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AMERICAN INDUSTRY ENTERS GREATEST BOOM PERIOD...

SUNKIST BUDGETS $2,225,000 TO GAIN GREATER U.S.-
CANADIAN SALES . . .

By RUSSELL Z. ELLER, Adv. Mgr., California Fruit Growers Exchange, Los Angeles.

WHAT FIVE YEARS OF GRAND OPERA AUDITIONS HAVE
MEANT TO THEIR COMMERCIAL SPONSOR

By C. M. LEMPERLY, General Mgr. Publicity, The Sherwin-Williams Co., Cleveland.



"WLW's powerful advertising is doing a most effective job for us

throughout the large territory which is covered by our salesmen.
Due to the widespread consumer-preference for WLW-advertised
brands, we pay particular attention to products that are going to
be advertised over WLW."

Signed: G. B. Moxley, President

Kiefer-Stewart Company

Indianapolis, Ind.

Kiefer-Stewart travel 49 wholesale drug
salesmen covering all of Indiana, a good
part of lllinois and northwestern Ohio

and part of Michigan.

@ CINCINNATI
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REPRESENTATIVES: NEW YORK— Transamerican Broadcasting & Television Corp., CHICAGO—WLW, 230 N. Michigan Ave,, SAN FRANCISCO—International Radio Sales
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There Can Be But
One Logical
REASON WHY

Broadcasting Time Periods pur-
chased by Leading National Ad-
vertisers over WCBM during the
first ten months of 1940 showed

QOver1009% Increase

as compared with the same period 1939!

® Broadcast Sales Promotion Via WCBM
in America’s Seventh Largest Market
COSTS LESS per thousand potential con-
sumers “REACHED.”

WCBM

MEwBER MUTUAL ™%
BALTIMORE, MARYLAND

® JOHN ELMER, President ® GEORGE H. ROEDER, General Manager
THE FOREMAN COMPANY, National Representatives, NEW YORK e CHICAGO
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Adve-rtz'sing Manager’s
Column . . .
By R. MAXWELL JASON

Adv. Dir. The ADVERTISER

RESIDENTIAL clections of the
A. N. A. and the U. 8. A, show
striking  similarities. Roosevelt
must lead the people—and Roden  the
advertising  (raternity—through one of
the gravest periods in America’s cen-
tury-and-a-hali history,  Both men must
enconrage the  public to  continue  its
cveryday habits, occupations and ways of
life. The government can do this best
by cooperating with, rather than hinder-
ing, Amecrican business; national adver-
tisers can help by boosting budgets to
their very limits, continuing to advertise
as usual. They plan to do so!
lu sclecting markets and media, na-
tional advertisers must be alert to note
the rapidly shilting importance of many
arcas—caused by deiense programs and
nationwide conscription.  To best keep
informed, follow closely both the ad-
vertising and  editorial pages of The
Anverriser and our annual MarKETs of
Averica (Vol. 5 now in preparation)
. jor all the latest developments.
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KYW Power Increase Near...

To speed np construction work on its
new 50,000 watt transmitter, KY\W,
Westinghouse station in Philadelphia, re-
cently started to sign off at midnight
instead of 1:00 AN, Radio engincers,
working day and night, claim that the
extra hour cach night has brought con-
siderably  closer the date of KYW's
switch to increased power.

The ADVERTISER

Patent, U. S. Patent Office

MONTHLY IN THE INTEREST OF GOOD ADVERTISING
MEMBER UNITED PRESS ASSOCIATIONS

Publishers of MARKETS OF AMERICA
The ADVERTISER’S Sketch Book

MANUEL ROSENBERG, Editor & Publisher

Formerly: The ART15T & ADVERTISER

Vol. 11 Contents for NOVEMBER, 1940 No. 11

The Cover: l'or Ably Serving the Advertising Industry, the \ssociation ol Na-
tional Advertisers at their recent conclave at White Sulphur Springs,
AW, Va, elected popular H. A\, “Tex” Roden, Pres. Harold H. Clapp,
Inc,, to the Chairmanship for 1940-1941.

Pictorial Notes— By L. R. Dean .........

In the Day’s Mail— Congratulations on T/lie Aoverriser’s Tenth Anniversary... 8

Editorial Page—

'lf.leclions. Are Over- doet’'s Get to Work. oo i e 9
I'he ASCAP Sttnation—"Justiee to Genius”™ and The Buyer, Too

Conclave— American Industry Faters Greatest Boom Period. oo, 11

By Col. Don R. Jason

Sketches— Drawn at the Assn. of Natl, Adv. Conclave, White Sulphur Springs,

A\, Va,, by Manuel Rosenberg, Editor, The ADVERTISER. . ........... 12-34-30

Opera— \What Live Ycars ol Grand Opera Auditions Have Mceant To Their
(,0111|}1crcial T 1103 Yo PP 13
By C. M. Lemperly, Gen. Mgr. Publicity, The Sherwin-Williams Co.,
Cleveland

Campaign— Sunkist Budgets $2,225,000 To Gain Greater U.S.-Canadian Sales... 10
By Russell Z. Eller, Adv. Mgr., California Fruit Growers Exchange,
L.os Angeles

Behind The Scenes in Radio— !/'ith Kosaline Greene oo o0 0 o oo .. 25

Tuning In On Radio— By Cress Little ..o . o i i 20

Increased—\WXYZ Lixpands Nite Coverage Power oo oooooooiiooooioiii. 27

Opportune— “I Don't Make High Laced Shoes For a Living”.......oo0. 28
By Victor M. Ratner, Sales Promotion Mgr,, Columbia Broadeasting
System, N. Y.

Washington Notes— By [0 M. Jo oo o oo Jo

The Agency Page— By [/, BT (oo i 32

Poster Awards— [Fisken’s Talk Highlights 11th Poster Show, Chicago.....o... .. RE
By the Outdoor [iditor

Tom Patterson’s Patter— . . ... ... ..ttt -+

*Permission fo reprint art or articles from this copyriqhted edition may be granted on re-
quest, also due credit must be given The ADVERTISER.

The ADVERTISER’S STAFF

MANUEL ROSENBERG, Editor - in - Chief:
Associate Editors: COL. DON R. JASON:
L. M. MacMILLAN; ARTHUR COLES:
MICHAEL GRIMM; BERNARD POSNER:
NEW YORK — M. J. McKIERNAN:
TOM PATTERSON; ROSALINE GREENE;
CHICAGO—LORRAINE DEAN, 1138 Lake
Shore Dr. Del. 9083—Del. 8034—FOREIGN
CORRESPONDENTS: Gen. Foreign Editor:
M. ASCHAM GREEN. Business Manager—
SIMON ROSENBERG; Advertising Director
—R. MAXWELL JASON; Representatives:
New York—L. M. MacMILLAN; Chicago—
L. R. DEAN; Circulation Directors — S. |.
DAVIS and M. LEVY.

NEW YORK: 11 W. 42 St., Penn. 6-3265
CHICAGO: 1138 Lake Shore Dr., Del. 9083
GENERAL OFFICES—CINCINNATI, US.A.
3557 Bogart Ave. Avon 6825

Published Monthly at
EAST STROUDSBURG, PENNSYLVANIA

Acceptance for mailing at the post office at
East Stroudsburg, Pa., as third class matter
authorized in P.L.GR. Sec. 562. Permit No. 109

Subscription Rates U. S, and Canada,
1 yr. $3—2 yrs. $5. Foreign—1 yr.
$4—2 yrs. $6 “Pool” Subscriptions,
$2. for each additional subscriber.
MARKETS of AMERICA . . . $5. per

copy. Gratis with year’s subscription.
The ADVERTISER does not pay for unsolicited
manuscript or art.
The opinions of individual writers are not neces-
sarily the opinion of The ADVERTISER.

HUGHES PRINTING CO.
EAST STROUDSBURG, Pa.



_November, 1940

O, Omaha, Nebr., ecaptured” the front page of

Collier's Weekly, via Arthur Crouch's recent cover

design. Joln Gillin, General Manager of the station,

believes that the unfortunate radio awiouncer rep-
resents 1OH s onen Tom Dailey.

October 28, 1940
Mr. Manuel Rosenberg, Fditor
The ADVERTISER
11 West 42nd St., New York City
Dear Mr. Rosenberg:

In the last two wecks more than 200
persons, in the advertising and radio
business throughout the country, have
mailed to General Manager John Gillin,
Jr, of WOW, the cover-page of the
October 12 issue of Colliers.  \lmost
unantmously they congratulate \WO\V on
putting over a fine piece of publicity.

To be really truthiul, WO\  had
nothing to do with it.

Apparently Arthur Crouch, the artist,
like many others, was WOW-minded
and simply picked our call-letters out of
a clear blue sky and used it in his art
work.

WOW purchased the original art
work, and it will be framed and hung
in a prominent place in WOW’s Jux-
urious studios, Incidentally, this is the
only picture cver to hang on any wall in
WOW’s studios.

\ttached hereto is a photograph of
the Collier cover, in black and white.
T'he original was a three-color joh.

Sincerely yours,
B \WisEsax
Publicity Manager
Radio Station WO\

This modern building  (right) it
soon house a new 30,000 watt trans
mitter for W B.AAL, Baltimore, when
the station hoosts its power from
10,000 watts to the 30,000. Harold C.
Burke, 1s 1WBALs able Gen'l. Myr

Say you saw it in The ADVERTISER . . . Please—
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and
cUMFUR]‘ The ultimate in facilities for recreation and

rejuvenatian. Other avtstanding features
BAKERWELL include the finest in therapeutic zo'hs with
HEALTH PLAN complete massage. Luxurious accommoda-
ROOM, MEALS, tions. Beautiful grounds with an eighth-mile
BATHS, MASSAGES sun veranda. Ovtdoor activities at their best.
FROM $35 A WEEK Dancing each Saturday night on the Roof.

%%

For Booklet Write to the Manager
LOUIS GAMBRELL




Pictorial
Notes...

By L. R. DEAN

ARTHUR SIMON

While 1WPEN, Philadelphia, was i
the midst of an elaborate dedication
program launching its new, beautiful
studios, it received added good news:
Federal Communications Commission
sent word to General Manager cArthur
Nimon grenting permission for an in-
crease in power from 1000 to 5,000
walls.

About 250 radio executives and per-
vonalities  crowded the studios o
view its dedication exercises and to
wish Simon continued success. Al
executioes of the Bulova radio yroup
were present: Gerald 1. Slattery,
head of 1WCOP, Boston; George
Lasker, Manager of 117ORL, Boston;
Tames Milne, 1WIELI. New Hawven:
Miss Hyla Kiczales, 1OV, New
Vork: and Harold A. Lafount, Radio
Director for Bulova.

Ieads of other Philadelphia sta-
tions dropped in to pay their respects,
Seen milling about were Roger 117
Clipp, General Mgr., and Samuel R.
Rosenbaum, Pres. of 1WFIL; Alex
1. Dannenbawm, Sales Mgr. JVDAS:
Benedict Gimbel, Jr., head of 1WIP:
Tke Lewy, NWCAU V.P.: Milton
Laughlin. Gen. Mgr., 1PIIAT,

Bush Heads WPRO. ..

William T. Bush, formerly Commer-
cial Manager of WDPRO, Providence,
R. 1., was recently promoted to the po-
sition of General Manager, William S,
Cherry Jr.. President of the station, an-
nounced 10 The Avverriser.  Hervi
Carter, a former member of the Yankee
Network’s Sales Staff, fills Bush's pre-
vious post.

Bush succeeds Stephen P. Willis who
moved South to head WJNO, West
Palm Beach, Fla,, several months ago.

4

Thomas [I. Beck (left), Pres., Crowell-Collicr Publ. Co., N. Y., held the

top cxecutives of the Pontiac Mator Division spellbaund at a recent Pontiac

press party at New York’s Waldorf-Astoria lotel. Enjoying his tale, Icft

to right, are William 1. Mougey, Pontiac’s Adv. Mgr.; H. J. Klingler, Pres.
& General Myr.: and D. U. Bathrick, V. P. and Gen. Sales Mgr.

1 funny story is coming to its point, according to the cxpressions of thrse
gentlemen. They are magasine representalives who were guests at Stewart-
['arner’s recent 1941 refrigerator convention held at French Lick Springs.
C. C. DelVees (third from left), Adv. Mgr., Stewart-1l"arner Appliance Dz,
was their hest. In the usual order: lid Von Tress, Seturday Lvening Past;
Curt Groener, Radio & Television Retailing; DelFPees; Merlin Sedar, Curtis
PPubl. Co.; Bob I atts. Flectrical Dealer; and Frank Chaffee, Good IHousc-
keeping.

Ihen Registration Day called all the announcers of “The Yawn Patrol,” the
sales officials of W LA, Lawrence, Muss., agreed to pinch it on the carly
niorning program. Here they are, still weary eved, as they barely made the
show—awhich began at 7:30 AM. Left to right: David M. Kimel, Sales Mgr.;
Irving E. Rogers, young General Mgr.; and David G. Jones, Business Mgr.

The ADVERTISER, November, 1940
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MORE! MORE! WE WANT MORE!/

The customers came. They liked it, and they demanded more! After all,

though, the theatre isn’t the only place where fine performance wias the
appreciation and the loyalty of the “customers.” . . . Twenty odd years
ago a small organization with great faith and high ideals of craftsman-
ship won the confidence of a few advertisers who wanted better than the
ordinary photo-engraving. They bought the faith and the ideals—per-
formance and reputation were futures, then. The same advertisers still
buy those ideals today—but they are sharing the resulting skill, never-
failing performance, faithful reproduction in metal, freedom from trou-
ble and worry and the utmost in true economy with hundreds of other
advertisers who also are experienced in buying wisely. Their names are
in the headlines of the financial columns, and their advertisements give

colortothe pages ofthe bestknown publications. Engravings? By Rogers.

ROGERS ENGRAVING COMPANY

Adolph F. Buechele, President
MASTER-CRAFTSMEN OF PHOTO-ENGRAVING
2001 CALUMET AVENUE ¢ Phone: CAlLumet 4137 CHICAGO, ILLINOIS

Sav you saw it in The ADVERTISER . . . Please—
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\
. a0VO
)
ew *
g ©
o
s
oY
o‘“e‘e‘ e e
\{ Qv
ve o
T , o® AP "°
ne® r WE
\ 0% L ha
) = ot \vs “ow '
X ve WY ing
‘“o o‘ 1 cove . L] .
A\ s transmitter is in operation...

‘l]STENIV(; TO WEAF has
become a new experience . . . a new pleasure since
November 8th. Throughout the vast area which
is its province, millions of radio listeners be-
gan to hear WEAF 2% to more than 10 times
better than ever hefore. And they will continue to
enjoy this added brilliance day and night, winter
and summer, because WEAF’s new transmitter.
travelling its signal without obstruction across salt
water, directs it with tremendous impact to the
great coneentrations of population in metropolitan
New York, southern Connecticut and northern
New Jersey.

Today WEAF’s listeners enjoy the finest radio
reception in the market for the finest radio pro-
grams in the market . . . and WEAF's adyertisers
are thus reaching them with greater foree and in
srcater numbers.

Voe'd like to show vou what WEAF now delivers
in the way of coverage, what W EAF now offers ad-

Say you saw it in The ADVERTISER . , .

vertisers at no extra cost. Our new booklet, “No-
vember 8th Was Moving Day for a Line,” will
soon be off the press. It tells the story in words and
pictures and figures—the story of market domi-
nance, of listener dominance, of increased broad-
casting leadership in the world’s richest market.
We have reserved a copy for you. Just write to
Station WEAF, New York.

The New Salt Water Way to the World's Richest Market

50,000 WATTS
New York
660 KC

KEY STATION OF THE NBC RED NETWORK
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In the Day’s Mail ...

Congratulations to The ADVERTISER

On Our Tenth

Toledo, Ohio, Nov. 7, 1940

Mr. Manuel Rosenberg, Ed. & Pub.
The ADVERTISER
3557 Bogart Ave,
Cincinnati,
Dicar “Rosey

| have carefully read the Tenth Anni-
versary  Number of  The  ADVERTISER.
This is a masterful edition and sets a
tremendous pace for yvour consistently
fine publication.

1 feel vou have done much to dizsemi-
nate sound information on  advertising
and advertising policies and | shall con-
tinue to welcome each future issue.

Sincere  wishes  for your continued
SHCCEsS,

Very truly vours,
NORTH A. WRIGHT
General Sales Promotion Manager
Libhy-Owens-Ford  Glass Co.

Washington, D. C,, Oct. 14, 1940

My, Aanuel Rosenberg, Editor
The ADVERTISER

3557 Dogart Ave., Cincinnati
Dear Manny :

The occasion of  The A\DVERTISER'S
tenth anniversary gave me genuine pleas-
ure in congratulating  von upon the
growth of vour magazine. [t has helped
the broadeaster and the advertiser in
serving the public and in knowing het-
ter each other’s problems. The variety
of pertinent material crammed into each
issne of The Avverriser makes it cager-
Iv read and long preserved by all in the
fraternity, and the clever personality
sketches by “Rosie” himself give it a
unique friendliness seldom Tound in the
trade press.

Radio, too, is ohserving a birthday this
vear—its  twentieth,  And  during  this
period the public has come to rely upon
radio as a constant source ol entertain-
ment, information and eduocation. A\l of
us in radio have just reason to be proud
ol the part we have contributed to that
sneeess, whether we operated the station
or mamtained a medinm joining  all
hroadcasters in one family.

A trade paper serves an importan
function by the broadeaster in that it al-
wavs holds np the suceess of one as a
beacon ior the rest. 1t may bind the di-
verse groups  in the industry  into a
friendly understanding, always express-
ing the best interests ol the industry
as a whole. 1 am glad to say that The
AWERTISER has never departed from this
pattern,

I am sure that cach and every broad-
caster will join me in personally wishing
vou continued siccess. May the next ten
vears of your association with the in-
dustry be as cordial and as helpiul as
thev have been in your frst ten.

