s.'.&“‘.

MARKETS of
AMERICA ...

Published Annually By The ADVERTISER . . . Edited By MANUEL ROSENBERG

Vol 4

THE U.S. A.
AKRON
BALTIMORE
BOSTON
BUFFALO

BUTTE
CHARLESTON, W. VA.
CHATTANOOGA
CHICAGO
CINCINNATI
CLEVELAND
DAYTON
DETROIT
DULUTH-SUPERIOR
FARGO

FARM MARKET
GREENSBORO, N. C.
HARTFORD
INDIANAPOLIS
JACKSONVILLE
KANSAS CITY
LOUISVILLE
NASHVILLE
NEW ENGLAND
NEW YORK CITY
NORFOLK
PHILADELPHIA
PITTSBURGH
PROVIDENCE
QUAD CITIES
RALEIGH
ROCHESTER, N. Y.
ST. LOUIS

SAN FRANCISCO
SAVANNAH
SCHENECTADY
SHREVEPORT
SIOUX CITY
SPOKANE
SYRACUSE
WASHINGTON

WINSTON-SALEM

A. O. BUCKINGHAM, Vice Pres., Merch. Dir., Cluett, Peabody & Co., N. Y., as Chairman WORCESTER
of the Association of National Advertlscrs he heads an organization whose members avidly
scek Markets thruout America Their coMacsive advertitine Sudzats exceed: $300 000.000



www.americanradiohistory.com

Something Blﬁ has

Year after year, radio plays a bigger and BIGGER role
in advertising, in selling and in the life of the nation.
Here’s exactly what has happened in radio during the
past six years...years of brilliant and sustained growth

for this medium that has proved so vital to our people.

Radio Set Sales—UP 85%

During the ‘“‘uncertain” years from 1934
through 1939, household budgets wavered up
and down. But budgets for home radio sets went
steadily up. U.S. radio set ownership increased
85%...climbing from 20 million to over 37 mil-
lion home radios. Plus 6,500,000 automobile
radios. Plus over 1,000,000 poriable radios.

Increase in Home Radio Sets 1934 to 1940

Radio Listening—UP 98%

Radio has taken its place as America’s First
Activity! The carefully taken testimony of the
public shows radio first in preference over all
other forms of entertainment—and first in hours
of attention each day. Every year—from 1934 to
1939 —the amount of daily home listening by
America’s radio families went up and up from
the 1934 high of over 62 million family-hours a
day 10 the amazing high of 123,000,000 family-

hours of listening each day —an increase of 98%!

Increase in Radio Listening 1934 to 1940

COLUMBIA BROADCASTING
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happened to Advertising!

Radio Advertising—UP 126%

Advertisers have been quick to take advan-
tage of radio’s unique coverage of the “whole
marker” for merchandise in America. Following
not the uneven cycle of industry but the steady
upswing of radio set ownership and radio listen-
ing...not down but UP... the nation’s hundred
leading advertisers increased their network radio
appropriations month after month, year after
year...spending 126 % more for network time in

1939 than in 1934.

Increase in All Network Advertising 1934-1939

CBS Advertising—UP 158%

As the use of all radio networks by the
nation’s leading advertisers increased, so, too,
has their use of the Columbia Network. But
fuster! CBS has outpaced all radio’s swift climb
—increasing its billing from the hundred largest
advertisers —from 1934 to 1939 —hy over 158 %.
And this year, month after month, the CBS curve
swings upward —new highs upon highs —setting
the pace for all networks—carrying a greater
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volume of business than any other network.
Increase in CBS Advertising 1934-1939
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CBS Facilities—Up, UP and UP
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In one fast-paced year—1939—CBS increased
the number of its outlets to 119, in 117 cities. In
addition, 91 CBS stations made major improve-
ments, which resulted in increased signal strength
and 30 CBS stations increased their power in
1939. Today, there are 16 CBS 50,000 watt sta-

tions—more maximum-power U.S. stations than
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in any other network.
For detailed anatysis of CBS technical advances, write CBS

