back ne: 
thing for 

te Oe a} tes tee NE a ee eee J ae Wi! el ae ee a ES 5. ae Se ee a wee ER ae ek ge Oe ee . 2a? * ee us ae ae ie ates ® At” Ae er ee elie Oh ae ae a Wer ; ra 2 : - ; . sks se . oe ‘ age ? r 

ais a mi x KEN - sa fa Bh oy rot. ef a. ee, RE eA Bee aeraet Me es ete — Pea ie A B 4 iy me Bc te ees. aie ine ages eth By aad Reema Me Sag eB OT ae it hi a 

a : 2 a lee fa ad a in a 
se 

= ak ‘ ‘5 

| 
| 

. . 
: ; ; 

: . “ : P ; 
“e, 7 

ee © iver 

| PPP PPL tt ct 

. | 

(i 

; - : 

g eh 

| Q 

Fe oe 

; 

rare 

7 | 

ee , 

| 

| | 
3 f 

| 

‘ Whe 

PO 

) Carebally 

con 

dela ase 

Te 

"> ce een € 

} 

Renn ncccnccncncnccccccccccnnnnc cn nnnnnnnnnn 
nnn nnnnnnnnnnnnnnnnnnnnnnnemrccreeeeeeeeeeeeeeeeeeeeeeereeee 

ere 

=e 

J ch Aavone, 
all body 

-—_— 

e 

% cand ‘ 
\e~ 

3 4 

g ene | 

of 
| 

ee ee 

eee a s!!!!:!:._s 

ee a 

| 
| Po 

; 

" Shee” 
“EX 

4 as ee 

may ; uss’ 4 ey Bee 

f A 7 nero. 4; S } : ma. Od 

nia. ¢ P tes & . eon gee > . 

5° gilli ND. Sites: Rie ee PM. 72 ote wee see | 
MCP 9 4 POR Le) eee Oe 

& t&% So ic ee y iF am . tnd By 29 owe mt? te 5c sigh hs. Oe wis 

ao. Li Si ae aes Je St Sef aes Mey Ye ee =|) 
~ % a A See! ft ig PEO agen me i2 3 i "Sa oe >. . XN ° 24 y bes a shih. é OT SE 

7 ws T keke, Ne ke Sed ee “ee me an, ie Rack £ aos eA — pes te ae 1 ¢ xc * ee y OT es OG os ere 4 o 

‘ vue, Meh oy E iS be ee vay Le ee ee, ‘ade a Be Be Lee Pee Oe on 

eo Fs oe PS te ME OR NN 5 eee is ie: a 

fe re ie * & + iy ae Pare, 4 ae 5 Be 3 . «i a 

(fie ree ‘ ME oe ge ein tee ai fe SS Be ee "SS rae 
ine ee ie es SL .: ce ee 

Bree, as ae , RES Seve | Pu on Me ee PR gM No 25 Se age ee coer ; &. 
po? Rs al gf. Ma ae 0 GEM whee Pa: : Lis sax aT 

eR ee al , ye ex? . ae eee a 4) * uk igi SS a 

ee kt os oo ee Uae 04 eos; a fy ee 465. th 

NS eae ae ES ae i gt a eee , 5 ue ay Si oy 

SSS a a a is mh ; ects 
2" ; 

Las Sts - ‘ » - . * 

— Katy og wi, S a a a a aN als ih ly idl ce ial : ear: ass he: the are GT ee ee a ee eee 7” ee ae er 

Bins, Aree, ae ee ORS a eee ie eee roe 
a . a Wie » re Was ae ta ee e = | " y s - 

; os Te ¥\ aU ee Re ica oe vet che tit regs Pc yaaa Me on) Ean tote ice Piaget ha oP aa criti age 

Yt) ees aoe >< ia se ’ ies ee 5 Se oo ae , Se ee } } 

wt Pa hc 2 em bs ofl 

" ee SOSs : . ty z + 4 ‘i % i & ay 

i se Ya Se ee bee ed CEP Derg eae” eee ~~ Oe ie a ee wt SCN hae = aad 

BBRE ORS ik ORR gO tp PE i eee - nn a DR i Bis gs é gh eous 4 vy , 

SIR OMe ee emerge, = ea 
BR or eh ee tee yy a es ge ee i eer ee Fon, tea eg Mase fy bh FE RTD a Vr es - . ee eee ee (. ead ie Se aN, | PO 

nF OER aa Pet ope ie, BE Lt ae eS e a eI L | 

oe % fat ie & Pe: Ns Hi sk e* ‘st os De * Wy. ee oe ae # PERKS Tu, OF a eee , 

eh wee ee Sete Wk Tae ® ; ssiune es, ei 35, PO Pi 4 ; se 7 
ie Woe if Y Ret Page Fe, he ot ¢ . ee; Cesk at Eee OS ‘3 

"9 e a * Sane "4 re “y* Ege tig , ae ta “ab Wario Wy 

. 
™ wee me S pan ee ot BEER, he 3 

ye x oe ' Land $ 
>, 

ee 
ee ane ae ee ee ee oe ee 

“s 

| 
estas! Eig f, , hi 

: 

; 1 EAD or your typograp 1c needs 
4 

bp 

| 

‘ a 

‘ 

st « : “Ss - 

og 

ee ON 
i ae’, 
Oia 

eet Bei 4s \\ 

' 

3 co * 

: 

ma aaa 
| . 

~~. 

ii i 
mi Ct a og ep " 

we 4 / . 
* " i@ \) 

st s : 

\ < » {Z i) 
PEs : % . 

\ a, : =; : 
: 

‘ 2s eee 4 ’ 4 ab 

E 9 ino oH 
ae. ¢ > 

si } p 
é' 

“4 rs ; 4 . 4 6 : 934? Pee Also— 

. _— es N\ we rore™ ' = Come 
hi \ we a tll we est pst a the und: 

ee { eaee es 3 ave got? “3 Phot hicolly ff With rei 

ae ‘0 ie oe v2 Reproduced load of 
we 

2 we : ee 

Lay, 4 2 7 of sae ae Work. 1 

: 
ei PAS sa 

0 

(es _ mincr er 
er Representing: NEW YORK GRAVURE CO. ff “arl-etir 

New York City out. But 
abit rus 

eer ae ox a 
mae ee ax 

ae rt ; i ‘ ; tae ; : . : . : : 3 : a : : 

en a Ara er! ee te thy ae ene ae he es tee Mire Cy aes MS > eee ARS igs oe SIM NO RL ang Bee oe eit eng te ae eae SO aie ee et Nc gel Mgrs AT hex SW BN grig ag tr pee AN a Oe PR agi Se ere a ET pW, Ae At ate NY at ecm Oem be sate wat” tT me eee ee Meee 
oe Ee ie aS Bae Si be Be oly a hee re eee Se Se Se By + base ae * rae ee eis PR Gognog thn eeoite ie ae ee PRO tage eae etnias Dang as poh bier Fey PE GRE, OT Wage ge nae Foe ese UNS eR co ha Minas Pers ca et Ue 

S — xs Rate tae Re ee ee ee PEI A Ie SI vests a Bhs ect od na tear oN es att SS Taso 5 gat Belg eR a ec Sale P Pace ae pa PRE ere Fe So cee rapa He fat eat fae Pe Bt OO we OR ER oe es ee te ee eo ei Oa oe et ae Pee nS 

OE Ben M TE se es eens PR ne rer ere ee are penr re. SUIS ete eee ee SP ae Rg te ne Re ae Bg he Es os eae ae: cae a ht it ge ae RS ai et ant ee we pi ate baa Rin BS ie Sie cok 7 

ha EE SRE eS ieee at SS ay Wn al het a teat pa NEC RONG Sarg MEE «Ae Meee rane cite) Rae akan sn Seo ty Ree Ree, coe Mig hg St Kay EE er eee ele OR GN NERS a Gh git eee Coe Gee ee ares tee 



949° Advertising Age, May 2, 1949 

Fan mi on, ner ears esr 
seceding 10 your mee... Black Label with ies distinctive character sad 

delicate fevour sad Gold Label wich ins rich favour snd full body. 
‘Try them both, thes choose the one thet suis you best. 

DRIVE EXPANDED—Following a success- 
ful test in British Columbia, Captain 
Morgan Rum Distillers Ltd., Waterloo, 
Ont., is extending its drive for Gold 
Label and Black Label to include national 
publications and a list of papers and 
mogazines of predominantly French- 
Conadian circulation. Harold F. Stan- 

field, Montreal, is the agency. 

Liquor Accounts 
= PHILADELPHIA—It takes more 

than a speaking acquaintance with 

whisky to make an intelligent 
pitch for a liquor account, the ad- 

Co., B vertising manager of a large dis- 
1949 tiller sadly confided to AA last 
= week. ains 
ula- Seems that the company was 
‘tise about to introduce a new product, 
nis- and sent invitations to a number of 
ates, agencies. When the good word 

ad- § leaked out, several other agencies |: 
ting ] asked for a hearing. Gladly, the 
me company replied. 

Came the day for a pitch from 
one of the agencies which had not 
been invited initially. The agency 
execs sailed in overloaded with 

aker § suggested copy and layouts, the 
vtex # statement that they had 15 men 
an who knew the liquor industry from 
ork, the top of the bottle to the bottom, 
hos- § and a typewritten page of facts 
1en- and figures to prove it. 
¢, to Casting an experienced eye over 

said facts and figures, the ad man- 
ager noted an item declaring that 
more women drink than men. He 

xe & | Politely cited industry research, 
resi- | Which showed that more men were 
edia § topers than women. 

a Unshaken, the agency men 
proudly pointed to their fact sheet 
to show that more persons in the 
upper brackets drink than do 
people in the middle and lower 
brackets. The ad manager pointed 
out, again politely, that expensive 
industry, research has shown just 
the reverse to be true. 

The blithe spirits from the agen- 
cy, still undaunted, then unveiled 
their masterpiece. The art work 
was beautiful, attractive, eye- 
catching, interesting. It showed a 
nurse holding four infants. Aghast, 
the distiller’s ad manager inquired 
if the liquor advertising rules had 
just been changed. 

“Ha ha,” the agency people re- 
plied hollowly. “That’s just our 
comic treatment ... artistic license, 
you know.;..ha ha...that’s it, 
artistic license...well, we'll be 
back next week...have just the 
thing for you... ha ha.” 

? = Came the following week. Came 
indaunted agency executives 

With reinforcements and a new 
od load of beautifully executed art 

work. They contained a dozen 
mincr errors—which the distiller’s 
Marketing men tactfully pointed 
cut. But of course the agency was 
abit rushed in preparation. Didn't 

$8 

have time to get approval on 
everything. 

Next came a proposed piece of 
art work showing a man holding 

a glass, laws of several states 

which prohibit such ads notwith- 
standing. Minor error, of course. 

Yes, they also had a new master- 

piece. Copy on this one went into 
ecstasy over the new liquor prod- 

uct and carried the head: “From 
Blank’s famous cellars to you.” 

As he ushered the visiting ex- 

perts to the door, the distiller’s 

ad manager commented weakly 

that wine, not liquor, comes from 
cellars. Liquor, he carefully ex- 
plained, comes from warehouses. 
And aspirin ... from bottles. 

16-Page Comic Section to be 
Printed by King Features 

Southeastern Publishers Service, 
Inc., Greensboro, N. C., will issue 
a 16-page tabloid color comic sec- 
tion printed by King Features Syn- 
dicate, New York, effective May 
1. Newspapers in which this section 
will be distributed weekly are: 
Times-News, Burlington, N. C.; 

Gazette, Gastonia, N. C.; Enter- 
prise, High Point, N. C.; Post, 
Salisbury, N. C.; Press-Chronicle, 
Johnson City, Tenn., and Progress- 
Index, Petersburg, Va. 

Total ABC paid circulation of 

the group is 96,777. Advertising 
will be sold on a group basis of 
one order, one set of mats and one 
bill. The comic section name plate 
will correspond with the news- 
paper distributing it. 
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Howard S. Meighan 
Vice-President and General Executive 
Columbia Broadcasting System, Inc. 

Headlines and Headliners 
“My observation of Wall Street Journal stories about radio broad- 
casting, television and other subjects with which I have first-hand 
knowledge is that they are thorough and accurate as.to research and 
reporting. This has given me confidence in the Journal’s reports in 
fields with which I have only casual knowledge. I find that regular 
reading of The Wall Street Journal has provided me with specific 
information on which decisions were based and, in general, broad- 

The Only National 

Business Daily... 

‘ened my comprehension of the 

Mr. Meighan of CBS is one of the 223,641 influen- 
tial business men who constitute the best-informed 
business audience in America, the readers of this 

business life of the nation.” 

only national business daily (net paid ABC circula- 
tion now exceeds 135,000). If your sales 
directed to management and operating 

message is 
executives, 

you can be sure that they will see it in the advertis- 
ing pages of The Wall Street Journal. 

Wade 

Published at 

New York 4, New York 
44 Broad Street 

Dallas, Texas 
Young at Poydras Street 

San Francisco 8, California. 
415 Bush Street 
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Information for Advertisers 

No. 3296. Pressure-Sensitive Tapes 
and Their Uses. 

Robert Spector Co. has published 
this catalog, which lists every 
type and variety of pressure-sen- 
sitive tape—the kind that sticks 
without moistening or heating. Par- 
ticularly handy is the arrangement 
in the listing of tapes by type and 
function, rather than by manu- 
facturer; all competitive tapes are 
grouped, with uses listed opposite 
each type. Numerous pictures illus- 
trate applications and undoubtedly 

will suggest ideas for the user’s 
individual production or shipping 
problems. : 

No. 3297. Florida Select List Ad- 
vertisers’ Merchandising Plan 

The Florida Select List, a group 
of 11 Florida dailies, which re- 
cently merged the papers’ han- 
dling of merchandising-promotion 
efforts at Jacksonville headquar- 
ters, has published this folder list- 
ing the ten-point merchandising 
program available to advertisers 
and agencies. The folder includes 
papers in the list, population, and 
estimated buying power. 

No. 3298. Carrying the Mail. 

James Gray, Inc., has put its 
direct mail series on the history 
of the development of the postal 
service into this illustrated bro- 
chure. Included is a section on 
1949 postal rate data and general 
postal information. 

No. 3286. Circulation Analysis. 

This analysis of distribution of 
subscribers by post offices in Wis- 
consin has been published by Wis- 
consin Agriculturist & Farmer, 
making it possible to show dealers 

publication within trading dis- 
tance of their stores. The figures 
are listed by county and include 
the number of farms, total circula- 
tion figure and number of sub- 
scribers for each post office in the 
county. 

No. 3299. Fingertip Data for 1949. 

Market data, schedules, circula- 
tion, closing dates, rates and 
mechanical requirements are 
shown in this new folder, issued 
by Electrical West. 

No. 3289. It’s a Small World. 

It’s the KMOX-mid-America 
world this brochure talks about, 
reporting that the more you look 
at it the bigger it gets. Illustrated 
with cartoon decorations and pic- 
torial area maps, the brochure 
gives some solid facts about the 
St. Louis station’s 70-county terri- 
tory—its people, industries, agri- 
culture, purchasing power and 
listenership. 

No. 3270. Firearms and Ammunt- 

tion—Use and Brand Prefer- 

ence. 

The necessity to rid farms of 
predatory pests makes a rifle or 
shotgun a tool rather than sports 
equipment, this booklet points out, 
showing the results of a Capper’s 
Farmer survey of its subscribers’ 
ownership and use of guns and 
ammunition. The study shows that 
3,172,000 firearms are used in sub- 
scriber homes—2,369 guns per 1,- 
000 households—and $16,000,000 
is approximately the annual am- 
munition bill. The report tabulates 
family ownership, plans to buy, 
seasons in which firearms are used 

the number of subscribers to the 

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

Please send me the following (insert number of each item wanted) 

and many other details. 

USE COUPON TO OBTAIN INFORMATION 

Readers Service Dept., ADVERTISING AGE 

NAME TITLE 

COMPANY 
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CITY & ZONE STATE 

MAXWELL 
SERVICE 
Sg fart of your — 
SALES DEPARTMENT 

POSTER 
ADVERTISING 

PAINTED 
ak ae ; 

DISPLAYS 

e 

- SPECTACULAR 
ELECTRICS 

WHATCHA GOT? 
Got some service or equipment to sell? 
Got a yen to move on to greener pas- 
tures? Got to get a man to fill an im- 
portant job? Then tell the advertising 
world about it right here in the classi- 
fied columns of ADVERTISING AGE. 
Result-reports from advertisers prove 
that it gets jobs for men, and men for 
jobs, in all salary brackets and in all 
parts of the country. Being primarily 
a news paper, ADVERTISING AGE’S. 
classified columns are read most thor- 
oughly—AND GET RESULTS! 

TIST 
um charce $3. 

’ 

r card discounts on multiple insertions oa 

HELP WANTED 

FRED J. MASTERSON 
ADVERTISING AND PUBLISHING 

PERSONNEL 
Executive—Creative—Adv. Sales 

Resumes confidentially considered 
185 N. Wabash FR 2-0115, Chicago 

TWO PROMOTION MEN 
are wanted by the Louisville Courier- 
Journal and Times. Young men with 
Newspaper promotion department exper- 
ience preferred. One with news background 
to handle news and circulation promotion. 
One with advertising experience to take 
charge of advertising promotion. Both 
will do copy writing, rough layouts, han- 
dle production, meet public. Must like 
detail. Application should include all in- 
formation, small photo and salary re- 
quirements. Address Promotion Manager. 

ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 

GEORGE WILLIAMS CO.—Personnel 
208 S. State St., HA 7-2063, Chicago 

WRITER WANTED 
The man we want has spent two years or 
so writing for a newspaper. He can ex- 
press himself well and likes to write. 
He now seeks an advertising career, but 
need not have had experience in this field. 
Candidates should be between 24 and 
30 years of age, college trained, journalism 
preferable but not essential. 

Here is an opportunity to gain well 
rounded experience in the advertising 
department of a prominent national ad- 
vertiser in the East. Send biography and 
snapshot. Salary established on merit, 
probably in $3500 to $4000 bracket. 

Box 2424, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 

AMBITIOUS COPYWRITER 
Primarily for industrial sales promotion, 
catalog and trade ads-some consumer 
radio and newspaper - with 8 man Mich- 
igan agency in town of 150,000. Op- 
portunity with future. Prefer some actual 
sales as well as copy experience. Write 
fully with samples of your work and 
salary expected. 

Box 2427, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 

POSITIONS WANTED 

Mo. Univ. Ad Major desires job with an 
agency or manufacturer where hard work 
and initiative counts. Training in copy, 
layout, production, radio, media, market- 
ing and sales management. Age 24, single, 
veteran. Available June 15. 

Box 2435, ABVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 

CAPABLE UNIV. OF MISSOURI 
ADVERTISING GRADUATE 

Desires job in Sales Promotion or Ad- 
vertising dept. of business or industry. 
Holds time advertising sales record of 
Univ. of Mo. School of Journ. While 
going to school was: Distributing and 
sales agent for Restaurant Supplies; Ad- 
vertising consultant for local businesses; 
owner - promotion -circ. mgr. of small 
monthly; Promotion-ad salesman for small 
chain of bus lines. Experience in sales; 
public relations agency. Training in Busi- 

direct mail; vet. single. Will furnish refer- 
ences, picture and complete story. Avail- 
able after June graduation. Box 372, 
Columbia 3, Missouri. 

AD-EXECUTIVE expert in layout, copy, 
editorial and contact. Besides newspaper 
had metropolitan retail Public Relations 
experience. Employed by reputable firm 
until relocated: recently completed con- 
tact of one of Nation’s largest indus- 
tries where once important economic re- 
conversion services ran over million 
dollars. Age 46. 

Box 2437, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 

Space Salesman or Publishers Representa- 
tive for New England. Experienced sales 
promoter and advertising man with own 
office and own car will give you good 
coverage. Resume sent on request or in- 
terview arranged to suit your convenience. 
Write c/o Suite 302, 32 
Street, Providence 3, R. I. 

’49 College Grad., Journalism Major, De- 
sires Work In Advertising (agency or 
(dept.). Contact Gordon Erickson, Cornell 
College, Mt. Vernon, Ia. 

Custom House 

Co 

nd space ‘over 5 i 

ness Management, retailing, copy, layout, | 

MABKET PLACE 
order. Figure bold to 

on display 
fe c ce. bon i 

aches apply 

POSITIONS WANTED 

EXPERIENCED IN AD WRITING... 
and developing ideas. Career woman with 
excellent education & four years national 
& retail back t ckground 

sition with established agency. 
r headlines. 

Box 2413, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 

Successful Publisher Wants 
Successful Space Salesman 

A highly successful publisher wants 
an equally successful space salesman 

opportunity. The requirements are 
stiff because the opportunity is good. 
You must be not less than 30 nor 
more than 35 years old, with a 
proven record of successful space 
selling. It will help if you know how 
advertising agencies function and 
operate. Your entire record must be 
“clean as a whistle.” You will be 
started at a good salary in a territory 
that now has a substantial volume of 
space contracts, and plenty of room 
for growth. If interviewed you will 
immediately know us. You will know 
that we rarely make changes and 
that other space salesmen envy our 
men. Tell us all about yourself in 
a completely confidential first letter, 
including experience, earnings, sales 
personality, ability to get along with 
business associates and customers, 
education, even your family back- 
ground will be considered. Address 
Box 7346 ADVERTISING AGE, 100 
E. Ohio St., Chicago 11, Ill. 

O_o = | 
WANTED: 

ACCOUNT EXECUTIVE 
This fully recognized agency has 
a great deal to offer an account 
executive who desires more in- 
come for his work. . . . Our staff is 
experienced and well able to quickly 
absorb a substantial volume of new 
business. 
Our accounts run from medium 
small to medium large. They use 
all media. The average life of our 
clients with us is better than 5 
years. .. . Our offices are spacious, 
modern and air-conditioned. 
The seasoned account executive will 
find it well worth his time to contact 
us. We feel we can offer this man 
more in terms of income, opportu- 
nity for the future, and personal 
happiness than he now enjoys. 