With kindest regards, T am

Very truly vours,
NEVILLE MILLER

National Association of Broadcasters

Anniversary

New York, Oet. 24, 1940,
My dear Manny:

Fnjoved the last issue of The Amvek-
tisEr and before it's too late, please ac-
cept my heartiest congratulations on your
“Baby's™ Anniversary.  May it live long
and prosper because of the need it fills
in the publishing held.

And hefore | forget, wtll you please
stop calling our Club the “Time Buyers'
Club.” It never was: is not; and never
will be a Time Buyers' organization.

Our luncheons are known as the “Bull
Sessions™ of the “Radio Fxecutives Club
of New York!” Getit?

\ways sincerely,
ARTHUR
Arthur Sinsheimer, Pres.
Radio Executives Club of New York
Radio Dir. Peck Advertizsing Agency

Milwaukee, Oct. 2%, 1040
Mr. Manuel Rosenberg
Publisher, 7he ADVERTISER
3357 Bogart Ave.
Cincinnati, Ohio.
Dear Rosie:

Heartiest congratulations to you upon
the occasion of the 10th anniversary of
The Novertiser. And here's an extra
kudo on the 10th anniversary edition.

You certainly filled that book with
lively interest, and T marvel at the vo-
cabularistic dynamics of its editor.  (\f-
ter looking over the list on page 3, |1
guess I should say “editors”).

| miss the occastonal chats | used to
have with you. I vou find yourseli
Hiving this way, try landing at 744 North
FFourth Street.

And here's to the next 10 years!

Kindest regards,
Cordially yours,
HARRY L. ADAMS

Klau-Van Pietersom-Dunlap Associates

Noventber, 1940

Mr. Manuel Rosenberg
The \DVERTISER
Cincinnati, Ohio
Dear Manuel Rosenberg:

I have just spent more than an hour
reading many of the articles in your
Tenth Anniversary issue of The \p-
VERTISER.

You have a wonderiul record; know
the joy of achievement—have rendered
an exceptionally potential service, and
perhaps better than all oi these, yon
have taken to vourseli a host of loyal
friends.

Please aceept the sincere congratula-
tions of the Niagara Lithograph Com-
pany and particularly of several members
of our organization who have come to
find their acquaintance with  you  so
worthwhile,

Cordially,
HORACE REED

Niagara Lithograph Company, Buifalo

Boston, Oct. 23, 1940
Mr. Manvel Rosenlerg
The NDVERTISER
11 West 42nd St., New York
Dear “Rosie”:

I've just seen yvour Tenth Anniversary
number and it's a “wow”! My con-
gratulations to you—or rather to your
organization: because what with tour-
ing the West Coast and playing around
in Mexico, 1 don’t see how we can give
vou much eredit for sleeves-up, sweated-
brow industry in connection with this
particular issue.  However, plenty of
credit must e due you for having an
organization that does a job of this
naturc.

Cordially vours,
MERLL
M. D PENNEY, Sales Prom. Ngr.
The Forbes Lithograph Mig. Co., Boston

Sanders to Street & Smith

Russell A, Sanders joins Street &
Smith Publications, Inc., as Detroit rep-
resentative, with othces in the General
Motors Building. He was formerly with
the Crowell-Collier Publishing Co., N. Y.

11. C. Doss, Gen. Sales Mygr., The Ford Motor Co., Dearborn, is now a member
of the *Owver 900,000 Club”" an “honorary fraternity” organized by the National
Rarn Dance of 1I°LS, Chicago. Harold Safford, 1I'LS Program Director, pins a
membership button on Doss, while, looking on are (left to right): -Irt Page,
Farm Program Dir.. 1. S. Hatch, Chicago Ford 3lotor Branch Myr., Safford.
Don Kellex, 11°LS Sales Prom. Mgr. (smiling belhind Safford), Doss, . A Alter,
Sales Prom. Myr. of Ford Motors, and “Chick” Freeman, 1I'LS Sales Dept.
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I’s ALL Over Now-—Let’s Get To Work ...

T WAS past midnite when we
I ran mto Fred Healy, hig chief
of the great SEDP-Ladies” Home
Journal, ¢t al, and in the quict of
the famed “Yar” dining room, in
Chicago, he gave us a forecast of
the months ahead, as he well could
do. based on the volume of business
Curtis publications have on contract
at least 3 10 12 months ahead.
"It Tooks like a great boom ahead,
much akin 1o 1920-21 rather than
1929, observed Healy, with definite
mphasis. “Tho our profits will
likely be taken away from us.” he
glumly concluded.

The ASCAP Situation.

HIS American Society  of
Composers, Authors and ’ub-

lishers, who control a major
share of the copyrighted music of
the nation have in the past 3 vears
drawn a major share of their in-
come from the nation's hroadeast-
ers.  DBemng human, their leaders
have looked with greedy eves upon
the opportunity to grab off a ves
larger share of the broadcaster's in-
come.  Their strategy was 10 let
the smaller fellows off- -the 100
watt stations—and hook the  rest
of the industry via a percentage
charge through the  chains- the
NBC, CBS and Mutual systems:
and thus instead of an income of
some 4 to 5 millions annually, they
would reap more than $8.730.000,
In planning to take the broadcast-
ers and the chains——who constitute
some 85% of the dollar volume of
radio—for an economic ride, they
clected to give the Natl. Assn. of
Broadcasters’ committee a  run-
around and so keep the industry in
the air that when the dav of grace
came around-—Dec. 31, 1940-—the
broadcasters must pay, through the
nose.

Withal, now that the clection is
over and we have FDR for another
four vears—at least it behooves
us all to go to work and make the
prosperity the Armament Industry
will give us, the means of a greater
prosperity to follow.

We didn't ask for this industry
but now that we have had it wished
upon us by Hitder-Mussolini- Japan
and Joe Staling let us make it a
great business with American thoro-
ness, skl and power.  Thus we
must achieve a victorious  future
that will enable us to compete with
that fearsome quartette in foreign

.. “Justice for Genius”

The  strategy  failed  however,
when the NAD organized its own
source of musie - Broadeast Music
Inc.

Realizing the formidable effect of
this move the ASCATD heads made
a Dbelated attempt to address the
broadcasters at their San Francisco
conclave, Aung. 4-7. The NAB
properly refused to see them: \Would
have and do still agree 1o buy their
music on an cquitable basis “per
piece,” as in their deal with some
60 newspaper owned stations—but
the ASCAT crowd are still after
the big dough thev literally tossed
away.

Since then ASCAP has made
various attempts to belittle and de-
nounce this major customer . . . g
customer they treated much in the
manner that Al Capone and his ilk
treated the dispensers of beer in the
pre-prohibition  days but  the
broadeasting industry is a legitimate
business “operating in the Public
interest and weelfare” and needs
fear no organization nor any slur-
FINg insinuations,

“Justice for Genius™ is ASCAI's
slogan—on their mailing envelopes,

markets.  Markets that tomorrow
must absorh the output of fac-
tories that today and months ahead
will be working full time on “arma
ment for defense” needs.

With a bit of more friendly co
operation from FDR, business and
labor will again make great strides
and the nation will, in solidarity,
meet the war that faces us.  \We
nist win—as we did in 1918 —and
we can if Government. Business and
Labor stick together, like the three
Musketeers——one for all and all

for one,” as it <hould he!
* % %

and the Buyer, Too!

cte. However, NADB. in publishing
the figures of the distribution of
ASCATP's many millions of income,
(more  than  $4,500.000 annualiy
from the  broadcasters,  alone)
proved that aside from “justice”
the gentus membership got  com-
paratively mighty little cash. The
big boys, those who run the ASCAD
show, and the publishing members
got all the mazuma.

So much for the phony c¢ryv of
“lustice  for Genius"—for  the
broadcasters  will willingly  give
“genius” all the play it wants jus-
tice galore, and pay with it, if as
and when they write for BMI, or
take their musical wares over to
B

Now comes a new attack on the
broadcasters, via an important ad-
vertising agency chief— 5. I, Hum-
mert, Vice Pres. of Blackett-Sam-
ple-Hummert, N. Y. e is the
author of a score of “soap operas”’
and other serial programs and fears
that many fine pieces of music will
be barred from his right of pur
chase—because  of  the  NAB-
ASCAP fight.

(Turn to page 12)
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The AssociaTion of NATIONAL ADVERTISERS

Hears . ..and agrees ... with famed (Toledo
Blade) editor GROVE PATTERSON:

“While I am no publisher and do not own a
share of newspaper stock. I have enough re-
spect for, and CONFIDENCE in, publishers to
give my word that not one of them would ex-
pect to carry NATIONAL ADVERTISING if it
had not been PROVED by long years of practice
that Newspaper advertising does get
RESULTS ...”

The SAN ANTONIO EXPRESS and SAN ANTONIO EVENING NEWS have
repeatedly proved this fact in the super-rich San Antonio Market . . . vastly
enhanced by current Preparedness activities . . . An unequalled record of
SEVENTY-FIVE Years of service to the San Antonio Market and to the na-

tion’s advertisers.

SAN ANTONIO EXPRESS
SAN ANTONIO EVENING NEWS

TEXAS FOREMOST NEWSPAPERS
*

Say you saw it in The ADVERTISER . . . Please—
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Past and present

ANA Chairmen

Meet at White
Sulphur

NBC’s Ken Dyke
(left), one of the first
Ad Chiefs to hold post
of ANA Chairman (he
was Colgate’s Adv.
Mgr.) congratulates the
Rodens on“Tex’s” elec-
tion to leadership of
the 1World’s foremost
assoctation of Advertis-
ing Directors.

American Industry Enters Greatest Boom Period ...

Mulei-Billion Dollar Armament Program Upping Nation's
Advertising Schedules... ANA Elects Roden To (flr.lirm;mship

By Col. DON R. JASON

White Swlphur Springs, . 1'a.
Presidential election and im-
peding threat of war added
grave color to the 3lst An

nual convention of the Association

of National Advertisers, mecting
once again at the famed Greenbrier,

White Sulphur Springs, \W. Va..

scene of many happy previous con-

claves.

And in line with the upsurging
prosperity of the nation, like other
conclaves, this notably  heralded
prosperity i the air by its super
attendance—the largest concentra-
tion of top notch advertising chiefs
we have noted in the past decade.
And the guest list was swelled too.
to mclude many new personalities
in the magazine, lithographic and
newspaper world oL adding more
color 1o a colorful group, more at-
tainments to a top attainment ele-
nment.

While, as in the past. meetings
were closed to all but members,
those sessions open and the grape-
vine route indicated that all of the
meetings were meaty and forecast
changes in  Newspaper, \Window
isplay,  Magazine and  Outdoor

edia consideration and  evalua-
HOns,

Notably, the theme of  group
purchase of newspapers, in a large
market arca. akin to current buying
of State radio chains, was an idea
advanced by Edwin Bell and  his
Chief. head of the Oklahoma
News P'ublishing Company, and of
several  radio  stations. Tied in
with the Dallas News they present
coverage of Oklahoma and Texas
prime narkets, as one sales unit
covering this rich territory, News:
paper Reps. naturally will frown
on this move. but publishers will
cotlon to it, as meeting similar ef-
forts by radio station chains. It isa
vood move of value to publishers
and advertisers and should be taken
np clsewhere, to mutual advaitage.

In the closed Point-of-Purchase
session. fostered by Hiram \Walk-
er’s VL P Carleton dHealv, the
newly elected  head of  Point-of-
Purchase Institute, Lloyd C. Grisa-
more. G M., Arvey Corp., Chicago.
addressed the meeting on plans to
study the effectiveness of this me-
dium to the interest of all users of

window display advertising.

At the first open meeting  the
ANA gave the platform to the four
major mediums, to present their
cases to date.  Newspapers were
ably represented by famed Toledo
Blade editor Grove Patterson. Mag-
azines were  presented by alert
Time Inc., Pres. Roy [5 lLarsen.
Radio was pictured by astute Mark
I“thridge, schooled in the field of
journalism, who “inherited a radio
station” when he took over the
general management of the lLouis-
ville Courier-Journal & Times. Out-
door advertising was briefly rep-
resented by lx. Sen. George Whar-
ton Pepper, Penn., who however
asked “an oid man's privilege” to
address them on a subject close 10
his heart-—the nation’s economic
freedom  from governmental con-
trol and its very liberty. lis ad-
dress was very dramatic, and most
profoundly affected the audience.
ANAN will shortly publish it in full,
for distribution to its membership.

SKI's famed DPres. Wm. ..
Batt, who has been serving the Na-
tion on the Defense Advisory Com-



/rOlQ,do Blade
ditor Grove

Pattrersort

totd of the focce

\

of newsparpers 1 “lme's Roy Lacsorn— Lo B
Amaricare L*Q = told of 14 J'qb mzata - m:z;.ﬂ T:o aﬁs - Mack Ethridge
value of the press Zites sre do:r?t{’or« Areor s = Genl-Mar WHAS Jausville
to national advarhses.,  nationz=l-sdyéttiserns.. A SRR\ \ § obly presenied te stor

of radioas o mediont.

Depicted above is as able a quartette as has ever been selected 1o present the ease for the four major mediwms of advertis-
g, Heres howe they looked to The Nverrisek's editor, Manuel Rosenbery, as they respectively told of the value of Newes

papers, Magazines, Outdoor, and Rudio, in the schewe of today’s national advertising progrant.
mission, at Washington, D, C., tak- was a bit off but only by a swall RoosevelUs  celection he  indicated
ing U, S, Steel's Stettinius” place, margin, as we write this -after it would be a nip and tuck bat-

in an off the record address told
of the activities the Board has and
“how the job is being done.”

Ile painted an interesting picture
of Uncle Sam in actual prepared-
ness efforts that indicated we are
not asleep on the need and ac-
complishment of war preparedness,
to meet the ruthless Nazi-Fascist-
Communist-Jap combine that un:
questionably has us on their plan-
ned list of attack victims . . . the
Number One prize, in fact.

Efficient AN\ Secretary George
S, MeMillan, quite a bit shrunk
from his usual avoirdupois, mount-
¢d the rostrum and told of his study
of the current trend of the Con-

sumer  Movement  and - Govern-
ment.”” Another off the record ad
dress. which however indicated the

jssue is being met properly by the
AN A membership in their advertis-
ing and merchandising efforts.

Dr. George Gallup, the famed
Research Dir. and V.P. Young &
Rubicam, told of further studies of
the Constimer Movement, warned
that it should 1ot be minimized by
advertisers, though it is somewhat
improved in its attitude  towards
advertising by a small percentage.

The astute  prognosticator en-
hanced his talk by giving the large
audience a preview of the results
of the impending clection ... he
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clection and advised the au-
dience to go casy on him as he s
stll learning  from Mis-
takes,  \lso,

previous
though he predicted
=~

KARL T. FINN
Head of the Cinctnnati Better Busi
ness Bureaw for the past 13 years,

e recently restigned to join the Cin-
cinnati Times-Star  as . ldeertising
Counsel. e will  coordinate  the
newespaper's activitics lo serve the
hest  interests  of its  advertisers,
George Fries, Geno Myr., told The
A DVERTISER.

Finn weas president of the National
Association  of  Better Business
Burcaus for two  years—I934 and

ARE
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tle, He also asked that he be treat-
ed as an “auditor of public opin
jon” and not as one who moulds
it.  “You don't berate your book
keeper when he reports the busi
ness in the red—likewise don't be-
rate us we are only bookkeepers of

current Public Opinion. he  indi-
cated,”

Leo M. Cherne of the Research Insti-
tute of America, dwelt on the subject

of “the effects of the National Defense
i'rogram on Advertising and Merchan-

dising.” He recalled the war time
ceonony of the last World War and
painted the prospects of the oncoming

holocanst . . . indicating that the event
will he no pienic for Industry, though
it will mean Ml operations thronghou

most plants, inchuding those producing
luxury items . . . if they can get the
pecessary materials after Governmental
demands.

Institntional advertising will be large
v used, Tor this type of advertising.
he indicated, is deductable from in-

come and excess profit taxes, which will
necessarily be heavy.  Also this type of
advertising  will aptly  produce  profi
later, after the heavy tax years have
passed.

The advertising ageney will be con-
sidered  exempt from heavy military
duty as it will be considered a military
adjunct serving 10 maintain the morale
of the nation. “The Government will
vastly use agency service—-but it will not
always be a paying customer,” Cherne
pointedly remarked.

He indicated that drastic changc mn
advertising technique and plan—“if the

(Turn 1o page 34)
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Yheracm-iiliams' regular audience of about 2,000,000 familics owes a large purt of its mumber to the many attractic

brochures that describe the auditions. There is wory little sales tulle in these folders—and there is little sales talk in ,111/-

ton Cross’ smoothly delivered commercials . Metropolitan Auditions are not clussed as “adz ertising” by S-117's auditors,
hut as “publicity”.

What Five Years of Grand Opera Auditions
Have Meant to Their Commercial Sponsor...

Makes Good Without Benefit Of
cials, Or High Pressure Sell-
Shcrwin-\\’illi;lms Renews For 1940-41 Season

A Radio l’ublicirv Feature
Premiums, Blatante Commer

ne .

-
<

B C. M. LEMPE RLY General Muanager, Publicity, The Sheriein-H illiams Co., Cleveland

URING the war-blasted spring of
Dl(}llﬂ, 167.299 people gave $1,117.-

22450 to keep the Metropolitan go-

:lll(llll()ll‘s over the radio.  Those who he has fostered the one dominating
kngw 1:<!\\'arnl Johmson and what he idea of taking grand opera out to the
- g believes in and has done, know how people. To him, radio offered that ap-
mg ior this country.

I T portunity in a big way and by him it
It was the most dramatic, the most b S M b-'t."_'—"_

. o : is credited with much of the recent
inspiring. the most spontancous re- b 18 grcat successes at the Met in New
sponse to any appeal by any eultura? ¥

sponse z York and wherever it goes. “\We have
mstitution at any time. now become truly of the people—na-
Contributions came  from  ciery sev tional and international, as a result
tion of the country. of our radio performances and the in-
N. B. C. raised $327,770.88 from 132, terest thus built up” says the genial,
570% radio listencrs. personable General Manager who has
The ncarest  comparable national so ably proven that he was not only
radio campaign netted $60,000 for a one of the world's greatest tenors bhut
music association. knows what it’s all about, managing a
The smallest individual contribution bunch of opera stars.
was lc. The largest was $23.000. Auditions were formerly held in the
That's who is interested in opera great empty opera house—and Edward
Everybody!