8 YSTE M, 485 Madison Avenue, New York City
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Sales in Southern U. S. A. And We Speak English.... 104
l l By KarL %JUNG’ Adv.CMg/r., Tefferson Standard Life| Insurance Co.,
Greensboro, North Carolina, Pres., Life Advertisers dlssn.
\-/Ol/l en d e o o 0 [ 4 HARTFORD .......... Population: 500,000 Retail Sgles: $148,829 (00
Connecticut’s Shopping Center ...l 109
By Freperick E. Baker, Pres., Baker, Cameron, Soby & Denfield, luc.
MARKETS of AMERICA
Insurance and Industry Make Hartford A Steady Pay-
. .. roll Market ...........c..oooiiiiiiie 112
Published Al]l]ll‘d“y By The ADVERIISER By WiLsur RaxoaLr, Pres., The Randall Co., Adw. A{/UJ cv, Hartford
S nE - S_— INDIANAPOLIS ..... Population: 425,884 Retail Sales: $180,000,000
Edited By MANUEL ROSENBERG . ' "
- > The Consistent Loyal Market ........c...ccocooocoiiiiniinn, 115
By Hav R. KeeLING, Pres., Keeling & Co., Indianapolis, Und.
M ket.f JACKSONVILLE, Fla.. Population: 138,037 Retail Sales: $55,000,000
ar The City That Primes Its Own Pump Tl?ru Diversified
The World’s Number One Market . . . The U.S.A..... 24 S I VS 116

By CoL. DoN R. Jason By AL I/‘[ A\II“?NM.\N, Pres., dAssociated Advertisivig Agency, Inc., Juckson-

AKRON .............. Population: 364,897 Retail Sales: $122,146,000 B iy ) . N R
Rubber’s Mecca Displays New Enthusiasm, Enterprise, KANSAS CI'TY, Ao. .:I ()/’Itll.l,/l())l. 621,380 ) {ﬂlml.\(/m. $256,228,000
Alertness 26 Western Missouri’s Metropolis Lifts Its| New Face to
By M. K. Tessor, Pres., Jvssop ddv. Con Abron “the Sun s T 118
BALTIMORE ... ..... Populatioi: 961,209 Retail Sales: $386,692,000 1(1)36'1%\% LII);AN 1bu\'tll,<, f-;c; _ulruej gé'i;rl.v-llun/y Co.. ]f\;' Lt /t H.\'$1“_l;'(-)36 3
R . . . LLE oo opulation: ! Retqil Sales: $152,936,
A Depression Proof Market That’s Worth Cultivating 32 Industries. Tobacco Crops Make Racine’s IVI('-‘cca Saf
By Kirk Ducpare, Vice Pres., Van Sant, Dugdale & Co., Inc., Bualtimore Bet for,N . 1 Ad pt. & N ate 1
What Do You Know About Baltimore? ........................ 36 . Lor *National AQVErLISErs ... FRAPAAE MR TR 22
i ) ‘ ) By Doucras D. Corxerre, Louisville Courier-Journal & Tinjes, Louisville

By Louis F. Canx, Pres., Cahn, Miller & Nybury. Baltimore Ky.

DBOSTON ... REEEEESE: 1’0[’11.[(111'011.' ..2,834,939 Ketail Sales: $1,1.5(.),000,()00 NASHVILLE ... ... Population: 257,000 Retail Sajes: $90,000,000
America’s Old City With New Sales Opportunities ...... 40 Business Is Steadily “Up” in Cultured, Aggressive
By E. D. Parext, Executive Vice Pres., John C. Dowd, Boston T Capital ’ ’
BUFFALO .....veien. Population: 820,573 Retail Sales: $245,000,000 o S L o oo o Fe e
Thi E Th p Buffalo’s I A By Vircinia Prewkert, Nashuville Market Authority
irty-one kFacts at Frove bufralo's Importance As NEW ENGLAND ..., Population: 81060,341 Purchasing Power: $3,579,056,000
A Major Market . : 46 Six S i
€ o [RRISTETRIPREPRED ix States That Offer Man Markets inOnes ... 129
B}:’I\{f'.xw W, CO.\IS’I'OCi{. erv. Pres., Addison Vu)rx, !m:., Bujfalo By Evwako Youne, Evecutive, Harry M.yFrost Co., Boston
I I3 PP EEPRRE Seee T ISR LY Retail Sales: $137,000,000 NEW YORK CITY ...Population: 10921217  Retail Safes: §4,182,742,000
Montana’s Richest .Area Offers a Market Loaded With The New York Market Is As Big As It Is|Rich—Here’s
) COPPer,“GOI)d.a Silver and Ambition to Buy ............ 51 How You Can Tackle It! ................L................ 134
By })EDW*RD L5 Craxey, Pres, )\ tation KGIR. Butle, A)l‘"’_’””." ) By R. H. Lemxe, Manager of Research, Lord & Thomas|N. V.
CHARLESTON, \.V. VA ....... / (.'pululzou: 640,000 f\(’/m.l.\u/cs: §.§l3:>,()()0,00() NORFOLK, Va. ...... Population: 594,825 Retail Sales: $102,000,000
West Virginia’s Capitol Takes An Expansive Stride...... 54 Anchor At Notfolk, A Calm, Assured Harbor for Sales 144
By AuBert D. WiLLiams, dgeney Head and Advertising xecutive By Rarrn S', Harcuer, Director of Sules Promotion, IVT AR Radio
CHATTANOOGA ....P opulation: 168,539 Retail Sales: $57,000,000 Corp., Norfolk, V.
The Citv At the Blg Crosstoads ... 58 VHILADELPHIA ... Population: 3,137,070 Retatl Safes: $2,500,000,000
By Joun E. Foxraine, Vice I’res., Nelson Chesiman Ado. Agency. A Time-Proved, Mellow Market ..........|.................. 148
Chattanooga, Tenn. By Thomas H. GILLIAM, ij Pres. in Charge of Servige, Philudelphia
CHICAGO ........... Population: 4,396,085 Retail Sales: $1,481,794,000 Office. N V. Ayer & Son, Inc.
A Badly Publicized City Offering 4,000,000 Prospects PITTSBURGH ....... I’u/vululion:. 2,086,988. Retail Safes: $1,000,000,000
To National Advertisers ..............................ccccoooi. 60 World’s Workshop City Again Is “In the Black” ........ 152
By Rorert G. JExNiNGs, [ice Pres., H. 1I”. Kastor & Sons Adv. Co, 4y ]‘EQN Df HANSF‘IY' V,i”' Pres. and Director, Batten, Barton, Dursiine
Chicago & Osborn, Iuce., Pittsburgh, Pa.
CINCINNATI .. ... .. Population: 759464 Retail Sales: $300,000,000 PROVIDENCE ...... I’:;/ﬁulultw.l: 707,3.11 Ifc./(ltl;Sa :\ $221,522,000
A City That’s Healthy, Wealthy, and Buys! ............... 68 el Wl?ggls H“““ m .Ca.p‘lﬁal City oprgtloq S bmallest‘ State 158