' Foraconfidential interview, address: 
Box 7342, ADVERTISING AGE, 
100 E. Ohio St., Chicago 11, Ill. 

LITHOGRAPH SALESMEN 
Must be experienced and acquainted with 
buyers of lithography in Chicago or Phil- 
adelphia area. Line includes 24-sheet post- 
ers, window lays, counter and car 
cards, direct folders, etc. Old estab- 
lished company. Drawing account ad- 
vanced against commissions. Give full 
particulars and references. Box 7325, 
ADVERTISING AGE, 100 E. Ohio St., 
Chicago 11, Ill. 

who can measure up to a lifetime | P’ 
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United Artists TV 
Offers Movie Films 

to Video Stations 
New Yorx—United Artists has 

announced its release of 50 tele- 
vision films ranging in length from 
five-minute musical programs to 
full-length feature productions. 
The films, produced by United 

Artists Television, are listed in 
a new catalog which has been sent 
to all stations and agencies. U}ti- 
mate goal of the company is the 
production of programs designed 
especially for national, regional 
and local video. However, the 
present list includes both feature 
motion pictures and all-new video 
rograms. 
Typical titles are: “A Scandal 

in Paris,” with George Sanders, 
Signe Hasso and Carole Landis; 
“Dark Sands,” with Wallace Ford; 
“Thrill of the Surf,” a ten-minute 
reel on surf board riding; “Tzble 
Manners,” by Emily Post; and 
“What Is Modern Art,” a 20-min- 
ute reel produced in cooperation 
with the New York Museum of 
Modern Art. 

Gets Dairy Account 
Yardis Advertising Co., Phila- 

delphia, has been appointed to 
handle the advertising of Dela- 
ware Market Dairy Products, Inc., 
Philadelphia food packer. News- 
paper and trade publication adver- 
tising will be used in a new cam- 
paign to promote Main Street 
sharp cheese. 

Wanted — 

YOUNG MAN 
Whose Future Lies in 
Industrial Advertising 

An internationally-known manufacturer 
of electrical u ry in Ohio is in- 
terested in employing a man between 
ages of 25 and 382 in its industrial adver- 
tising department. While some advertis- 
ing experience would be helpful, more 
important qualifications include a crea- 
tive mind and a keen sense of merchan- 
dising. A college education is desirable, 
an interest in technical copy is necessary, 
and the ability to write is essential. The 
man we are ene must have ambition, 
a great desire to learn, and the ability 
to get along with people. This is a real 
opportunity for a young man anxious to 
learn the industrial advertising business 
as. well as the manufacturing business. 
Salary commensurate with responsibility. 
Advancement limited only by individ- 
ual’s initiative and performance. Please 
send ll particulars, salary expected, 
and photograph. All replies Yerietly con- 
fidential. 

Box 7343, ADVER TISING AGE 
100 E. Ohio St., Chicago 11, Ill. 

PUBLIC RELATIONS DIRECTOR 
seeks challenging opportunity in his field. 
For fifteen years developed and directed 
public relations programs of major auto- 
motive, refrigeration and appliance man- 
ufacturers and rtant national 
associations. Best references. Write Box 
7344, Advertising Age, 100 E. Ohio St. 
Chicago 11, Ill. 

REPRESENTATIVES AVAILABLE 

NEW YORK REPRESENTATION 
Experienced and successful advertising 
representative established for years in 
Midtown New York, can now undertake 
to add to his representations another 
meritorious national or local advertising 
medium or point-of-purchase set-up that 
can be sold honestly and enthusiastically 
to substantial advertisers. 

Box 2436, ADVERTISING AG 

Can serve as man Friday to busy A.E. in b 
agency... oF as generdl aide to desk- 
head of small agency. 

11 E. 47th St., New York 17, N. 

Now fill the No, 2 in a 12-man Chicago 

af sti and. writing all copys including, suis a ne 
and television. in , tion, I e@ the 

RIGHT HAND MAN (or Agency Principal... 
COPY ... CONTACT... IDEAS... and even ERRANDS! 

Box 7345, Advertising Age, 100 E. Ohio St., Chicago 11, Il. 

routine contact and servicing of all my em- 
ployer’s accounts, Now new position in 
N.Y. or Chicago—something with greater chal- 
lenge, rosier future! 

FACTS: Young, married, vet, college 
trained, sound agency seasoning. 

ptlantie 
The World's Playground 

Your Nose Knows 

KLEENEX 

Your Best Buy in Tissues! 

Any Advertiser Knows 
MAXWELL 

Your Best Buy in Advertising! 
May We Serve You? 

TISSUES 

SERVICE 

“““A. A. REACHES MEN AT 

DECISION-MAKING LEVEL” 

Commenting on the fact that the same 
classified copy developed about twice 

as many inquiries from ADVERTIS- 
ING AGE as from another publication, 
this advertiser said: “Evidently the dif- 
ference in the circulation of the two 

publications is that ADVERTISING 

AGE reaches a preponderance of men 

at the decision-making levels.” Cor- 
rect! That’s why your classified copy 
placed in these columns will not only 
get more response, but get the kind of 

response you want—inquiries from ex- 

ecutives who can close the deal at 
once! 
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May 1-2. Wisconsin Newspaper 
Advertising Managers Association, 
Hotel Schroeder, Milwaukee. 

May 2-5. Chamber of Commerce 

of the United States, 37th annual 
meeting, Washington, D. C. 

May 6-7. Pacific Northwest 
Newspaper Advertising Execu- 

tives, spring meeting, Multnomah 
Hotel, Portland, Ore. 
May 10-12. International Coun- 

cil of Industrial Editors, eighth 

annual convention, King Edward 
Hotel, Toronto. 
May 10-13. American Manage- 

ment Association, national con- 

ference on packaging, packing and 

shipping, and packaging exposi- 

tion, Atlantic City. 

May 10-13. Lithographers Na- 

tional Association, 44th annual 
ecenvention, Mission Inn, Riverside, 

Cal. 

May 14-17. National Association 

of Transportation Advertising, an- 

nual meeting, The Broadmoor, 

Colorado Springs, Colo. 
May 18-21. Associated Business 

Papers, spring meeting, the Home- 

stead, Hot Springs, Va. 
May 20-21. International Affili- 

ation of Sales and Advertising 
Clubs, annual meeting, Hamilton, 
Ont. 

May 23-24. Inland Daily Press 

Association, spring meeting, Con- 
gress Hotel, Chicago. 
May 23-25. National Federation 

of Sales Executives, annual con- 
vention, Stevens Hotel, Chicago. 
May 29-June 1. Advertising 

Federation of America, 45th an- 
nual convention, Rice Hotel, Hous- 
ton, Tex. 

June 6-7. American Marketing 
Association, mid-year conference, 

Sheraton Hotel, St. Louis. 
June 12-15. National Industrial 

Advertisers Association, 27th an- 

nual conference, Hotel Statler, 
Buffalo, N. Y. 
June 20-21. Public Utilities Ad- 

vertising Association, annual con- 

vention, Hotel Netherland Plaza, 

Cincinnati. 

June 26-29. Newspaper Adver- 
tising Executives Association, sum- 

mer meeting, Hotel Roosevelt, New 

Orleans. 

June 26-30. Advertising Asso- 
ciation of the West, 46th annual 
convention, Hotel Vancouver, Van- 
couver, B. C. 
Sept. 11-15. Advertising Spec- 

ialty National Association, 46th 

annual convention and trade show, 
Palmer House, Chicago. 

Sept. 21-23. Direct Mail Adver- 
tising Association, annual con- 
ference, Congress Hotel, Chicago. 

Oct. 17-18. Inland Daily Press 

Association, annual meeting, Con- 
gress Hotel, Chicago. 

Oct. 19-22. Financial Public 
Relations Association, 34th annual 
convention, Edgewater Beach Ho- 

tel, Chicago. 

Saul Elected President 
of Rosenberg Agency 
William H. Saul, former account 

executive at Arthur Rosenberg Co., 
ew York, has been elected pres- 

ident of the agency, succeeding the 
late Arthur Rosenberg. Mr. Saul 
joined the agency in 1943. 
Samuel Robenstein, who has 

been with Rosenberg for 30 years, 
was reelected vice-president and 
arold Chartow, former account 

executive, was named treasurer. 

Telechron Sets Spring Drive 
Telechron, Inc., Ashland, Mass., 

will launch a spring gift promo- 
tion for clocks in May issues of 
Cou; try Gentleman, Ladies’ Home 
Journal, Life and The Saturday 
vening Post. In addition, the com- 
Pany will introduce, during June 
and July, a new kitchen clock 
Priced at. $3. 98 in ads scheduled in 
the same magazines as the gift 
Promotion ads. N. W. Ayer & Son, 
New York, is the agency. 

Chevrolet Ad Wins 

Male Readership 

in ARF Farm Study 
New YorKk—A full-page ad for 

Chevrolet trucks attracted more 
men readers than any other ad, 

and an International Nickel ad 

was seen by 72% of the women 
readers of the Poultry Tribune, 
in the first specialized farm pub- 
lication to be studied by the Ad- 

vertising Research Foundation. 

The Chevrolet truck ad at- 

tracted 79% of the men in the 

68-page November Central edition 

issue. In the men’s ranking a 

Prestone Anti-Freeze ad was seen 
by 76%, taking second place. A 

Quaker Oats Co. ad for Ful-O-Pep 

ee ee 

Mashes and Pellets attracted 63% 
of the women readers, rating sec- 
ond to the International Nickel ad. 

Poultry Tribune is published 
monthly at Mount Morris, Il, in 

three editions, eastern, central and 
western. 

Surface Combustion Advances 
Five Sales Executives 

Robin A. Bell, sales manager of 
the aircraft-automotive division, 
has been promoted to general sales 
manager of both the aircraft-auto- 
motive and domestic-commercial 
heating divisions, known as the 
Janitrol divisions of Surface 
Combustion Corp., Toledo. Harry 
C. Gurney, western sales manager 
of domestic-commercial heating 
division, has been made sales man- 
ager of the division. William J. 
Grover, marketing director for all 

sales divisions of the company, will 
devote more time to market re- 
search and retail sales planning 
activities for the domestic-com- 
mercial heating division. 

Russell W. Glenn, of the air- 
craft-automotive division, has been 
named sales administration man- 
ager of the Janitrol divisions. 
James W. Ashby, of the aircraft- 
automotive division, has been ap- 
pointed sales manager of the divi- 
sion. 

RTTV Appoints Norins 
Leslie H. Norins has been ap- 

pointed an account executive of 
KTTV, Los Angeles. He was for- 
merly engaged in a distributing 
business of his own. 

Bans Drug Vending Machines 
The use of vending machines or 

other mechanical devices in drug 

stores for the sale or dispensing 
of drugs, medicines or poisons (as 
defined in the state law) has been 
forbidden by the Washington State 
Board of Pharmacy. 

IN THE RICH SCRANTON—WILKES-BARRE MARKET! 

Mr. Hooper’s latest Station Audience Index for Scranton— ‘ 
Wilkes-Barre makes pleasant reading for WGBI .. . profitable 

reading for advertisers. It points out that in the morning, 56.6% 

of all radio sets in use are tuned to WGBI; in the afternoon, 59.0%; 
and in the evening, 72.0% — setting the record for all CBS 

stations studied! 

The market WGBI reaches is a BIG market of 674,000 prosperous 

= AR ey 7 3 

aan oe 
Peer 

N “evening 

Pennsylvanians. It’s a market that can boost any sales curve, and you can sell 

it quickly, economically, profitably — morning, noon or night — on WGBI. Your John Blair man is 

ready with full facts and figures on WGBI and its rich Scranton—Wilkes-Barre market. Ask him about 

both today. 

MRS. M. E. MEGARGEE 

President 

GEORGE D. COLEMAN 

General Manager 

(Figures from Hooper Station Audience Index—Jan., Feb., 1949) 
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Wamsutta Mills Names Bahn 
Samuel Bahn, formerly adver- 

tising manager of the Massachu- 
setts Knitting Mills and its sub- 
sidiaries, has joined the advertis- 
ing staff of Wamsutta Mills, New 
Bedford, Mass. He will assist Felix 
Lippman, director of advertising 
and sales promotion for Wamsutta 
Mills, Airedale Worsted Mills, Inc., 
Lippitt Worsted Mills, Inc., and 
Crown Mfg. Co. 

Hurst to Clark & Rickerd 
John A. Hurst, formerly vice- 

president and general manager of 
Madison Products Co., Toledo, 
has been named Toledo manager 
of Clark & Rickerd, Detroit. Offices 
have been opened in Toledo at 
1719 Canton. 

Displaymasters Moves 
Displaymasters, Inc., has moved 

its headquarters to larger quarters 
at 127 Washington Ave. N., Minne- 
apolis. 

Rotary Press Changes Name 
Rotary Press, San Francisco, 

has changed its company name 
to Phillips & Van Orden Co., Inc. 

PICKING WINNERS—Judges of the Advertising Federation's national high school 
essay contest, meeting at the New York Advertising Club, are (left to right) Donald 
M. Hobart, director of research, Curtis Publishing Co.; Dorothy Dignam, N. W. Ayer 
& Son; Prof. Ross M. Cunningham, Massachusetts Institute of Technology; Justice 
Charles E. Murphy, New York state supreme court, and Charles E. Lord, Yale 

University senior and editor of the Yale Daily News. 

Emerson Presents New TV Sets 

Emerson Radio & Phonograph 
Corp., New York, has released two 
new large screen receivers, which 
will retail at $599.50. One is a 
16-inch direct view console, and 
the other is Emerson’s first pro- 
jection model, which offers a 
192 square inch picture. 

Bendix Names Rosenberg 

Arnold Rosenberg has been ap- 
pointed assistant general sales 
manager of Bendix radio com- 
munications division of Bendix 
Aviation Corp., Baltimore. He has 
been with the company in various 
capacities since its founding in 
1937. 
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There's a Big Difference in Small Towns: 
~ some are @ 

olrue Small ofowns Suburban 

24 of all people living in towns of less than 1000 population live 

in True Small Towns... % live in Suburban Small Towns. 

12% of your total City and Town Market is in True Small Towns 

Remember this, too... 
A great part of the circulation of general magazines reported as 

going to towns of less than 1000 population, is actually dis- 

tributed in Suburban Small Towns. 

Urban publications provide only half the coverage in True Small 

Towns that thoy provide in Urban Markets. 

GRIT IS BIGGER IN THE TRUE SMALL TOWN MARKET 

THAN ANY NATIONAL URBAN OR FARM PUBLICATION* 

To get adequate coverage among True Small Town 

families you need GRIT on every National List. 

*Ask the GRIT representative to show you the GRIT Progressive Study of Magazine Readership. 

j 

SMALL TOWN AMERICA’S GREATEST FAMILY WEEKLY WITH MORE THAN 650,000 CIRCULATION 

Ex-G-E Exec Hits 

Big Business As 

Enterprise Foe 
Quinn Assails Alma 
Mater; Own Monitor 

Co. Not Advertising 

New YorK—“We are hell bent 
toward some kind of collectivist 
state not primarily because of the 

highly publicized outside influ- 

ences or because of the pitiful com- 
munists in our 

midst,” writes 

Theodore K, 
Quinn in his 
foreword to “I 
Quit Monster 
Business,” “but 
more because our 
own private and 
public institu- 

tions are swell- 

ing to uncontrol- 
lable, gigantic 
proportions and 
have already assumed huge, col- 
lectivistic forms.” 
In Quinn’s book, monster business 

—and the part advertising plays 
in, building and sustaining the 

monster—are graphically de- 
scribed. “Any notion that small 
business can continue indefinitely 

to compete against the financial, 
purchasing and advertising power 

of the monster corporations is a 
pure myth,” he asserts. 

For the past three months, “I 

Quit Monster Business” has been 

selling on newsstands, and is now 

in its third edition. Perhaps 25,000 

copies have been sold, largely 

without promotion. Originally 
priced at 50¢, the second and third 

editions are priced at $1. 
a What impresses readers, 

Theodore K. Quinn 

and 

what differentiates the book from 
many another attack, is the stature 

of the man who wrote it. 

T. K. Quinn was a vice-pres- 
ident of the General Electric Co., 
the hot-shot salesman who put 
Monitor Top refrigerators into 

thousands of American homes. In 
1934, a brisk and energetic 40, 

Quinn was the crown prince of 
G-E, to hear him tell it, and in that 
year he decided to resign, although 

Advertising Age, May 2, 

employ until 1936. © 
He wanted to’ resign because “I 

disliked the power of one man to 
decide what the stockholders and 
the board of directors was sup- 
posed to decide...The company 
regularly engaged in practices of 

which I could not approve...” 

Among the practices he cites: 
(1) Letting less than 15% of the 

stockholders conirol more than 
80% of the stock; (2) foreign 
entangling investments; (3) con- 

cealed losses on foreign invest- 

ments, and concealed “extrava- 

gantly high salaries” for officers— 
before SEC; (4) departments and 

lines involved in monopolies and 
international cartels, and (5) mak- 
ing -profits in some departments, 
taking deficits in others where 
competition existed. Ss 

Of the last practice, Quinn says 
“it means that any monster cap- 
ital corporation can enter any field 

of business and undersell or out- 
advertise, with the blessing of our 

anti-trust laws, absorbing losses 

in the profits of other depariments 
or subsidiaries and continuing in 
this way while the smaller, single- 

line competitor is forced out.” 

s Quinn asserts that thousands of 
small businesses live only on the 

huge corporations’ sufferance. He 
also charges specifically that there 

was never any “real price com- 

petition” between G-E and Gen- 
eral Motors in the refrigerator 
field, and his explanation is that 

“certain directors of General Mo- 
tors were also directors of our 

company and even more poient 
and controlling were common 

banking interests such as Guaranty 
Trust.” 

He is concerned over the growth 

of huge corporations, reporiing that 

in 1929, 20 corporations had more 

than a billion dollars in gross as- 

sets, in 1939 there were 28, and in 

1948, 48. He feels that growth of 

huge corporations will be matched 

by growth of huge government 
and mammoth labor unions to deal 
with the corporations. In his opin- 
ion, the huge corporation is bad 
for the individual, it stifles his 
initiative, and lays heavy stress on 

escalator promotions (Quinn thinks 
big corporation executives suffer 

by comparison with the heads of 
small companies). 
He argues that huge companies 

are already so indispensable to 
American economic life that they 

cannot be permitted to fail, even 
he did not actually leave G-E’s though a fiction of freedom of 

FRanklin 2-5854 

America’s finest 

photoengraving plant 

Collins, Miller & 

Hutchings wwe. 
207 North Michigan, Chicago 
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enterprise is maintained. 
Quinn also disputes the ef- 

ficiency of the corporation; he 
agrees with the late Justice Bran- 
deis that corporations may have 
high unit costs but produce so 

many units, at small profit, that 
the profits may be ample to ad- 
yertise, pay big salaries, and “if 
need be, repress competitors and 
continue in business.” 
When Quinn discusses adver- 

tising, he is on familiar ground. He 

was president of Maxon, Inc., from 

1936 to 1942, when he joined WPB. 
He says $500,000 is the minimum 
expenditure to keep a trade name 
alive in the public mind. Here the 
monster has a tremendous ad- 

vantage, in his opinion, because its 

advertising and sales promotion 
costs are so much smaller, per- 
centagewise, than its smaller com- 
petitors. 

s The manufacturing efficiencies 
of the smaller companies are 
washed out when advertising and 
promotion enter the picture, he 
says. 
“Through the medium of tre- 

mendous advertising appropria- 
tions, a part of the public has 
been ‘sold’ on the notion that 
monster companies may be eco- 
nomically justified by the bene- 
ficial research work they do and 
that this work enables them to 
produce superior products. In the 
field of electrical home appliances 
... I assert unequivocally that the 
monster companies do not by any 
means produce the best products.” 
Quinn says that competing man- 

ufacturers have adopted the 10% 
rule, i.e., the huge companies will 
let prices on non-advertised brands 
be set as much as 10% below ad- 
vertised brands before reducing 
prices. If the independent cuts 
lower, he runs the risk of a price 
war, backed by advertising. 
Advertising is also used, he says, 

to reinforce inferior products. 

s Quinn is well-qualified to speak 
for the independent. In the post- 
war period he has been president 

of Monitor Equipment Co., New 
York. He says independents find 
getting into business hard, have 
trouble financing their operations, 

have difficulty obtaining scarce 
materials, and their position under 
tax law is much more difficult. 

Quinn also has rough words for 
media. He admits that the facts 
about ownership and control of 
corporations are hard to get, but 
he thinks newspapers and maga- 

zines haven’t tried very hard. And 
he believes that sympathy exists 
with monster business. “Large cir- 
culation newspapers and magazines 
are themselves huge businesses 
and parts of chains... quite nat- 
urally in sympathy with their own 
kind,” he writes. Also, he believes 
the “potent, indirect influence” of 
advertising is responsible for 
media lassitude; advertising pres- 

sure is not brought to bear but 
awareness of the need for adver- 
tising, plus sympathy, accomplish 
the fact—‘“[the publisher] prints 
the viewpoints that the monsters 
want printed and he forbears 
when any statement would be 
likely to damage them.” 

® The one-time agencyman has a 
solution—pitiless publicity on all 
corporate details. But publicity is 
only part of his plan. He says that, 
if the public wants to leave them 
as they now are, each should be 
defined by law, be given a fed- 
eral charter, and compelled to 
abolish the practice of letting di- 
Tectors serve on more than one 
corporation board; be compelled 
to publish annual reports showing 
complete profit and loss state- 
ments by department, subsidiary, 
lines of business and totals; show 
how its stock is held; get permis- 
sion from SEC before buying 
another corporation; be prohibited 
from buying scarce raw materials 
out of proportion to past require- 
ments, and expressly prohibited 

from using purchasing power to 
“influence sales.” 