Johnson himseli thinks back on his
And T cite the suceess of this great own audition as a terrifying experi-
ence as do other great stars like Pons,
Jepson, Moore, Tibbett and Crooks.

So the idea of auditions over the
radio, from a studio with an audience,
and a conumittee of judges, appealed 1o
Edward Johnson very much as it also
did to Earle Lewis, Edward Zicgler.
Wilired Pelletier, John Erskine and
the others in charge of the Met's des
tinies.

But who would sponsor such a ven
ture>  \Were there enough people in-
terested in grand operar Tlow about
the popular appeal? How many would
listen?  A\mericans only went for big

13

campaign as another prooi of public
iterest and response. Could this vast
s have been raised if grand opera
were dead or decadent?  Certainly not

The Metropolitan, under its present
managentent is a keen, progressive in-
stitution, very much alive to modern
needs and popular trends.

It was not surprising thercefore that
Edward Jahnson, during his first vear
as General Manager in 1933, was re-
ceptive 1o a new idea—that of holding

* Really represents about 3 times that
many individual contributors.

C. M. LEMPERLY

Describes Sheracin-11iHiamy’

’[\'l'(lt’lv\

radio  program, designed 1o creale

avod will with millions of music
lovers

The Novewnser, November, 1910
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Lidzoard Johnson. beloved Manager of the Metropolitun Opera of New York,
kuows at first hand the terrifying experience that opera auditions have always
been to vouny singers. To gtee unknown artists « chance for success—and

to take Grand Opera out to the people

tions over the atr.

e fostered the idea of holding audi-
Five vears ago Sherwin-1illiains became inlerested in

his innovation-—and have since discovered that millions of Americans arc
likewise interested in hearing wnknowns reach for the opporhnmtics the

proyram  presents. Sketches, by

Manuel Roscabery. Editor of  The

AWERTISER, avere drawen during o performance al NBC, Newe Vork Cuy.

names—stars. Here were stars in the
making—talented  singers but - they
hadn't arrived.  Could such a program
be made to click, musically as well as
commercially ?

Well, by the Fall of 1935 Sherwin-
Williams had become interested in the
idea through Jack Warwick of War-
wick & lL.egler. Plans were made dur-
ing the Summer.  Edward  Johnson
agreed to go on himseli as Master of
Ceremonies and to serve as Chairman
of the Committee of Judges.  Wilired
Pelletier, Met conductor, was the ideal
man to conduct the musical end and
direct the orchestra.

What has happened since. in these
five yvears, is a matter of history.

The programs have been broadcast
cach TFall and \Vinter, abont 26 weeks
cach year, on Sunday aiternoons over
NBC networks.

Preliminary aunditions are held dur-
ing the week under Maestro Pelletier’s
direction. Singers chosen from these,
to appear on Sundays, must be out-
standing  because  the  competition is
“ops.”  Only those apply who have
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the recommendation of top notch
teachers of voice, and who feel quali-
fied to compete with the field of
talented young singers seriously  in-
terested in an operatic career.

In these five seasons, over 3.750
vouny singers have been heard in pre-
liminary audition.  About 300 have ap-

peared on the Sunday radio programs.

Of these, there have been 10 winners
chosen by the judges.  These win-
ners, in addition to a Nt contract.
et $1.000 each from The Sherwin-
Williams Co. and a silver plaque.

IFrom a musical standpoint the re-
sults have been beyond the fondest ex-
pectations. What started out as an ex-
periment soon proved itself worthy of
the most  serious consideration  be-
cau~c¢ evervhody concerned was serious
about it, even the music critics who at
first took it lightly.

As a result, today after five seasons
of the radio auditions, 18 of these
voung winners and semi-finalists are
now enjoyving Met contracts, are niem-
bers of the Metropolitan Opera  As-
cociation and most of them are singing

The AWERTISER, November, 1910

important name roles. Already their
own names are hecoming well estab-
lished in the operatic and concert
world.

These younger stars of the Met,
graduating  from the Sherwin-Wil-
liams Metropolitan Opera Auditions of
the Air to date arce: Emery D'Arcy,
Lucille Browning, Arthur Carron,
Jolm Carter, Annamary  Dickey, Jean
Dickenson, Jolm trurney, Mack Harrell,
Winifred Heidt, Raoul Jobin, Anna Kas-
kas, Arthur Kent, Nicholas Massue, Jean
Merrill, Eleanor Steber, Maxine Stell-
man, Rise Stevens, Leonard Warren.

Outstanding performances have been
put on by each of these young artists
who might never have been where
they are today had it not been for the
radio audition idea and its commercial
sponsorship. Sherwin-Williams  is
given plenty of credit by these singers
and Dby the listening audience, yet
Sherwin-Williams has never tried to
capitalize on this important by-product
of what it is doing which far exceeds
any commercial yardstick of measure-
ment, in the opinion of company ofti-
cials. The company fecls so definite a
part in the success and achievement
of these singers that it stages huge
public concerts in Cleveland's DPublic
Auditorium and invites the public to
come without charge. lLast year and
this year, 10,000 people turned out to
hear these auditions winners, these
concerts being staged as a pre-opera
week promotion of the Cleveland opera
season.

The Metropolitan could now put on
a complete opera with Sherwin-Wil-
ltams  Auditions graduates, as indeed
it did not long ago when it presented
Damrosch’s "Man Without A Coun-
try” in English.

How about the advertising value?
What does the company get out of it?
How are resnlts determined, because
after all, this sort of thing costs money.

This program has not made first
choice in press polls, or listener polls
nor in Crossley rating, It has no!
sold so many thousand gallons of paint,
by direct  check. Sherwin-Williams
dealers have not had to call out traf-
fic cops to clear an aisle to the Paint
Department, as a result of these Sun-
day afternoon broadcasts.

But we have proven to our complete
satisfaction that we have a large and
interested  and  responsive audience.
Conservative estimates arrived at by
the checking burcaus and onr own
survevs, show approximately 1.500.000
to 2,000,000 families listening regularly.
Abont 76% readily identify the pro-
gram as Sherwin-Williams.

The commercials delivered by Mil-
ton Cross are in keeping with the tone
and character of the program. re-
strained.  There is little sales talk or
product pressure.  From responses re-
ceived from many listeners, this is appre-
ciated and we have had many compli-
ments on our haadling of the commer-
cials.

Obviously this type of program is
not “mass” appeal compared with the
run-oi-mine fare. But we believe

(Titrn to page 20)
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Sunkist Budgets $2,225,000 To Gain

By RUSSELL 7. ELLER, 1d:.

ARS abroad have taken Hhttle

direct toll of  the Calilfornia

citrus industry.  Fxports of
Sunkist fruit were never a high per
cent ol sales. Our higgest campaign is
on the home iront—to bring constmuption
up within firing distance ol a continually
rizing production,

This =cason we are going alter our
~maller domestic markets more intensive-
Iv than cver before, without in any de-
eree abating the steady hombardment
ol large population centers.

We have a perishable product which
cannot be stored. Citrus groves flourish
and bear more fruit cach <eason, Com-
petition with other producing arcas is
keener becanse  their groves, too, are
more prolific.

It was the Tact that the going was
ditheult  that  impelled  the  California
I“ruit Growers Exchange last spring into
the most complete advertising and mer-
chandising campaign in Sunkist history.
The list of media employed is long:
network radio: magazines ; newspapers
dailies, weeklies and  Sunday  supple-
ments; trade publications; farm muay
azines; outdoor hulletins; 24-sheet and
express wagon posters; display material
at point-of-sale; and last, but among
the most significant, a staff of 33 men
trained in dealer service.

This campaign, now drawing to a
close, 12 the largest the Fxchange has
ever run on cither oranges or lemons
in any six-month period. It represents
a total ol 404,206,132 separate ads in
publications and 1,300,000 radio homes
listening to cach program, to say noth-
mg ol out-ol-home advertising.

Nine hindred tons of paper were re-
quired for printing Sunkist ads alone,
not including the publications in which
they appear. .\ single sheet of paper
that large would cover 3 and 6/10 square
miles or a strip Hinches wide reaching
around the world.

It one man could call on 100 homes a
day to deliver Sunkist radio announce-
ments in person, it would take him 4800
vears, including Sundays and  holidays,
10 do the job accomplished by the radio
broadeasts given this scason. Financially
the  summer  campaign  represents a
$1,330,000 investment.

\s vet  we  cannot  authoritatively
cvaluate the results. However, the Es
change, pioneer cooperative which intro-
duced orange juice to America, was
sufficiently sold on the job to date to
anthorize  continuance  of  the  plan

Increased  Cierus IFruie Crops Make  Necessary

Greater U. S. - Canadian Sales . . .

More

Intensive Sales Promotion...Consumer Advertising

And Jobber Merchandising Aid Dealer Service In

Pushing Sales Of Oranges And Lemons In Minor Muarkets

RUSSELL Z. ELLER
Heads adiertising for “Sunkist”™. Tle
deseribes his plan of attack in dis-

tributing—and — sclling —this — year’s
tremendons  crop of ctlrus fruils.
e are going after our smaller do-
mestic markets more inlensicely than
euer /N‘fol‘x‘“‘ he d(‘(‘/(ll’('.\‘.

throughout the new  fiscal vear which
starts November 1. The “close™ of the
current campaign therefore becomes a
cesture Tor the record and we shall con-
tinue throughout the winter, intensifying
and extending Sunkist advertising alter
the pattern of the last six months.

This applics to sales support for hoth
oranges and lemons,

Sunkist has two scasons, and two va
ricties ol oranges to sell—Valencias in
summer:  Navel  oranges  in winter.
Lemons ripen and are picked the year
around 1 we make no separation by va-
rietics, Orange and lemon campaigns are
kept separate Tor a aariety of reasons
Fach has itz own continuity and its own
pattern, its own appropriation.

IFor the coming season hoth lemon and
orange growers have assessed an extra
two cents a bhox Tor advertising  and
merchandising.  Valencia growers au-
thorized a similar inercase for the six
months period now ending.  \With cur-
rent crop estimates in mind. it looks as
if the total investment for 1940-41 will
he ~ome $2,225,000.

This will make it possible to continue
to give small town and rural markets

Myr., California Fruit Growers Exchange. Los Ingeles, Cal

greater sales support than in previous
~easons.

\We are attacking the problem from
three directions.  First, we are increas-
ing consnmer advertising to build up ac-
ceptance, create demand  for  Sunkist
branded iruit, and prepare the market
for it when it is stocked.

Scecond, we will go ahead with a jobher
merchandiding service launched this year.
This includes bulleting to jobbers' sales-
men and special display material, which
has been very well received.  [tis
especially designed Tor small town nse
and distribution.

Third, we have adided perzonnel to in-
crease  our  dealer  service  coverage,
especially in the smaller centers, Dealer
service work is now our wost positive
methad of putting Sunkist fruit in these
markets and quickly increasing volume.

Dealer service has been an ntegral
part of the Sunkist program for 25 years.
This season witnessed its greatest ex-
pansion in persounel and accomplizh-
ments,

The dealer service man is the personal
tie between a targe, impersonal market-
ing ageney and the individual retailer
or jobber who sells our fruit. It is just
as important to educate the trade to the
advantages of selling Sunkist fruit, to
proper methods of handling and to mod-
ern merchandising as it is to educate the
consumer 1o the remarkable  health
valuies of ¢itrus fruit and the high gual-
ity of Sunkist. To reach the dealer we
employ advertising in trade publications,
direct mail, display  materials, motion
pictures—the recognized methods, Our
dealer service staff iz the hab in this
wheel, and the distinetive development in
our trade relations program.

Increasing the dealer ~service stail last
spring to 35 men made it possible to
cover three times as many cities and
towns in 1939-40 a~ in any previous
vear—a total of 2858 communities.  Serv
ice was extended to the retail and whole-
<ale trade in 46 of the 48 states of the
Union and in every province of the Do-
minion ol Canada.

The staff made a total of 100,027 deal-
er contacts—the greatest in Exchange
history.  Fxchange district ofhees sup-
porting the advertising eampaign made
13.272 call~ on food outlets and cating
establishments.  1'ublications  carrying
Sunkist  advertisements  accounted  Tor
18,831 additional retail contacts, making
a total of 132,130 personal calls on the
trade.
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The men woho make it possible for newspapers to head the nation's list of advertising media
They met at the
[eard wrajor speakers: look forward to wicreased siewespaper adz
el wore should be indulyed
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Outdoor adevertising has alaays been a major item on the
This very cffective 2i-Sheet
superhly lithographea by Strobridge Lithn, Co.,

in fact one of the laryest.

The record of permanent, floor and
window displays ‘rom all sceurces was
greater than at any time in the history
of the department, 67,357 displays in all
i the ficor and window display classi-
fication, the 1939-4) totals were more
than double the previous year.

Displays were placed personally in ap-
proximately 46 per cent of the siores
visited.  During the year, 707,28 pieces
of Jdisplay material were distributed per-
sonally by iExchange representatives.
In addition, 1423213 picces were dis-
tributed fo the trade in response to direct
mail and trade paper offers.

A\ new service whereby jobhers amd
their salesmen were provided with timely
merchandising and display ideas throngh
the monthly madling of a buliztin to
11,000 wholesale  customers and  their
salesmen was maugurated n April. One
thousand seven hundred and thisty whoic-
salers registered to receive supplies af
material adequate for their necds month-
Iv. Throngh these Exchange customers
an ayerage of 3000 picces of <display
material is distributed each month.  In

aper advertisinyg proinotion cfforts

P

ki '
u n l St Liest forJuice —and Sverq use !

Sunkist schedul
Sunkist poster wa
Cincinnaltli.

«even months 150,000 dealer helps have
heen given placament in this manner

The total number of displays placdd
through dealer service men, district of-
fices, outside merchandising Torces, job-
her service requiests and direct individual
dealer regnests was 2,109,390, Add v
thiz quantity ordeys sent direct to clam
store gronps Trom depots and we Fave
a grand total of 2220000 Sunkist dis
play pieees!

In addition to personal contacts witl
individual stores in the metropolitan
centers, medinm and small sized owns
and ¢ven in rural sections, dealer serv-
ice men were responsibke for the organ-
ization of promations with many of the
larger corporate chain and oluntary
roups.  Exclusive Sunkist sales featur-
ing Sunkist oranges, femons and grape-
frnit (chiefly m the \Western division?
were organized with laading Tood out-
lets and drug =tores which tied in their
own advertising capy with the strategy
followed by Nunkist,

The Angeles
change administers

the Fx-
service

cfhice of
the dealer
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are licre pertrayed in action

Blackstone in Chicayo, Oct. =13 for the Fall conclave of the Newspifer Advertising LErecutives oAssu
ertising colume for 1911,
bt to retain media volume leadership!

On the walls are examples of

program hut members of the department
alse receive direction from division and
district managers.  This permits timing
campaigns with Tocal sales opportunities.

During the 1940-41 season the invest-
met in dJdealer service will make up
about 20 per cent of our 1otal advertis-
ing budget, in Jine with proportionate
expenditures in past seasens, The im-
pustance placed upon  thi; activity by
Spnkist growers is indicated by the ract
that the Exchange advertising commit-
tee and hoard of directors, in consider-
ing the increased investment on oranges
and lemons, stipulated expansion ol deal-
eroservice.

More work will he concentrated in
metropolizan centers durmg the winter
menths in order to inerease coverage of
hizhly competitive markets in the cast
and mid-west. At the same time ceffort
in small towns on hoth oranges and
lemons will he continnied, to be resumed
more intensively again in the spring.

* * *

Wave Spreuds Coverage . . .

The blue grass of oll Kentucky cot-
toned to the 3,000-watt radio waves ol
dation WAVE, Louisville, on the nite
of November 3th as the increased power
now anjoyed by this famed station spread
its program amd news reports over a
much greater asea than it has heretciore
covered.

The AwwekTiser phoned genial Genl
Mor, Nate Lord, whoe heads the station
and by way of remembering WAVE's
unique advertising campaign “\We Don’t
Cover Hog Wallow, Ky.,” and a few
other very unignely named hamlets, re
ceival the logical important and con
vincing reply that “WAVE continnes 1o
cover by far the largest market in ALL
Kentuckv—Louisville . . . at compara-
nvely the lowest rate” The rest of
WAVE's new circulation coverage is a
“honus,” and the conclnsion of a unique
advertising campaign is hereby recorded
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MERICA THE BEAUTIFUL ...
land of beckoning sights . white
capped mountains and painted plains . . .
Shimmering seashore resorts and rugged
mountain hideaways . . . travelers’ haven
in a peaceful western world where the
only camouflage is from nature’s paint
brush.

i

Thousands  of tourist spots in the
Americas attracted five billion dollars in
travel business in  193%—will attracs
many more in 1940 and 1941. Patriotic
desire for a fisst-hand view of America’s
wonders inspired the tourist trek this
summer; will keep the tourists and their

SCRIPPS- HOWARD

NEWSPAPERS

News CINCINNATI . . . .
Times  KENTUCKY POST Corimgron BIRMINGHAM. |

NEW YORK 1World-Telegram SAN FRANCISCO
CLEVELAND . . . . Press INDIANAPOLIS .
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| SEE THE A
e | AMERICAS row ™
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—

Palley of the Ten Peaks in the Canadian Rockies (Courtesy Canadian Pacific Railaway)

PROFIT PEAKS FOR ADVERTISERS
FROM THIS WINTER’S TRAVEL DOLLARS

dollars traveling this winter. Behind this
major travel movement is the “See the
Americas  Now” begun by
Scripps-Howard in  Sep.
tember, 1939 for the benefit of American

program,
Newspapers

industry and the pleasure of Americans
everywhere. Thousands of columns of
streamlined travel news, educational, in
spiring and travel-inducing articles have
appeared in the Scripps-Howard News-
papers and will continue to appear each
week. Tie-in  your advertising with
Scripps-Howard's hemisphere-wide travel
program and get vour share of the travel
dollars.