By C. M. RonerrsoxN, Jr., Radio Dir., The Ralph I1. Jones Co., Cincinnati ) 4.\([\’\('1::;‘\0( kL}.\rnr.u, Ireasurer, Lanplier & Schonfarbper. Tne.. Provi-

CLEVELAND ... Population : 1,314,255 Retail Sales: $350,000,000 Moline. Fast Moline
Great Industrial Plants Make Cleveland A Superb Rock Island, 111,
Market ...........ooccccoooiooeeeoooeoeeeoeeeeeeeeeeeeeeeee) 74 Davenporl, Towa ....... Population: 154,491 Retuil Safes: $63434,181

By Raven Leavexworrn, Pice Pres, Fuller & Smith & Ross, Clevelund The Quad Cities—A Midwestern “Must’] .................... 164
DAYTON RS SRREE Population: 492,300 Retail Sales: $165,000,000 By Frep A. HINRICHSEN, Pres., Fred A. Hinrichsen Advcptising clgency,

City of Super-Wealth, Super-Ideas, Super Progression 82 _ Davenport, lowa ,
3v Raven KivcHER, Pres., Ralph KNircher Co., Davton, Ohio RALEIGH, N C. --~~I()E]’f”l}’.““”~; 1»(1;5,741 Retail Sales : $185,000,000
DETROIT ............ Population: 2,116,054 Retail Sales: $725,000,000 . e . .
The City That Has Changed the World’s Pattern T;le Balanced State’s” Capital Market Has Buying
of Life ... ..o 86 OWEL ..ottt e b 168
. T e 5 e (Ernen o e By E. N. Dove, AAdvertising Manager, Curolina Power & Light Co.,

By I}(;)zli_h']‘_)gl.r(()’i?“lﬂ Director of Rescarch & Media, Grace & Bement, Raleigh, North Carofina A ¢

. eIty 1 . - e ROCHESTER, N. Y...Population: 417,000 Retail Sgles: $175,064,000
DULUTH-SUPERIOR. Population: 137,376 Ketail Sales: $100,713,000 ! . A

(Trade Area—339,000) ail Sules: §100 Snapshots of the “Above the Average” City ............. 172
Head-of-Lakes Market, Linking East With Northwest "1‘3_\' I.. \\’|f,‘|‘|..\' SIMONDS, li.n’('nlilw, Hughes Wolff & C(.).. Ropchester, N. V.
Offers Rich Half-Million Trading Area ... ... 926 ST. L()UIYA;\,I\A}I(). S ..1 U/}ulahon: 1,4Q4,500 1\’0/(111.5‘(1 les .$,J()0,()()0,(KK)

By P. James Barwy, . Ide. Dir., Duluth Glass Block Store, Duluth, Minn. _ew RIEGC _Renovatlon Grasps Missouri’s Metrop-
FARGO .............. Population: 47,000 Retail Sales: $22,000,000 olis, The Nation’s Central Market .....J.............. 176
Red River Valley, N. D.. [To/vn/a/ion: 500,000 Retatl Sales: $146,000,000 3y Fasmes M. Davenewrry, Pres. Jinon Daugherty, Ine., St Lowis, Mo.