Also, under the Quinn plan, pub- 

lic statements of the corporation 

officers, as well as advertising, 

would be subject to review and ap- 

proval of SEC or FTC. 

The alternative suggested by 

Quinn to this stringent policy is 
compulsory unmerging, 

centralization. The SEC or FTC 
would supervise the breaking up 
into separate, independent units, 

and oversee the distribution of the 

stock among its owners propor- 
tionately. 

Quinn sees decentralization as a 
benefit to everyone, including 

stockholders. He argues that only 

through decentralization can the 

trend to collectivism be checked. 
Monitor, which began its bus- 

iness career with a fanfare, has 

and de-|. 

been significantly silent lately. 
Asked by AA about how Monitor 
was doing, Mr. Quinn said flatly 

that things were “slow,” but added 

that it was typical of the appliance 
business. 

No Monitor advertising copy 

has been placed by Buchanan & 
Co., its agency, in recent months. 

Regulation W has been widely 
blamed for the general malaise of 

the appliance field. “There are 

only two kinds of people in the 
appliance business,” said one 
source sourly. “Those who are 

jumping out windows and those 

waiting to jump.” 

ws A year ago Monitor was sched- 

uling a reported $600,000 drive 

for its appliances, with the big 

push headed by the Aerator wash- 
er. This washer is still the top 

item in the line, trade sources 
said. 

In 1947, Monitor was backing its 

products with a reported. million- 
dollar budget, promoting a three- 
unit packaged home laundry, and 

had a system of “depression-proof 
retailers.” 

The company was organized in 

1944 by Quinn, including 60 dis- 

tributors as owner-branches for 

group buying and promotion, and 

initial plans called for about 30 
home appliances under the Moni- 
tor brand. 

This full line never was com- 

pletely activated. The current line 

includes the Aerator washer, re- 
frigerator, vacuum cleaner, fans, 

a freezer, coffee maker, toasters, 

steam iron, portable iron, water 

heaters, floor furnace and space- 

ranges—both electric and gas, and 

a round-type washer. 

EASY CHART 

.06:¢ 

Reproduction of Genuine Glossy 
Photos in Quantities 
in 500 and 750 QUANTITIES 

(1000 and over .06c) 

HOTO-MATIC CO. 223.0 $3229 

Gibson Sells Home Appliances 
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SPOT MOVIE ADS in theatres sell Gibson refrigerators, home 

ee ee 

freezers and ranges for local dealers. Produced like Hollywood 
shorts, with professional direction and 
Movie ads provide the only national m 

rofessiqnal actors, Spot 
um that sells by demon- 

stration — sight, sound, action —in color or black and white. 

iat 

ACTION demonstrates 

BES nao 

advantages of Gibson appliances. 
Movie ads are adaptable to your me pn You can use them 
in selected markets or on a national e in over 13,000 theatres — 
in big cities and small towns. You can use them with or without 
local distributor or dealer signatures. 

pees 

oe t 

re Demonstrations 
rtising Agency: W. W. Garrison & Co. 

LIKE A STORE DEMONSTRATION, specially staged, Gibson 
ok 

Spot Movies in theatres get across the features of Gibson products 
while prospects are relaxed, receptive. They guarantee virtually 
100%, attention because they are like a movie short in the theatre's 
program. Each carries the name and address of the local dealer. 

professionall 
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PRODUCED with professional skill, Gibson Spot Movies are 
distributed. Movie Advertising Bureau Members 

up the dealers, help them select theatres, create the “trailers” 

Pin nt Be ibSE B 

which show the local store’s name, and handle scheduling and bill, 
ing. Bureau Members can do the same for you. 

ATTENTION ADVERTISING EXECUTIVES! Get all the facts about Spot Movie Advertising. Call or 
write for your free copy of The Story of the $100,000 Continuing Study of Theatres for Movie Advertising. 
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MOVIE ADVERTISING BUREAU 
NATIONAL OFFICES 

NEW YORK CHICAGO NEW ORLEANS 
va 70 E. 45th St. 333 N. Michigan Ave. 1032 Carondelet St. 

®) Phone: MUrray Hill 6-3717 Phone: ANdover 3-3022 Phone: Magnolia 4545 

KANSAS CITY CLEVELAND SAN FRANCISCO 
2449 Charlotte St. 400 Leader 870 Market St. 

Phone: Harrison 5840 Phone: Main 9333 Phone: YUkon 6-6164 

MEMBER COMPANIES 

UNITED FILM SERVICE, INC. * MOTION PICTURE ADV. SERVICE CO., INC. 
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Springs Mills Has Permission 
To the Editor: We would like 

to request’ permission to reprint 
the first three paragraphs of an 

article titled, “Springs’ parody now 
replaces bust bucket,” which ap- 
peared in the Feb. 7, 1949, issue 
of ADVERTISING AGE. 

This reprint will appear in a 
direct mail piece advertising Col. 

Elliott Springs’ book, “Clothes 
Make the Man.” 

WILLIAM S. SHANNON, 
Springs Mills, Inc., New York. 

Reprints Will Be Available 
To the Editor: Approximately 

one year ago your publication of- 

fered for sale a brochure entitled 

“Advertising Agency Functions.” 

You are currently running a 

series of features entitled “What’s 

This department is a reader’s forum. Letters are welcome. 

Most Important in Picking an Ad- 
vertising Agency.” I would ap- 

preciate receiving copies of these 
seven articles. 

Harry BorRTNICK, 

Manager, Advertising and 
Sales Promotion, Raymond 

Rosen & Co., Philadelphia. 

A reprint of the 11 articles in 
the series on picking an agency 

and improving agency-client re- 
lationships will be available when 
the series has been completed, at 
50¢ each. 

see 

Cartoon Speaks for Itself 
To the Editor: Your recent arti- 

cles pertaining to the selection of 

an advertising agency were of 

special interest to the writer. We 

recently had the experience of ap- 
pointing a new advertising agen- 

ADHESIVE BANDAGES 

aMule VUEPAK 

SELLING 
IDEA: 

When supplies run aw, 

transparent VUEPAK says rebuy... 

bandages, blades, tissues, what have YOU? 

Packing convenience items in rigid transparent 
boxes of Vuepak... to remind customers visually 
it is time to buy more when their supplies run 
low ...is an idea some enterprising manufac- 
turer is going to use to speed sales. 

Devices for reminding customers to repur- 
chase are proven tools in smart merchandising. 
And what reminder could be more forceful 
than a package whose transparency shows its 
diminishing supplies right on the customer’s 
shelf... right before his eyes? 
Remember: Vuepak 

paper, metal, foils, and other packaging 
materials. It is produced in fast, automatic 
fabricating machines at low cost. It is sturdy, 
dimensionally stable. And Vuepak can be heat- 
formed, creased, printed or embossed. 
Agency men, sales managers, sales promotion 

experts, call on leading box suppliers for full 
Vuepak information; or fill in the coupon below. 

y 

readily combines with 

Vuepak: Reg. U. 8. Pat. Off. 

MONSANTO CHEMICAL COMPANY, Plastics Div. 
Dept. AAP3 , Springfield 2, Mass. 

cy. 

Apropos of the business of se- 
lecting a new agency, an anony- 

mous source sent me the giant size 

cartoon which I am taking the 

liberty of mailing to you just so 

you can get a slant on the com- 

miserations of a guy who was in 
the throes of experiencing the 
much discussed situation. 

I think the cartoon speaks for 
itself. I think the new business 

representative in the disguise of 
a secretary is particularly cute. 

The author and cartoonist exe- 

cuted such a fine piece of work 

that I cannot, resist letting you 

see it because of your everlasting 

interest in new agency appoint- 

ments. 

C. ¥. Tout, 

General Manager, Publicity, 

Sherwin-Williams Co., Cleve- 
land. 

Thanks ‘Unknown Benefacior’ 
To the Editor: Please pass on to 

our unknown benefactor, the Crea- 
tive Man in his Corner, our heart- 

felt thanks for portraying and dis- 

cussing in his column in the issue 

of the 18th, one of our better Ken- 

tucky Tavern advertisements. You 

know how we appreciate mention 

—especially favorable mention— 

for our good bottled-in-bond. 
What pleases most, of course, 

outside of the fact that the ad- 
vertisement was reproduced, was 
what he had to say, i.e. “With 

the layout treatment, the Corner 
suspects that little need be said.” 

ALLAN CLARK, 

D’Arcy Advertising Co., St. 
Louis. 

ges 

Julie Is a Pretty Name 
To the Editor: In your April 11 

issue, Page 16, under “Getting Per- 

sonal,” you show a picture cap- 

tioned AGENCY BIRTHDAY. 

I note you identify the charm- 

ing lady at the right of the picture 
as “Mulie Wilson, entertainer.” 

The proof reader should have 

Advertising Age, May 2, 1949 

his hand (or her hand) sharply 
slapped, as the lady in question is 
none other than an Omaha girl, 
Julie Wilson—repeat JULIE wIL- 

son—who is knocking them for a 

loop at the St. Regis Hotel in New 
York. 

Julie was formerly a singer with 
an Omaha orchestra, then went 
into show biz as a chorus girl, sang 

with top bands, now is doing a 
single in New York. 

The writer has never met the 

lady, but my civic pride prompts 
me to write this letter suggesting a 

correction. Dulie or Nulie wouldn’t 
be so bad—but Mulie! ! Ouch! 

ART OLESON, 

Omaha Correspondent, Down- 

Beat, Chicago. 

AA, red faced, has passed around 
the sharp hand slaps. 

Starry-Eyed Bauer & Black 
Will Share a Discovery 

To the Editor: In this day of 
steep graphic arts costs we've 
made a paradoxical discovery that 
has us all starry-eyed. 

We ran into a hitherto unknown 

- 
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é 

HOW IT’S DONE—This cartoon, done by one of the agencies changed hands, made a hit with the paint company, although 
that tried for the Sherwin-Williams account, which recently another agency won the account. 

LOOK AT 
THESE FACTS 

THE AMERICAN 
Please send me your illustrated booklet “ Package 
in Plastics” 0 
Please send me information on Vuepak for 0 

Name Title 

Company 

Address 

City Zone State 

SERVING INDUSTRY ... WHICH SERVES MANKIND 

LEGI 

ABC Net Paid Circulation 
(Period ending December 31. 1948) 

1. More men read each 100 
copies of the American Legion 
Magazine than any other ‘‘mass ¢ 
magazine,’’ says Starch. 

2. The American Legion Maga- 
zine costs only $1.90 per 1,000 
—less than any other mass 
magazine for men. 

full details to: 

1 Park Avenue 

New York City 

If these facts intrigue you, 
. drop a “collect” wire for 

ON 
MAGATINE 

Mr. Fred Maguire, Adv. Dir. 

American Legion Magazine 

The Largest-Selling mass men’s magazine 

"™ LEGION MAGAZINE 
3,031,838 

Is “mass magazine” space getting too costl 

for your men’s product budget? 
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printer who has mastered a color 
printing technique that gives us 
four-color printing at less than 
we used to pay for two-color. 
Sound impossible? I know it—but 
it’s true. Here’s an example. 
We frequently prepare “Deal” 

sheets for our salesmen. These 
sheets picture a counter display 

containing our merchandise plus 

a little descriptive copy. It’s nor- 

mally a two-color job with the 

display and packages in black and 
white and an additional color 
thrown in to add some life. Using 

the newly discovered color tech- 

nique, we now run the counter 
display and packages in four colors 

and have the option of using any 

of the four colors elsewhere on the 
sheet. 

Mark this. The cost for the four- 

color job is approximately 15% 
below what we were paying for 

the two-color job. 
We now consider reproducing 

our products in four colors on our 
lowest budgeted printed matter. 

And we now have the solution to 

economical four-color printing in 
small quantities. 
Though we’re pretty covetous 

of our new discovery, we’ll give 

further details to any budget- 

happy ad man who drops us a 

line. 

ANDREW J. BYRNE, 

Advertising Department, Bauer 

& Black, Chicago. 

Bank Ads Carry New Feature 
To the Editor: The enclosed ad 

is one of a new series prepared for 
Union Bank & Trust Co. of Los 
Angeles, currently running in Los 
.Angeles papers. 

They are attracting quite a lot 

of comment, as they represent a 

dramatic departure from typical 
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bank advertising in this area. 
The informal neighborly col- 

umn, “Small Change,” is written 

by Union Bank Advertising Man- 
ager Rod Maclean, who supervised 
the preparation of the entire ser- 
ies. The column, already attract- 

ing a responsive following, will be 

a regular feature in Union Bank 
ads from now on. 

MarRTIN MICHAEL, 
Milton Weinberg Advertising 

Co., Los Angeles. 

Editor Explains All 
To the Editor: I look back with 

pleasure to the good old days— 

when I used to be able to take my 
newly arrived copy of ADVERTISING 
Ace, and either stick it into my 
briefcase or under my arm to take 
home and digest. In those long 
distant days, as you will recall, 
ADVERTISING AGE used to arrive in 
a handy envelope, neatly folded 
and excellent for carrying. 

| started this letter more than a 

year ago when the copies of your 
fine paper started arriving in their 
present, bulky, unhandy, irritating 
wrapper. Tell me, did you ever try 

to put a copy of your present is- 

Sue as received in the mail into 
a briefcase? If so, I am sure you 
will know exactly how I feel! 

Seriously, is there any special 

reason why I have to take my 
copy, remove it from the wrapper 

(in which it is often stuck), re- 

fold it in the middle, and then in- 
sert it in my briefcase to take 
home? Why don’t you go back to 

the good old days, when a fellow 

could pick up his copy of AA, drop 
it into his briefcase, and sail mer- 

rily homeward, sure of an enjoy- 

able evening’s reading? 

And, since you’re so accommo- 
dating, for heaven’s sake, move 

“Rough Proofs” back where it be- 
longs—on Page 1! 

DALLAS WYANT, 

Promotion Manager, South- 

land Industries, Inc., San An- 
tonio. 

What Mr. Wyant complains of is 
largely a penalty of “success.” 
When AA had relatively few pages 

and a relatively small run, the last 

fold, cutting the paper in half 

horizontally, was put in by hand. 
Now, with a thicker book it takes 
too tough a bang by hand to make 

the last fold, and with 22,000 copies 
to be mailed on an exceptionally 
tight printing and mailing sched- 

ule, there isn’t time to do anything 
which can’t be handled, auto- 
matically, by the mailing ma- 
chines. 

As for Rough Proofs, that was 
moved inside for another practical 
reason—to open up another col- 
umn on the front page, which is 

the last thing which goes to press 
Friday evening. 

Red Horse, for Any Ouittit, 
Flies Just As High 

To the Editor: Natch, the Fly- 
ing Red Horse is prized by air- 
men (Ad-libbing, March 21). 

Pegasus (the Flying Red Horse) 

is the trademark of: 
(1) Fairchild Camera & Instru- 

ment Corp.—aerial cameras; avi- 
ation instruments; (2) Fairchild 
Aerial Surveys—aerial surveying; 
aerial surveying instruments; (3) 

Fairchild Engine & Airplane Corp. 
—Ranger aircraft engines; Fair- 
child airplanes, etc.; (4) Fairchild 
Industries, Inc.—electric motors, 
etc., used in aircraft. 

It all goes back to 1920. 
Dick BAILEY, 

G. M. Basford Co., New York. , 

The Ad-libber says: Aha! a horse 
of the same color. 

Fashion Problem Solved 
To the Editor: We have perhaps 

violated the good rules of outdoor 
advertising by bleeding pictorial 
into the top and bottom blanking 
area of a 24-sheet panel but this 

method of handling a fashion pic- 
torial has really created consid- 
erable comment. 

The fashions of the day show the 

woman in tall and slender picto- 
rials. If the 24-sheet panel were 
a vertical structure instead of a 
horizontal one this would present 
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no problem. But in order to create 

a better proportioned pictorial we 
have actually extended the picto- 

rial ten inches above and also ten 

inches below the actual 24-sheet 

area into the area normally re- 

served for top and bottom blank- 

ing. We had to use a white back- 

ground poster to do this but 
it really accomplished what we 

wanted to do as the attached photo 
will show you. 

To my knowledge this is a 
“first” in this category and I 

thought you might consider it 

worth publishing to help others 

solve this same problem. 
E. A. ECKERT, 

E. A. Eckert Advertising Co., 

Mansfield, O. 

‘ ADDRESSING - 

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

ag 

TOLEDO 3: 
HIGH ScHooLs: 1 

” * ee! i. S +7 a 

‘ ey} 

ADE bis 
bas 

Toledo 

High Schools who were transported by bus to and 

from the Museum of Art by The Toledo Blade. 

TOLEDO BLADE 
One of America’s Great Newspapers —in One of America’s Great Cities 

No, 80 in a Series 

his is \oledo 

... Where 101,828 people—1/3 
of the population—went to see 
the $50,000,000 collection of 

EUROPEAN MASTERPIECES 

Toledo’s great Museum of Art was the last of 
13 major museums to exhibit the Berlin master- 
pieces which recently toured the U.S. But when 
Toledo’s 10-day showing ended, this city—smallest 
to show the paintings—had set two records. 

Attendance had been 101,828.* Exceeded in 
total numbers by only New York, Chicago, St. 
Louis and Los Angeles, it was by far the greatest 
when measured against population. Over 33% of 
Toledo’s estimated population of 305,000 was 

represented. At the same time, Toledoans gave 

more than any other city, in addition to admissions, 
to a fund to help Germany’s youngsters. 

Good as it was, this wasn’t particularly unusual 
for Toledo. Last year, 291,883 men and women, 
boys and girls—95% of all Toledo—visited the 
enormous white-marbled museum. Of America’s 

2,500 museums, only the National Gallery of Art 
in the nation’s capital could surpass that mark. 

REPRESENTED BY MOLONEY, REGAN & SCHMITT, INC. 
MEMBER OF AMERICAN NEWSPAPER ADVERTISING NETWORK 
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Most Client Choices 
Wise, Agencies Say 

Majority Finds ‘Silver 
Platter’ Accounts Pay 

Off, AA Survey Shows 

By JoHN B. MILLER 

Cuicaco—Four times out of five, 
an advertiser makes—or at least 
sincerely tries to make—an intelli- 
gent choice of an advertising agen- 
cy, top executives of agencies be- 
lieve. 

When he makes an _ unwise 
choice, these presidents and oper- 
ating heads tell ApvERTISING AGE, 
it’s likely to happen because of 
personalities, social contacts or 

other superfluous factors, or fail- 

ure really to study the prospective 
agency adequately. 

These views are expressed by 
the chief executives of 45 agencies 

who cooperated in an ADVERTISING 

AGE survey of agency opinions, as 

a follow-up to the recently-com- 

pleted series of articles, from the 
advertiser’s viewpoint exclusively, 
on “How to Pick an Advertising 
Agency.” 

a A big majority of the agencies 
represented in the confidential 
study have been handed “silver 
platter” accounts—where the 
about-to-be client, on his own in- 
itiative, telephones or walks into 
the agency office with a ready- 
made account. And in all but a few 
of these cases, the “gift” accounts 
have been good ones, even “the 

best,” agencies say. 
Several of the respondents 

ducked a direct answer to the 

question of intelligent choices by 
advertisers, replying instead that 

clients believe they make wise 

selections of agencies or that “the 
advertiser feels he has; certainly 
the agency would agree.” 

Of the others, however, 18 ex- 
pressed the view that, in general, 

advertisers do make _ intelligent 

selections. An additional 12 said 
they believe clients try to do so, 
while seven agency spokesmen be- 

lieve the advertisers fail at this 
all-important task. One agency 
head believes the company choices 
are equally divided between good 
and poor ones; another said only 

a small percentage are intelligent 
selections. © 

m One agency executive declared 
that, in his view, unwise choices 
are influenced by superfluous fac- 
tors such as agency size, contacts, 

etc. “Why are clients not willing 
to pick the agency which will 

work the hardest—assuming all 

other factors are equal?” he asked. 

Another commented that the 
choice is based on an agency pres- 

entation which is seldom typical 
of the agency’s regular service. 

Too many advertisers do not 

make sensible selections, another 
agency spokesman wrote, because 

“personalities and social contacts 
seem to prevail too frequently, 

when a thorough investigation of 

the agency’s record of achieve- 

ment should be most important.” 
Major mistakes, said another re- 
spondent, are hiring an agency for 

its experience in the client’s field, 
rather than its success in advertis- 

ing; and failure to establish the 

claims of an agency’s new business 

man that its departments are 
staffed with qualified experts. 

e Another agency executive com- 

relationships. 

What Agencies Say About 

Client ‘Hits’—and Errors 
This is the second of a series of four articles discussing 

the advertiser-agency relationship from the agency view- 
point, as a sequel to the recently-completed ADVERTISING 
AGE series presenting the views of more than 100 adver- 
tisers throughout the country. 

The 45 agency presidents, owners or operating heads 
who cooperated in this confidential study offer their opin- 
ions, in this article, about client choices of agencies and 
the mistakes they make when the selection is an unwise 
one. They also discuss their experiences with “silver plat- 
ter” accounts—the kind handed over voluntarily because 
the advertiser is sure of his choice without any negotiations. 

In concluding articles in this follow-up series, agency 
executives will detail their experiences with formal presen- 
tations; the principal characteristics of “good” accounts; 
what they themselves would look for in new agencies, and 
what both clients and agencies can do to improve their 

mented: “The buyer of advertising 

agency service, in general, does 
not know enough about advertis- 
ing or -agencies to judge. An 
agency may be selected because of 
big names of accounts handled, but 
actually may have had little to do 

with building them.” 