OF CIRCULATIONS . . . AND OF

Poss DENVER. . . . . News WASHINGTON . .

7o -
X ES, travel dollars benefit hotels,

resorts and transportation lines.
They also benefit suppliers of all
kinds:  clothing, luggage and

equipment; foods and beverages;
automotive supplies; gas and oil.
Your business can profitably tie-
i with this travel program.

Small three-color seals (see illus-
tration) are FREE to those who
wish to share in this endeavor.

Write: Iravel Promotion Bureau,
Scripps-Hloward Newspapers, 230
Park Avenue, New York City.

MEMBERS OF THE UNITED PRESS . . . THE AUDIT BUREAU
MEDIA RECORDS,

. News

Posr MEMPHIS Commerceal Appeal

PITTSBURGH . . . . Press COLUMBUS. . ., Citizen edition of Cincinnati Posz MEMPHIS Press-Seimitar HOUSTON, . . . . . Press
KNOXVILLE . . News-Sentsnel EVANSVILLE | . Press

Norional Adrersising Depe,, 13¢ PARK AVENUE, NEW YORK . CHICAGO . SAN FRANCISCO . DETROIT

Say

INC.
FORT WORTH . . Press

ALBUQUERQUE Tribure
EL PASO . . Hersli-Poss

. MEMPHIS .

PHILADELPHIA
vou saw it in The ADVERTISER .

. . Please—=
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LEvervone likes o winner  cspecially if e comes from the ranks. Sherwein-Uilliams’

Opera Auditions of the ir hai

qarnered pages of newespaper publicity, whenever

sels of weinners were annownced. bnrong e young ofera slars who owe their
careers to the Auditions are Facille Browoanng, Arthr Carron, dohn Carter, Jean
Dickenson. Tolm Gurney, g Kaskas. Leonard 1arren and many niore. Somne
of the newspaper clippings aboze report the Andition wictories of these singers.

Five Years of Grand Opera . ..

there is a growing number of people
who like and  value good  mmnsic
coupled with the interest in a competi-
tion of this kind for a coveted prize
ol a Metropolitan contract.

Test offers of a free booklet like our
Home Decorator have produced as high
a~ 30,000 requests ina six week period.
This  compares favorably with  other
media where coupons are used,

We are often asked “how can you
justify this program and this expense?”
To which we usually counter with
“how can we justify any advertising
expense?”  And we mean just o that,
Because we are not in the mail order
business.  \We make a complete line
of Anishing waterials.  We are sull
looking for a medimn where we can
measure the returns on a per dollar
basi~.  Expenditures in other media
we use may be more than the radio,
vet everybody gets the idea that radio
i~ an cexpensive medinm—people who
never think of questioning some of
these other expenditures always like
to know how much radio costs
paually “oh™ and "ah™ at the fizures,
Radio is an intimate  medinn, out
there where they can all take @ ~hot
at it That's why yvou hear ~o mucl
about it and evervbody feels irec to
disetis~ it hecanse they all consider it
their prerogative. .\ farm paper caun
patgn they may never see. micht cost
twice a~ mueh but vou'd never hear
a pecp.

O this ~ubjeet of cheeking adver
tining results we spent one Spring day
in oopaimt store. Mavazine advertis
e was rumning inofdl o color on oour
product,  local  newspaper  advertising
wis being run that day. the windows
were well trimmed, spot radio was e
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(Contined from page 11)

mge used, our Sunday auditions were
on the network, outdoor advertising
was being done, and our color books
were being distributed door to door.
We said to ourselves “Usurely here s
where we can put our finger on what
clicks.”  But to our dismay all the
manager could tell us, was “the store
i< crowded—every clerk is on the run

the telephones are all ringing—busi-
ness i wonderml”—but he  couldn™t
enlighten us or tell us which oi our
advertising efforts was more produc-
tive than some other. Y our business or
onr product may he different.

In our budeet we distinguish defi-
nitely between “advertising”™ and “pub-
deity™ and, after setting up what we
deem to be sufficient money for the
advertising necds, product advertising,
direct, color cards, dealer naterial,
<ales promotion, cte. we then <et up
for publicity entively over and above
the advertising,

1t is into this publicity caption tha
wur radio program falls. We employ
this proeram advisedly and it it inte
our  plans  accordingly,  making  no
claims that it will sell so much paint
for a dealer on a certain day or week.
Rather, we feel and know that, some
what intangible as it may be, it s
making  innumerable Triends for the
company  and its products  and s
dealers, as a cood will backeround
take its place alongside of our out
loor trade-mark  displays to back
the direct and other advertisineg we
do locally and in other media we may
choose 1o use in a more direet sales
Wiy

That's the ~tory, and even in today’s
fretizy o preminms, give-away, con
test~, free deals, ete. we believe ther
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are enough people in this country who
let us say are above the twelve year
I. Q. to support and appreciate the
kind of thing we are doing, although
the evidence on the other side is
vather appalling and it would be difh
cult to try to go agamst it on a dollar
for dollar sales check—if we wanted to.

One of the interesting findings in
these surveys was that the listening
andicnce represents a typical cross-
~cction of the public, covering men.
women and children in all walks of
lite with purchasing ability for paimt
products being more than ample.

From a publicity standpoint, impar-
tial observers have given the program
high ratings.  One Clipping Bureau
commented  that, judging from its
clipping service, the Met Auditions
program received reviews in the news-
papers  and  magazines  from  music
critics and radio editors to an extenut
that rivalled the top “"name” programs,
and far exceeded them in mention of
sponsor’s nane.

And so. we started our sixth consecu-
tive scason on Oct. 20th, Sundays at 3
o’clock (EST) on the Red network
of NBC.

A new Teature of the show this sca-
son will be a hmited number of local
preliminary  auditions which we  will
hold in a few cities, probably Cleve-
land, Boston, St Louis, Dallas, Minne-
apolis, ete. Maestro Pelletier will go
to those cities to hear local talented
singers who have asked beforehand for
an audition.  Winners of these local
auditions will be brought to New York
by Sherwin-\Villiams, expenses paid.
and hieard on the Sunday network aun-
ditions in national competition for a
Metropolitan contract. 1t is expected
that this plan will uncover talent that
might not be discovered in New York,
and will also create further interest
in the competition,

(SHERWIN-WILLIAMS |l
o PAINTS ol

Covering the Greater Cleveland
Paint Market for

Swerwin-Wrtirams

/cmuu OUTDOOR ADVER

Fomploxying full page newspaper space.
Central — Qutdoor  Hdzertising Co
Cleveland told of the highly cffectice
fob it did in spotting SNherwin-11711
liamys  anique Trade-Mark  pane
thronghowt —the  Cleccland  market
arcoa—-the /lm't/qum'lul'.\' t'i/_\‘ of s
world’s largest paint making  firn.

ING COMPANY, INC.
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ABOVE: On the opening night of the Northern Kentucky
Food Show, 12,000 WSALI fans jammed the auditorium to hear
and see a show put on by Cincinnati's Own Station.

people to
Pure Food Eaposition.

WBAI's showmanshi

rmeates their lives with desire for many roducts.
P
pe

W S A I - “Cincinnati's Own St:.t:;:: "

oI Radio Sales—New York...Chicag

i it is

recent advertisement because o

is statise

1 tomorrosw a8 it was yesterday- Tt ‘I pan

hip is magnetic . . - that "~
hrough the air and attra

ce this

ABOVE: We reprodu
ignifici lay and

s significant toda? c ‘
?icul proof that WSAI's showmans

. h
cinnati’s Own Station reaches

amazing audiences.
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BELOW: A WSAI microphone circulates throngh the crowd at the
Northern Kentuckv Food Show. WSAL did such a swell job as the
only radio station helping promote the show thae Farry Baumbach,
Gencral Chairman, said, “WSAI is not only Cincinnati's Own
Station, it is the Grocer's Own Station!”

I !

356,042 LIVING PROOFS OF
SHOWMANSHIP THAT SELLS!

Crowds totalling 253,875 gravitated to
WSATI’s Studio during the 14 days of
Cincinnati’s 26th Annual Pure Food
Exposition.

Paid admissions totalling 102,167 were
reported by the Northern Kentucky
Food Show, with WSAI the only radio
help, the only radio station permitted
in the show.

That adds up, in these two instances
alone, to 356,042 living proofs of
showmanship.

This ability to attract listeners in multi-
tudes has so impressed so many sponsors

that WSAI is now second only to WLW

in total business in Cincinnati.

Say 3 aw it in The ADVERTISER Please

And WSAT’s showmanship is showman-
ship that sclls. .. sells this station to more
time-buyers because it sells their adver-
tised brands to more product-buyers.

We can add your product to the buying
lists of hundreds of thousands of loyal
listeners in the Cincinnati area.

CINCINNATI'S OWN STATION

REPRESENTED BY INTERNATIONAL RADIO SALES
NEW YORK CHICAGO LOS ANGELES
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TeN YEARS is a lotta time . . .

And The ADVERTISER has sold

LOTS of it for alert Broadcasters
regularly and repeatedly advertising

in our pages.

* To cite just a few—WLW, Cincinnati, now
in its NINTH Year,

WSAI, Cincinnati, now in its FIFTH Year,
NBC, New York, now in its Sixth Year,
CBS, New York, now in its Fifth Year,

WSPD, Toledo, WTIC, Hartford, WTAM,
Cleveland,

WFIL, Philadelphia, Colonial Network, Bos-
ton,

WBZ. Boston, WCKY, Cincinnati, KYW,
Philadelphia,

KMBC, Kansas City, KXOK, St. Louis, KWK,
St. Louis,

KGO, San Francisco, RCA, New York, etc.,
etc.

% TEN YEARS of service to our readers—the
nation’s best advertisers and advertising
agencies. broadcasters, publishers, lith-
ographers, etc., has established The AD-
VERTISER as a medium of influence and a
powerful vehicle to carry your advertising
message today to the executives who are
astride the buying saddle.

% Figuratively The ADVERTISER rolled up its
sleeves, having cut our 10th birthday cake
with last month’s issue, we go to work with
yet greater vim and vigor . . . ever a great
advertising medium, worthy of your schedule
in our pages — inviting also new advertisers

to our grand market of the nation’s
foremost advertisers and advertising
agencies.

% We advise placing a full schedule at this
time. Rates are $155. per page ($130. on
12-time contract). Space order, placed now,
guarantees the current low rate for the next
12 months,

% A recent survey indicates The ADVERTISER’s
advertisers reach between 6 and 38 readers
in each office, per copy — a potential 50,000
readers! The type of readers who have
greatest buying power.

% The ADVERTISER assures effective, com-
plete coverage of ALL major buyers of time
— ALL Agency Time Buyers and their clients
— the nation’s advertisers.

% It is never a gamble when you place your
advertising dollars in The ADVERTISER.
Place them across the board for a 12-
time schedule, and include MARKETS of
AMERICA, Vol. 5 . . . 1941 edition (same
page rate). RESULTS are certain!

Pluce yvour resercations now, at cither of our

three main offices

%. Waxwe// Jaﬁon
s

crivsing Directo

The ADVERTISER and
MARKETS of AMERICA

November, 1940

November, 1940

WAV

.

The ADVERTISER

ANY MARKET
AT ANY TIME

Spotty distribution problems are
most easily solved by Outdoor
Advertising’s flexibility. Select by
your own yardstick the markets to
be;on 5 }:;y villages...towns...cities
. .. climatic zones. Outdoor Advertis-
ing’s selling force is ready to serve
where and when it is most needed!

@UTDOOR ADVERTISING lNCORPORATED

National Sales Representative of the Outdoor Industry

Atlanta - Baltimore - Boston - Chicago -

. Please

60 East 42nd Street, New York City
Cleveland + Detroit - Houston * Los Angeles - Philadelphia + St. Louis * San Francisco
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Npeaking of “color”—the NRBC election night party splendidly staged by Pres. Niles Travonell (handsome profile
by New York City studios, had cverything, ples.
IV Soony, Chairman of Bank of Clina, Mrs. K. C. L, Mr. Harren L
Warren L. Picrson, Mrs. Lewis I Pierson, Niles Trammell, President, NRC, Mrs, Lo Fo cramayo.

Bebind The Scenes
In RADIO . ..

By ROSALINLE GREENE

EDITOR'S NOTE: The famed personality of Rosaline Greene

il

is best known to our readers as *‘Radio’s Leading Lady.” Miss
Greene is as popularly known to radio executives of advertis-
ing agencies, their clients, and broadcasters, as she is to the fans who listen
to her delightful speaking voice, currently heard on nationwide broadcasts,

Broadcasting from new york—rosaline greene

Y irtends, the Election is over.

and now that the sound and fury

persuasion and oratory have sub-
sided, no one will deny that in this cam-
paizn radio did herculean service, in its
extensive coverage of results  and
analyses as well as its intensive drum-
ming up of interest beforehand.  Radio
was politic with its politics, serupulously
c0. And the public was served. Sclah!

Anent this | must toss special orchids
to the National Broadcasting Company
for their gala Flection Night party.
There was the most impressive showing
imaginable . . . Mammouth studio 8H st
up with a tremendous bulletin board, two
glass broadceasting hooths, one for the
Red, one for the Blue, tabulators” desks,
news photographers, statisticians, staft of
commentators, ceaseless efficient activity

. with some tour thousand agency men
and sponsors viewing as well as hearing
the complete drama. And drama it was!

Practically everyone important in the
mdustry was there: Roy Durstine (once
outstanding with BBD&O), now heading
his own agency) whose wife  pulled
the hon mot ot the evening with her
remark 10 an NBC official “we  like
vour party  very much bui owe don’t
care for the program vou're broad
casting.” Arthur Pryor, Jr. also of
BBD&O as<ociation VP in charee of
radio . . . Benton & Bowles” own grand
pevson Chet Bowles, flanked by Bill
Jaker and lim Rogers 0 0 | chatted
with Larry Flolcomb, ol Sherman K.
iz, with Tibhals of the Biow Acency

Mroand Mrs, Harry MceCann made
a fleeting appearance .. Blayne Butcher
(Lennen & Mitchell) who with his \Wal-
ter Winchell was one of the few Roose-
velt cheerers sam Fuson and Alan
Ward of the Kudner forces . . . Ken
IFickett representing \Wm, Faiy Bill

Murray of the \m, Morris office with
his glamourous actress wiie llka Chase

. . NBC exceentives were worrderful
hosts: Dave Sarnoff himself as chariming
and gracious a “hig” man as | know,
I'rexy Niles Trammell strong and e¢ner-
aetic (whose idea, incidentally Mr. Sar-
noft tald me, the party was), smiling. re-
freshing Keith Kiggins, affable €lay
Morgan, swell-fellow  “Doc¢”  Morton,
dynamic John Royal his eves lighting up
as lhie deseribed impressions of his re
cent 45,000-mile foreign travelling. Gen
tlemen, vou did vourselves, NBC and
radio proud that night!

Program pyrotechnics were cansed this
last month by the sensational Colgate
Continental  dropping ol Benton - &
Bowles,  Because of the six radio shows
currently  sponsored by Colgate-Pahn-
olive-Peet this switeh vitally atfects the
broadeasting scene as no other agencey af
fair in my memory. Details of the Theo
dore Bates (Tormer account exccutive
with B & B who now sets up his vwn
ageney to handle most o1 this businesx)
developments are trickling forth as news;
Sherman & Marquette currently  plans
to continue their share or the C-P hroad
casting with commercials pingged Tram
their Chicago seene while the present
programs emanate from NY.; and a third
ageney = now angling for another share
of this Palmolive plum. 1 recall the
magnificent auditioning o “Heauty Bax
Theatre™ which helped <ecure the Pan
olive account for Benton & Bowles some
seven vears avo and their radio activities
<ince have heen extensive

We'll e welcoming Coca-Cola back o
the airwayz on Dec, 1st as negotiations
has just bean concluded,  Progran will
be aired on Sunday afternocns, 430 o
3 PG over CBS) with Kostalanet£'s
orchestra and Albert Spaulding, famaots
concert violinist, a< an added attraction

The Novertiser. Noveniber, 1940

L. to R.: Louwis I Pierson, Mrs, 1.
Dierson, President of xport &

right), at their
" Soony, K. CoLi, Mrs, Boris (. lart.
Tmport Bank., Mrs

We all knew that The Texas Co
wanted and needed a prestige-good will
program, so it was hardly a surprise to
hicar that they had bought the airing of
the Metropolitan Opera broadeasts, They
commence  December 7th over NBC's
Blue network and a vast andience will
he grateful.

“What's On Your Mind?” might elicit
entertaining stories from the participants
in the new Planters Peanut program Fri-
days 7:15-7:45 P\

And what's on the minds of the Euro-
pean \War proiagonists may be revealed
some night on Remington-Rand’s new
sponsorship of “Newsroom of the Air,”
NBC-Red Wednesdays 7:13-7:30 AL

There’s no doubt that Procter &
Gamble is stressing “quality” in its pro-
gressive radie schedule, It's newest of-
fering  “lLone Journey” is  Sandra
Michacls-seripted and  Axel Gruenberg:
directed, which means that painstaking
care and superior imagination go into it.
Also “This Small Town™ which dehuted
last month is “different.” Can it be that
serials will evolve into more colorful,
varied, interesting stanzas and escape
the presently imminent horing satiety ?

Some swell transcribed “commercials”
heard lately: Hinds' Honey & Almond
Cream, also Oakite cleanser.  Both set
to music and captivating attention.

The Californta sunshine or something
brightened up the Vallee-Sealtest show
appreciably.  Did you happen to cateh
the clever satire-travesty of the \aga-
bond Lover’s “life™ as narrated by the
“Great Lover” Barrymore? It was tops
in entertainment,

\Which wise advertiser will grabh CLff
Fowler’s magnificent program idea now
heing readied > And 1 do mean “magnifi
cent™!