Famed Red River Valley Annually Creates Vast “New” SAN FRANCISCO ... Popudation: 1,893,169 Retail Sales: $801,000,000
Wealth and Buying Power ............................... 100 Pacific Coast Metropolis Proves Economically Sound.. 178
By Normax D. Brack, Publisher, The Forwm, Fargo, N. 1). By Care ik (};‘/}:TM‘Q;\"HI;“? Pres. g”d I;%m'ﬁc Coast Manager, San Fran- -
The FARM MARKET.Population: 60,000,000 Retail Sales: $8,230,000,000 e ARSI e BT B
\Opportunity I((pno(cl:s il ules - 58,230,000, 103 SAVANNAH o Popudation: 423,000 Retail Sales : $30.000,000
By Do~ E. KeLLEY, Sales Prom. Myr., Radio Station IWLS, Chicago . IndUStry_ JOInS HlStory’ BUIldlng Fascmatmg Eastern
GREENSBORO, N. C.. Population: 913,300 Retail Sales: $171819,000 Georgia Market e BB A AR 1 T 182
Why Look to South America? You Can Double Your By ?)WIG/H}" _]:\l/\[l’,S Bruck, Authority on Savannal's Sogial, Industrial
M cveltofients
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Through PICTURE PLAY——The Film Magazine for Moderns. Many smart adver-

fisers are now using this powerful sales producer . . . because they realize that:

—answers the demand of young women everywhere for o fashion
magazine of their own; for youthful fashions in good taste; for sparkling but

practical beauty advice—at prices that respect their pocketbooks.

—presents Hollywood and the movies—with plenty of allure and

complete editorial fashion authority.

—is read by over one quarter of a million eager, susceptible

young women shoppers. And circulation is consistently rising.

—is being promoted by hundreds of alert, profit-wise department stores
throughout the country . . . because more and more young women are

asking for merchandise as featured and advertised in PICTURE PLAY.

—sells merchandise . . . os it is fast becoming the practical buying

guide for thousands of budget-minded young women.

—has advertising acceptance . . . the May, 1940 issue of PICTURE
PLAY being 44.1%, over May, 1939 in advertising linage.

That's why smart advertisers are now using PICTURE PLAY—The Film Magazine for
Moderns.  And why you should include this authoritative new fashion magazine in

your campaign. Incidentally, the PICTURE PLAY rates are amazingly low . . . only
$400 per page.

'fftﬂf(’. l(ly THE FILM MAGAZINE FOR MODERNS

NEW YORK: 79 SEVENTH AVE. CHICAGO: 410 N. MICHIGAN AVE.

ATLANTA: (9 ELEVENTH ST. N. E. LOS ANGELES: 1031 S. BROADWAY

BOSTON: 32 BATCHELDER ST., MELROSE, MASS.

Say You Saw It In MARKETS of AMERICA—Vol. 1V . . . Plcase

www americanradiohistaorvy com -
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SCHENECTADY ..... Population: 100,025 Retail Sales : $47,286,000
“The City That Lights and Hauls the World” ...............
By Wixstow LreuTON, Pariner, Leighton & Nelson, Schenectady, N. V.
SHREVEPORT ....... Population: 115,000 Retail Sales: $39,933,000
One of America’s Most Receptive Markets .................
By Leo~n Boors, Pres., Booth Pelham & Co., Inc., Shreveport, La.
SIOUX CITY, Towa .. Population: 1,688810 Reiail Sales: $133,000,000
The Gateway to the Shopping Center of Four States ....
By \\'IILLls I, Forees, City Editor, The Sioux City Journal, Sioux City,
owa
SPOKANE ........... Population: 658941 Retail Sales: $230,282,000
An Area of Opportunity ...............coocoiviiivnii i,

By A. H. SyversoxN, Pres., A. H. Syverson Advertising Agency, Spokane,
W ash.

SYRACUSE .......... Population: 360,000 Retail Sales: $97,973,000
At the Crossroads of the Empire State .........................

By Awr~orLp F. ScuoeN, Service Director, 11'SYR, Central New York
Broadcasting Corp., Syracuse, N. Y.