Another declared: “Advertisers 
are too prone to permit social con- 

tacts and country club associations 

to give account executives the op- 

portunity for contacts. Seldom is 
there real competitive bidding on 
an account on the basis of experi- 
ence. They are too impressed by 
huckster offices.” 
Among the 30 agency chiefs 

who believe advertisers choose 
agencies intelligently, or attempt 

to, one maintained that because 
most agencies are “able and con- 

scientious, it is difficult to make 
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a serious mistake in selection.” 

a What specific mistakes are made 
by advertisers most frequently, 
even though they try to pick the 
right agency? The agency heads 
themselves maintain these are the 
most common errors: 

Failure to make an adequate 
under-the-surface study of the 
agency under consideration. 

Being sold on showy presenta- 
tions and “blue sky” promises. 

Selecting “name” agencies, or 
deciding mainly on size and type 
of accounts handled. 

Too many agencies are consid- 
ered, leading to confusion. 

Here are some of the comments 
of these agency spokesmen on ad- 
vertiser mistakes that might be 
avoided: 

“By and large, most experienced 
advertisers are able to justify their 
decision for a change in agencies 
by sound, analytical reasoning. It 
is the ‘first timers’ and ‘shoppers’ 
who are most easily swayed by 
emotional or non-business factors. 
A frequent mistake: Failure to ap- 
praise the value of an intelligent 
outside viewpoint, preferring to 

dictate procedure to the agency.” 

= “Often, they are sold down the 
river by ‘merchandising,’ ‘research 
plans’ and other ‘blue sky’ they 
don’t comprehend.” 

“One of the chief mistakes they 
make is not looking into the 
agency’s ability and service ma- 
chinery, so to speak, enough to 
judge whether such an agency is 
the proper one for a particular ac- 
count.” 

“The exceptions are the cases 
where advertisers invite in a group 
of agencies, asking each one to 
submit suggested copy. In many 
cases of this kind, the advertiser 
simply buys a copy idea without 
any thorough analysis of the 
agency’s ability to follow through 
in all functions of agency opera- 

Advertising Age, May 2, 1949 

tion.” 

“They do not take time to care- 
fully check the accounts an agency 

serves, nor do they avail them- 
selves of the opportunity to visit 
the agency and meet and evaluate 
the personnel.” 

ws “Most advertisers try to dis- 
criminate intelligently, but agen- 
cies are difficult to rate compar- 
atively in advance. Being mostly 
professional in character, agency 

service tends to be bought on a 
word-of-mouth reputation basis, 
like legal or auditing services. The 
kind word of a friend outweighs 
all other single factors. Hence, the 
best salesman often gets the busi- 
ness.” 

“Frequently an advertiser or 
sales manager will recommend a 
poorly .qualified ‘name’ agency, 
because the choice is easier to de- 
fend.” 

“Most advertisers interview too 
many agencies and become con- 
fused.” 

“Advertisers are often influ- 
enced unwisely by an agency’s in- 
flation of its own experience in 
the advertiser’s field. An honest 
knowledge of advertising is usually 
preferable to a superficial knowl- 

edge of the advertiser’s business.” 
“On smaller accounts, the client 

too often accepts the best-timed 
solicitation rather than investiga- 
ting agencies and choosing the one 
best adapted to his needs.” 

a “They hire agency names and 
not men. They have a poor per- 
spective on the position of their 
accounts in an agency (medium- 

size accounts don’t get top people 
in a large agency) .” 

“They don’t really believe in ad- 
vertising, hence choose on the basis 
of politics.” 

“The worst mistake many make 
is expecting agencies to submit 
complete plans for handling the 
account—on speculation.” 

One agency president gave 
copies of the ADVERTISING AGE 
questionnaire to all account ex- 
ecutives and department heads, 
then listed a compilation of their 
answers. The group agreed that in- 

telligent choices of agencies are 

made in general, but “voted,” in 
this order of ranking, on advertiser 
mistakes: “(4) Swayed by too 
‘showy’ presentation or momentary 

impression; (3) too much influ- 
enced by one strong man; (1) 

change too often; (1) ask for too 
much speculation; economic waste 

which is unfair to other clients; 
(1) force too elaborate presenta- 
tion without allowing enough basic 
information; (1) buy agency on 

account of one radio idea; (1) buy 
on speculative plans, and (1) don’t 

‘sentations.” 

we Of the 43 agency spokesmen 
who answered the question con- 
cerning “silver platter” accounts, 
37 said they have encountered this 
experience. One reported a single 
instance of the voluntary “walk 
in” client, a $1,000,000 account. 

Our service includes: 

Want more information? Write or call: 

WEistr 9-3773 

PUBLISHED, hsmen/ Coy. 
538 South Clark Street, Chicago 5, Illinois 

COMPLETE CIRCULATION MANAGEMENT FOR BUSINESS PUBLICATIONS 
Many progressive publishers of paid 
or controlled publications have dis- 
covered that this complete circulation 
service produces amazing results, re- 
lieves them of all worry, reduces ex- 
penses, and puts their magazine in 
a top competitive position. 
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Comments of the six agencies 
which have yet to be handed such 
an account included: “Never—we 

dream about it!” and “Never had 
the pleasure. We’ve had to work 

like hell to get and hold what we 
have—and it’s good!” 

Not all of the agency executives 
reported on the consequence of 
such appointments, but 24 of the 
37 said that these “silver platter” 
clients turned out to be good ac- 

counts. Only three described the 
results as poor, one of whom de- 

clared that such accounts usually 

fail to be very productive. One re- 
spondent said these accounts were 
split about 50-50 in their worth- 
iness; three others reported that 
their agencies’ experiences were 
mixed. 

« Among those agencies well sat- 
isfied with such accounts, one 

president remarked that “these 
are usually ideal accounts to han- 
dle”; another said: “Has resulted 
in good accounts and fine rela- 

tions”; and a third declared: 
‘Usually become our best clients. 
These folks were ‘sold’ before 

they met us, and it’s natural to 
seek confirmation of your own 
judgment. So they’re inclined to 
£0 all the way in following our 
ideas and in giving aid.” 

Other agency observations on 
taese “silver platter” accounts in- 
cluded: 

“We have had some small ad- 
vertisers come in and ask us to 
handle their accounts. This is hap- 
pening more now than it has in the 

past. We have always found that 
the accounts that were hard for us 

to secure have remained our best 
accounts.” 

“It often turns out well for both 
sides. It stimulates the agency be- 

cause of the confidence placed in 
hg 

a “I believe most accounts are 
given an agency because, over a 
long period of years, the important 

people in the advertiser’s business 
have come to have a high regard 
for a particular agency or for some 
of its key people. In this sense, I 
believe many accounts are handed 
out on a silver platter though the 

advertiser may unconsciously con- 

ceal this. Because such relations 

are based on thorough mutual 
acquaintance and admiration, they 
usually produce excellent results.” 
“Two of the best and most prof- 

itable accounts we have are of the 
‘silver platter’ type. Both came 

without competitive bidding, after 
being served for some years by 

agencies ranked among the first 

ten in the country by ADVERTISING 

AGE.” 

“Most of our clients came to us 
voluntarily, because of our per- 
sonal friendships, our recognized 

experience, our long experience in 
certain industrial fields. Most such 

clients stay; but many of them do 

not produce sufficient gross in- 
ceme from commissions; should be 

supplemented with service fees.” 

a “In each case it was because of 
our reputation for satisfactorily 
handling accounts in the same 

field. In all but one of these cases, 

the advertisers turned out to be 

good clients. In this one exception, 
it was a matter of personalities.” 

“Too often the ‘silver platter’ 
accounts tend to be small, but they 
are as satisfactory as any other 
type of client.” 
“Such selections usually are 

based on long observation.” 
“Yes, usually as a result of our 

own newspaper advertising and 
other agency promotion. These ac- 

counts have been satisfactory.” 
“Three times. In two cases, re- 

sults were perfect. In one, the re- 
lationship lasted three years.” 

One agency owner wrote that, 
in the past eight years, his agency 

“has acquired no other kind.” 

sw “This small agency has literally 
had no time available to speculate 
on prospective ‘accounts—unless 
someone has rolled out the red]: 

carpet before us,” he explained: 
“some media man, or client, or 
someone else who has seen the 
kind of job we have done... We 
have, during that time, seen de- 
sirable accounts change hands; 
accounts we would like to have. 

But we can’t handle them all. And 
we would lots rather have a 
smaller account who appreciates 
what he is getting, than more bill- 
ing from one who does not. 

“It should be obvious that this 
account is continuously easy to 

serve. He wants you. When you 
make him money, you have justi- 
fied his original blind judgment 
in coming to you. This is part of 

the reason why this agency sub- 

mits so little copy. The two facts 
go hand in hand.” [Editor’s note: 

This particular agency doesn’t sub- 

mit routine copy, proofs, etc., to 
clients before publication or 
broadcast. The only exceptions are 

in the case of a brand new client, 
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a new program or project, or per- 
haps a single ad which runs in 
very large space.] 

s “How it would be if these sil- 
ver-platter accounts were given a 
perfunctory, run-of-the-mine ad- 
vertising product, sterile and dull 
and merely dished up in fancy art, 
we don’t know. Much of our pro- 
duction is in overalls. But it sells. 

“The account which comes to 

you on a silver platter,” he con- 

tinued, “is nearly always, in our 
experience, sincerely wanting a 

real bag of tricks. Sincerely want- 

ing experience, judgment, cunning. 

Therefore, he comes asking, ‘What 

do you think?’ instead of saying, 

‘I don’t like that.’ He swallows the 
medicine you give him, whether 
he likes it or not, reserving judg- 

ment to see if it pays off. When 
it does, he is yours for life. But 
it has to pay off.” 

Mohawk to Use Video 
Mohawk Carpet Mills, Amster- 

dam, N. Y., will sponsor a 15- 
minute telecast, starring Morton 
Downey and Roberta Quinlan on 
alternate nights, starting May 2 
on NBC’s Coast network. 
Time for the five-a-week show 
was bought through George R. 
Nelson, Inc., Schenectady. This 
is Mohawk’s debut as a network 
TV advertiser. 

Two Name Wagenseil Agency 
Grant Hospital and Hercules 

Box Co., both in Columbus, O., 
have placed their advertising with 
Hugo Wagenseil & Associates, 

Owens-Corning Names Smith 
E. W. Pat Smith, formerly vice- 

president of sales of Philip Carey 
Mfg. Co., has been named special 
assistant to the general sales man- 
ager of Owens-Corning Fiberglas 
Corp., Toledo. 

Garrison Names Estey V. P. 
F. Clifford Estey, formerly with 

Reincke, Meyer & Finn, has been 
named a vice-president of W. W. 
Garrison & Co., Chicago. 

Dayton, O. 

“I deserve a boost 

to the Top Roost 
on your 

Farm Magazine 
List’’ 
says 

Billionaire Biddy 

She knows that top spot belongs to her. First, because she represents 
one of agriculture’s four biggest cash income producers. Second, because 

s 

POULTRY 

OTHER SPECIALIZED FARM MAGS.@ 

tt at TRIBUNE @ 

NATIONAL FARM MAGS. @ 

SECTIONAL FARM MAGS. @ 

STATE FARM PAPERS 

‘every day is lay-day, pay day and shopping day for poultry farmers. 
Third, because poultry farms are more highly mechanized than any 
others. 

That makes Billionaire Biddy your best customer for gas, oil, tires and 
all other automotive needs. 

Poultry Tribune reaches half a million 
leading farm families in the $3,000,000,- 
000 poultry industry. Records prove it 
will lead most any list in low cost of 
inquiry. That’s why Poultry Tribune 
deserves a “boost to the top roost on 
your Farm Magazine List.” Watt 
Publishing Company, Moun 
Morris, Illinois. 

It’s smart to start 
your FARM LIST with 
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KGO Appoints Five 
Gil Freeman has been appointed 

television sales specialist for 
KGO-TV, San Francisco. Other 
new appointments include: Jeanne 

Fevre, program coordinator; 
David Crandall, studio producer, 
and William Hollenbeck, remote 
telecast producer. James P. Foley 
has been named news editor of 
KGO-AM. 

Promotes Palmerton 
Paul L. Palmerton, comptroller 

of the purchasing and traffic divi- 
sion, has been named acting direc- 
tor of public relations of Western 
Electric Co., New York, effective 
May. 1. He succeeds Fred B. 
Wright, who is retiring May 31. 

S'S. SPECIAL 14 
Ty FRISKET CEMENT 

DISPENS $5.00pergal. $1.50perat. 
ARTEX ARTIST 

RUBBER CEMENT 
$3.50pergal. $1.25perat. 

McGraw-Hill Papers 
Find Record Motor 

Car World Pool 
New YorkK—There are now more 

cars, trucks and buses running the 
roadways of the world than at any 

other time in history—some 57,- 
502,898 motor vehicles, American 

Automobile (overseas edition) and 
El Automovil Americano report. 

The McGraw-Hill publications 
have completed their 1949 World 
Motor Census, showing a gain of 

4,630,007 units, or 8.7%—somewhat 

smaller than the increase in 1947, 

but triple the size of annual in- 
creases before the war. 

The census was the 28th taken, 

and it has shown an increase in 

vehicles operated each year with 
the exception of 1933 and the 
World War II period. Made in 143 
countries, the census showed a 

gain of 3,374,788 in the past year 

to bring the U. S. total to 40,671,- 
972; the rest of the world gained 

5,000 W 

1420 Ke, 

47 Kw. 

103.7 Me, AM FM 

the No. 1 Network 

The November 1948 Conlon Survey 
shows WOC First in the Quad-Cities 
in 60 percent of Monday through 
Friday quarter-hour periods. WOC's 
dominance among Quad-Cities sta- 
tions brings sales results in the rich- 
est industrial market between Chi- 
cago and Omaha... Minneapolis and 
St. Louis. Complete program dupli- 
cation on WOC-FM gives advertisers 
bonus service. 

| Col. B. J. Palmer, President 

Ernest Sanders, Manager 
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'| Advertising Manager 

1,255,219 (more than 8%) for a 
record total of 16,830,926. 

a The rise was attributed to rec- 
ord prodution. Output in the U.S. 
was still shy of all-time records, 

but the world’s total output in 1948 

was 6,627,564 units—a record by 

250,000 units. Of this total, the U.S. 
produced 5,285,425 vehicles. 

The census provides interesting 
data: Counting taxicabs and hire 

cars as business vehicles, along 

with trucks and buses, 46.2% of 
all motor vehicles outside the U.S. 

are used in producing income for 
their owners, compared with 18.4% 

in the U. S.; imports of foreign 

cars into the U. S. in 1948 came to 

28,260 (or about equal to half a 
week’s production in American 

auto centers), and of these 2,669 

came from France, 25,227 from 

England. There were also 11,808 

motorcycle imports. 
Exports from the U. S. were the 

second largest on record, 217,305 

cars, 199,607 trucks, 3,921 bus chas- 

sis, 6,672 motorcycles and 6,093 

trailers. McGraw-Hill notes that 

these figures “represent but a tiny 

fraction of production” in a coun- 

try which made 3,909,270 cars, 1,- 
363,856 trucks and 12,299 buses, 

and answers “uninformed com- 
ments that the reason people here 

could not get cars was huge ex- 

ports.” 

‘Dayton News’ Names Dierker 

Edward F. Dierker, since 1945 
national advertising manager of 
the Dayton Daily News and Jour- 
nal Herald, has 
been appointed 
advertising man- 
ager, succeeding 
Robert A. Wolfe, 
who was pro- 
moted to general 

Dierker 
joined the News 
in 1938 as an ad- 
vertising sales- 
man. As gen- 
eral manager, Mr. 
Wolfe succeeds 
Glenn L. Cox, who becomes a vice- 
president of the Evening News 
Publishing Co. 

E. F. Dierker 

Sorsby Joins Harper 
William Sorsby, formerly with 

the Gilbert Youth Research Or- 
ganization, Young & Rubicam and 
the Columbia University Bureau of 
Applied Social Research, has 
joined Marion Harper Associates, 
Inc., New York, as a junior as- 
sociate. 
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Advertising Age, 

The Creative Maus Corner 
“What was that, Beatrice?” 
“I said why do advertisers always insist on claiming that 

their product is the best—bar none?” 
“Legitimate trade puffery, my dear.” 

“But do they just want to puff themselves or sell their 

product? Gebhardt’s Chili Con Carne may be the best in 

their opinion, but that doesn’t sell me a can. What do they 
mean, best?” 

“Please don’t become an advertising critic. That’s my job.” 
“I’m just commenting. Take this Rival dog food ad. It 

says that Rival is the dog food that has everything. What do 

they mean, everything? Does it have prizes in it, like Crack- 

erjack? And maybe this is beside the point, but it says here 

that Rival keeps a dog ‘vibrating with health and energy.’ 

Can you imagine anything more annoying than to have a dog 

PURE ORANGE JUICE 
FROM A TINY 6 OZ. CAN 

Millions say Snow Crop tresh-frozen 
orange juice tastes like juice just squeezed! 
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around the house vibrating all the time? It would make me 

nervous.” 

“Darling, you’re beginning to carp.” 

“I’m not carping. I’m just pointing out some examples to 

prove my point that advertisers cut the ground out from 

under themselves by using superlatives all the time. It may 

be legitimate trade puffery, but if they want to sell me, 
they’d better give me some legitimate information. Now take 

this Snow Crop ad. It says a tiny six-ounce can gives me one 

and a half pints of orange juice. I’m on my way to being sold, 

but—then it tells me that ‘millions say Snow Crop fresh-fro- 
zen orange juice tastes like juice just squeezed.’ Who are 

these millions? Are they the mysterious people you never 
run across whom Gallup and Roper interview? How many 

millions? And who heard them say it?” 

“My sweet, nobody heard them say it. It’s just something 
the Snow Crop copywriter assumes happens.” 

“Then why do they print it if it isn’t so?” 

“Look. I’ve run out of the standard answers. Why don’t 
' you just buy Birds Eye orange juice and have done with it?” 

“And you take this 1950 Rinso. If it’s 1950 Rinso, what’s 
it doing out in 1949? Will it be old-fashioned by next Jan- 
uary—or will they bring out 1951 Rinso then?” 

“Will you excuse me? I just remembered I left my brief 

case at the office and it has something in it I want.” 
“Can’t it wait ’til tomorrow?” , 
“No, my One and Only. I’m afraid it can’t. I must have it 

_ tonight. It’s a pair of ear-stoppers.” 

May 2, 1949 

oem~ 

Sponsors ‘Mr. Information’ 
Van-S Laboratories, San Fran- 

cisco, will sponsor the Tuesday 
and Thursday broadcasts of “Mr. 
Information” for Dentrax tooth- 
paste over the full Columbia Pa- 
cific network, beginning May 17. 
The five minute broadcast is 
heard five times weekly, with the 
Monday, Wednesday and Friday 
programs sponsored by the S. O. S. 
Co., San Francisco. The Van-S 
contract is for 52 weeks and was 
placed through Brisacher, Wheeler 
& Staff. 

St. Regis Reports Decline 
in Sales for 3 Months of *49 

St. Regis Paper Co., New York, 
reports a decline in sales and earn- 
ings during the first quarter of 
1949. Roy K. Ferguson, president 
and chairman, predicted that the 
second quarter of the year would 
see an upturn, to be continued 
through 1949. The sales for the 
first three months of the year were 
$34,903,000 as compared with $39,- 
256,000 in the preceding quarter 
and $40,394,000 in the comparable 
quarter of 1948. Earnings were es- 
timated at $2,200,000 for the first 

NS Sl a at 

three months of 1949, compared 
with $2,811,000 in the preceding 

quarter and $4,490,000 for the first 
quarter of 1948. 
Newly elected vice-presidents of 

St. Regis are Arch Carswell, who 
joined the company in 1928 and 
has been general sales manager 
of the Multiwall bag division, and 
Reginald L. Voyo, who joined St. 
Regis to take charge of pulp sales 
in 1945 and will now be in charge 
of kraft paper and board sales as 
well as pulp. - 

Two Appoint Holley Agency 
Robert Holley & Co., New York, 

has been retained to handle the 
advertising of the Mount Vernon 
Implement Co., manufacturer of 
Mount Vernon lime and fertilizer 
spreaders, Farmhaul (a tw0- 
wheeled farm wagon), grain drill 
attachments and other farm equip- 
ment, and Consolidated Diesel 
Electric Corp., both located m 
Mount Vernon, N. Y. 

Joins Great Lakes Carbon 
Robert L. Cornish, formerly if 

the sales promotion department 
Johns-Manville Corp., has beet 
named advertising and sales pro- 
motion manager of the building 
products division of Great Lakes 
Carbon Corp., New York. 
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Pay for Contest 
‘Work,’ Bank Is 

Told by McComb 
(Continued from Page 1) 

ards Act. 
“The fact that such time is vol- 

untarily spent by the employes 
and that no compensation is prom- 
ised other than the contest prize 

money, does not affect this con- 
clusion.” 

The bank, unnamed in the re- 

lease, had proposed “all-expense 
trips” and other prizes for em- 
ployes accumulating the greatest 
number of “merit points” by se- 

curing new accounts, safe deposit 
rentals and other business. 

Age, May 2, 

s Though participation was to be 
voluntary, and outside the em- 

pleyes’ regular activities and dut- 

ies, the Wage and Hour Admini- 

strator determined that the time 
spent in the contest activities 
should be regarded as working 
time. 

Mr. McComb observed that “an 
employment relationship” already 
exists between the contestants and 

the bank by reason of their reg- 
ular employment, and that “an em- 
ploye is entitled to be compen- 
sated for all the hours of any work 

week during which he is suffered 
or permitted to work for his em- 
ployer.” 

“While the employes are not 

regularly employed in selling or 

soliciting on behalf of their em- 

ployer, there can be little ques- 

tion,’ Mr. McComb wrote, “that 

they are engaged in such activities 

while competing for prizes in this 

contest.” 