Any time yen happen to have a
Wednesday  Tunen-hour  free i New
York don’t miss the Radio Fxeentives
Club Bull Sessions. Not only a friendly
gathering-place for ad men, station reps,
producers and others aun conrant with the
radio scene, but alwavs an interesting
program schedmled. Panl \White (CBS
Special Events specialist) talked 1o ns
abont the adventures, censorships and
hazard< of broadeasting from the wai
spheres abroad, a radio phase now mak
ing history ; Gilbert Seldes deseribed the
very latest developments and  expecta
tions of that problem-child television,
~till commercially “around the corner”
but visible: Dr. Orestes . Caldwell
(Editor of “Radio Todav™ and one of
the ortgmal FCCY opened our eves to
27 new radio aids to advertising, resi
dent in a mere tuhe, And all this is just
a ~ample, folks
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Tuning In on Radio.. By crREsS LITTLE

HAT was an carful uttered by

CBS Vice-President Paul W, Kest-

en in answer to a theatrical paper
criticism that \merican television is in
the doldrums, far behind English devel-
opment.,

Kesten pointed out:

That CBS has to date expended §1,-
300,000 in television, has created and
tested mmdreds of video programs, has
protected the public against premature
buying of television sets.

THAT color television, as developed
by Columbia, has brought praise from
European experts—among them Gerald

Cock, BBC television director, who said:
“Miraculons.”

THAT instead of a “one-man tele-
vision department” (Peter Goldmark),
CBS has a 47-man full-time television
organization, a 23-man television engi
neering personnel.

THAT CBS will offer full color tele-
vision to all set manufacturers on a fair
and non-exclusive basis.

THAT full-cover puts U.S. television
as far ahead of black and white as a
modern auto is ahead of Model T,

THE (%24 NETWORK

STATION I[N

PHILADELPHIA

10,000 WATTS 50,006 wess

WESTINGHOUSE RADIO STATIONS
Represented Nationally by NBC Spot Sales Offices
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The tumult and the shouting having
died, Cress Little suggests that although
the campaign (so far as pay program:
were concerned) got a late start, the
quadrennial output of bunk and boloney
was far more terrific than usnal. We
hope Dotty Thompson wasn't right in
attributing it to the “copy writer” in-
fluence.

Bing Croshy, prize cheese-seller ol all
time, is sated with too much talk. ITolly-
wool reports there'll be more music, less
chatter, on the Kraft show when Bing
returns to it this month. Carroll Car-
roll has been writing 12 to 15 thousand
words for cach hour hroadcast. We dis-
count a rumor that Kraft Music lall
will shrink to half an hour, but “could
be” that Bob Burns will leave. Connie
Boswell joins the show this month,

WSYR, Syracuse, puts James Ford,
Communist candidate, on the air (via
network) after FCC sent a wire re-
questing answer to charges made by a
Commy party official. Perhaps WSYR
didn't know identical wires were sent
other stations, who stuck by their guns
and refused to let Browder & Co. use
American radio facilities for Commu-
nazi propaganda. Both NBC and CBS
outlets are on the list of stations run by
unterrified patriots. In Ohio, WCKY,
WGAR, WHIO and WADC got the
FCC guery. We hope it was only for
the record. A fine commentary on
American radio, should patriots be
spanked or scolded for a service to the
nation !

In Cincinnati, they're saying Parks
Johnson and Wally Butterworth, Penn
Tohacco’s Vox Pop ambassadors, are
tops. Not only on the air, but in meeting
the press, radio folk and the public. And
that's more than they're saying about
several other celebrities in town at the
same time. When will some radio and
screen idols learn that Hollywood and
New York do not overawe the provinces
and that the grand manner doesn’t “set
well” with the average American?

Needless to say, NBC, CBS and MBS
did grand jobs election night. Al there,
IFCC! Please note arother big invest-
ment in money, time and toil by sta-
tions and nets—all “in the public in
terest!”

Elimination of a number of ASCAP-
owned themes on the metworks points
toward confirmation of this column’s
repeated prediction that the broadcasters
are certain to go through with their re-
fusal to give in to the composer-pub-
lisher demands. We sce no possibility
that ASCAP music will stay on the
chains and the majority of stations after
Dec. 31, unless the American Society
backs down.

Decision of the board of directors of
the National Association of Broadcast-
ers not to negotiate with ASCAP, de-
spite a plea by worried band leaders,
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makes it clear that a united industry
will attempt to settle, once for all, ihe
perennial headache of copyright,

One of broadcasting’s worst curses,
the oversupply of dance music after 11
p.m., may be on its way out, thanks to
the musicians’ union. Both CBS and
NBC (CBS  currently) have heen
plagued by union fats ruling out re-
mote band pick-ups because of disputes
with stations, disputes in which the nets
have no part. Now CBS is reported fig-
uring on using the late night hours for
studio programs of various kinds, along
the lines of the “Forecast” series heard
on Monday nights (9 p.m.) last summer.

The idea is that the midnight period
would be a good time to develop and
display new program ideas. This not
only would give the listener a choice of
something other than the cternal dance
music program, but also would be help-
ful in network programming in case the
expected NAB-ASCAP  break comes
with the first of the year.

WPFIL Sells Election
Returns...

WITL, Philadelphia, sold all its time
on Election Night, Nov. 5th, to Phila-
delphia and New Jersey dealers of The
Ferd Motor Co., Roger W. Clipp, man-
ager of the station, informed 7he
ADVERTISER,

From 9:45 PM. until the historic mo-
ment when the Presidency was conceded,
every commiercial broadcast was can-
celled to make way for the election re-
turns, Two exceptions—regularly spon-
sored programs at 10:30-10:45 and 11-
11:15 M hroke into the Ford dealers’
solid bloc of time.

Direct wires to hoth Republican and
Democratic  headquarters in Philadel-
phia, International News Service and
The Philadelphia Record, combined with
NBC and MBS reports, assured WFIL
listeners of all the latest, on-the-spot
returns,  Man-in-the-Street  broadcasts
from all over the city supplemented the
election news.

For the thousands of Philadelphians
who milled about the downtown district
on Election Night, \WFII. erected a large
clectric “score” board that flashed the
latest returns as the station received
them.

The FFord Dealers’ sponsorship of the
entire election returns established history
in Philadelphia broadcasting, according
to Clipp. McCamn-Erickson, New York,
handled the contract.

McAndrews Advanced...

Bob McAndrews, formerly  Sales
Prom. Mgr. of KGO-KPO, San Fran-
cisco, has been named head of Sales
Promotion for NBC's Western Division,
according to General Manager Al Nel-
son.

MeAndrews succeeds Charles Brown,
who recently moved to New York to
take the post of Sales Prom. Mgr. of
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WXYZ Night Power Vastly Increased . ..

LB

TRENDLE CAMPBELL

Their exemplary operations of 117X -

YZ, Detroit, rewarded by IFCC with

Night-Pozeer increase expanding cov-
crage of this great market.

ond new radio tower to handle the

30C0-watt night power increase is
moving fast and Geo. W, Trendle, presi-
dent of King-Trerdle Broadeasting Cor-
poration, is at last rewarded for a decade
of exemplary hroadeasting ethics.

Since the advent of WXNYZ ander
Trendle’s management, closely seconded
by H. Allen Campbell, the station has
becone almost world  famous throngh
creation of three great dramatic produc-
tions. This recognition soon carned f{or
the station a popularity that indicated
inadequacy of 1000 watts in the hig
Detroit area.

Listeners  far  beyond  the  primary
reaching of a single kilowatt wanted to
dial its offerings. Letters told of such
desires.  “Why,” wrote many people,
“can't we hear your programs?" Trendle
felt that his high standard of broadeast-
ing service to listeners deserved zreater
coverage to supply this demand.

Bnt those who know Trendle know
that he in many instances follows ihe
age-old axiom, “make haste slowly.”

Briefly, King-Trendle outfit preferred
to be recognized as worthy of a stronger
“voice” rather than place itself in the
light of being over-ambitious.

C()A\'S'l'l\’l‘("l'l()l\' of WXYZ's sce-

NBC's Managed and Operated stations,

Gene  Emmett  Clark, previously a
writer and  producer in KGO-KPO's
program department, fills McAndrews’
former position.

WBIG Uses Outdoor. ..

One of North Carolina’s busiest street
corners—at  Jefferson  Square, Elm &
Market Streets in Greensboro-—recently
became the site of display advertising
for WRBIG, Greenshoro,  Astute  Ma-
jor  Iidney  Ridge, the station's  1i-
rector, contracted for a prominent dis-
play window and flluminated hoard space
to promote both WBIG and the Colum
bia Broadcasting System.

The window space will feature mer
chandise advertised over the station that
the store behind the window—Liggett's
—has on stock; the lighted display sign
will flash meszages about popular WBIG
programs.

The first reward for such steadfast
policy came last November when WXYZ
was upped to 3000 watts daytime only.

The corporation built a new high-
power transmitter and engineering build-
ing seven air miles from downtown De-
troit, The new signal was featured with
usvual King-Trendle thoroughness along
with NBC’s Blue Network coast-to-coast
hroadcast celebrating the event.

Now comes the nighttime increase giv-
img WXYZ a day and night signal of 3
kw which is expected to intensily the
station’s scope of primary a good 0%,

Recently  King-Trendle published a
new market study which f{eatures
WXYZ as giving the biggest radio dol-
lar value in Detroit. A comparison of
rates in relation to coverage is the basis
for this claim. Obviously, the extension
of the night-time primary will enhance
this vahie comparizon and place \WWXYZ
in a much stronger position in the De-
troit field.

Many in the trade have continually
paid homage to Trendle and his staff as
outstanding broadeasters and  showmen
hecause of unusnal success in producing
shows that win,

Naturally THE LONE RANGER is
the wheel horse of their creations and
<till going strong throughout the land.
THE GREEN HORNET is a worthy
stablemate which now isx heard coast to
coast via Mutnal, with a movie serial
coming up soon. Somewhat newer, but
cqually of potential greatness is NED
JORDAXN, SECRET AGENT, also on
Mutval and  propitiously featuring  in
cach drama a militant campaign against
subversive activity in America. Here,
again, Trendle's master showmanship is
evident in such a well-timed addition to
the dramatic story of Ned Jordan.

What next? Maybe Trendle knows,
but it's a safe bet that the increased
audience accruing from the new high
power at night will enjoy the \-1 enter-
tainment to come.

—the foremost feminine name
in St. Louis radio —exclusive
over ST. LOUIS KWK




onr time.

Not evervone is so lucky. There
are people who  s1ill make highlaced
<hiwes, who still build earriages aned out
houses. I'm not one of them

I RIDE one of the great currents of

I'm in Radio, have Leen deep in it 1ot
over ten vears, have seen it grow witl
astonishing speed from gadget into sore
thing no superlative quite fits

When I first came to radio, as an
advertising copywriter, it hal just stop
ped treing little Junior’s adventure in
practical science. The whole family was
taking it over. Teoed Husing and ihe
New York 1

on the air.

iNarmonic were a'ready

I found myseli riding an enormously
alive soeial Toree, galleping heil-bent for
international significance. The big proh-
lem was to keep from getting unhorsed.
Radio was bigger than anyone in it. We
knew that. A best, all we could hope
to do was to house-hreak radio without
lowing its speed or spirit.

We needn't bave been afraid, fler
we are, the people in radio, after a ride
like nothing else in history. Today, over
28,000,000 Tamilies in this comtry ow
about 30,000,001 radio zets,  Did vou
read those figures casuallv? Don't, Thes
tell vou a oot deal more abont demec
acy than yvou might imagine. A fter bhed
and tables and chairs, a radio is the
most  familiar  houschold item in
America. There's notking else 20 many
fanmilics own m commen

™

Or use more.

| know that figures are tiresome. But
think for a moment what the following
figures must mean. Today, more than
cight out of ten UL S radio families
listen sometime ciery day. They listen
an average of over five hours a day
That makes a total of <omething like
100,000,000 family-hours of radio list
ening in this country coery day.  (1i
anvthing, the hgures are conservative!)

The Duplications clre Harder

Its enormouns distribution and  cnor
mous nse are the simplest facts about
radin. [t now cuts across cvery income
and geographic line. It makes the use
of telephones and movies in this country
seem like scattered phenomena. Radio
has become the most fypical thing in
America; our “hrst” activity—all in the
time it took your kid brother to grow
uy: to highscheol

But if the Tacts are simple, their
implication iz not. Heavyhanded sociolo-
@ists, in vears 1o come, are going
spenzd a lot of time figuring out the im
pact ol radio ¢n s, on our family life,
on our culture, They’ll embalm their
mdings in the fat books which are their
occupational discase. My job is livelier.
I bave 1o interpret the meaning of radio

1

I'm =still an adivertising copywriter.
[ don’s write anything that goes on the
air. I write about radio. I try to explain
it 1o the men who buy time and sponsor

The Nivernsek, November, 1940

Promotion Campaigns

CBS Fictor Ratner as he looks to
iy colleague Dr.
v confemplating a 1w can

argh

Stanton’s camera

them

“I Don’t Make
High-laced Shoes
For a Living”...

Famed Creator of CBY Advertising

lells of

Radio's Decade of Progress...Proud

of Broadcasting’s Record.

By VICTOR M. RATNER, pirector of = Sals

Promotion, Columbia  Broadcasting  System, New York

programs; try to convince them that the
yuickest and best way to reach most
people 18 not in magazjnes, not in news-
papers, but on the air.

It’s not a hard jol, Radio itself does
most of the work. (I realize at least
once a week that nothing I've written
abont radio in ten yvears is hali as exceit-
ing, as alive, as convincing as radio it-
<clil)

And why shoudd it he? My s<ubjec
really has Dbeen the American people
this energetic, cocky people with half a
continent to stretch in; who assume, like
no other people on carth, that anything
anyone else owns is something they can
have too. They capect to know what's
going on. They aren’t awed cither by
symphonies or great classies of litera-
ture (both are on the air, and very
] They took to
adio like a duck 1o water hecause new
horizons, ali things considered, have
dways heen the great \merican stinm
lant.

\nd radio, simply stated, brings the

vest horizens right into the living

CCOns v, as | writ

IT this be Hag-waving, make the most
of it. I think our radio is the sharpest
demonstration of democracy the world
has seen. IT evervthing else were as
pleasant, as healthy and generous in it
growth, vyou wouldn’t recognize the
place!

It surprises me a little to find myseld
z0 ardent about radic. Perhaps it’s Fe-
cause it buys my bread and butter. Or
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perhaps it's because I've had a chauce to
see it whole, to sce what it has come to
mean beyond my  immediate  cirele.

The complaints generally made ahout
radio can almost all bhe traced to one
thing. [t is a mass medium,  Intellee-
tually-minded people are apt to get im-
patient with any mass medinom.  Yet
radio  gives the intellectual far more
attention in itz schedule—in “serions”
programs — than  intellectuals  warrant
numerically in the population.

This has had a double-action effect.
When radio carries serious music and
sertous talk to the intellectual. it also
exposes them to masses of people as no
other medium can hope to. When serions
stuff comes out of the same little box
as broadest comedy and hot licks on a
saxophone, people in the habit of listen-
g to one often go on listening to the
oher—and make interesting discoveries.
This is a double-action effect becanse
radio has drawn any number of “intel-
lectuals”™ mto listening to IFred Allen
and Jack Bemny, even as the audience
for the New York Philharmonic and
“Invitation to Learning” broadcasts* no
longer consists only  of  people who
normally buy concert tickets and “good”
books,

Al of which is grist for the mill of
the particular story 1 have been tryving to
tell for ten years—the story of radio
as an advertising medium,

Ruadio—the Advertising Medinm

That story hegins, as | have begun
this article, with the size ol radio’s
audience. The simple fact is that, today,
coerybody listens; cevervhody hut  the
\'Qr_\', \'('r.\' l)()()r.

This in itself makes radio an extra-
ordinarily powerful advertising medium.
Jut the story only begins there.

Radio’s huge audiences are not the
cause of radio’s ctfectiveness but tle
result of it. They grew inevitably out of
the  special  psychological  advantages
radio has as a means of communication.

I think the first of these is so obvious
people  tend  to  overlook its  weight.
People listen to radio. They read other
media. And listening is casier than read-
ing.

Listening is something we do naturally
from hirth. Reading is an artificial busi
ness. And all our lives we do far more
listening than reading.  \Why then he
surprised to find that people are mo-e
ar-minded than eye-minded? Psyeholo-
gists have tested the jssue from cvery
angle. \\ith monotonous repetition, they
discover that people remember what they
hiear longer and better than what they
read.

And then, radio is <o alice. You listen
to the warm. subtle intlections of a real
voice. lts message is immediately and
directly alive in a way no “still-lite”
medium can duplicate.

Dot forget  this, either.  People
listen together. Radio is the only med-
imm wineh reaches a room full o1 peojide
stmultaneously.  ‘That does something
Clovitation e Learning™ s @ weekly pre
am - Sunday afternoon on CBS in which vhe

1 classics  of  litevature  are  now  heing
discussed.
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People together are far more responsive,
far more “open” to almost any message,
they  react much quicker to it, than
people alone.

Rebuttal and Counter Rebuttal

Naive people  sometimes  sayv "lDut
people don’t listen to adveritsing on the
air”

You can tell them  they're talking
through their hats.

There™s no other way to account for
the rise of radio in this country—ior

4

the entire development ol its audicuees
and programs— except in the audience’s
response to radio adcertising. “Uhat's
heen the whole source of radio’s revenue.

Perhaps some people might have liked
a different system. But this one has
given us the hest radio in the world,
and by such a wide margin there’s no
“second™ inany other country in the
world.

* * *
It's been a pretty full ten years

VICTOR M. RATNER

K XOK Shows 17 States Mail Pull . . .

HE wide spread coverage ol

KNOK, St. Louis, now operating

on its new frequency—o30 via .-
000 watts day and night, evidenced it-
~cll by a mail return from 17 heavily
populated states.

Otfering  a  special edition of  the

St Louis Star-Times, containing radio
supplement, the station was deluged
with mail that confirmed the engin-
cering pattern of its 2 mill volt line.