WASHINGTON, D. C..’opulation : 930,000
Federal Payrolls

Market ...
By Awvin Q. Enruicit, Vice Pres., Kal Advertising, Inc., 11'ashington,
D. C., Pres., The Advertising Club of 1Washington, D. C.
WINSTON-SALEM, N. C...Population: 225,000 Retail Sales: $75,000,000
The City That Never Sleeps ............c.........ccoco...
By Leonarp W. WirsoN Space Buyer, The Chatham Advertising Co.,
Siler City, N. C.
WORCESTER ........ Population: 541,896 Retail Sales : $169,000,000
More Than 400 Diversified Industries Stabilize
W OrCeSter .........ovviiiiiiii e
By C. Terry Seavrmixa, Pres., Otis Carl 1Villiams, Tuc., 1 orcester, Mass.

Media

Radio Sets Up New Market Boundaries ...................... 80
By Howarp BARrTON, Sales Manager, Station WTAM, Cleveland

With the Agencies........ By HBT ...

How to Create Layouts That Fit the Copy ..................
By Havsey DaviosoN, drt Director, Campbell-Ewald Co., Detroit

How World-Wide News Is Gathered ...........................
By Frep A. McCase, Sales Promotion Director, United Press, Inc., N. V.

Showmanship Pays .....................coooooeo

By Riciiarn A. “Dick” Rurver, Sales Promotion Manager, 11°5.41,
Cincinnaft

Tuning in On Radio...... By Cress Little ......................
How CBS Makes . .. And Breaks . .. Sales Records .... 232

By VicTor M. RATNER, Director of Sales Promotion, Columbia Broadcast-
ing Svstem, N. V.
What Makes the MUTUAL Network Different ........

By LEISTER ]gog}‘l.lﬁn, Publicity Direcior, Mutual Broadcasting Svstem,
ne.,

Modérr{ Trucks Put Advertising On the Move ............

GeorGE H. Scrace, Adwvertising Manager, The 1Vhite Motor Co.,
Cleveland

What Makes the NBC Network “Click” for National
Advertisers ...
By E. P. H. JamEs, Adv. Mgr., National Broadcasting Co., N. ¥
The Case for Electrical Transcriptions ......................
By Freveric W. Zwv, Pres., Frederic 1V. Ziv, Inc., Cincinnati

What Has Become of the Window Display Study? ... 262
By Avpert EricsseN Haase, Exccutive Dirvector The 1V indow Display
Study, For The ANA, A4AA and LLNA, N. V.

Retatl Sales: $018,000,000
Make Nation’s Capital Premier

By

Graphic Arts

Advertising & Publicity Spotlighted by Printing’s
500th Anniversary ... 18

By DoucrLas C. NMcMurtrig, Director of Typography, Ludlow Typograph
Co., Chicago, Chairman, Invention of Printing Anniversary
Co., Chicayo, Chairman, Invention of Printing Anniversary Committee,
International Assn. of Printing House Crafismen

Editor’s Note:
Credit Lines .

and artful photography.

o MARKETS of AMERICA, we featured unique air-views of these cities.
MARKETS of N
AMERICA in that very market locale.
Vol. 4
Page 4 Aero-Graphic Corp.; Eastern Air Lines, Inc.; United Airlines; Fairchild Aerial Survevs, Inc.

To our cicient staff also we extend credit for an exacting job well done.

wnhanar amaricanradiohistorv. com

The Renaissance of Dealer Advertising Cuts ................ 221
By Josepru REILLY, Pres., Reilly Electrotype Co., N. Y. r
The “X” Method of Type Casting .......... b 224
By C. E. RuckstuHL, Pres., Typoyraphic Service Co., N. ¥,
Offset Printing Volume Today Exceeds $200,000,000
Annually ... 252

3y Ho AL “"Harry” Porter, Vice Pres. In Charge of Sales, Harris-Sey-
bold-Potter Co., Cleveland

Making Posters Human and Keeping ’em That Way .... 256
By Meree D. PENNEY, Sales Promotion Director, The Forpes Lithograph
Co., Boston

General

The World’s Number One “Local” Advertiser ............ 15
A Interviewo weith D, H. Ok, Asst. Director Advertising Section, General
Motors, Detroit ... By Con. DoN R. JasoN

“and Getting Credit For It” .................l............ 17
By BErRNARD LicHTENBERG, Pres., Institute of Public Relatipns, N. V.

EDITORIAL Page . . . Advertising Need No Defense,

It Needs Explanation ...............c..cooooo i, 12
A Timely Editorial Plea On: AMERICANISM and
American Business ........................... b 13

By Norman Rosg, Adv. Mgr., The Christian Scicnce Manitor, Boston;
Pres. Advertising Federation of America, N. V.