“The type of activities they en- 

gage in, from arranging contacts 

with friends, acquaintances and 
regular bank customers, through 

discussions and persuasive argu- 

ments to induce such persons to 

open new accounts to the final fill- 

ing in of the bank forms accord- 

ing to established bank procedures 

parallels precisely, though per- 

haps on an amateur level, the work 

normally performed by salesmen 

and solicitors.” 

s “The fact that the work is per- 

formed during times chosen by the 

employe and in any manner and to 

any extent he chooses does not, 

in my opinion, affect the con- 
clusion that the time actually spent 

is working time.” 
Since the ruling involves only 

those employes covered by the 
Wage and Hour Act, it does not 

touch the contest status of pro- 

fessional and administrative per- 

sonnel or outside salesmen. 

However, current legislation be- 

fore Congress raising the minimum 
wage and broadening coverage of 

the act would substantially in- 

crease the importance of the rul- 
ing. 

s Mr. McComb compared the 
“work” performed in contests with 
“industrial homework,” which was 
long ago included in “‘working 
time” covered by the federal law. 

He recognized the practical dif- 

er of 
tilizer 
two- 

. drill 
quip- 
Diesel 
.d in 

‘ly in 
ant of 
been 

| pro- 
ilding 
Lakes 

ficulties of counting accurately the 

time spent outside regular working 
hours and of pro-rating the prizes 
earned over the time spent earning 
them, but he insisted: “It has al- 
wavs been the view of those who 
Support fair labor standards that 
the importance of protecting the 
basic purposes served by the act 
far outweighs the inconvenience of 
computation with which employ- 
ers are faced when they propose 

to employ or compensate employes 
on some basis other than the basic 
hourly rate in terms of which the 
act is written.” 

Mr. McComb noted that em- 

Ployers and employes are entitled 
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National Nielsen-Ratings of Top Radio Programs 

Week of March 20-26, 1949 

All figures copyright by A. C. Nielsen Co. 

Current Previous Homes Current Points 
Rank Rank Program (000) Rating Change 

EVENING, ONCE-A-WEEK 

1 1 i oaks nee naced sooenen esas 13,018 34.6 +3.7 
2 3  & 2 ear errr 9,970 26.5 +1.6 
3 4 UL eer ree 9,481 25.2 +1.4 
a 6 EL re acing oe es 6.endSb oes aceense 8,691 23.1 +0.3 
5 2 ee are cere dugea cues) Geeeen 8,127 21.6 —5.3 
6 5 aw RS a ee Ae 7,750 20.6 —2.9 
7 1l gk A a Ser ry ee 7,525 20.0 4 
8 8 a oak oe gaa ep d ies. aie Meare’ 7.261 19.3 —2.5 
9 18 hia a oa ince oe cnn Fas kbar baboon 7,073 18.8 40.4 
10 29 ss reba dersegs eh sea s0ed bet 6,998 18.6 +2.0 
ll 9 | ag te kee wa teeees dak ach wee 0.998 
12 7 Thea eiee pee ho.9008bn Cece nane ee he 6,960 18.5 —3.9 
13 10 Mr. District CL. Jb. cbabevnanes trees 6,923 18.4 —2.2 
14 20 Sy Es xeccccaeecdcorbers sivees 6,772 18.0 -—0.3 
15 12 Adventures of Sam Spade..................... 6,735 17.9 —1.9 
16 ee ee ss soa gc onke ot ee eo nd 6,659 17.7 —0.7 
17 28 cee pad i dhene ane eeren's oon 17.4 +0.5 
% B FBI » Posen yy eee ere ree & one ue 3? OPENER—This color page in Life starts 

op sve PoP eccsvecevvsveccsness , : —«-2| the magazine drive for Bon Ami Co.'s 
20 38 > | eae ee 6,396 17.0 +18 new product, Glass Gloss. The national 

VENI MULTI-WEEKLY campaign follows its introduction on the 
EVENING UL EEKL West Coast and in Texas (AA, March 7). 

1 EE Ch nc cklesed caeeesbukererches 5,907 15.7 +0.1 
; ; — er resem eeeceenkichs <erpever es Fy 44 +38 + 

- aaeichecaeane, sei aie een e nes NES eR: . : . Bill Would Prevent 

WEEKDAY 

1 1 Arthur Godfrey (Ligg. & Myers)............... 4,778 12.7 +0.4 Use of Post Cards 
; a seoar — Serer ee $e oy +3 for A dver tisin 

en a Gir cas cbeskhenkpesede ondee ee p le A 

; § ~ ce PPR rere rere err =i . g 
a 2” ) errr rere r ree ee P le —d 

6 2 —_s RNR ertentene eee: 3,649 97  —19| _WASHINcToN—Sen. Russell Long 
z 4 Right te Happiness Be oS riche har ae w eae ae 3.537 9.4 —13 (D., La.) introduced a bill Tues- 

ackstage DD See Sb eececesebocetonsseoceves 5 le —dl. shi ; $ 

9 Ps ca cc cuenctsdusctactaeds 3,499 93 —13| 4ay to prohibit business firms from 
3 3 Pepper afeune’s DN ids st bamnitereneaed 3s 2 34 using 1¢ post cards “for purposes 

Ferree \ , . j isi “ 
12 ih, MUI 2c, cl ccsbazesceccedesoe sys "386 90 —9.4|0f Commercial advertising or bus 
2 10 la Sister Desi iasastdcagesrevecesevesserr es 33n $8 <i —_ solicitation. 

rthur rey 0 |) POPPVerererercerercy . . le enator Long who is a member 

1 SEE SL ie eeechekben W bade dabeuss (6488 4% : ' 4 : : 
= " mane os —0.4 | of the Senate subcommittee con- 

DAY, SATURDAY sidering proposals for a $300,000,- 
000 boost in postage rates, claimed 

2 3 Stars Over "Hollywood. 2.20.2 3887) 484s} | that about 90% of the cards car- 
3 2 Grand Comival States... 2... ccccccscccvcceses 3,499 9.3 .0| ried by the postal service currently 

are being used by business firms. 

DAY, SUNDAY In introducing the bill, he said 

3 2 Quick as a Flash. secasttrittsteseessensenees 4.665 12.4 my this would permit “continued use” 
rue Detective Mysteries...................0.. \ i —l, 666 

3 SMEG 400.5 snd osnececaaees 3,612 9.6 —13|0f 1¢ cards “by poor people and 

to arrive at contest compensation 

at any rate they choose, consistent 

with the minimum requirement of 
40¢ per hour for a 40-hour work 

week, plus time and a half for 

overtime. For overtime purposes, 
the time and a half rate is “the 

weighted average of the various 

rates” paid the employe for his job 

and contest dues. 

Curtis Publishing 

Co. Promotes Three 
PHILADELPHIA—Curtis Publish- 

ing Co.’s board of directors has 

elected Robert E. MacNeal, for- 

merly secretary of the company, 

as lst vice-president. 
Mr. MacNeal, who joined Curtis 

in 1923, was named assistant sec- 
retary in 1937, elected to the board 

in 1942, and named secretary in 

43. He also is secretary and a di- 

rector of Curtis Circulation Co. 

and the Colonial Electrotype Co., 

and is director of Bantam Books, 

Ine. 

At the same time, the board 

elected Robert Gibbon, formerly 

assistant secretary and assistant 

treasurer, as secretary, succeeding” 

Mr. MacNeal. Mr. Gibbon joined 

Curtis in 1946. Ford F. Robinson 

succeeds Mr. Gibbon as assistant 

secretary and assistant treasurer. 

All other officers were reelected. 

McGraw Names 3 to Board 
McGraw-Hill Publishing Co. has 

elected three vice-presidents to 
the board of directors. They are: 
Nelson Bond, vice-president of the 
publishing company and director 
of advertising; Hugh J. Kelly, sen- 
ior vice-president, business mana- 
ger and director of the book com- 
pany, and James E. Blackburn, 
vice-president of the publishing 
company in charge of circulation. 
All have been McGraw-Hill em- 
ployes more than 20 years. 

Lewyt Names Donald Smith 
Donald B. Smith, formerly sales 

manager of the gas range division 
of Perfection Stove Co., Cleveland, 
has been appointed sales promo- 
tion manager of Lewyt Corp., 
Brooklyn, vacuum cleaner manu- 
facturer. 

‘Lux Theater’ Gains 

on Second National 

Nielsen-Rating List 
Cuicaco—The second national 

Nielsen-Rating report shows a 3.7 

point gain for “Lux Theater,” with 

an audience of 13,018,000 small- 

town, farm and urban homes, in- 

cluding both telephone and non- 

telephone homes. 

In second place on the latest re- 

port is “Godfrey’s Talent Scouts,” 

which precedes “Lux Theater’ on 

CBS Monday nights. The Godfrey 

show (Lipton’s Tea) was heard in 

9,970,000 homes and rated 26.5 on 

the scale. 

Only Jack Benny (American To- 

bacco), among the first five pro- 

grams, showed a decline in listen- 
ing, 8,127,000 homes tuned in giv- 

ing him a 21.6 rating (25.9 on the 
last report). 

= Bob Hope (Lever Bros.) moved 
up from 11th place to seventh, 

and “Mr. & Mrs. North” (Col- 

gate), which precedes him on CBS, 

moved from 20th to 14th position. 
“Mystery Theater” (Sterling 

Drug), which is aired ahead of the 

Colgate program, also moved up, 

from 18th to ninth on the list. 

“Big Story” (American Cigaret), 

“People Are Funny” (Brown & 

Williamson) and “Gene Autry” 

(Wrigley) all registered strong 

gains and made their initial ap- 

pearance among the top 20 on 
the new Nielsen-Rating. 

As usual, General Mills’ “Lone 

Ranger,” Procter & Gamble’s ““Beu- 

lah” and Pepsi-Cola’s “Counter 
Spy” lead the multi-weekly eve- 
ning shows. 

“Armstrong Theater” landed in 

first place among the daytime 

Saturday programs, with 3,875,000 

homes tuned in, and “Quick as a 

Flash” (Helbros Watch) led the 
Sunday daytimers. 

WPAT Appoints Sloan 
John F. Sloan has been named 

account executive of WPAT, 
Paterson, N. J. He formerly was in 
the sales department of WCBS, 
New York. 

private individuals for whose ben- 

efit the card was designed.” 

Postmaster General Jesse Don- 

aldson has asked a 2¢ post card 

rate to eliminate a $57,000,000 

“deficit” charged to post cards. 

a Meanwhile, Rep. John E. Lyle 
(D., Tex.) introduced a compre- 

hensive postal pay revision Wed- 

nesday which would add $162,600,- 

000 to the department’s payroll 

cost. 

In addition to a flat $150 pay 

raise for postal workers, the fourth 

general increase since the war, it 

would eliminate four low wage 

grades, increase vacation and sick 

leave allowances, and provide a 

$100 annual uniform allowance. 

Milton Berle Again 

Tops Hooper TV List 
New YorK—Texaco’s Milton 

Berle continues to outpace the 

television opposition by several 

lengths with a score of 80 on the 

March Hooper listings for New 
York televiewers. 

The leaders: 
Texaco Star Theater (NBC) 
Godfrey’s Talent Scouts 

cnonsiberneweensssi 80.0 

(CBS), Lipton’s ..59.3 
Toast of the Town 

(CBS), Lincoln-Mercury ...............0000 55.0 
Ford Theater (CBS) 
Broadway Revue (DuMont, 
NBC), Admiral 50.1 

Who Said That (NBC), Crosley ............... 48.6 
Philco Playhouse (NBC) pate «43.8 
Suspense (CBS), Auto-Lite ............0 41.1 
Godfrey and H.s Friends (CBS), 

Chesterfield .......... 38.0 
Fireside Theater (NBC), 

Procter & Gamble 35.2 

“Who Said That,” which ranked 

sixth on its premiere under the 

sponsorship of Crosley at a new 

time, no doubt received a big rat- 

ing boost from the Milton Berle- 

Damon Runyon Cancer Fund mar- 

athon. The quiz, emceed by Bob 

Trout, occurred during the middle 

of Berle’s fund raising telecast. 

Philip Morris Elects Lyon 
Alfred E. Lyon, president of 

Philip Morris & Co., has been 
elected chairman of the board and 
chief executive officer of the firm. 
Succeeding Mr. Lyon in the presi- 
dency will be O. Parker McComas, 
former executive vice-president, 
who will also serve as chief ad- 
ministrative officer. 

61 

Networks Sing 

Hiatus Blues; 
Sponsors Rest 

(Continued from Page 1) 

propitious hour—perhaps Tuesday, 

9.30 p.m., DST—for the summer 
season. Even if the vacation show 

is heard at the new time, Mr. 

Benny will be back on Sunday 

night as usual come fall. 

a An interesting contrasting atti- 

tude is that of P. Lorillard Co., 

which has decided to continue the 

“Original Amateur Hour” on both 

radio (ABC) and television (Du- 

Mont) throughout the summer. 

“We don’t want to take time out 
when our show is getting rolling,” 

a Lennen & Mitchell radio execu- 

tive said. “Sunday at 7 may be 
early for people to get home, but 
we think the ‘Amateur Hour’ may 

bring some of them home earlier 

than usual. We also feel that new 

set owners are going to be very 

appreciative of advertisers who 
bring them good telecasts when 

most of the big shows are off the 
air.” 

Old Gold’s faith in summertime 

broadcasting; no doubt stems partly 

from its success with “Stop the 

Music.” Lorillard, first radio spon- 

sor of ABC’s prize giveaway, will 
back half of the show on television, 

which it premieres before the 

cameras on Thursday. 

ws Information on NBC’s adver- 

tisers’ plans was pretty sketchy last 
week. AA’s tentative list shows 

four hiatus spots to be filled, with 
many sponsors still undecided. 

Meanwhile, the NBC program 

department was jubilant over the 

fact that its two prize packages, 

the “new” Henry Morgan Show 

and Dean Martin & Jerry Lewis, 
will start making money for the 

network in June. Mr. Morgan is 
the summer replacement for Bris- 

tol-Myers’ “Duffy’s Tavern,” and 

Messrs. Martin and Lewis will sell 

Swan during Bob Hope’s vacation. 

NBC expects to introduce its 
much discussed giveaway this 

summer as a Sunday night attrac- 

tion. At the moment, the network 

has a couple of sustaining hours on 

Sunday, ‘including the 30 minutes 

which will be available when Fred 

Allen finishes his series for Ford 

Dealers, on its vacation program 

book. In addition there is the 

Friday night hour to be vacated by 

Procter & Gamble come warm 

weather, and the cancelation of 

“Life of Riley” and the switch of 

Red Skelton to CBS. 

w American Broadcasting Co. and 

Mutual Broadcasting System, hav- 

ing fewer of the top-budgeted 

shows, suffer less from the sum- 

mer changeover headache than the 

other two networks. Bing Crosby 

(Philco) and the “Theater Guild” 

(U. S. Steel), that have taken 

vacations in previous years, are 

leaving American at the end of the 

current season. 

ABC will have not only to fill 

the Milton Berle spot during his 
13 weeks’ vacation but keep close 
watch to see that Texas Co. doesn’t 

succumb to offers from other in- 

terested networks with choice time 

spots. 

No plans have been announced 
for Walter Winchell (Kaiser-Fra- 

zer) and Drew Pearson (Lee 

Hats), but the commentators are 

expected to take their usual short 
vacations. 

Chelsea Clock to Sullivan 
Chelsea Clock Co., Chelsea, 

Mass., has appointed Daniel F. 
Sullivan Co., Boston, to handle 
its advertising. The account was 
formerly handled by Harold Cabot 
& Co., Boston. 
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Barnes Lists 

Newspapers 

Gains to ANPA 
(Continued from Page 1) 

ard is now spending 67¢ and Cad- 

illac 72¢ of each of their advertis- 

ing dollars in newspapers. 
“It is safe to say,” he added, “that 

Lincoln will put a bigger per- 

centage of its appropriation in 

newspapers this year.” 

a The bureau’s director showed 

on slides the widely-varied per 

capita consumption in various 
markets of different products— 

from tea, soft drinks and flour to 
antifreeze and cold remedies—to 

dramatize the newspapers’ con- 
tention that campaigns should be 

tailor-made to fit the needs and 

potentialities of different markets 

and sections of the country. 

He admitted, however, that “de- 

bating the comparative effective- 

ness of two given media is like 
debating the comparative merits 
of a coat and a pair of pants... 
Much depends on what part of 
your anatomy you want to cover.” 

In the “trend toward newspa- 
pers,” Mr. Walker said, “the Bu- 
reau of Advertising and the AANR 
can be credited with at least a 
share.” 

“Normal, competitive conditions 
have returned,” he added, and “the 
newspaper shines in competition.” 

Mr. Walker showed, for ex- 
ample, how the representatives’ 

association intends to carry the 

newspaper story to the food in- 

dustry, through its representatives 

in 184 wholesale grocery trading 

areas. 
“During the lush and easy times 

behind us,” he explained, “these 
people have been ‘brushed off’ to 
a large extent by their main of- 

fices on matters such as adver- 

tising. They were told and not 

asked what they might have...As 
selling gets more competitive, these 

key divisional men, these whole- 
salers, emerge with more impor- 
tance.” 
From 30 centers throughout the 

country, members of AANR have 

875 “professional newspaper sales- 
men” carrying on the newspaper 

fight at the local as well as the 
national level, he said. 

a Mr. Fuller told the assembled 
newspapermen that the declining 

percentage of advertising expendi- 

tures to national income is cause 
for serious alarm. He cited fig- 

ures to show that from 1900 to 

1930, advertising expenditures 
were above 3% during that period 
except for two years, one reflecting 

the backwash of the war with 
Spain, the other following World 
War I. During the 1920’s, the ratio 

was frequently close to 4%. 
The two exception years were 

years of depression and unemploy- 

ment. After 1930 came depression, 
and the ratio of advertising ex- 

penditures never rose to 3%, even 
during the latter 1930’s. During 
the war, the ratio fell to 1.5%, in 
a seller’s market. 

After 20 years of abnormal con- 
ditions, Mr. Fuller remarked, the 
ratio in 1948 was 1.8%, and he 

termed this evidence of “advertis- 

ing inadequacy.” He sees adver- 

tising as the necessary impetus to 
stop the “gentle toboggan slide” 
of business and start it moving up- 

hill. 

s He said the enactment of threat- 
ened postal legislation would cut 
advertising volume still further, 
and “it would be tragic if the 
present trend away from prosper- 
ity should be accentuated by an 

act of Congress.” 
Mr. Fuller pointed out the func- 

tion of advertising in accelerating 
turnover of goods, and noted that 

if national advertising were re- 
duced enough to slow turnover of 
goods from seven times (as in 

1948) to six, it conceivably could 
cost the federal treasury $3 bil- 
lion in tax revenues. 
Newspapers’ important stake in 

the future of television was em- 
phasized by Mr. Trammell, who 
pointed out that 30% of the coun- 
try’s TV stations—present or pro- 
posed—are owned by newspaper 
publishers, who constitute the larg- 

est single block of owners. 
While these telecasters, along 

with most others, share the losses 

of pioneering in a new medium, 
they profit from the substantial 

amount of advertising placed by 

PLASTIC 

A ARATOR BLADE THAT 
Made of now OUMDNIM mete! « werkaw diacovery! 

YOUR Face Can FFEL 
fe ond 

SMOOTH SHAVE—This is a spread to appear in national magazines this month and 
next with testimonials on American Safety Razor Corp.'s new Silver Star razor blade 

made of Duridium. Ruthrauff & Ryan, New York, is the agency. 

television set manufacturers, the 

NBC president continued. 

s “The Bureau of Advertising re- 
ports a $14,000,000 expenditure in 

newspapers last year by radio and 

television manufacturers,” he said. 

“This is seven times their expendi- 

ture in 1941. A midwestern pub- 

lisher reports that his paper has 
received $150,000 worth of such 
advertising to put against his $421,- 
000 investment in his TV station.” 

Mr. Trammell added that 12 
newspapers, as of March, were 

buying TV time to help them sell 

more copies. 

Commenting on the tremendous 
sponsor interest in TV, which now 
has more than 1,350 advertisers, he 

predicted that the total time sales 

for this year will reach $25,000,000 

—or three times 1948’s figure. 

However, the broadcasting exec- 

utive assured the newspaper exec- 
utives that he expects television 

to stimulate rather than curtail 

advertising in other media. To sub- 

stantiate this point, he cited fig- 

ures showing how radio, news- 
papers and magazines all have 

made tremendous advertising gains 

in the last 20 years. 

a Mr. Trammell listed a few brief 

examples of TV’s sales effective- 
ness. Among them: (1) 75% of the 
people writing in about the “Tex- 
aco Star Theater,” according to 
the Texas Co.’s advertising man- 
ager, say they plan to switch to 

Texaco products; (2) Mason Can- 
dy had only a few outlets in New 

York when it started sponsoring a 
part of “Howdy Doody,” but in 13 
weeks, with no other advertising, 

it upped its distribution to 95% 

of the city’s retailers. 

a Mr. Gittinger endorsed Mr. 
Trammell’s contention that tele- 

vision will not replace any exist- 

ing, sound advertising medium. 

“Television will keep more peo- 
ple home more of the time,” he 
said. “There will be more time for 
television, more time for radio lis- 
tening, more time for magazine 

and newspaper reading. Further- 
more, there will be more leisure 
for people to do all these things, 

and to absorb the additional im- 
pact of television.” 

The CBS executive suggested 
that television will attract many 

advertisers who have never used 
radio—Bigelow-Sanford and Ar- 

row Shirts, for example. He also 
said TV will be much more suc- 
cessful with the automobile field 

than sound broadcasting has ever 

been. 

Chicago Syndicate 
to Finance Radox 

Radox, a new instantaneous 
electronic radio and television au- 
dience measuring device, will be 
financed by a group of Chicago 
business men, A. E. Sindlinger, 
president of Sindlinger & Co., 
Philadelphia, holder of the device’s 
exclusive license, has announced. 
’The group includes Henry P. 