Mail irom  New Orleans to Sault
Saint Marie indicated KNOK covers the
Missizsippt Valley as well as thorougihh

covering the geographic heart of the
nation, the St Louis Market,

January first witnesses the switeh-
ing of NBC Blue to thi~x poweriul St
Louis station, owned and operated by
the  Sto Louwis  Star-Times, one  of
Anterica’s greatest newspapers,  John
C. Roberts, Jr. the station’s head, in
cooperation  with  Tis widely  known
SN Cosby, has outlined a campaign
and program arrangcinent to give the
NBC Blue hookup and its many
clients a coverage and marketing scr-
vice that will set the national pace for
results via radio.

Boston Ad Club Honors Shepard . .('vcr 100 members of the advertising
and radio professions jammed Boston's Hotel Statler on October 22nd o

hear a half howr demonstraiion of tohn Shepard s latest de
Vodulation.. . The head of the Vankee Network of New England

Frequen. y

clopment.

did not disappoint his listencrs, presenting a program as amagzing as il wweas

COnTICing.

So realistic was the transmission. guests conld not tell an actual

prano perforimance e the romm from one broadceast many miles aweay.
Neated at the head table in the loweer photograph, are (left to right): ’rof

Ross Cunninghame. Dire Market Rescarch, Mo 10 T, George Chatfield, Le:

Bros. e (.

I

Fazvortte, Dis. Myr., Atlantic Refining Co.: Pad 1. DeMars,

Vankee Netework IFo M. Engineer: tohn Shepard 111 : tohn C. Nicodemus, 17
. Boston cAdie. Club. Shepard commented to the gathering, =Y ou gentlemen
will notice No ANSCAD mmbers were used on this program !
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being  planned  to

1(: doings arce
celebrate radio’s twentieth hirthday

this month. A dinner at the Wil-
lard Hotel is scheduled, which will he
held on November 25 or 200 Big wigs
of government, radio and business are
being invited and [ would say that just
about everyone will be on hand to grasp
Willard silverware and to wait for the
starting signal with napkin tucked under
chin. President Roosevelt will he asked
of course but no guarantee is given by
the writer that he'll be there. Enough
officials will be on hand, nevertheless, to
uphold the dignity of the government.
Radio stars, who have been long estab-
lished on the air, will present a show to

BUSINESS IN
WASHINGTON?

After a day full of Washington
conferences, you’ll doubly en-
joy the modern luxury of the
Hotel Raleigh. The restful
comfort of your room. The
long -remembered excellence
of the food. And the gaiety of
the PPall Mall Room, the cap-
ital’s smartest dinner and sup-
per rendezvous. Yet so eco-
nomical. Rnoms from $3.50.

C. C. SCHIFFELER, Gen. Mgr.

HOTE

PENNSYLVANIA AVENUE AND
12ta ST.N.W., wns_nllg'rox, b.C.
. Pleasc

Say vou saw it in The ADVERTISFR

»&‘@ashmgton
/
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By EM]

[ashingion Corre-
spondent for The
N DVERTISER

commemorate the event. Sponsors of
the dinner are the National Association
of  Broadcasters, Communications  Bar
Association,  Institute of  Radio Ingi
neers, and the Radio Manufacturers A~
sociation, Some ol the network com-
panies are also expected to join as
SPONSOTS L.

A new service for broadeasters has
just started at the Library of Congress
which opens the way for station pro
gram directors to draw  on  material
which the world famous library  has
collected. Three men, paid hy one of
the Rockefeller foundations, have been
assigned to help broadeasters make use
of the library. Puinn Conex, formerly
with the British Broadcasting Corp. and
more recently with the U, S, Office of
Education, will take care of any corre-

November. 701(7_

spondence  addressed to him at  the
Library of Congress. The other two
men are Chaxies  Hargenn, formerly
with WLB, and Jerry Wisxek, from the
U. S. Office of Education . . .

Emcar B, \WMBD, chairman of the
NAB Code Committee, is wrestling with
a new angle of commercial time limita-
tion. It scems that restrictions now pro
posed for commercial copy are too dras-
tic Tor “contest copy’™ and there is much
palaver over this point.  Bill and the
Code Committee met recently at Chi-
cago to sec what they conld decide.
However, the Committee voted to mect
with agency men in January, presumably
in New York, in an effort to strike a
happy medium. It will mark the first
time that the Code Committee has met
with agency men and some think that
the experiment” may lead to closer col
Jaboration between broadeasters and the
agencies . ..

Crare  McConrovan,  WGAL  and
mogul of the Mason Dixon  group,
dropped into town to look the situation
over. Lunch at the National Press Club
kept him well nourished while visiting

. San Hexky, NAB Bureau of Ad-
vertising, is working like a little beaver
to prepare a presentation on radio for
the convention of the National Retail
ry Goods Association.  The retailers
want to know how they can tie their

local  advertising into  national radio
campaigns.  Since radio is beginning to

make inroads into the retail field much
hope is placed in Sam's effort . . . En
SpExcE, formerly Seeretary of NAB,
has just been granted a local station
licen:e for Washington,

R TT RYA

$ETR

Armed with True Story's newcest presentation, an cxploration of the secondary
circukttion of magazines, applied to specific marketing  problems Asa Blish,
adehicf of True Story. holds meeting n the Chicago office of the publication.

In th:

wsual order are. 1. 1. Mitchell, Eastern Manager of True Story, Blish,

and Albert . Degen, Hestern Manaager
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Major Dept. Store Takes To Radio . ..

Washington, D. C.

TLLIAM C ROUX, Sales Prom.

\‘X/ Mer. for WEAF and \W]JZ, New

York, entertained over 130
breakfast guests of NBC at \Washing-
ton, . ', recently, with some interest-
ing sidelights of radio’s role in the de-
partment store field.

The occasion was a momentous one:
The Hecht Co., massive Washington de-
partment store, and the second largest
user of newspaper advertising lineage i
the United States, announced that it had
signed Baukhage, NBC's famed news
commentator, to air the news over \WRU
every week-day evening from 6:30 to
6:40 P. M. The firm thus took the lead
as the first major department store in
the country to make Radio an important
part of its advertising picture.

Attending the breakfast—held in the
Mayfiower Hotel, Oct. 26th—were ex-
cecutives, merchandise managers and de-
partment heads of the department store,
National Broadcasting Co. radio execu-
tives, agency men, and Baukhage, him

seli.

In the photograph, above, left, some of
the men responsible for the breakfast
have gathered about NBC microphones.
They are, (1.-R) John H. Dodge, Sales
Mgr., WRC-WMAL, Washington;
Roux; Bert Sarazan, PPubl. Dir,, The
Heeht Co.; David B. Stein, Radio Dir.,
Kal Advertising, Ine.; Charles B. Dul-
can, Sr., V.-I'. and Gen. Mgr. of 'I'he
Heeht Co.; Kenneth H. Berkeley, Gen.
Mgr., NBC., Washington; Baukhage;
John Marshall Dinwiddie, Prom. Mgr,
WRC-WMALL

To promotc this daily program, The
Ilecht Co. smartly used one of its main
shop  windows  (right), in which a
United Press news ticker continuously
printed radio news bulleting; a large
blow-up photograph of commentator
Baukhage was shown in the background.
In addition, full pages in Washington's
Sunday  papers announced  the news
broadcasts the week preceding the initial
show.

Rotarians Hear Pcare, Hager...
One hundred Rotarians recently
crowded the Audience Studio of WY,
Schenectady, as luncheon guests of Gen
cral Electrie Co. and WGY. They heard
fascinating descriptions of G-E's radio
activities from Robert  Peare, Mer.
Broadcasting, General Electric, and vet
eran Kolin Hager, Manager of \WGY.

CBS Promortes Morin ...

Charles Morin's  sensational  sales
record during the seven months he
headed sales for KSEFQ, San Fraucisen,
recently led to a new promotion. He
becomes  Assistant Mgr. of  Colurmbia
Broadcasting System’s  San Franciseo
offices, Don \W. Thornburgh, CBS V..
in charge of Pacific Coast operations, i
formed The ADVERTISER.

Working under Arthur J. Kemp, CES
I"acific Coast Sales Mgr., Morin will
supervise network  sales originating  in
San Francisco and Radio Sales, Inc. ac-
tivities for northern California.

The Noverriser, November, 1910

WAKR’s Superb Studios...

Ohio’s latest station, WAKR, Akron,
on the NBC ilue Chain, opened its doors
to a radio devouring public and has
heen guest fo a daily average of 1,000
Akronites since its ultra-modern artistic
studio doors have been unlocked.

Broadcaster S, Bernard Berk, and Mrs,
Berk, whose artistic skill is evidenced
in (he decarative theme of the many
studios, informed The Avverriser that
the station started with more than $80,-
000 worth of local business when its
1.009-watt =ignal initially spread itself
over the rich Akron market, in time to
pick up considerable ¢lection campaign
monies.

Commercial Manager 1s Kenneth Kee-
gan. He was formerly Adv. Mgr., the
late Scripps-Howard Akron Times-Press.
The big O'Neil Dry Goods Co. has given
WAKR the largest contract for radio
time it has usced to date. The station is
well launched on the road to a highly
successiul career.

3

e
TNty 0Lt trmeng

ST TN Naveazas
)

BRI TiLAG

A GALT s adilrit -
e s Ll

-

B




32

The Agency Page...

k. would like to see the matter

of the local-natiopal rate dii

ferential given serious considera-
tion by representative agency and new s-
paper publishers’ organtzations.  T'here
are many arguments for either side of
the controversy as to whether the dif-
ferential should exist, The agency plac-
g national space maintains, and rightly.
that the publisher saves composition and
alteration costs when mats or plates are
furnished, and that the credit risk on an
established ageney 1s far less than on a
small retailer. Then, too. agencics cre-
ate business, acting as a representative
of the publisher’s sales department inso-
far as they bring in new accounts. On
the other hand, the publisher often must
furnish merchandising help that costs
him real money on national space, and
since he expects to eat even on the day
that he doesn’t carry much forcign ad-
vertising, he is dependent on department
store space because it is on a daily
schedule.  The matter of discounts for
frequency of insertion has been dis-
cussed increasingly of late, and may hold
a workable solution to the problem.

* % %

\We suspect that the revived Sun-Maid
slogan, “Ilad your iron today?” would
not prove too popular in London at pres-
ent, what with the daily shower of iron-
mongery from the skies,

* % %

I3 K. Goodrich Co. has announced an
anti-freeze named  Stet, which will no
doubt be Toyally used by all the printing
fraternity.

* % x

It ain't smart to kill off the customers.
Thus, we trust that the cigarette broad-
cast giving away planes includes a mini-
i course of imstruction in their vse.

* ok x

Fxcerpt from a letter received from
a salesman who called on us now and
then: “I am leaving my present connec-
tion for Government duty and I want to
express my appreciation . . for the
husiness given me.”

We will probably see more of these
communications.  So long, boys, and may
there e a job for you when voun get
back.

* * *

“You will never know the complete
power of your charm until you have used
Park & Tiliord’s pertume masterpicces.”
Don’t tell us how you made out.  What
with a weak heart, and all, we doubt
we'd stand the strain.

* %

\dd great opportunities- -Union- May-
Stern, in the St Louis Post-Dispatceh,
says, “IT you're drafted, anything vyou
buy from us until November 13th, ra-
dios, rugs, furniture, washing machines

ceverything! © L L is vours to keep.”

#* ko ok

Now a survey of doorstep advertising
reveals 88% readership.  Wah!  Our
doorstep looks like a rest-home Tor hun-
gry goats already—what will it he like
when the news gets out?

~ The ADVERTISER

By H. B. T.

Much to evervone's surprise, it has
again been judicially decided on the one
<ide that cheesecake is popular; and a
university professor states in a recently
published hook that sex is the least im-
portant of advertising urges. The lithe-
some leg, my children, always has and
alwavs will attract attention, and you
are hereby charged with the responsi-
hility of remembering this fundamental
axiom no matter who tells you different.

* % x

Chock Full O’Nuts Co, New York
restaurant chain, seems to us to be walk-
ing a tight-rope, with that name.  \What
il the customers decide that they're he-
ing called names?

* % %

Just another  example of the  class
struggle.  An English agency, advertis-
ing that their headquarters have been
moved to Berks Hill, Chorley Woad,
Herts, for the duration, mentions in
passing that the production and  space
departments  are  still - Tunctioning in
London.  Production  men  and  space
buyers, they figure, are expendable.

* * *

The Wisconsin cheesemakers expect to
~ell more than a milhon and a haly
pounds of cheese to be given as holiday
aifts. I'ry giving the givl friend a ripe
old limburger.

£ k *

1" 1 Riter Co. has introduced, with
much  fantare,  wide-mouthed  catsup
bowls which take the plop out of this
old Tavorite. Now if some one will in-
vent a kev-opening can that doesn't taper
off to nothing in three twists he'll have
our undying gratitude.

* ok ok

The Quality Bakers of America will
place increased emphasis on laboratory
testing in the coming yvear, it is re-
ported.  Now il they could only o
something about the stafi of life. 1t
looks swell, it's neatly sliced, and beans

*

>

November, /(/J_(_)

titully wrapped, but it ain’t hread. Doro-
thy Thompson, no idol of ours, called
the turn when she made pointed remark.
about wind, water and eellophane.

x % %

A Jot of words have been bandied
about concerning the charge that adver-
tisers control the editorial columns of
newspapers.  An advertiser who directly
attempted  to  dictate  editorial  policy
would richly deserve the blast he'd get
from many publishers; but this is not
altogether likely to happen because no
one has any particular desire to murder
Santa Claus.

x k%

Maybe Fleischmann is overlooking a
bet in their “Now You'll Like Yeast”
campaign. Instead of mixing yeast with
such namby-pamby fluids as tomato juicc
and milk, why not use [Fleischmann’s
new Kentucky bourbon?

"

That new double-thickness terlet tissue
might be great stuff if it didn't tear into
ribbons when vou try to detach it from

the roll.
* k%

Unless vou already have a book you
might be interested in “The Technique
of Advertising I'roduction,” by Thomas
Blaine Stanley, professor of marketing
at New York University. It will be of
particular interest to those who feel that
proper production involves as much cre-
ative effort as copy or art.

* ok k

Lord help the poor layout man in times
like these,  American Magazine will now
accept zigzag spreads. animated spreads,
strip spreads, horizontal pages and book-
mark covers.  Asaph, our demon of the
tissue pad, has just sent out for a case
and won't be seen for a week, if we
know the signs.

* x %

Betcha the public doesn’t know that
Jests, 1he new cure for acid indigestion,
are made by a subsidiary of Fx-lLax
Watch out, boys.

Cruising dowen the Hudson River one recent Sunday afternoon, Ward 1 heel-
ock, (center) P'res. of the agency bearing his name, and Carroll Rheinstrom
(right) 1" in charge of 1heelock’s New York office, Icisurely discussed
new copy plans for their Scayram account. They were returning from «
week-end at Rlieinstron’s country place in the Berkshires.
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Performers, host and guests observed at the inspiving AN conclave at 1 hite Sulplur Springs and a few observations snade

American lndustry Booms
(Continued from page 12)

seller 1 no longer completely free to
merchandise the atyle, the varions types,
the intricate and  attractive  packages
that serve as sales stimnli during peace,
the character of a snbstantial portion
of his advertising must change.

“One of the major targets of gov
ernment  control after  M-day will be
the individualized trade practices, sell
ing and advertising procedure which re
sult in duplication and waste, such as
excessive brands and unnecessary style
variations, superfluous  containers  and
wrappers which have no value in a full-
blown national delense economy.

34

by The Aovermiser's editor, Manuwel Rosenbery.

“The ingenuity of the advertiser and
his professional adviser alike will be
tested by the need to sell at a time
when style is no longer a major consid-
eration, packaging no longer a striking
indncement and the margin of price dif-
ferentials has been reduced.”

Referring to media Cherne observed :

“A strange confliet faces the adver
tising media—particularly the newspaper
and radio.  The nature of modern war
is to make their continnance more dif-
ficult, to make advertising more  diffi-
cult to get and perhaps more difficult
to carry, to limit the amount of mate-
rial, newsprint, ink, zine, copper, to in-
crease, particularly in the case of radio
and outdoor displayvs, the quantity of

The Awertiser, November, 1940

time and space devoted to the needs of
government.  But on the other hand,
as these limitations increase, the  so-
ciety’s need for the continued function-
ing of the media becomes more urgent.
The newspaper, periodical and radio par-
ticularly become the important instru-
ments for maintaining public morale.
They must continue, both to convey news
and hope.”

Most interesting to the varied media
men present was the statement of ANA
Pres. Paul West, {ollowing a survey of
their members<hip.  To-date there are
some 3530 top national advertisers cn-

(Turn to page 42)
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Ouer One-j/u'rc/ o/ a Centur%...

% The Nation’s foremost advertisers have recog-
nized the potential SALES-POWER of POINT-of-
PURCHASE material . . . and have year after year

made increasing allotments for this Medium.

% Obviously a Medium that does its job at the
Point-of-Purchase is the LAST WORD in SALES
REPRESENTATION. EVERY Product, whether it
be a bar of soap or an automobile, sold in a retail

store, requires the POWER of this Medium.

% For Over ONE-THIRD of a Century Window
Displays and Point-of-Purchase material have
shown a steady increase. An increase resulting

entirely on merit.

% For over ONE-THIRD of a Century the ARVEY
CORPORATION has shown a steady increase in
its Mounting and Finishing Division and has
maintained its foremost position in that Industry.

A position maintained by merit only.