In the Day’s Mail .................ooocooii b 99
TOM PATTERSON’s NEW YORK Letter .............. 142
WASHINGTON Notes ... By EM.]. .l................... 203
With the Advertising Agencies ... By H.B.T. ............ 212

The Effectiveness and What Not of Comic Advertising 216
By A. O. BuckinGHAM, Vice Pres. In Charge of Aduvertising and Market

Research, Cluett, Peabody & Co., Inc., N. Y.; Chaipman, .dssocia-

tion of National Adzvertisers, N. Y.

Sketches

Drawn from Life by MANUEL ROSENBERG, Editor
MARKETS of AMERICA ... The ADVERTISER

Association of National Advertisers (ANA-1939) at

Hot Springs, Va. ... 142-251
The Philosopher of Advertising ...........L..........o 235
Boston Advertising Club, Boston, Mass. |..................... 42
Lithographers National Assn. (LNA-1939) Hot

Springs, Va. .....occcoiiiiiiiiiiiiii 266
National Association of Broadcasters, [(NAB-1939)

Chicago ..o 10
NAB—Atlantic City—1939 ...l 52
NAB—Atlantic City—1939 ..., 185
New York Time Buyer’s “Bull” Sessions |................... 139
Time Buyers at KDKA Dedication, Pittsburgh .......... 157
Time Buyers En-route to KDKA, Pittsburgh, Dedica-

1S Te3 s R S U U U UUUUU SUURUPURURUTTU 236
United Typothetae of America, (UTA-1939) New

York City Convention .......................b.... 253

Camera Art
Camera Record of Graphic Arts Conventionites ........ 175
Columbia Broadcasting System’s Sales Staff, N. Y. City 232
Mutual’s Executives ................cccocoecedi 238

WHO’s WHO At National Broadcasting Company.... 244

MARRKETYS of AMERICA hereby extends credit to all who have contributed to this issue, in the form of excellent articles
The editors would like to personally single out each one descrving credit lines, but unfortunately
this information, in many instances is indefinite or lacking.

To give our readers a graphic picture as well as word pictures of the nation's major markets, last year in|Vol. 3, of

This 1940 wvolume features, in additign to many

air-views, the plants of corporations that rank as “the World’s largest” in their respective fields, and are headquartered

To the end that we may not overlook giving credit to the firms of those alert photographers—and we hope tde have not
overlooked any of them—we herewith record the names of their firms:—American Airlines, Inc.; Aerial Surgeys, Inc.;
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4. A mother, she’s still a

born romanticist...she
still loves to dance...un-
willing to settle down to

1. Flat heeled, smudgy

crepe sole shoes come
galumping into LIFE...
1,800,000 women-to-be
become adolescent each

2. Skirts down (a bare

trifle)...legs trimmer
...which Joe Cooley, bas-
ketball captain notices...
butshe doesn’t notice Joe
too much...Clark Gable,
YES!

3. She bought lipsticks,

mascara, the smartest
frocks and gadgets she
could afford...while she
studied domestic science,
dressmaking...and it
was Joe, not Clark, who
met her at the altar.

being a housewife...yef
she HAS to be a house-
wife—see whatwe mean?

o Are yau there while they
h l)_ecome CUSTOMERS?

Fawcett Women’s Group offers the largest single unit of young women'’s circulation

—with the largest “on demand’ sale—at the lowest rate of all women’s media.*
* Based on Publishers’ Statements to A.B.C. for last 6 months of 1939

FAWCETT WOMEN’S GROUP

TRUE CONFESSIONS MOTION PICTURE SCREEN LIFE
ROMANTIC STORY MOVIE STORY HOLLYWOOD

FAWCETT PUBLICATIONS « INC

NEW YORK . CHICAGO . HOLLYWOOD . LOS ANGELES . SAN FRANCISCO
—

:S‘ay You Saw It In MARKETS of AMERICA—Vol. IV . . . Please
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PUBLICATIONS

BROADCASTING

COPYRIGHT NOTL . ..

The Abvertiser, New York, Chicago, General
Office: Cincinnati ..........ovvuvnen .. 94-95