Isham, president of Clearing In- 
dustrial District and a director of 
the First National Bank of Chi- 
cago; Ralph A. Bard, director of 
the Chicago Corp. and American 
Shipbuilding Co., and former Un- 
der Secretary of the Navy; John 
I. Shaw, Shaw & Isham Co., and R. 
Douglas Stuart, director of the 
First National Bank of Chicago, the 
Chicago, Burlington & Quincy 
Railroad and other corporations. 
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Silver Star Blades 

Flown to 150,000 

Retailers Overnight 
New York—American Safety 

Razor Corp. last week distributed 
its new Silver Star double-edge 
razor blades to 150,000 retaij 
counters throughout the country, 
literally overnight (AA, April 25). 
More than 25,800,000 razor 

blades weighing, with their pack. 
aging, more than 112 tons, were 
flown to the retailers in one of the 
largest single airfreight shipments 
in the history of U. S. aviation. 

The blade, made of a new 

metal called Duridium, is being 
promoted as “The Razor Blade 
Your Face Can’t Feel.” The com- 

pany will spend $2,000,000 during 
the next 12 months advertising 
the 5¢ blade. 

Full pages and spreads will 
introduce the blades in Colli:r’s, 
Life, Look, Sport, The Saturday 
Evening Post and True in acdi- 
tion to other men’s magazires, 
magazine sections of Sunday ne:vs- 
papers and 1,000-line ads on sport 
pages in newspapers in 168 mur- 
kets. Ruthrauff & Ryan, New York, 
is the agency. 

About 7,300 radio selective an- 
nouncements will be used in a 
concentrated period. The company 
is distributing 50,000 window dis- 
plays and 25,000,000 book matches, 
Testimonials will be featured in 
the national magazine campaign. 

G-E Elects Cordiner 
Executive Vice-President 

Ralph J. Cordiner, vice-presi- 
dent and assistant to Charles E. 
Wilson, president of General Elec- 
tric Co., has been 
elected executive 
vice-president of 
the company. Mr. 
Cordiner joined 
G-E in 1923, 
working for Hot- 
point, Inc., an af- 
filiate. 

In 1938 he suc- 
ceeded Mr. Wil- 
son aS manager 
of the appliance 
and merchandise 
department and 
in 1943 was named assistant to the 
president. Mr. Cordiner has been 
a vice-president since 1945. 

R. J. Cordiner 

Wright Appoints Lisanti 
Vincent Lisanti, formerly in the 

color laboratories of Eastman Ko- 
dak Co., Rochester, has been ap- 
pointed head of the color depart- 
ment of Shigeta Wright, Chicago, 
photographic illustrator. 
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MEET US FACE TO FACE AT CLYDE BEATTY'S Cincus p> ae 
4 ee 

igus hg Oe 

A: the Elephant 

sport (Goes, So Goes Kip 
¥. ie Los ANGELES—Picking markets 

“°K, Banc media on the basis of circus 
sch: dules may seem eccentric, but 

€ N= fto lip Corp. there’s reason in it. 

- 8 Leo McCusker, Kip president, 
wong anc his agency, Philip J. Meany 
A nal Co., believe they have evolved an 
ches. Tffe-tive new method of schedul- 
selon ing medias Wherever a _ circus 

opens a stand in the West, where 
Kip “For Burns” is sold, they run 
smail-space newspaper ads show- 
ing the three words, Kip Eases 
Sunburn, superimposed on a photo- 
graph of the south section of three 
elephants, one word per derriere 

When the circus moves on, the 
local advertising ends. 

Kip executives are watching 
sales results with a view to wide- 
spread application of this unusual 

¢ advertising angle if the present 

ads pay off. They envisage a stag- 
gering of similar ads to follow 

touring attractions of many kinds. 

Macfadden Finds 

Workers Better 

Off Than in “44 
New YorK—Wage earners are 

inclined to think they’re better 
n the | off—or as well off—as they were 
1 Ko- [before inflation, or before OPA 
1 aP- Tcontrols were removed. 
icago, That is the conclusion of Mac- 

fadden’s latest Wage Earner Forum 
report, which shows that 80% of 
wage earners consider themselves 
as well or better off than they 
were five years ago, before con- 

trols were taken off. 

A larger percentage of union 
Jinan a think they are worse off 

than do non-union workers, al- 

though about twice as many 

union workers think themselves 

better off than their pessimistic 

AVVVIUUUUUNTTIULUUSTTLLUUSTERLLUUOSELLUUGSELLUORALLLLGGGELLLLLEEL 

non-union colleagues. In this tab- 

ulation, age and geography made a 

considerable difference. Younger 

men, those between 21 and 29, find 

by a 62.6% majority that they are 
better off (Macfadden notes that 

this count includes many ex-ser- 
vicemen), and 59.4% of workers 
living in the South think them- 
selves better off. 

In another question, regarding 
fourih round wage increases, the 
workers took a negative stand, 

With 52.8% against another boost. 
Among union men, the margin was 
lighter, with 49% against, 37.7% 
for, and 13.3% “don’t know.” 

‘News’ Marks TV Anniversary 
_ The Buffalo Evening_News will 
ssue a special television section 
on Saturday, May 14, in connection 

4 With the first anniversary of tele- 
Visior. in Buffalo, launched by the 
News station, WBEN-TV. The Buf- 
falo station is now carrying 20 
live studio programs weekly, in 
addit on to network shows. 

ill HV MM—Kip Corp. is using these ads when circuses come to town in its western 
territory. Philip J. Meany Co. is the agency, but this is the idea of Leo McCusker, 

Kip’s president. 

‘St. Paul Pioneer 

Press’ Issues Huge 

Centennial Edition 
St. Paut—Miami still holds the 

record, but St. Paul moved up in- 
to second place last week with 
publication of the largest news- 
paper since 1925—the 420-page, 
4%-pound “Centennial Edition” 
of the St. Paul Pioneer Press April 
24. 

The hefty Sunday edition 
marked the newspaper’s 100 years 
of continuous publication as well 
as the 100th anniversary of the 

establishment, in 1849, of Min- 
nesota’s territorial government. 

Paid advertising space in the single 

edition exceeded 450,000 lines. The 
Pioneer Press was forced to stop 

sales of space when the total 
neared the half-million mark, and 

plant limitations forced it to keep 
the print order at 190,000. 

Both national and local adver- 
tisers slanted their copy toward 
the centennial, including the ini- 
tial edition of the Minnesota Pio- 
neer, forerunner of the present St. 
Paul dailies. 

@ Records carefully checked by 

the newspaper show that the Mi- 
ami Daily News is still tops in 
single-edition size, with a 504- 
page whopper on Sunday, July 
26, 1925, when it opened a new 
publication plant during Florida’s 
real estate boom. 
The New York Times, with a 

322-page issue April 24—the same 
Sunday on which the Pioneer Press 
printed its centennial paper—ap- 
parently has taken over third 

place. 
Next biggest is believed 

to be a 288-page Sunday edition 
of the Beacon-News, Aurora, IIil., 
in 1937. Other large papers include 
the Chicago Tribune of Dec. 1,|° 
1946, with 274 pages, and its Sept. 
19, 1948, edition of 252 pages; the 

Union-Bulletin, Walla Walla, 

Wash., with a 216-page edition 

last year, and the Tribune-Herald, 
Waco, Tex., with a 160-page paper, 
also in 1948. All were Sunday edi- 
tions. 

The Pioneer Press announced in 
its centennial edition that Bernard 
H. Ridder has resigned as editor of 

the Pioneer Press and Dispatch, 
although he will continue as pres- 
ident of the two papers, in order 
to devote more time to other busi- 
ness and his civic activities. Her- 
bert Lewis, editorial director since 
1933, replaces him as editor. 

Telecasts Eisenhower Book 
The first of 26 films dramatiz- 

ing Gen. Dwight D. Eisenhower’s 
book, “Crusade in Europe,” will 
be presented May 5, at 9 p.m., 
EDT, over ABC television. The 
program will be sponsored by Life 
and Time. 

Wilson Ads Devoted 

to New Clubs, Balls 
(Picture on Page 1) 

Cuicaco—Wilson Sporting Goods 
Co., which last week opened a 

campaign for its Reminder Gruv- 
Grip golf clubs with a page in 
Life, opens another drive next 
week with a two-color spread in 
The Saturday Evening Post on a 
new Isotropic-constructed golf ball 

said to regain shape after impact 
faster than other golf balls. 

Other page ads on the new golf 

clubs and balls will appear in the 
two publications this month. Wil- 

son’s regular monthly “With the 

Stars” page ad appears in Collier’s 
this week, and the company is also 

running ads currently in American 

Legion Magazine, Newsweek and 
Time. 

Additional magazine and news- 
paper advertising on Wilson sport- 

ing goods will continue through- 
out the summer. Ewell & Thurber 

Associates is the agency. 

Tulsa Papers Name Brown 
U. Joseph Brown, formerly in 

the promotion department of the 
Oklahoma Publishing Co., has 
been named in charge of promo- 
tion of the Tulsa World and 
Tribune. 

RTBS Increases Power 
Station KTBS, Shreveport, La., 

NBC outlet, has increased its 
power from 1,000 watts to 10,000 
watts daytime and 5,000 night- 
time. 

Revlon Promotes Mitson 
Carl Mitson, former manager of 

the export division of Revlon 
Products Corp., New York, has 
been promoted to sales manager 
of the company’s retail division. 

Names Southwest Dailies 
Review Journal, Las Vegas, 

Nev., has named Southwest Dailies 
as its national advertising repre- 
sentative. 

STOCK CUTS 
Complimentary 144-page 
Handbook of top illustra- 
tions to Printing and Adver- 
tising Executives. Write on 
business letterhead. 

STIVERS STUDIO 
113 New Montgomery St. 
San Francisco 5, California 

You Dont Need to Buy a Crate of Hens 
to Geta GOOD EGG... 

Drawn by John Buckley whose illustrations appear weekly in Pictorial Review 

HOT TIP FOR ADVERTISING EXECUTIVES: With selling 
getting more competitive, isn’t it time to fit your adver- 
tising exactly to your best markets? If you agree, be 
guided by this: 

Only in PICTORIAL REVIEW can you buy separately, 
without penalty . . . even for color . . . your choice of 
from one to ten of America’s richest, most productive 
Sunday Magazine markets. 

Add to the above, these other exclusive values; “solo- 
act” attention because of no similar product pages; a 
“make-up” policy that assures 
each advertisement “flood-light” 
visibility. 

Add, also, the intensive street-by- 
street, market-by-market guid- 
ance of the famous Hearst sales 
operating controls. Then decide 
now to let PICTORIAL REVIEW 
help solve your media problem. 

you buy from 

Distributed With 
The Sunday Issues Of: 

PITTSBURGH SUN-TELEGRAPH 

BOSTON ADVERTISER 
LOS ANGELES EXAMINER 

SAN FRANCISCO EXAMINER 

SEATTLE POST-INTELLIGENCER 

NEW YORK JOURNAL-AMERICAN 

BALTIMORE AMERICAN 

DETROIT TIMES 

CHICAGO HERALD-AMERICAN 

MILWAUKEE SENTINEL 

A HEARST 

PUBLICATION 
Represented 
Nationally 
By Hearst 
Advertising 

Service. 
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The Michigan Cherry Commis- 

sion is happy. Thanks largely to 

its own advertising and that of the 

National Red Cherry Institute, 

Michigan red cherries totaling 

105,933,985 pounds (largest crop 

for any state) have all been sold, 

and the way has been cleared for 

a satisfactory price in 1949. Fur- 

thermore, the tenth of a cent per 

pound of cherries contributed by 
growers for promotion in the com- 

mission’s first year totaled $103,- 

000, and state and national adver- 
tising expenditures came to $60,- 

000 less than that. Although no 
one will authorize an official 

statement, it is expected that the 

remainder will be thrown into the 

next promotion campaign. 

William Weisberg, Philadelphia 

furrier whose televised offer of 

free storage brought in few cus- 

tomers (AA, April 25), has never- 

theless decided to continue his 15- 

minute weekly WPTZ show for 

another half-year. Philip Klein 
Agency, rather than Fein & 

Schwerin, as AA was told and re- 

ported, handles the account. 

The gap between the top six 

and some other agencies in AA’s 

annual billings compilation may 

be narrowed this year. After Foote, 

Cone & Belding, which billed $52,- 

600,000 in 1948, there was a $15,- 

000,000 drop to Dancer-Fitzgerald- 

Sample, Grant Advertising, Inc., 

and Ruthrauff & Ryan, in the 

upper $30,000,000’s. 
R&R’s billing in the first half 

of 1949 will be between $5,000,000 
and $6,000,000 more than in the 

same period of last year. Pro- 

jected to the full year, this would 

mean an increase of $10,000,000 or 

$12,000,000 from R&R’s $36,000,000 
in 1948, or a total of $46,000,000 to 

$48,000,000. 
Also, AA’s figure of $34,000,000 

for Benton & Bowles for 1948 was 

conservative. Actually, B&B did 

about $36,000,000. With Avco and 

other new accounts getting under 

way, B&B should be well above 

$40,000,000 this year. 

It looked like a 100% certainty 
last week that the Pasadena In- 

dependent would file suit against 

the Pasadena edition of the Los 

Angeles Independent within about 

a week because of the similarity 

of names and because salesmen of 

the latter, it is alleged, solicit 

space for the “Independent” with- 
out specifying which one. 

ALPHONSUS P. COX 
PHILADELPHIA—Alphonsus P. 

Cox, partner in Cox and Tanz Ra- 
dio Advertising and co-founder of 

the agency 18 years ago, died April 

23 following a heart attack. 

Mr. Cox, who was 53, started his 

career as a Philadelphia radio an- 
nouncer. He continued to special- 

ize in radio and, more recently, 

in television. He handled radio for 

Cities Service Corp. and also was 
president of United Program Serv- 

ice. The “Homemakers Treasure 

Chest” was one of his national 

copyrighted radio shows. 

A nephew, J. Cunningham Cox 

Jr., is head of his own advertising 

agency here. 

PHILIP VAN VLACK 
Cuicaco—Philip A. Van Vlack, 

72, since 1919 president of Moser 
Paper Co., died April 22. 

Ted Tracy Joins R&R 
Ted Tracy, formerly advertising 

manager of the Washington Co- 
operative Farmers Association, Se- 
attle, has joined the Seattle staff 
of Ruthrauff & Ryan. 

WLOE Appoints Robert Ray 
Robert Ray, formerly station and 

commercial manager of WBUY, 
Lexington, N. C.,.has been named 
sales and service manager of Sta- 
tion WLOE, Leaksville, N. C. 

O. A. FELDON 

185 North Wabash Avenue 

New York Cleveland 

Publishers Representatives 

Chicago 1, Illinois 

& ASSOCIATES 

DEarborn 2-5272 

Fort Worth Los Angeles 

ATTENTIVE—Here a group listens to Edgar S. Bayol, left, the crew-cut representative 
from Coca-Cola Co., at the National Newspaper Promotion Association meeting. Left 
to right, his listeners are Sumner Collins, New York Journal-American; Silliman Evans, 
Nashville Tennessean; M. J. Butler, Houston Chronicle, and M. H. Long, Branham Co. 

Monitor Cuts Price 

on Aerator Washer; 

Will Reorganize 
(Earlier Story on Page 54) 

+ New York—Monitor Equipment 

Corp. last week announced it will 

cut the price of its 4 lb. Aerator 

washer, top item in the Monitor 

line, from $69.50 to $49.95, effec- 
tive May 1. 

Advertising plans are still not 

settled, T. K. Quinn, president, 
told AA. He said “things have been 

moving so fast we haven’t had 

time to outline details.” 

Among the things he was re- 

ferring to was a financial reorgan- 

ization of the company, the stock 

of which is wholly owned by 60 
distributor members. Details of 

the new setup will be available 

soon, he said. 

Monitor will shortly launch two 
new models of the Aerator, a 

larger model with a power pump 

and a twin tub model. Cooperative 
newspaper advertising will prob- 

ably carry the burden of promo- 

tion, Mr. Quinn said, and he esti- 

mated that Monitor had _ spent 

$500,000 in cooperative advertis- 

ing in 1948. 

Joins All-Canada Radio 

Ross McCreath, formerly in the 
radio department of Spitzer & 
Mills, Toronto, has joined the sta- 
tion time division of All-Canada 
Radio Facilities Ltd., Toronto. He 
succeeds Bill Stoeckel, who has 
been named sales representative of 
M-G-M records, now distributed 
by the All-Canada organization in 
Ontario. 

H & W Co. Names Lewin 
A. W. Lewin Co., Newark, has 

been appointed to handle the ad- 
vertising of H & W Co., Newark, 
manufacturer of foundation gar- 
ments. 

Forbes Elects Lawrence V. P. 
Robert M. Lawrence, manager 

of the New York office of Forbes 
Lithograph Mfg. Co., has been 
elected a vice-president of the 
company. 
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Ford’‘s Davis Names 

Donaldson As Aid; 

Lee to Plan Sales 
Detroitr—John R. Davis, vice- 

president in charge of sales and 

advertising for Ford Motor Co., has 
reorganized his department and 

formed a staff to assist him in the 
supervision and coordination of the 

company’s sales and advertising 

activities. 

Ben R. Donaldson was promoted 

to director of advertising and sales 

promotion, and will assist Mr. 

Davis in supervising company- 

wide plans. He will also be in 

charge of institutional and special 

advertising programs. Mr. Don- 

aldson has been advertising man- 

ager of the company since early 

in 1945. He joined Ford in 1919. 

David W. Lee was elevated to 
director of sales planning. He has 
been assistant manager of the 

truck and fleet sales department. 

Activities of H. D. Everett Jr., 

director of market research, have 

been extended to cover Lincoln- 
Mercury as well as Ford. 
The publications department will 

function as a staff operation, con- 

tinuing under the supervision of 

W. D. Kennedy. 

The changes place Messrs. 

Donaldson, Everett and Lee on a 

policy-making level. A successor 

to Mr. Donaldson, to carry out 

policies formed by Mr. Davis and 
his staff, has not yet been named 

but will come from the Ford ad- 
vertising department. 

Robinson to ‘Travel News’ 
Irwin Robinson has dissolved 

Robinson Associates, Inc., New 
York, public relations, to become 
general manager of Travel News, 
monthly business publication of 
American Society of Travel Agents, 
New York. Mr. Robinson was pre- 
viously public relations director of 
the Advertising Council and before 
that managing editor of ADVER- 
TISING AGE. 

Dick Jones Rejoins ‘Forum’ 
Richard N. Jones, formerly vice- 

president in charge of sales of 
Lustron Corp., Columbus, O., has 
rejoined Architectural Forum as 
associate advertising director, 
making his headquarters in New 
York. Mr. Jones was western ad- 
vertising manager of Architectural 
Forum prior to joining Lustron a 
year ago. 
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U.S. Gypsum Plans 

Largest Texolite 

Paint Ad Campaign 
Cuicaco—United States Gypsum 

Co., which introduced its new Tex. 
olite Seven Star Imperial quick. 
drying paint to consumers through 
a four-color spread in the April 15 

Advert 

$60 

Saturday Evening Post, has addeq AN 
American Home, House & Garden but 
Popular Home, The Business of 
Farming, and Today’s Woman tj Frie 
the consumer schedule. 

In addition, the company’s agep.J NEW 
cy, Fulton, Morrissey Co., has pre.jpewsPT! 
pared an unusual salesman’s port.junder ¢ 
folio to follow up a prelim inary improvi 
mailing piece waich in.roduce¢ advertis 

Texolite Seven Scar to dealers, 
The salesman’s porifolio up. 

folds on the counter to show three 
simulated theatrical s.ages. Whe, daily ne 
the curtain is lifted on the firsthynited | 
stage (a spiral binding is used) |-heerfu 
U. S. Gypsum’s nine new prod- aced t 
ucts in its paint line are exposed meric: 
to view. ssoviat 

; ere ‘as 
s Turning to the right-hand stage fe gyin 
a turn of the curtain reveals thelbley: sic 
company’s new accent colors and#hem as 

— -—_ 

4 

ready-mix colors—and the cusiomBigg: « t 
colors obtained by mixing the firs: In |ir 
two types. heWs) aj 

The center stage contains « re-ort« | t 
view of the advertising and salesfisine at 
promotion program for 1949. Start-bgniz.s, 
ing with banners and display cards#isen fr 

which are available to dealers, theffhe cur 

various pages then show counter, fincre:se 
window and floor display pieces,|546 ave 

including a full-length figure of940. In 

“Miss Texolite,” who holds thefeceived 

company’s color selector cards andhition, ; 

new color harmonizer in her hand. fear be! 