ARVEY CORPORATION

CHICAGO — PHILADELPHIA — JERSEY CITY

Say you saw it in The ADVERTISER . . . Please—



o D.P

Smelzer ’ ‘.'\"'\\ LN * o woeld
e ) e L WO
gr:'(‘.‘\:\rzﬁ_z ,‘,/ ) ! ;\}\)\\\ \:‘;\\\ Serigs broad-

i

et ; l («
7 >

.
'\/I >
S

AR AV
Al

B .
! ' J ’ L‘t\)\?\k—( )
Ral .
PAGS WG N , Strasseem-
W ] ;ﬁ)nz'o(s‘i‘:_fs wlorlds w*;rd-uhcdock, Y . S-<1H5€.l‘-'<
tapmos VEeT " Herb, Thawipson—

/ . Elkhd\rh ‘rld

v . -y

) | 5 N
(J__‘ - g %‘ 3\ N ‘" . %
E e LN N
L 2
"
Con-Galx’s '\ ?
Sibeer € 4 2,
g“‘m i ore ke Lost a1 A leb){.)‘
sa
Ei}ffe;r@:;gégw Stove, .‘s\vod%: 05‘“}"31, Johw Morcell & Co's
i D} e Wirtdow dis / (arstairs AG: ‘:'i‘eo\"qc Mavrell
=5 - Aroscons A7 iaBeh pr Sobjecka rStEies
2E N Shaals ek ' (ﬁg’x\\\\ e THil ke lly” e, o]
7. ’H::d - ] N L S . p THERG
y NIAA - { 2 N
b= J lSl hzm y ] ' ”"
f \\\ . camczra‘v Ny P ‘ < /‘1 “ o
+ Q ; /‘7 ‘an_ - Iy ; 5," . ‘ ( -f: .'
A \ ) / - y /‘
d:'ﬁg = d ‘\—» N "),/J
e = L

§ %
t ’ndrfréwa 4 hai].ﬂ&\‘a cs
carl Rupredid g

\

i ‘} \ N
o SKES PrasiliBatt D
\ ‘/,— ot ERCS a
-~ 3 " ]
NETAL NP /\ Pelpieiness h@dqdatz
N )= : T [;\ qo\f‘.ngeumff
W - o B2 ﬁ{\ ‘
- SRR
7 SN LY 7

Bristol-Myzas B B
" cd:a'on,);n— Nh.tg.“s'uniphuré
\ 1ennis coork ...

S Gale .. \\\ \z. - ’:L:\»:\W\

KeaftS Joe Pl e

AR 3
whrke Sl
TS ﬁ)«oﬂl‘rﬁf‘ L;\_
Y 3
) N NN
WS N TR
A “

— SN
/i ¢ 4:7
AL
©
!

N s W N L <
_* \ 4 Sla d
; X \ ‘ \ NBC.s news chief Abe Sheckitens 3 " 2”
\‘ - ~?mmg lrpﬁ)z:z:;r‘ Berlieavad Londan. “_”‘q‘fg'iinf
; 4 = orreso witrigued the — o
o 4ol sarcwce Dy 1 ANA rgmibers nd Gucsts atthe T ANA L
-kaall. wlfarrtiott.,

”,/'/ Corclave...

[mportant discussions on advertising trends, meeting the Conswmer Problem and Govermment activitics aff ecting advertising, plus a variety
of other matters of wvital interest added much color to the 31st Annual ANA conference at The Greenbrier. Here's how ANA members
and speakers looked to Manucel Rosenberg, The ADVERTISER'S sketch artist.

36 The Avverriser, Nowvember, 1940
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News—Blue and Hot . . . Different  Music—High“C" to Moanin’ Low! Vital Information—Vital Issues. Quiz Experts, 0ld and Young. Blue

in style, but alike in effectiveness,
are Jergen's Walter Winchell (et

and Sun Ol Company’s Lowell
Thowas, C.AB. figures show these
two newseasters leading the field in
the size of their audiences. Both are
heard over the NBC Blue Network.

Say you saw it in The ADVERTISER .

To please all ears. NBC' Blue maes-
tros range from Arturo Toscanini
to Tommy Dorsey: programs from
Metropolitan Opera to Chamber
MusicSociety of Lower BasinStreet.
Noother network offers such famous
artists, so complete a musical diet.

. . Please—

Prime example of the Blue Net-
work’'s noted public service pro-
grams is the famous Town Ilall
Meeting of the Air. where celebra-
ted speakers hotly contest current
issues in a thrilling demonstration
of America’s freedom of speech.

quiz shows click consistently. Most
recent question-answer sensation
are “Quiz Kids™ in their first hit sea-
son for Alka Seltzer. While = Unele
Jim's Question Bee.'” now hoosting
sules of Lever Brothers' Spry. is in
its fifth successtul year on the air.



Award Jury and 1940’s Premier Poster . .
painted it, United States Printing & Litho Co,
chose it as “the vear's best”: (L-RK.) B. L. Robbins, 1", GO, Fred Ludckens, A.D. Lord & Thomas, lgnatz
sahula, A.D.. Tracv-Locke-Dawson, Maurice Sumnders, Chairman ILNA. Ray Jordon, AD. Blackett-Nample-IHunomert,
Roy o, Bradt, V.I’. The Maytag Co., J. 11", Dincen, Dir. Sales Section, General Motors, Walter K. Nicld, Mgr. Art

Dept., Young & Rubicanr.
The Borden Co., . R. Schaeffer,

the |

PABST

R. 1" Birdseve, Genal. Adv. Mgr., “Santa Fe” Ry.

Gi’ me the bonnet wi’

Blue Ribbon

BEER§

¥ o
1 |

o
2 %

=

. Lord & Thomas designed it, for Pabst Sales Co., 11 HWalter Hilkinson
skilfully lithographed it and the following jamed ad-world notables

A WV, Ramsdell 1°.1., Dir. of Sales,
Marshall Field & Co., Halsey Davidson, A.D. Campbell-liwald Co., A. I1°. Sherer,

Mgr. Ade. Dept., Nail. Biscuit Co., 4. 11", AAldag, Sales Mgr., Rizval Packing Co. and C. 11", Stauffenbery, Dir. of Sules,
Middle Western Die. The Great Atlantic & Pacific Tea Co.

Fisken’s Talk Highlights 11th Poster Show, in Chicago...

World's Largest User of Outdoor Advertising, Chev rolet’s
Chief Reveals Motor Corporation Spends $14,000.-
000 Annually, Is Tops In Sales . .. Pabst “Blue

By The OUTDOOR EDITOR

Chicago

BROAD, beaming smi'c spread
A over the round crimson face of

Pabst Beer’s Adv, Chief, Bob
O'Flaherty as the impresario for the
presentation of the 11th Annual DPoster
Show Award winners Art Director Fred
Ludekens, Lord & Thomas, Chicago,
announced “The Winner” of the premier
award was “Pabst Beer's Blue Ribbon
Scotchman 24-sheet.”

Honorable Mention . . .
pointed sales appeal for Mobiloil, Soconv-Vacuion Oil Co, N. V. Ageney: J.

Stirling  Getehell, Ine.. N. Y.

Frorbes Litho. Co.,

Extra Protection Against Wear

Artist:
Boston, who did a remarkably fine 21-Sheet, via thetr

Ribbon"

The award won acclaim of the over
flowing crowd of advertising men who
flocked to this annual event, at the
Marshall Field's Galleries, Chicago, on
Nov. seventh,

Gloriiying the art of the 24-Shect
commercial poster—“the Nation's Art
Gallery”"—this annual showing of the
vear's 100 Best Posters always draws
attention and has succceded in improv-

Amang the 10 1o recetve this citation weas this

Harold Anderson.  Lithographer:

“Nebrof" process. Forbes also lithographed additional designs among the
“100 Best”,

3R
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Poster Wins 1940 Premier Award

ing the art of the poster produced today.
This was evident on viewing the 100
posters, shown in original form.
Artist H. Walter Wilkinson painted
skillfully the Scotchman who chose
Pabst “Blue Ribbon™. lLord & Thomas,
the agency, and U. S. Printing & Litho.
Co., the lithographer, both did a skillful
job of creative work—idea and produc-
tion. The poster did its fine sharc in
accounting for Pabst’s 1940 sales.
Second award went to the Ford Motor
Co., truck division poster. Chevrolet
Motor Co. on their announcement poster
took the third prize. The 10 Honorable
Mentions went to Peter Ballantine &
Sons, The Texas Co., lFord Motor Co.
“Democrats for \Willkie™ (this 24-sheet
evidently was a valiant flop). Janizen
Knitting Mills, The Carnation Co., Cali-
fornia Fruit Growers Exchange (painted
wulletin),  Armour & Co., TPackard
Motor Co. and Socony-Vacuum Oil Co.
Highlight of the Award lunchecn was
the address by Chevrolet’s Ad Chief C
P. Fisken. ITe was introduced Dy his
agency's Pres. Henry Ewald (Camphell-
Ewald) with the dramatic phrase: “1
give von C. P. Fisken, my Client, my
Boss, my God!”
“C. .7, with suitable humor, capital-
ized on this introduction and his in-

formation on Chevrolet's advertising
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Where the market is tagged as the country’s top
\/ sales spot . .. all industrial wheels are humming
and business is good.

Where a new all-time high in Poster Advertising
cfﬁcicncy has been attained.

Where the cost per thousand Net Advcrtising
Circulation is the lowest of any metropolitan mar-
ket in the nation.

Go Outdoors and go /)/aces 711 Detroit

WALKER S @)

OUTDOOR ADVERTISING THROUGHOUT MICHIGAN'S LARGEST TRADING AREAS

Suy rou saw in /he ApvErTISER . . . Please
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“Another First” was among the “ 100 Best” for 1990 and a previous splendid

pamting *You Don't Ride . You Float”, also painted this swmmer for

Dodge, by George Rapp, La Dricre Studios, Detroit, indicates further Detroit

is becoming a poster-creative center. gency: J. Stirling Getchell.  Conti

nental Lithograph Corp., Cleveland, did a superb job of lithographic prodie-
tion on this attractive posting.

Editor’s Note . . .

One of the best cuwrvent 24-sheet posters is the above creation for Dodgce
Motor Company, Detroit. George Rapp, well knozwen artist, illustrator with the
La Driere Studios, painted the poster. and has received considerable compli-
ments on this latest 24-sheet creation. The same La Dricre Studios have pro-
duced posters i the past that have won national recognition. Artist Rapp’s
Dodge Poster in 1939 depicting a numbher of women commenting on the quality
of the Dodye, was among the 100 hest selected at the 1939 Poster SNhowe, and
s chosen as the best poster of the month i January, 1939.

The AvverTisir learns from Floyd La Driere, that la Dricre Studios have
added 8 newe studios to their present quarters in The Boulevard Building, De-
troit, with a group of artists expert in ceery phase of Commercial Art, many
of whom have made national reputations.

The AmerTIsER feels that nmiany National Aldvertisers wwould like to know
where these posters were made, and take advantage of the facilities of the

La Driere Studios.

i~ headed by famed World’s greatest
Sales Chief W Holler.  Incidentally

efforts—its  magnitude—gave the audi-
ence several breathtaking moments,

Chevrolet has spent $£149,000,000 on
advertising schedules, since 1928 The
average is $14,000,000 anmally.  More
than 7,000,000 new cars and some 17,-
000,000 used cars have been sold via
advertising-—"and some 28,000 salesmen”

in the past 7 years of Fisken's dirce-
torship of this cnormons  advertising
hudget.

Every picee of advertising copy is
approved by a committee that meets
every Friday alternoon, in Detroit, and

ﬂlitddyd:

Chevrolet's more than 8,000 quality deal-
ers are queried on the advertising out
put—before it is published!

Morve than 0500 newspapers are used,
with movies supplementing in villages
where there are no newspapers—tho
vou'll find a Chevrolet dealer there!
Outdoor Advertising  gets the  second
largest slice of this great advertising ap-
propriation.  National Nagazines—225
(including 7he Awermiser) are on the
schedule.

"For a moovelous cheese-treat, try

.7364@@ !

. _:,

/£ 175 [Bordens /75 GOT 70 BE GOOD

The famed Borden cow won recognition as a 24-sheet character, being sclected
among the nation’s “100 Best Posters.” Edwards & Deutsch, Chicago, did an
cxcellent lithograph of this noted bovine.

November, 1940

Radio is effectively mused hy local
Chevy dealers. A few years ago Chev
rolet spent $11,600,000 for radio time.

Contests get a large appropriation,
Notably the famed “Soap Box Derby™.
This iz Chevrolet’s contribution to the
vouth of America and costs them, over
the past 7 vears, more than $150,000 an
nually.  An additional host of varied
forms ol advertising are also employed,
including Window Displays, created by
Stemar  Displays,  Chicago, tons ol
brochures, Direct Mail, House Maga
zines, etc., etc.

Chevrolet, today, is the world’s Targest
user of the Outdoor medium,

Fisken, a fascinating speaker, kept his
audience a full hour past normal lunch
con-address  time—hy  acclaim—and in
addition to selling them on the adver-
tising job his great corporation is doing.
also sold them on buying a Chevrolet.
Many in the audience, polled, indicated
they had Dbought a new Chevy—ior
which he thanked them *“for helping to
again put us in the lead as the world’s
largest manniacturers and  sellers  of
automobiles.”

in The Avvernsek’s  October 1940
isstte—our 10th Anniversary edition, an
article therein details Turther the vast
Chevrolet advertising program.  Fisken
took eccasion, at this Chicago meeting to
compliment The ADVERTISER on this issue
and varions previous issues that have
stoodd ot in his memory. He liberally
praised The Avverriser and Markers of
Aserica on the publication’s contribu-
tion to American advertising and indus-
trial programs.

Art Director ludekens declared: “the
hest posters are designed by the hest
salesmen.”  You've got to know copy,
design and the sales problem of the
client to do the best type of 24-Sheet, he
indicated, in introducing the Award win-
ners and briefly explaining  their fine
points.

The fine display of 1940 posters—"the
100 Best” was open to the public in the
Marshall Field’s Galleries Nov. 7-16. It
will later he sent about the nation, for
additional public exhibition.

New Car Card Policy
Established...

Advertising privileges in the New
York City Transit System—which in-
cludes elevated, subway and surface ad-
vertising—have just been acquired by
New York Subways Advertising Co., a
newly formed transit advertising organi-
zation,

The new arrangement was completed
with New York's Board of Transporta-
tion with hopes of serving advertisers
and agencies more efhciently, Frank J.
Illis, President of the transit advertis-
ing firm, declared to T/le ADVERTISER.
Car card contracts were formerly held
hy three different companies.

N. Y. Subways Advertising Co. also
ammounced a policy of selling card space
through recognized advertising agencies.

Pres. Ellis is also a Director of the
recently organized Transitads, Inc., and
V.P. of the Wm. Wrigley Jr. Co,
Chicago.
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INK IS WHAT THE EYE SEES

Color impressions are conveyed by the optical

nerves to the brain. Elementary, but some print-

ers are apt to overlook the obvious and take
for granted that any ink and any color will do.
The new F & L specimen book was designed

primarily to help the printer create impressions

- - good impressions. The complete range of
plant-tested colors displayed in this combination

specimen book and wall chart make it easy for
the printer and his customer to get what they
want. Other features like the individualized
tabs, screen values, gloss and halftone effects,

make for convenience. Write for your copy.

THE FUCHS & LANG MFG. COMPANY

r {ESTABLISHED 1870) "
[ Division - General Printing Ink Corporation o 7%
I 100 SIXTH AVENUE - NEW YORK L .

$ - 5 e . ’ - § i
Boston Chicago Cincinnati Cleveland Philadelphia St. Louis “P'v- ?ﬂ" ’ ko d
San Francisco Fort Worth Los Angeles Torento, Canada <

Say you saw it in The ADVERTISER . ., . Please—
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ASCAP SITUATION... (Continued from page 9)

Mr. Hummert should calm his
fears, if ASCAD is on the square
they will give him all the music he
wants—at a reasonable price. And
that, too, is all the broadcasters ask
of ASCAP! All the music they
want—at a reasonable price. Not
“take 1t or leave it and pay as
much as 8% of the broadcaster’s
entire annual income for the next
5 vears, even though music today—
and ASCATD music at that—is not
anywhere near as profusely em-
ploved as it was originally, when
radio was just an all day music box.

ASCAT and its authors, Mr.
Hummert, are much in the same po-
sition as would be a similar society
of writers, colummists, cartoonists,
serial publishers, syndicates, ete,,
who have been selling the newspa-
pers vour agency employs, their fea
tured columns, cartoons, comics,
ete.  Let us say the group, with a
repertory of such stars as Dorothy
Thompson, Walter Lippman, Guy
Mellon, George MacManus, Bud
Fisher, King Feature Syndicate, et
al, decide they want &7 of the in-
come of ALIL of the nation’s news-
papers (above the country wecek:
lies) and if they don’t sign up on
this deal, via the ANDPA ( American
Newspapet [ublishers Assn.) the
gang will withhold their columns,
cartoons, comics, etc.. “‘so dear to
the American public.”

Meantime via another unit, cre-
ated for this emergency, the news-
paper publishers affected have de-
veloped auxiliaty organization to
supply this need, and go the rebel-
ious established authors one better
in the form of employing new, aitd
established splendid talent, plus the
reserve of years of fine material
(which the Public Domain music
offers—witness the revamping of
many an old maestro’s tune
Tschaikovsky, Beethoven, Stephen
Foster, etc., etc., to create today’s
radio music needs).

In doing so the new organization

-its geniuses—readily offer proven
successes and a grand measure of
“new material.”  Would you, Mr.
Hummert, still insist on dealing
with the old gang-—on giving them
their doubly increased demands,
which would necessarily come from
the purses of your clients, to a large
extent, or would you sit back and
let the broadcasters handle this
problem to a just equitable solution
... in which “genius” gets fair play,

and pay, for its product and the
millions of income now being taken
in is more equitably distributed by
the Society . . . for that is the proper
solution to the issue.

We are certain, Mr. Hummert,
would would not want your clients
o pay a larger sum for radio time.
which would be necessary 1f the
broadcasters agreed to ASCALD’s
current demands.  Also other or-
ganizations in the radio picture
would make similar inconsiderate
demands and soon the cost of radio
advertising would be too high to
profitably employ. “Genius™ and its
lecadership do not consider such a
situation.  They only seek to kill
the goose that lays the golden eggs
for them.

The ApvERTISER does not attempt
to tell ASCAP’s membership how to
distribute its enormous income, but
we do know of one other organi-
zation we advised to cut the salaries
of its “leaders” and “favorites” and,
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lo and behold, overnite there was
prosperity in that organization for
all . .. and the big bovs still drew
very ample pay, for the actual sere-
ice they rendered.