Akron Beacon Journal, Akron, O. ... ........ 27

American Home Magazine, New York ......... 25

Buffalo Courier Express, Buffalo, N. Y. ....... 47

Charleston Gazette, Charleston, W. Va. ........ 55
Christian Science Monitor, Boston, Mass. ...... 128
Fargo Forum, Fargo, North Dakota ........... 101
Fawcett \Vomen s Group, New York .......... 3
Moline Daily Dispatch, Moline, T ............ 165
National Register Publ. Co., Chlcago N. Y. ... 63
Popular Mechanics Magazine, Chicago ......... 14
Providence Journal, Providence, R. L ....... ... 159
Radio Daily, New York ... ... ... .. ... ... 147
Rock Island Argus, Rock Island, I ... ....... 165
Scripps-Howard Newspapers, New York ....... 7
Sioux City Journal, Sioux City, lowa .......... 191
Spokane Spokesman-Review, Spokane, Wash. .. 193
Picture Play, Street & Smith, New York ...... 3
Winston-Salem  Journal & Sentinel, Winston-
Salem, North Carolina ... .. ... ..., 205
*
Columbia Broadcasting System, New York
Second Cover & Page 1
KDKA, Pittsburgh, Pa. ... o . ... 153
KGIR, Butte Montana Broadcasters .......... 33
KGO—KPO, Shm Francisco, Cal. .............. 179
KMBC, Kansas City, Mo. ........ ... oot 119
KSC]J, Sioux City, fowa .......... .. ... ... .. 191
KWKH, Shreveport, la. ..................... 189
Mutual Broadcasting System, N. Y. ........ 22-23

National Broadcasting System, N. Y., Institutional 8-9
NBC-BILUE, New York ....Iuscrt Facing Page 58
NBC, RED, New York ..... Insert Facing Page 80

NBC Managed & Operated Stations, N. Y. ..... 217
Radio Corporation of America, N. Y. .......... 193
RCA Manufacturing Co., Camden, N. J. ..... 11
United Press Radio News, New York .......... 123
WBAL, Baltimore, Md. ..................... 33
WBIG, Greensboro, North Carolina .......... 105
WBNY, Buffalo, New York ................. 49
WBZ, Boston, Mass. ............c. oo, 41
WCOP, Boston, Mass. ...................... 43
WDRC, Hartford, Conn. .................... 113
WEBC, Duluth, Minn. ...................... 97
WFBR, Bdltlmore, Md, oo 37
WPFIL, Philadelphia, Pa. .................... 149
WGY, Schenectady, N. Y. ... ... ... .. 187
WHAM, Rochester, N. Y. ................... 173
WHIO, Dayton, Ohio ....................... 83
WHK-WCLE, Cleveland, O. ................. 77
WIJAS, Pittsburgh, Pa. ...................... 155
WJZ, New York City ..........o oo, 135
WIW, Akron, Ohio ......... ... ... ...... 29
WLAC, Nashville, Tenn. .................... 127
WLS, Chicago ..., 61
WLW, Cincinnati, Ohio ... .3rd Cover and Page 268
White Motor Co., Cleveland .................. 163
WORIL, Boston, Mass. ...................... 45

WPEN, Philadelphia, Pa. ... oo .. 151
WPRO, Providence, R. 1. .................... 161
WPTEF, Raleigh, North Carolina ............. 169
WRC, Washington, D. C. ................... 201
WSAI, Cincinnati, Ohio .................... 69
WSJS, Winston-Satem, North Carolina ....... 207
WSM, Nashville, Tenn. ..................... 125
WSYR, Syracuse, New York ................ 199
WTAG, Worcester, Mass. ................... 209
WTADM, Cleveland, Ohio .................... 75
WTAR, Norfolk, Virginia ................... 143
WTIC, Hartford, Conn. .................... 111
WTOC, Savannah, Georgia .................. 183
WW]J, Detroit, Mich. . ... .. ... ... .. 89
WXYZ, Detroit, Mich. ...................... 87
Yankee Network, Boston, Mass. ........... 130131
Frederic W. Ziv, Tnc., Cincinnati, O, .......... 143

*

Central Outdoor Adv. Co.,
Morton Outdoor Adv. Co.,

Cleveland, O,
Baltimore, Md.

79 OUTDOOR
39 ADVERTISING

Outdoor Advertising Incorporated, N. Y. ....... 219
Piedmont Outdoor Adv. Co., Greensboro, N. C. 107
*
Continental Lithograph Corp., Cleveland, 3. .... (141 LITHOGRA.-
Forbes Lithograph Mfg. Co., Boston, Mass. .. 202 PHERS &
) Insert facing page RIS
Oberly & Newell Lithograph Corp.,, N. Y. ..... 263
Revnold & Revnolds, Davton, O, ... 0. ... 85
*
Advertising Typographers of America ........ 213 SUPPLIERS
Arvey Corporation, New York, Chicago ........ D63 GRAPHIC ARTS
Champion Paper & Fibre Co., Hamilton, O. .... 59
Cincinnati Process Engraving Co., Cincinnati, O. | 73
Electrographic Corporation, New York .....222-223
Reilly Iilectrotype Co., N. Y.
Typographic Service Co., N. Y,
Fuchs & Lang Mfg. Co., New York ............ 254