The consumer and trade adver- fears it 

tising programs are then explained, 

and sample newspaper mats andj New 

radio spot announcements are ‘in- fornia, ° 

cluded in the presentation. umber 

Featured in all consumer and@he pas 

trade publication advertising are jpresent 
the main features of Seven Star jlist are i 
Imperial—it can be applied direct- Jnois, 11. 
ly from the can without mixing, jvania, 6 
it’s washable, and it has an oil] With « 
paint finish. The spring drive is |resigned 
the largest Texolite promotion yet jand one 
undertaken by the company. ANPA | 

ear to 

AMC Adds Carson Pirie Scott ept for 

Carson Pirie Scott & Co., Chi- ondgary 
cago, has been elected a member most of 

store of the Associated Merchan-|ETie Dis 
dising Corp., New York, buying |/0ronto 
syndicate. With the addition of Pournal 
Carson, which last year did a $68,-fand the 
887,565 volume, AMC will have 25 pended. 
member Stores doing an annual] The , 
volume of business well over $1 that “th 
billion. The affiliation requires}. ‘'* 
that AMC and Marshall Field & P2558. 
Co. terminate their a buying | 1942, sux 
operations. ing a bal 

newsprir 

Names TV Star of the Year __[ished. 
The executive show committee] ,, 

of the Electric Association has|® “Publi 
named Milton Berle the televisio#™ake e 
star of the year and his Texaco|paper cx 
program the television program offtion,” t! 
the year. Mr. Berle and his pro-{aid. “Pp; 
gram have been invited to be fea-fand adda 
tured at the second annual Na-hiojja,. _ 
tional Television and Electrical h - 
Living Show, which will be held}. n4 iat 
in the Coliseum, Chicago, Sept. : 
30-Oct. 9. ulation 
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$60 Ad Agencies 

R S,8 

ign Get Recognition 
7Y PSUm , 

Ww Tex. N 

ough 
\pril P ° eride| ANPA Membership Dips, 
<g but Optimism Prevails; 
man tof Friendly Named Head 

's agen. NEW YorK—With labor and 

las pre. ewsprint problems apparently 
’s port. der control, production methods 

iminary improving, and local and national 

roducedfadvertising volume at record levels, 

lers, 

ANPA Meeting io un- 

w three 
- Wheuldaily newspaper publishers of the 
ne firstiunited States and Canada reported 
used) Icheerfully on the past year and 

' prod-Sacec the future confidently at 

-xposedfAmerican Newspaper Publishers 
ssoviation’s annual convention 
ere ‘ast week. 

d stage, Even the growing competition of 
‘als thefeley sion still appeared to many of 

ors andfhem as a cloud on the horizon no 
cusiomBigg«: than your hand. 

he firsif_ In line with the expansion of 
hews)aper advertising, ANPA re- 

S « re-forte | that the number of adver- 
id salesfising agencies which it now “rec- 

. Start-Bgniz-s,” on a credit basis, has 

y cardsfisen from 804 last April to 860. 
ers, the[fhe current figure represents an 

ounter,fincre:se of about 60% from the 
pieces, 546 agencies recognized in April, 
Sure off940. In the current year the ANPA 

ids thefeceived 117 applications for recog- 

rds andhhition, as compared with 119 the 

r hand.fyear before, and in each of these 
adver- years it granted 79 of them. 

)lained, 
its andj# New York, with 30, and Cali- 

are ‘in- fornia, with 16, led the states in 
umber of applications received in 

er and@fhe past year. The bulk of the 

ng are jpresent 860 agencies on the ANPA 

n Star jlist are in New York, with 242; Illi- 

direct- Jnois, 111; California, 61; Pennsyl- 

mixing, jvania, 60, and Massachusetts, 36. 

an oil] With eight newspapers added, 33 

rive is resigned, one merged with another, 

ion yet jand one suspended, the number of, 
y. ANPA members declined in the 

ear to 782. New members, ex- 

Scott [cept for the Los Angeles Mirror, 
. Chi- are smaller newspapers. So were 

nember f ost of the resignees—except the 
srchan- {Tie Dispatch, Tacoma Times and 

buying |7oronto Globe & Mail. The Dayton 
tion of Yournal and Herald were merged, 
a $68,-fand the Minneapolis Times sus- 
nave 25 Ip ended. 

one The publishers were informed 
call 3 that “the newsprint emergency” is 
Field & passing. For the first time since 
buying 1942, supply and demand are near- 

Ing a balance. The spot market for 

newsprint at high prices has van- 
ar ished. 

moe # “Publishers have learned to 
levisio#™ake every ounce of available 
Texaco {Paper count for public informa- 
pram ofjtion,’” the newsprint committee 
lis pro-aid. “Producers have modernized 

be - and added to supply, using profit 
lal N@-Hollars and sound management. 

he end of the newsprint shortage 
, Sept.fs in sight in spite of increased cir- 

ulation and advertising volume.” 

The report noted, however, that 
‘old-line” newsprint mills have 
eld prices firm “at $100 per ton 
ew York port since last fall, in 
he face of declining prices in 
lost other paper markets.” It 
ited the “regionalizing of produc- 
lon” in this and other countries; 

Testoration of the newsprint in- 
bustry in Scandinavia,” and in- 
teased U. S. and Canadian news- 
tint capacity with installation of 
‘ew and replacement of old news- 
Print machines. 

United States newsprint con- 
umption for 1948, it was shown, 

otalec 5,141,000 tons, compared 

ith 4,753,000 tons in 1947 and 
296,000 in 46. 

The postal committee headed by 

Last Minute News Flashes 
Lever to Use TV, Other Media for ‘Buy 2’ Sale 

CAMBRIDGE, Mass.—Lever Bros. Co. will hold a “buy two” sale, to be 
publicized through magazines, radio, newspapers and television. News- 
paper copy for the offer—a $2 aluminum sauce pan for $1, plus box 

tops from any two Lever products—started breaking yesterday (May 1) 

in more than 200 papers. The soap maker’s radio shows will announce 

the premium, as will one-minute film TV spots, with “Aunt Jenny” 
demonstrating the sauce pan, to break in the New York market today 

debut. 

(May 2). All Lever products will be featured in the campaign, prepared 

by Sullivan, Stauffer, Colwell & Bayles. This is Lever Bros.’ video 

Proctor Starts Gift Drive for Iron, Toaster 
PHILADELPHIA—Proctor Electric Co. will launch a special gift package 

promotion for the June bride market in May and June in newspapers 

throughout the country and a four-color page ad in a June issue of Life. 

A tray and two dishes are offered with a toaster, and an ironing book- 

York, is the agency. 

let, ironing board cover, press cloth and mit, and plastic sheet for 

sprinkled wash are offered with the iron. Newell-Emmett Co., New 

Ule Resigns McCann-Erickson Research Post 
Cuicaco—G. Maxwell Ule, for the past nine years director of re- 

search for McCann-Erickson in the Midwest, and a member of the 

agency’s advisory committee here, has resigned. He will announce his 

future plans within a month. 

New Toni TV Show Premiere Set for June 2 
CuicaGo—Toni Co.’s new television show, “That Wonderful Man,” 

will make its debut over the CBS-TV network on Thursday, June 2, at 

9 p.m., (EDT). Charles Irving Productions will handle the light situa- 

tion comedy program, with commercials filmed by Apex Productions, 

Hollywood, headed by Jack Chertok. Foote, Cone & Belding, New 

York, is the agency. 

Shaw Gets Part of Elgin American Account 
Cuicaco—John W. Shaw Advertising has been appointed to handle 

the American Beauty line of Elgin American division of Illinois Watch 

dresser sets. 

Case Co. The popular-price line includes compacts, cigaret cases and 

“want no subsidy from govern- 

ment...They are willing to pay 

fair rates for adequate (postal) 

service—raies that compare with 

the charges of other competitive 

media for similar or better and 

faster service.” 

The committee pointed out, how- 

ever, that “up to now there has 

been developed no plan or system 

of accounting in the Post Office 

Department on which fair and ade- 

quate charges could be based.” 

The department, it said, is “using 

a bookkeeping system that is 112 
years old.” 

Edwin S. Friendly, of the New 
York Sun, has been elected presi- 
dent of the ANPA. He suc- 

ceeds David W. Howe, Free Press, 
Burlington, Vt. Other officers are: 
Vice-president, Charles F. McCa- 

hill, Cleveland News; secretary, 

J. L. Stackhouse, Express, Easton, 

Pa., and treasurer, W. L. Fanning, 

Westchester County Publishers, 
Yonkers, N. Y. 

Export Ad Group 

Elects Honneus 
NEw YorkK—William S. Honneus, 

advertising manager of Time In- 

ternational, was elected president 

of Export Advertising Association 
for a one-year term, succeeding 

Arthur A. Kron, executive vice- 

president of Gotham Advertising, 

Inc., at the association’s 1lth an- 

nual meeting late last week. 

Other officers elected were: 

Vice-president, G. Allen Reeder, 

Carstairs Bros. Distilling Co.; treas- 

urer, Albert M. Martinez, Melchor 

Guzman Co., and secretary, Wal- 

ter R. Bickford, Export Trade & 

Shipper. 
Appointed to the board of di- 

rectors for three-year terms were: 

Edward K. Clark, Republic Steel 

Corp.; James L. Gilbert, McGraw- 

Hill International Corp.; Arthur 

L. Grimes, J. Walter Thompson 

Co. International; John C. Speirs, 
Standard Brands International, and 

Paul R. Kruming, National Export 

Advertising Service. 

Names House & Leland 
Pacific International Livestock 

Exposition, Portland, Ore., has ap- 
pointed House & Leland, Portland, 
to handle the promotion and ad- 
vertising for the annual show to 

Osh L.. Horne said that newspapers be held Oct. 7-15. 

St. Regis Drops 

Branch Agency 
NEw YorK—The stormy adver- 

tising marriage of St. Regis Paper 

Co. and Robert F. Branch, Inc., 

advertising agency (AA, April 

4) was dissolved by the client on 

May 1. 
Late last week, St. Regis was 

reported to have reduced to 13 
the field of agencies seeking its 

account, and the Branch successor 
may be named this week. 

The account, billing about $750,- 

000 in 1948, was first expected to 

increase to about $1,500,000 in 

1949, but the leveling off of St. Re- 

gis business and the dropping of a 

series of spreads in magazines 

caused it to be cut to less than 

$500,000 this year. 
“A broader program,” however, 

is reported to be planned. While 

confirming the loss of St. Regis, 

Robert F. Branch announced the 

addition, effective May 1, of Bank- 
ers Life & Casualty Co., Chicago, 

estimated to spend $250,000 an- 

nually, and Theater Arts magazine, 

New York. Other principal Branch 

accounts are Lucien Lelong per- 

fumes, Chicago, and Mill Factors, 

New York. ; 
Colonel Branch told AA that 

“I’m paying my bills and reducing 

my debts.” 

The agency’s principal creditors 

have been Business Week of Mc- 

Graw-Hill; Fortune and Time of 
Time, Inc., and Newsweek, esti- 

mated to have been owed a total 

of $75,000 for unpaid St. kegis in- 
stitutional spreads placed last year. 

On the current St. Regis list are 

some 50 business papers. 

CBS-TV Signs Westinghouse 
and Phillips Packing 

“Studio One,” CBS-TV’s hour- 
long dramatic telecast, will be 
sponsored by Westinghouse Elec- 
tric Corp., Pittsburgh, starting May 
11 at 10 p.m., EDT. Appliances 
will be advertised on the program, 
which has been placed on eight 
stations through McCann-Erick- 
son. 

Phillips Packing Co., Cambridge, 
Md., through Aitkin-Kynett Co., 
Philadelphia, has signed to air 
“Lucky Pup” on Wednesdays over 
CBS-TV. 

yn THE WORLD 7, 
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SHEAFFER'S SENSATIONAL DOWN-STROKE FILLER! 
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QUICK-FILLING—Advantages of the new 
Touch Down pen W. A. Sheaffer Pen Co. 
will introduce this summer are described 
in this full-color page opening the drive 
in the July 19 Life. The campaign will 
include copy in 15 national magazines, 
plus newspaper magazines and roto- 
gravure (AA, March 21). Russel M. Seeds 

Co. is the agency. 

GF Sales Gain 

In lst Quarter; 

Profit Smaller 
Stockholder Gilbert 

Keeps Francis Busy 

at Annual Meeting 

New YorK—Net sales for Gen- 

eral Foods Corp. for the first quar- 
ter of 1949 were $127,802,860, the 

highest in the company’s history, 
Clarence Francis, chairman of the 

board, told stockholders at the an- 

nual meeting held here April 27. 

This figure compares with $120,- 

027,500 in the same period last 
year. Net income for the first quar- 

ter of this year was $7,593,797, or 

$1.32 a common share, compared 

with net of $8,155,176, or $1.42 a 

common share for the March quar- 
ter in 1948. 

In his report to the stockholders, 

Mr. Francis said General Foods 
will erect two warehouses, in addi- 

tion to the Toledo one, this year. 
He pointed out that “our success 
or failure is almost entirely de- 

pendent on how well we manu- 

facture and sell our products in 

competition with other companies. 
“To make that possible, we have 

invested an average of $1 for in- 

ventories for every $4 of our total 
sales. As sales volume has in- 

creased, the need for inventories 

has grown. Our inventory at year 
end was more than $108,.000,000,” 

Mr. Francis reported. 

ws No General Foods stockholders’ 
meeting could be complete without 

numerous questions from John or 

Lewis Gilbert, stockholders in 

a large number of companies 

in this country and who attend as 

many meetings as they can possi- 

bly get to. 

This year, John Gilbert started 
the ball rolling by questioning Mr. 

Francis on the attendance of board 

members at board meetings. “Are 

there any directors who didn’t 

attend?” he asked. Mr. Francis 

said he was sorry to report that 

there was one member who didn’t 

attend because of illness and this 

member subsequently died. “Your 

president and chairman did not 

attend them all—please don’t ask 
where we were—I hope we were 

working,” Mr. Francis answered. 

Then Mr. Gilbert wanted to 

know about General Foods’ ad- 

vertising plans for 1949. “Is the 

head of the advertising department 

present?” he asked. Mr. Francis 
called upon Charles G. Mortimer, 

vice-president in charge of mar- 
keting, to answer. 

“What about television?” Gilbert 
shot at Mortimer. 

“Our television expenditure is 

65 

a small percentage of our total 

advertising budget. We have four 

television programs,” he answered. 

“Where?” asked Gilbert. “What 

cities? Why don’t we have televi- 

sion programs out West?” spouted 

Gilbert. 
Mr. Mortimer said the four Gen- 

eral Foods video shows originate 

here and patiently explained about 
the coaxial cable. He finally ended 

the barrage of questions from Mr. 

Gilbert by telling him that “we 

are doing more business because 

we are doing more selling through 

advertising.” 

a Later Mr. Gilbert said: “I’ve 

just become a father and want to 

know if General Foods has any 

baby products.” 

Austin S. Igleheart, president of 

the company, answered: “We have 

no baby foods. Some of the rest 

of us have become fathers and 

even grandfathers, but we still 

don’t have any baby foods. We 

have studied the field thoroughly.” 

In answer to one stockholder’s 

question about radio, Mr. Francis 

said, “There’s never been a pro- 
gram yet that I’ve liked that sold 

goods.” 

LBI Budget Expands 

but Schenley Still 

Plays Hard to Get 
New YorK—The new fiscal year 

of Licensed Beverage Industries, 

Inc., over-all association of the 

liquor and wine industries, got off 

in apparently good order on May 

1 with approval by its executive 

committee of a total annual budget 

of $834,000, an increase of $50,000 

from the $784,000 of the year be- 

fore. 

The advertising-promotion part 

of it is being increased from $250,- 

000 to $300,000, of which $250,000 

would be in commissionable ad- 

vertising through Fuller & Smith 

& Ross. A campaign in business 

papers and in Life has been run- 

ning since last summer. 

But a fly in the alcohol con- 

tinues to be big Schenley Indus- 
tries. Ralph Heimsfeld, secretary 

of Schenley and representative of 

its chairman, Lewis S. Rosenstiel, 
in the LBI hierarchy, was reported 

as favoring the $534,000 “activities” 

budget but to have made no com- 

mitment as yet as to whether or not 

Schenley would pay for its part 
of the $309,000 for advertising and 

promotion. 

Ro 
# Schenley is said to be willing to 

come along if LBI will switch ad- 

vertising emphasis from the “eco- 
nomic contributions” of the in- 

dustry to a straight fight for re- 

peal or reduction of liquor taxes. 

Mr. Rosenstiel has been in the 

South and AA’s efforts to reach 
South, and AA’s efforts to reach 

Both of them are expected to 

leave soon for Europe, leaving 

vice-president J. L. Leban in 
charge. 

The executive committee reelec- 

ted Rear Admiral F. E. M. Whiting 

(ret.) as president and executive 

head of LBI. 

Meyerhott Names Schmidt 
an Account Executive 

Carl F. Schmidt, on the national 
advertising staff of the Milwaukee 
Journal for the past five years, 
has joined the 
Milwaukee office 
of Arthur Meyer- 
hoff & Co. as an 
account execu- 
tive. 

Prior to join- 
ing the Journal, 
Mr. Schmidt was 
a merchandising 
representative, 
for Carnation Co. 
He also. has 
served as mid- 
west field repre- 
sentative of the American Meat 

Carl Schmidt 

Institute. 
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Crosley Revamps Sales 
Setup Under Blees 

First Quarter Business 

Increases 20% Despite 

‘Declining U.S. Market’ 

By LAWRENCE HUGHES 

CINCINNATI—Bill Blees believes 
that the seller’s market can con- 

tinue—for those who know how to 
sell. 

In the face of declining demand 

for most electri- 
cal appliances, 
sales of Crosley 
division of Avco 
Mfg. Co. in this 
year’s first quar- 

ter were 20% a- 
head of the same 
period of 1948. 

The immediate 
postwar buyer’s 
market had seen 

Avco’s volume— 
of which Crosley 
represents about 55%—quadruple 

from $32,101,772 in 1945 to $140,- 
515,462 for the fiscal year ended 

last Nov. 30 (AA, Jan. 17). Of the 

1948 total, Crosley provided about 

$78,000,000. 
Today, when giant competitors 

are cutting back production, and 
cutting prices, and when piled-up 
retail inventories of some appli- 
ances threaten large-scale dump- 

ing, William A. Blees talks of sell- 

ing $100,000,000 of Crosley pro- 
ducts in 1949. 

This thin gray-haired man has 
been through many a sales battle 
in the 25 years since he became 
one of that group under Richard H. 

Grant who helped Chevrolet to 
topple Ford. In the depression ’30s 
he managed GM’s B-O-P Sales 

Co., which kept Buick, Olds and 
Pontiac from foundering. Later he 
worked on Plymouth and De Soto 
with J. Stirling Getchell, Inc., and 

on Packard with Young & Rubi- 

cam. Last November he moved 
from Consolidated Vultee Air- 
craft at San Diego to become vice- 
president of Avco and general 

sales manager of Crosley. 

W. A. Blees 

a Bill Blees does not call his shots 

too far ahead. But it’s no secret 

into a “Chevrolet” of the radio- 
television-appliance industry. 
Toward that end he has already 

made, in six months, a lot of basic 
changes in sales andeadvertising 
policies and programs to insure for 
Crosley a larger share of the na- 

tional market in each of the half- 
dozen product fields in which it 
is engaged. 

But thus far their effects have 
been much more important to 

Crosley than to such big competi- 
tors as G-E, Westinghouse, RCA 

or Philco. Even if Crosley this 

year should boost its share of total 

electric refrigerator sales, for ex- 

ample, by 50%, it would still have 
only 12%. The additional share 
would come from various com- 

petitors; the loss to any one of 
them would be slight. * 

In 1948, Crosley’s 300,000 re- 

frigerator volume was only about 

7 or 8% of the industry’s total. 

= Blees realizes that Crosley’s 
sales rise after V-J Day reflected 

not salesmanship but the fact that 
people wanted radios and appli- 
ances and had the money to pay 

for them. “We did not then have, 

or need, an effective sales organ- 

ization,” he said. “But we do now.” 
Crosley sells through 86 dis- 

tributors. Formerly’ these were 
contacted by a total of ten men 
supervised by Cincinnati. 

Blees divided over-all supervi- 
sion into two parts—appointing 
C. W. Kirby and R. K. White, re- 
spectively, assistant general sales 

managers for the East and West. 

Each directs three regions. Under 
Kirby are Ralph Nordquest as 
regional manager at New York; 

H. R. Linebaugh, Cincinnati, and F. 

D. O’Sullivan, Atlanta. Under 

‘White are K. F. Koether, Chicago; 
V. R. Lindemann, Dallas, and N. 

B. Dinkel, San Francisco. 

a The third assistant g.s.m. is 
V. C. Havens, who served with 

Blees at GM and who came with 
him from Convair to Crosley. Ha- 
vens handles advertising, sales 

promotion and public relations. 

Product managers are Inwood 
that he’d like to turn little Crosley Smith, for refrigeration; S. J. 

FA 

tisers. 

nearer their supply sources. 

nation's soft coal. 

A FOUR-STATE AREA 

RICH IN OPPORTUNITY 
Hard steel and soft coal combine to make this WWVA- 

land of Eastern Ohio, Western Pennsylvania, West 

Virginia and Virginia a solid market for alert adver- 

It's a land rich in people — more than eight 

million of them; it’s rich in retail sales — nearly 41 

Billion Dollars Annually; it’s rich in potential — every 

day more industries are surveying the area to locate 

more than half the nation’s steel, 

Ask An Edward Petry Man Today 

FOR TIME BUYERS ABOUT 
_ A GREAT MARKET AREA 

It's an area that produces 

more than half the 

WHEELING | 
WEST VA. 
CBS... 

ond trom the mans engte 
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ANGLES FOR SALES—Crosley’s Shelvadors with “front row” re- year. This spread appeared last week in The Saturday Evening 
frigerator space are getting “woman’s angle” promotion this Post. Benton & Bowles is the agency. 
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Glaser, radio and television; B. O. 
Beck, ranges, and M. R. Rodger, 
home laundries. Other across-the- 
board managers appointed are 
Lloyd Dopkins, for direct dealers; 
L. M. Salisbury, distributor and 

dealer business management; Tye 
M. Lett, export; H. A. Newell, 
parts and service; C. J. Stevens, 
distribution, and C. G. Muller, 
market research. 
Under Kirby and White, for the 

separate “halves” of the country, 

function regional managers for 

sales promotion and service, home 
economists, and others. ; 

“We're trying to get to know 
problems at the local level,” Blees 

explained, “and to gear our na- 
tional plans to them.” 

ws Crosley distributors serve about 
15,000 dealers. Factory branches 
have replaced distributors at Port- 
land, Ore., and New York City. 
But these were “special situations.” 

There have been some changes in 
dealers. Blees believes, however, 

that more progress can be made 
by cooperating with present dis- 
tributors and dealers, learning their 
problems, helping to “educate” 
them, and giving them a “free 
voice” in the entire operation. 