Truly BMI and Public Domain
music will meet every need of the
national advertiser emploving radio.
A few good numbers mayv be
missed, but we would all like to
hear a few new “geniuses” and their
output, ample reward for the loss of
a few overplayed “favorites.”

In fact radio made many of them
“favorites” and today, BMI's out-
put, as  Chicago’s NBC  Chief
Iarry Kopi informed us, is fast
developing "hits™ to replace radio-
made ASCAD tunes. Such numbers
will give Mr. Hummert his Soap
Operas, ete., and all agencies and
advertisers, plenty to choose from!

We predict soon the ASCATDP
NAD issue will be settled equita
bly . . . on NAD's very reasonable
terms, that actually do include
"justice for genius,”

AMERICAN INDUSIRY BOOMS... (Continued from page 34)

rolled in the ANA and collectively
they spent in excess of $400,000,000 an-
nually in all types of advertising me-
dia and methods. Thus when they turn
in the figures that \West reported one
can fully appreciate that prosperity and
good times are ahead for the nation.

West disclosed that “only one mem-
her” reported that in 1941 he expected
less business than he has done this
vear.

Replying *“‘good,” “better” or “excel
lent”  36% charted their advertising
budgets npwards, 38% will spend the
same sum as this year and but 6%
expect to lower it

\West reporting “as to sales budgets,
4% are planning a reduction, 33% have
set the same as in 1940 and 63% will
increase.  The majority plan no great
change in media used although there is
some shifting.”

The defense program offered the pre-
mier reason for expectation of increased
sales and advertising, due to increased
employment and purchasing power. The
expectation of continnance of the up-
ward sales trend made the second major
reason. Indunstry factors were stressed
<uch as “continvance of fair trade,”
“inventory position,” as motives for in-
creased advertising efforts.  The value
of improved advertising methods as an
advertising stimulating factor was as-
tonishingly stressed in many of the re
turned questionnaires. Thus sueh studies
as the Outdoor Industry’s TAB study.
Broadcaster’s Surveys Magazine, Pub-
lishers and Newspaper Publisher’s re-
cent studies of newspaper readership fac-
tors, ectc., and too, the efforts of the
lithographers and the mounters in the
field of “Point-of-Purchase,” resulting
in increasing effectiveness of advertising

in creating sales, sold these firms on
more usage of the varions media for
1941,

Product improvements, new products,
the national political situation out of
the way, imoroved farm buving power
and the volume demand created by in-
dustry association advertising— (the meat
industry, etc.)—were other factors cited.

West concluded :

“All in all the picture is an en-
couraging one. There are many manu-
facturers, of course, particularly in the
heavy goods indunstries whose plants
will run at capacity levels on defence
orders.  Even here so far as AN.A.
members go there is little indication
that advertising will he drastically cur-
tailed even though it may take on a
more institiitional character.

“Defense spending or no defensc
spending,  intelligent  advertising  and
sound  merchandising are¢ needed as
never before and if we put the empha-
sis on intelligent and sound they will
now as ahwvays bring results.”

Dynamic H. W. “Tex” Roden, Pres.
Harold H. Clapp, Inc.,, (Baby Foods)
Rocliester, N. Y. (formerly Adv. Mgr,,
Johnson & Johnson) was clected to the
Chairmanship, succeeding . . Duck
ingham, V., Cluett, Peabody & Co.,
N. Y, who served the office very
splendidly  during the past important
vear.

Roden will have in his “cabinet” in
addition to Pres. Paul B. \West, smil-
ing Gordon Cole, Cannon Mills, N. Y,
and bushy eyebrowed Carleton Healy,
Hiram \Walker, Inc., Detroit, as Vice
Chairman.  Sun Oil's Max H. Leister
will be master of the “F.xchequer” and
l.eo Nejelski, Pepsodent, Chicago, and

L o
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D. P. “Doc” Smelser, P'rocter & Gamble,
Ciucinnati, both ex-chairmen, will be
on the board. Buckingham automatically
goes on the board and Keith J. Evans,
Inland Steel, Chicago, Northrop Clarey,
Standard Oil of N. ], N. Y, Coca-
Cola’s Price Gilbert, Jr, Atlanta, P.
C. Handerson, B. F. Goodrich, Akron,
Du Pont’'s Wm. A. Hart, Wilmington,
Del., General Foods Chas. G. Mortiner,
Jr, N. Y, Natl. Carbon's H. M. Warren,
N. Y, Best Foods’ Al Brown and Bris-
tol-Myers’ tenuis star Bob Brown, N.
Y., complete the Roden “cabinet.”

Notably, this convention had the
pleasure of seeing immensely popular
Lee H. Bristol, V.I'". Bristol-Myers, N.
Y., a great lactor in the success of
ANA and advertising in general, during
the four days of the great Depression—
back in 1932. “Stu” Peabody of Bor-
den’s was missed and other worthy ANA
members.  Otherwise the conclave will
rank among the best attended and most
active of recent years.

The Ad-Ribbers show was not up to
its usual “brilliance,” the playwrights
having strayed away from a purely ANA
“ribbing” to a general “stag” show. The
1941 program of this event which was
originally started hy NBC's Ken Dyke,
Ao O. Buckingham and a few other
genial souls, will be staged by the News-
paper ['ublishing crowd—the ANIPA.
We are interestedly looking forward
to their “showmanship” ability.

The Goli Tournament with goli-star
Paul McElroy, Ethyl Gas, N. Y. as
perennial head, was as wvsnal a great
success,  Prizes galore, were topped by
that of Underwood’s Ad Chiei, Carl
Ruprecht: the latest, hest portable, di-
rect from Underwood’s Hartiord plant.
Old man Weather contributed his share
to make the 3lst conclave a periect
meeting,

Drawing rapt attention was the fea-
ture put on by NBC, a two-way hookup
with London, Berlin and other NBC
continental correspondents, under the di-
rection of NBC's news chiel  Abe
Scheehter,

On the Greenbrier stage little Abe
spoke to his stati ol widely Tamed cor-
respondents who were just in the midst
ol a hombing, hoth in London and Ber-
lin,  They hantered questions on adver-
tising in war times and asked how things
were going over here, at peaceful White
Sulphur Springs, W, Va. > They coull
say but little and guardedly —-as the cen-
sor was present-—in fact he was operat-
mu the radio dials.”  However all were
immeasurably impressed with this radio
feat.

Another notable radio  performance
was the show staged hy  Columbia
Broadcasting  System, on “Standards”
and  “Standardization.”  Buckingham
presided over this performance and it
was a “knockout,” .\ satire on a lLarch-
mont Woman's Club member  seeking
information on “Standardization” for
her paper to her club members, Tt was
revealed that the attemipt to “standard-
ize” a lady's heel, drew some 04 in-
terested associations to the meeting in
Washington, ranging from sheep rangers
in Texas, to an amazing assortment of
factors involved in making the lowly,

Chewing Gum and Patriotism...

ITH a country full of “First
Column Defenders,” America’s
future would be safe.

The organization sprang up from a
conference about chewing gum! L. E.
Paddock, Advertising Manager for the
Goudey Gum Co., Boston, and Merle
D. Penney, Sales Promotion Mgr. for
The Forbes Lithograph Mfg. Co., were
casting about for an up-to-the-minute,
in-step-with-the-times plan to market a
new chewing gum made by the Goudey
Co.  They struck on the patriotic mo-
tif, and agreed on a novel plan that
would assure better American citizens
of the future,

“First Column Defenders” was the
plan.  The club was formed for the
purpose of “reminding young Ameri-
cans of our American Way, of the
courage and wisdom of its founders, and
of the multitudes of reasons we have
for being thankful we are Americans”—
as Penney explained it to The Abpve-
TISER.

Any boy or girl is eligible to join.
Each piece of gum is wrapped together
with a colorful lithographed card—pro-
duced by Forbes—that presents some
phase of Americana by picture on one
side and text on the other. Ten cards
saved—and no doubt read and absorbed
—entitle the youngster to an impressive
membership card, certificate and badge.
His name is inscribed on bhoth the card
and certificate. He pledges himself
“to guard our American principles and
to keep our country free from influ-

ences un-American.”

Number one of the card series pic-
tures a flag raising ceremony, in full,
brilliant color. “A ‘First Column De-
fender’ makes flag raising a symbol of
Patriotism” is the comment on the
reverse of the eard—accompanied by
the rules of flag-raising. Others in
the series picture and describe the
Marine Corps; Our Mechanized
Army; “The Light of Liberty,” that
monumental bronze statue that stands
on Bedloe's Island in New York;
West Point Cadets on the march, and
a fascinating variety of others.

“This is more than a set of premium
picture cards designed to appeal to the
acquisitive instinct of youngsters”,
Penney commented. “It's a complete
plan for stimulating love of country
and pride of citizenship by glorifying
many things American: The Flag,
Heroism, the Army, the Navy, the
Coast Guard, Liberty, our Doctors
and Nurses. It's directed to young
minds that can be swayed so easily
in the wrong direction by doctrines
inimical to true Americanism now be-
ing spread throughout the land so
stealthily and insidiously in a deter-
mined effort to underntne our demo-
cratic way of life.”

Manuel Rosenberg, Editor of The
ADVERTISER, was made an honorary mem-
ber of the “First Column Defenders”

-witl Registration Number 3022,

Ludloww  Typograph  Co.'s graceful
family of Radiant typefaces appears
i action in this attractive, 12-page
booklet, just issued. Alert pro-
duction and layout mien who are on
the lookout for clever, new ideas in
the use of tvpe can obtain the book
gratis; write to Douglas C. McMurt-
riec, Dir. of Typography, Ludlow
Typograph Co., 2032 Clvbourn Ave.,
Chicago. In writing, kindly mention
The ADVERTISER.

high heels of the fair sex. However,
Black & Decker’s S. ). Black spoke in
favor of “Standardization” in the elec
trical field, where it has been very suc
cessfully applied.

Editor Patterson pointed out that
American Publishers would never at-
tempt to sell newspaper space to na-
tional advertisers if it had not been
proven to be a powerful sales medium.
He urged that business men continue
to support the newspapers because of
their importance as factors in stabilizing
the nation . , . as well as for their ef-
fectiveness in upping sales in their in-
dividual markets.

Broadcaster Ethridge assured these
major users of radio time that the
BMI-ASCAD situation will result in a
victory for the broadcasters in down-
ing the music monopoly. He pointed
out that BMI now has enough music,
means of obtaining more and that there
is enongh public demain music to assure
continuance of popular programs without
the nced of the ASCAP controlled col-
lection.

Ethridge also cited figures to indicate
that Radio expects a $200,000,000 year,
now closing, and is the only major me-
dium to show a gain and a bhig
one at that.

Magazine spokesman Larsen ably and
with dignity presented the case for mag-
azines and cited their service over the
vears in nationally marketing branded
products from the nation’s factories.
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Tom Patterson s [Pattor...

“Hould vou belicte

ES, Manuel, when we predicted in

this column six months ago that

the changes in national accounts
this fall would he unprecedented, our
public just laughed and said we were
padding. But on top of ten big
switches just add—Colgate, Ford, I’alm-
olive, Fels-Naphtha, and Continental
Baking . . . six more big nationals will
also switch and over a dozen are think-
ing serionsly. Wot's the answer?
Well, a lot of the lads got smug with
success and got into the old rat and
there you are. . . .

Walter (Ward Wheelock) Swertiag-
er says it was a swell portrait we made
of him. . . . Am making one of R. H.
Macy's Saniord Gerard. \Want to make
one of Calkin & lHolden’s Walter
Geoghan, but can’t get his picture yet.

f.ook Magazine will move its editor-
ial offices up to New York and we'll be
glad to sce our pal IHub Lenz back.

. The American Weekly circulation
jumps from 6,230,000 to 6,750,000. Wot
a circulation! Now I'm not saying the
jump of hali a million circulation is

H. W. “BILL” HAILEY

For the past six years Director of
Business Promotion of Neripps-I1low-
ard Newspapers, N. Y., e goes 1West
to head the advertising departuent
of The Denver Rocky Mountain
News, a Seripps-Iloward paper.

Ralph Tavlor moves up into lai-
lev's post from his former position
as Promotion Manager of S-11. Tay
lor has had wide cxpericiuce i news-
paper adiertising.

it, Manuel, that account
changes are still taking place full blast? The
small boys are sure going to town, aren’t they.

The ADVERTISER
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due to brother Russell’s covers. Wonder
why I don’t hear from my friend Clif
(Niagara Litho) Vanderbogart up
Buffalo way. . . . My new place will
open up in the Graybar Building next
month, Will still retain my place in the
Rockefcller Center for the prima donnas.

Jimmy (Texas Oil) Coogan got a big
laugh out of the newspaper gag we
pulled on him. ... Bill (). Walter) Stro-
sahl is the noisiest of all the adver-
tising bowlers. . . . We've just sold a set
of the Christmas windows to a Montreal
department store making twenty cities
where our animated windows will make
the kiddies really believe there is a
Santa Claus. . ..

Harry Berk picked up a lew new ac-
counts last week. . . . Never will be a
more pleasant {ellow than Al (MceCann-
Erickson) Marshall . . . Nedick's, now
owned by the Bankers, to Weiss-Geller,
which reminds me I must call on my old
pal Millard Prevo. . . . Saw Ernie
Troegger last week and he tells me
things are going O.K. in his new place.
.. . Met Ed (Chiltenham) Golger also

EASILY
REACHED FROM
EVERYWHERE
"Joo OVERNIGHT
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RESTORE HEALTH-

FIND HAPPINESS AT..

HOT SPRINGS

NATIONAL PARK 22> ARKANSAS

Now you can regain health and pep in the
royai woy! Bathe in the eifervescent heoiing
waters of the 47 government-supervised Hot
Springs! Get relief from nervous and organic
ailments - and at the same time enjoy the
luxuries of a real outdoor vacotion - riding,
hiking, fishing and golfing ~ o paradise of
health and happiness.

Stay at the beautiful EASTMAN Hotel! Enjoy
the quiet of its vast private park - and the
convenience of its ideal location! 500 large
comfortable raoms, economical rates, from$2.

Write For Pictorial Booklets-WALTER E. DAVIS, Mgn

EASTMAN

HOTEL AND BATHS

Say vou saw it in The ADVERTISER .

November, 1940

last week. Haven't seen Kd for six
months come Hallowe'en . . . and down
in the Grand Central Oyster Bar, (best
in town if you like oysters) George
(Scribner’s)  Eggleston and  Jimmy
(Lord & Thomas) Balch. Glen Thomas
dropped in to see me the other day and
walking briskly through the rain. Gene
(Good Housekeeping) Davis, and at the
Columbia-Georgia game, Bill (Ruthrauff
& Ryan) Balz ... on Fifth Ave, Palm-
olive’s Hugh McKay and at the Saints
& Sinners, Esquire’s Weintraub. . . . At
the Illustrators, Floyd Davis is having
an exhibition of his drawings, and on
Iifth Ave. Gladys is having an exhi-
bition of hers. . . .

If we should get into the war, how
will it affect advertising, is the question
most people ask me. Manuel, you tell
them what happened to advertising dur-
ing the last war—cven tho you were in
the Navy—and tell them what is hap-
pening to Canadian advertising after 452
days of war. ... Anyway, folks, don’t
lose any sleep because it will all be good
news. . . .

Well, it's “so long,” Frank Chance.
Won't seem the same without him. . . .
Some of the lineup at the new Bates
Agency which will be located at Rocke-
feller Plaza: Tom Carnese, General
Manager and Len Bastrup, \Art Direc-
tor. . . . Several agencies lost accounts
as result of their presidential leanings.
. . . Rudy Sittler will manage our new
place at 415 Lexington Ave. instead of
Graybar Building as previously stated.
. .. Most appropriations arc up for 41,

. . Please—
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PBelieve it
or not!

Pou can come to our
office and gee the

f'h"‘a ~, first dollar paid to
: % | - ug Fifty Dears Auo.
\:,'. - :‘ oy -

6bru the years, Dollars and Sense habe
built this company from a gmall local
firm to a national ingtitutton. Anending
inbestment (n vesearcth and improbed

T facilities habe resulted in thousands of
from Coast ,,
to Coast gatisfied customers from coast to coast.

( YWe thank our many friends for their
support and pledge ourselbes to continue
to gibe the best we have thru the pears
to follotw, as in the past Ffifty.

Sinclair and Valentine Co.

MAIN OFFICE AND FACTORY: 611 WEST 129th STREET, NEW YORK, N. Y.

Albany Boston Dallas Jacksonville Los Angeies Nashville Philadelphia
Baltimore Chicago Dayton Kansas City Manila New Haven San Francisco
Birmingham  Cleveland Havana Miami New Orileans Seattle




HEN your customer seeks new printing effects, he is asking for
modern treatments that advance the service and products of his
business. Offset on a Harris gives these effects.
Expand your printing opportunities by adding Offset to your printing
methods. Regular customers will accept this wider service to them and
new markets will further increase your profit opportunities.

Make certain of your Offset press equipment. Select a Harris, made by

the pioneer builders of successful Offset equipment.

LITHO
Chemicals

Through research, Harris has
developed and standardized
new chemicals for both deep
etch and surface plate making
processes. Full details upon re-
quest, Write us with reference
to your lithographic problems.

‘ Otfset is a

«L ST+ 35 x 45"« Two Color Modern Method

HARRIS OFFSET PRESSES

HARRIS-SEYBOLD -POTTER-COMPANY-

PIONEER BUILDERS O F SUCEESSEUL OFFSET PRESSES

General Offices: 4510 East 71st St., Cleveland, Ohio » Harris Sales Offices: New York, 330 West 42ad St. » Chicago, 343 So. Dearborn St. * Dayton, 819 Washington
St. = Atlanta, 120 Spring St., N.W. » San Francisco, 420 Market St. » Harris-Seybold-Potter (Canada) Ltd,, Toronto, Montreal « Factories: Cleveland, Dayton

Say you saw it in The Apvertisex . . . Please—
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