Distributors and dealers, for in- 
stance, have a lot to say about co- 

operative advertising. 
L. M. Salisbury is concerned 

specifically with helping them to 
become better business men. Blees 
intends to see not only that they 
sell Crosley products more ef- 
fectively but that they get “an 
adequate living” in the process. He 

is studying changes in distributor 
and dealer discounts to compen- 
sate for higher costs. Twenty year's 

ago he developed what has been 
called the first accounting system 
for automobile dealers. He is work- 
ing similarly on cost control for 
Crosley dealers now. 

Related to this is closer control 
of dealer inventories and down-to- 
earth data on local sales prospects. 

a The “buyer’s strike” of recent 
months, Blees said, has caused 
some “big manufacturers to dump 
appliances and radios for as much 
as half off” former prices. “This 
situation has been aggravated by 
the fact that since the war 40,000 
newcomers have gone into radio- 
appliance retailing.” Many of them, 
Blees says, are short on merchan- 
dising and “business” ability, and 
can be stampeded. 

‘We'll adjust prices as necessary, 

but we won’t lock Crosley up in 
the process,” he promises. 

“Our distributor inventories are 
being kept to less than one month’s 
supply. In addition to daily re- 
ports from all 86 distribution 

points, we’re developing a 90-day 

forecasting system with distrib- 

utors. Our operations are geared 

closely to them.” 

Crosley’s sales policies, he said, 
are based on “control, good man- 
agement and aggressiveness. And 
fairness.” The Blees application of 
the Golden Rule in distributor and 
dealer relations is to “let the other 
fellow divide the apple.” From 
this demonstration of good faith 
he has found that he usually 
comes out with at least an equal 

half. 
He emphasized that Crosley will 

make “no special or private deals.” 

= In response to a question, he 

admitted that Crosley is now mak- 
ing appliances for sale under the 

label of R. H. Macy & Co. Private 
label business, he said, now 
amounts to 10% of Crosley’s total, 
and “we intend to get more of it.” 

He is looking for a contract sales 
manager now. 

But the main job is to strengthen 
Crosley’s own national acceptance 

and demand. 

“We’ve been able to do 8% of 
the refrigerator business,’ he ex- 

plained, “largely because we could 

get the materials, especially steel. 

But market research has shown us 

that only about 2% of all pros- 
pects really know the Crosley 
name and line. 

“Dealer training will help. Our 
regional sales promotion men will 
work on this, under a national 
training manager. 
“Among other new appointees is 

a show and exposition manager 

who will get our story over at 

state and county fairs.” 

ws Meanwhile the Crosley line is 

being supported by a record 
$8,000,000 to $10,000,000 advertis- 
ing and sales promotion program 
in 1949. Of this, Crosley will spend 

and television sets get vigoro 

about $6,000,000—including $4, 
000,000 to $5,000,000 in commis. 
sionable advertising through Ben- 
ton & Bowles, recently appointed, 
Neal Nyland, B&B vice-president 

at Cincinnati, is account executive, 

Crosley made its network tele- 
vision debut on April 9 with spon- 
sorship of the Saturday night 
“Who Said That” show on NBC- 
TV. By coaxial cable and kinescope 
film, the program reaches every 
present television market. Crosley 
will spend about $500,000 in tele- 
vision in 1949. 
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A selective radio campaign for 
the new Crosley Shelvador re- 
frigerators began in 87 markets in 
April. 

Including cooperative advertis- 

ing, more than $3,000,000 of the 

over-all program this year will go 

into newspapers. A consistent fac- 
tory campaign for all products 

runs in about 100 major markets, 

support in newspapers of all pres- 

ent TV markets. 

Distributor and dealer cooper- 

ative advertising also includ 

radio and outdoor. 

@ Magazines and farm papers will 
get about $1,000,000 of Crosley 
money this year. A consistent ser- 
ies, starting with the ‘“woman’ 
angle” on the new refrigerators 

began with a spread in The Satur 
day Evening Post April 30. Eac 

month hereafter, pages and oc 
casional spreads will appear in the 
Post and Life. With June issues 
monthly pages will get under wa} 
in American Home, Better Homes 
& Gardens, Country Gentleman 
Southern Agriculturist and Sud 
cessful Farming. All will be i 
four colors. 
Farm paper ads feature home 

freezers. July and August inser 
tions in farm papers and magazine 
will show all of Crosley’s “Bettel 
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“When they start to advertise us 

Advertising Age, May 2, 1949 

products for Happier Living,” with 
special emphasis on refrigerators 
and ranges. September insertions 
will give special play to television 
and radio sets. 
Crosley’s advertising policy is 

pased on concentration and con- 
tinuity. 

gs Currently, television sets—55% 
ahead in the first quarter from the 
parallel period of 1948, and now 

peing produced at a 500-a-day rate 
—and refrigerators are leading 
Crosley’s sales parade. Radio set 
sales are declining. Ranges aren’t 

doing very well, and home laun- 

dries are just getting launched. 
Bill Blees’ job is to pull the 

whole line forward. 
He did not seem greatly con- 

cerned about what big competitors 
might do to Crosley as selling gets 
tougher. In fact, he had a few 

things to say about their “smug- 
ness and unwieldiness.” 
He recalled that, two decades 

ago, Chevrolet capitalized handily 
on Ford’s “smugness.” And then, 
when the GM people thought they 

were sitting pretty, he said, Chrys- 

ler moved in on GM. 
In a sense, he’s glad that the 

“big fellows thus far have paid no 
attention to Crosley.” But he 
doesn’t want Crosley completely 
igno-ed—and he doesn’t think that 
it w'll be. 
“We’re beginning to get them to 

talk about Crosley,” Bill Blees said. 

enough, we can move in and take 

some of their dealers and their 

business.” 

RAYMOND G. SEAMON 
SPRINGFIELD, Mass.—Raymond G. 

Seamon, 50, advertising manager 

of the Springfield Newspapers, 
died April 23 shortly after he was 
stricken with a heart attack. Mr. 
Seamon, formerly with the adver- 
tising department of the New York 

Times, had been associated with 

the Springfield Union under its 
former management, and with the 
Springfield Newspapers—includ- 
ing the morning Union and eve- 

ning Daily News—for 25 years. 

SAMUEL C. HENRY 
Cuicaco—Samuel C. Henry, for 

many years secretary of the Na- 

tional Association of Retail Drug- 

gists and editor of its Journal, 
died April 22. Mr. Henry, who was 

Packard Budgets 

$4,000,000 for 

50th Year Drive 
(Continued from Page 1) 

109,518 cars set in 1937. 
Gross advertising expenditure 

during the calendar year will ap- 

proximate $4,000,000. Newspaper 

space alone, including cooperative 

dealer advertising, takes more than 
$2,500,000 of the 1949 appropria- 
tion. 

ws Hugh W. Hitchcock, Packard’s 

director of advertising and public 
relations, disclosed that the 1949 
newspaper budget equals the total 
Packard advertising expenditure 

for 1948. The gross figure, he 
asserted, does not include addi- 
tional outlay for sales promotion 
and allied material. 

There will be continued heavy 
emphasis in national magazines 
this year, and, for the first time 
since 1940, the Packard program 
includes a substantial’ appropria- 
tion for outdoor, Mr. Hitchcock 
said. Packard posters will appear 
in May, June, September and Octo- 
ber in 1,216 cities and towns across 
the country. 

Golden Anniversary Packard an- 
nouncement advertising is sche- 
duled for 1,384 newspapers in 1,- 
301 communities the week of May 
8. 

ws “The schedule reflects greater 
initial coverage of metropolitan 
areas than in the past as well as 
continuing post-announcement 
support,” Mr. Hitchcock said. 
“Contrary to usual practices in 
the industry, Packard advertising 
contemplates no summer hiatus 
this year—further indication of our 
confidence and belief in the sound- 
ness of the nation’s economy.” 

The Packard advertising execu- 
tive said that “the welcome factor 
of competition, as in years past, 
will be met in the adroit, flexible 
qualities which we have striven 
to inject into our advertising.” 

He paid warm tribute to Young 

& Rubicam, since 1932 Packard’s 
advertising counsel, and noted that 

Y&R personnel on the account 
80, retired from the association 
post in 1933. 

“have always enjoyed the inner- 
most confidences of the company.” 

MT. red /ARDER 
at those Buffalonians with Money to 
Travel...Use the Courier-Express 

@ The Courier-Express is Buffalo’s travel medium. In 1948 it carried 
59% of all travel advertising in the territory. Five tours sponsored 
editorially by the Courier-Express last year were sold out to their 
combined capacity of 3,300 participants at a cost to them of $131,000. 
If you want to sell the type of folks with ircome to travel...you 

can do it more economically in the 
Courier-Express. 
Your dollar buys greater impact 

in the Courier-Express on the fam- 
ilies with money to spend. 

SLOGAN—Even this 1903 Packard ad in 
McClure’s carried the “Ask the man who 

owns one” line. 

Packard—which claims to have 

been the first auto maker to use 
four-color magazine ads, back in 
1926—will open its magazine cam- 
paign next week with a three- 
page, full-color ad in The Satur- 
day Evening Post. An unusual, 

nostalgic introductory page depict- 
ing James Ward Packard, first 
president, as he coined the Packard 
slogan, “Ask the man who owns 
one,” will be followed by a spread 
on the new models and the Pack- 

ard Ultramatic driving mechanism. 
The spread will also appear in 

Collier’s May 28 and Life May 30. 
There.will also be color pages in 
Time, May 16; Newsweek, May 23; 
The New Yorker, May 28, and the 
June issue of Holiday. Vogue for 
May 15 and Harper’s Bazaar and 
Town & Country in June will carry 

special black-and-white ads ad- 
dressed to women. 

Radio and television announce- 
ments will be added to the pro- 
gram in the fall. Packard has been 
testing TV with a variety show on 
WWJ-TV, Detroit. 

a Of the 42 American makes and 
types of automobiles in the coun- 
try’s first automobile show at 
Madison Square Garden in 1900, 
only Packard survives as an inde- 

pendent car making entity. 

Names of legendary stature have 
been associated with Packard ad- 
vertising over the years—Frank 
Kane, Arthur Kudner, Frank East- 

man, O. B. Winter, Ralph Estep, 
Theodore MacManus, James Au- 
brey and Austin Bement. 
Through the decades, Packard 

advertising has held to a sound 
concept expressed in 11 words: 
“Never say anything you can’t 
prove in a court of law.” 
An outstanding example of mo- 

tor car advertising was Packard’s 
‘nameless ad” which appeared in 
1948 in a long list of magazines. 
Captioned “One Guess What Name 
It Bears” and mentioning no prod- 

uct or company name, the illustra- 
tion showed the company’s most 

luxurious model (AA, Sept. 6, 
’48). 

Form Fashion Writers Group 
Fashion Writers Associated, New 

York, has been formed to fill the 
need for free-lance copywriters 
in the fashion and beauty field. 
It will service agencies and maga- 
zines and also will provide tele- 
vision commercial and promotional 
film writers. The directing com- 
mittee consists of Jean Condit, 
formerly with Mademoiselle and 
Vogue, and Alice S. Morris and 
Elise Mortimer, formerly with 
Harper’s Bazaar. George Davis, 
instructor in creative writing at 
Columbia University, is advisory 
associate and Sarah Coleman is 
business manager. Offices are lo- 
cated at 209 E. 52nd St. 

To Advertising Associates 
Lee Carlsen, formerly produc- 

tion manager of Hooven Letters 
Corp., New York, has been ap- 
pointed director of production of 
Advertising Associates, Inc., Mi- 
ami, Fla. 

Lever Leads P&G 

Among Canada’s 

Top Advertisers 
Toronto—Lever Bros. Co. was 

Canada’s biggest advertiser during 
1948, closely followed by Procter 

& Gamble Co., according to Mar- 

keting’s fourth annual analysis of 

the advertising expenditures of 
leading companies in all Canadian 

daily newspapers, four weekend 

papers, 14 magazines and 14 farm 
publications. 

Canada’s hundred biggest adver- 

tisers spent a total of $18,512,418 
last year in the four media groups 

measured, compared with $16,066,- 

369 spent by the top 100 in 1947. 
The figures, of course, fall far 

short of actual totals spent on ad- 
vertising in the dominion, Mar- 

keting points out, since they do 
not include radio, outdoor, street- 
car cards, trade publications, di- 
rect mail, etc. 

Lever Bros., which ranked sec- 

ond to Colgate-Palmolive-Peet 

Co. in ’47 with a total of $808,427 

in the four media groups, moved 
to the ’48 top with a total expendi- 

ture of $943,833. Procter & Gamble 
moved up from fifth to second 
place with a total of $934,170, 
compared with $563,458 in 47. 

ws Others among the top ten ad- 
vertisers last year included: (3) 
General Foods Ltd., $747,733 (it 
also was third in 1947, with $682,- 
451); (4) Colgate-Palmolive-Peet, 

$739,346 (its $820,149 expenditure 
in ’47 put it first); (5) Imperial 

Tobacco, $630,406 (it was 8th in 

1947, with $437,393); (6) Dominion 
Government, $551,220 (not among 

67 

the top ten in °47); (7) Standard 
Brands, $546,011 (it was 6th dur- 
ing the previous year, with $520,- 

321); (8) General Motors, $526,- 

268 (in fourth place in °47 with 

$600,234); (9) Chrysler Corp., 

$518,515 (same ranking as in ’47, 
when it spent $409,765), and (10) 
Ford Motor Co., $493,719 (Kellogg 
Co. ranked 10th in °47, with $342,- 
312). 
Newcomers in the top 100 brack- 

et for 1948 included Austin Motor 
Car Co., with $64,941; Canada 

Packers Ltd., $64,548; Frigidaire 
Products of Canada, $85,962; Ar- 

thur Murray Studios, $74,197; Rog- 

ers Majestic Ltd., $67,532, and Toni 
Co., $91,192. 

Of the 1948 total spent in the 
four groups, newspapers took 

almost half, with their share $9,- 

167,684, or 49.5%. Magazines were 
second with $4,378,526, or 23.6%; 
weekend papers took $3,459,190, or 
18.7%, and farm publications to- 
taled $1,507,018, or 8.1%. 

CBS Realigns Duties 
of Operations Department 

Columbia Broadcasting System, 
New York, has realigned the ex- 
ecutive duties of its operations de- 
partment. I. S. Becker, director of 
program operations, has been as- 
signed to handle an expanded field 
of negotiations, including talent 
contracts for television as well as 
radio. ° 

William H. Fineshriber Jr., for- 
merly general manager of the pro- 
gram department, was named di- 
rector of operations. Henry Gross- 
man, previously director of broad- 
cast operations, was appointed di- 
rector of plant and construction. 

‘Boxoffice’ Names Wettstein 

Bob Wettstein, publishers’ rep- 
resentative, has been named to 
represent Boxoffice, Kansas City, 
Mo., in the 11 western states. His 
headquarters are in Los Angeles. 

YES, BUSINESS IS GOOD IN COLUMBUS 
460,200 folks who live in Columbus and Franklin County 
spend $486,171,000.00. The assessed valuation of their 
real estate, public utilities and personal property is 
$524,029,390.00. 52% of them own their own homes. 
The “Open Sesame” to the pocketbooks of this prosperous 
area is WBNS with its 163,550 loyal Central Ohio families. 

WE HAVE TALENT IN OUR MIDST 
Geer Parkinson, WBNS pro- 
gram director, and Bill Cop- 
land of Byer & Bowman Ad- 
vertising Agency teamed 
their talents in producing the 
popular song, “If Summer is 
Good To Me”. Geer is an ac- 
complished musician and it 
is his ability which has 
helped make WBNS so out- 
standing in Central Ohio en- 
tertainment. 

STATE SAVINGS & LOAN INCREASES 
BUSINESS WITH WBNS SPOTS 
Another enthusiastic booster for WBNS is John G. Lambert, secre- 
tary and treasurer of the State Savings & Loan Co. Spot 
announcements on WBNS have resulted in the opening of many 
new savings accounts and increasing the amount on deposit. 
90% of his budget is invested in WBNS time. Yes, when you 

want sales dividends in Central Ohio put 
your money on WBNS. 

IN COLUMBUS IT’S 

MAY \) 
Ay \ POWER 5000 D+1000+N CBS 
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A Weekly Sponsored Column of Things Advertised and Interesting. 

NEW YORK, May 2nd—HELLO, Ad Age Reader! Mind if I take a few minutes of your time 
to sum up the particular advertising services our two BUY-LINES columns offer you? BUY- 
LINES gives you a READING Audience to supplement the SEEING Audience given by your 
display advertising and the HEARING Audience of your radio advertising. I don’t ask you to 
take my word for the great Coast-to-Coast audience of women READERS our columns offer... 
but ask you to study, lst) continuing Starch Readership figures; 2nd) ever-increasing write-in 
results; and 3rd) advertisers’ testimony on actual GOODS sold by them through BUY-LINES. 
These are three reliable ‘“‘yardsticks” ... and we feel our record will convince you that BUY- 
LINES, the original National Editorialized Advertising Columns, started in September 1941, 

271 Madison Avenue, New York 16, N. Y. 

a 

are a “must” on most well-balanced national campaigns. For a “digest” of this documented material, write me at 

OUR NEW FOLDER ON WHAT THE LADIES SAY, however, is even more important in judging our columns’ effectiveness... . 
so write for the brand new collection of comments received from 1,000 women from all over the country 
during the past month. These remarks are all unsolicited ... merely little greetings from our readers 
when writing in for booklets or premiums offered in BUY-LINES. I believe you'll find them revealing, 

though ... giving you the reader’s personal reaction to the services and shopping help she gets from our 
columns. These comments show that women like to read hard-selling advertising copy when it’s “dressed” 
up in editorial column format and given a chatty, and “over the back fence,” personal endorsement 
flavor. So won’t you write for this “cross section” of reader comments on our columns? And in the mean- 
time, here are a few more facts on the services BU Y-LINES offers. ... 

BUY-LINES HAS TWO COLUMNS published twice a week in 

the nation’s leading newspapers. The 

Sunday column, featured on Women’s 
or Society pages, is devoted to ALL 

products of interest to women... and 
currently includes such important na- 
tional advertisers as SCOTCH TAPE, 
SUNKIST, CAMEL CIGARETTES, 
TONI, Inc., CHEVROLET and 
LENTHERIC, to name but a few! 

Then on Thursdays or Fridays, our “Housewife’s Special” 
column is published on Food and Women’s pages... reach- 
ing women on the days they are searching for week-end 

food and household news. Only food and home making 

products are accepted in the ‘“Housewife’s Special”... with 
advertisers ranging from FRIGIDAIRE, THE BORDEN 

COMPANY, SWIFT, QUAKER OATS to DROMEDARY 

MIXES and many, many others. 

NATIONAL COVERAGE that is localized to the mass popula- 
tions in major markets through LEADING 

newspapers is the “secret” of BUY-LINES 
economy in reaching, MORE people at 
LESS cost. The Sunday column gives 
15,695,068 A.B.C. circulation through 63 
newspapers in 62 markets. The Weekday 
“Housewife’s Special’ column delivers 

15,098,442 A.B.C. circulation in 83 news- 
papers in 59 markets. Just think what this 

means ...a LOCAL sales message to 

39% of all U.S. families or 47% of all families in Metro- 
politan Counties on Sundays ... with a Weekday column 

“visit” with 38% of all U.S. families or 53% of all Metro- 

politan County families! When you recall that BUY-LINES 

has been pubished every Sunday since September 1941 and, 

in addition, our BUY-LINES “Housewife’s Special” has ap- 
peared on every Thursday or Friday since May 1946... it’s 

easy to see why the columns are so familiar to American 
women trom Coast-to-Coast! 

HIGH READERSHIP ... ECONOMY... CONTINUITY are 
the 3 basic values an advertiser gains 

through BUY-LINES. Here is the record 
from 17 monthly Starch Readership sur- 
veys made from August 1948, continuously 
through February 1949, on READ MOST 
figures of all INDIVIDUAL ads in the 17 
separate columns: 

HIGHEST READ MOST AD — 15% 
AVERAGE (Median) READ MOST AD — 12% 
LOWEST READ MOST AD — 9.3% 

Remember, these figures apply to 42-line average space... 
which means terriffic economy through MORE readers for 

LESS investment! This HIGH return of readership at LOW 
cost permits the advertiser to take advantage of the bless- 
ings of REGULAR CONTINUITY... reaching a READING 
audience week after week, over and over again, with copy 

that is always different, yet always packed with his SALES 
story. 

MERCHANDISING SALES COOPERATION is still another 
service. BUY-LINES has already been pre-sold to dealers 
and brokers by many of the nation’s leading manufacturers 
who have used it...and again and again our newspapers 

have promoted it to their local merchants. In addition, wé 

regularly mail advance columns to chain executives anc 

brochures to the retail trade ...andI write personal letters 

to distributors, salesmen and retailers, and send along 
weekly reprints of my columns. In short, we’re always glad 
to cooperate with our advertisers in any promotional anc 
merchandising plans! 

. EAST CENTRAL, SOUTHER® 
BUY-LINES asl A COMPLETE PACKAGE that’s cut to fit most advertisers’ needs to a “T”! For example, you can purchas' 

/ 

1, Illinois; 333 Seuthwest Oak St., 

235 Montgomery St., 

BUY-LINES regionally through our three groups of newspapers . 

or PACIFIC. You ean buy 52, 26, 13, 9 or 6 weeks. And here’s what you get all tied up, sealed and 
~ delivered ...copy, artwork, layout, production and insertion in papers. Only one monthly bill, less 

“ agency commissions an eso ent, is rendered... 

in published rate card. Convenient, isn’t it? So write our nearest office for more information on wha' 
BUY-LINES can do for YOU! 271 Madison Ave., New York 16, N. Y.; 360 N. Michigan Ave., Chicage 

Portland 4, Oregon; 2978 Wilshire Blvd., Los Angeles 5, California: 

San Francisco 4, California; 915 Olive St., St. Louis, Missouri. 

for production and other costs are include: 
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