Harris-Seybold-Potter Co.,

Cleveland, O. Back Cduver

Ludlow Typograph Corp., Chicago ............ 225
Rogers Engraving Co., Chicago .............. 64-65
Rutherford Machinery Co., New York ......... 255
Sinclair & Valentine Co., New York .......... 261

*

Anheuser-Busch, St. Louis, Mo.
Calvert Distillers Corp., New York
Chevrolet Motor Co., Div. G. M., Detroit
Kirkeby Hotels, Chicago, New Yorlk, l.os Angeles
La Driere Studios, Detroit ..................
Patterson Artist [urc w, Inc., New York
Sales Art Studios, Cmcmmtl O, o
Seagram Distillers Corp.. New York ..........
Southern Governor’s Conference, A\tlanta, Ga. ..

We have had many requests for per-

mission to reprint in full, or to quote from pages in MARKETS
of AMERICA. This permission is freely granted to publications
who desire to use this material for EDITORI. 1L purposes, pro-

viding due credit is given:
Published by The

MARKETS of AMERICA
ADVERTISER. . . .

Vol. 4,

Privilege to reprint specific MARKET arti

31 GENERAL
133
98
67
91
137
71
237
117

cles is  freely

granted to advertisers in this edition, first in order of request

received by The PUBLISHER.
made, likewise in writing, to The PUBLISHER]

ceive due consideration,
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We Started Something! Like a snowball rolling downhill, the
hemisphere-wide ‘““See the Americas Now” program initiated 1n
September, 1939 by Scripps-Howard Newspapers, is growing bigger
with every turn. 1940 will be a record travel year.

Already more than 200 firms and or- millions more are planning summer and
ganizations in America have used half- fall trips. They’ll get a new concep-
a-million seals on literature and mail.  tion of America . . . and equally impor-
South American countries are interested  tant, they’ll keep many millions of extra

. steamship bookings have magically  (1.vel dollars in circulation.

increased . . . more people than ever . . "
before traveled to Winter Sports areas _’] ravel Tto the “good nelghbor. coum
... Southland resorts have been filled tries of North and South America cre-

to overflowing. Watch Scripps-Howard ~ ates more foreign exchange for the pur-

NCWSDZ‘IPCI‘S for a calendar of [najor chase of our pl'OdUCtS . . . Dbuilds
events, and interesting stories of places friendlier relations . . . benefits the
near and far. travelers who scan new horizons. Travel

The President of the United States at home benefits thousands of hotels,
has proclaimed 1940 as “Travel Amer- camps, transportation lines, the automo-
ica Year”. Hundreds of thousands of tive industrials and suppliers in many
people are “Seeing the Americas now”, lines.

Small three-color seals are available FREE to firms that wish to cooperate by using

them on outgoing mail. Write: Travel Promotion Bureau, Scripps-IHoward N ews-

papers, 230 Park Avenue, New York City.

SCRIPPS- HOWARD

N S P A P E R MEMBERS OF THE UNITED PRESS . . . THE AUDIT BUREAU
I ': ‘; OF CIRCULATIONS . . . AND OF MEDIA RECORDS, INC.

NEW YORK World-Telegram SAN FRANCISCO . News CINCINNATI . . . . Posy DENVER. . . .. News WASHINGTON . . . News FORT WORTH . . Press
CLEVELAND . . . . Press INDIANAPOLIS . .Temes KENTUCKY POST Covington BIRMINGHAM. . Posr MEMPHIS Commarcial Appesi ALBUQUERQUE Tribune
PITTSBURGH . . . . Prer COLUMBUS. . . Cuszen sdition of Cincennati Poss MEMPHIS Pregs-Scimitar  HOUSTON. . . . . . Press EL PASO . . Herald-Post
KNOXVILLE . . News-Sensinel EVANSVILLE . . Pres
Norional Adversising Deps., 130 PARK AVENUE, NEW YORK . CHICAGO . SAN FRANCISCO . DETROIT . MEMPHIS . PHILADELPHIA
Say You Saw It In MARKETS of AMERICA-—Vol. I\" . . . DPlease Page 7
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OUT IN FRONT-

On every count, NBC is the

broadcasting leader!

EADERSHIP in anything is earned. And NBC has earned

its leadership in broadcasting with performance. The

kind of performance that has firmly welded the word “radio”

with “NBC” in the minds of America’s millions.

NBC’s leadership covers all phases of broadcasting. On

every count, NBC is out in front. And this “all the way”

leadership is due in large measure to the fact that NBC

draws freely on the experience, research and resources of the

Radio Corporation of America, the only organization in the

world that makes and does everything in radio and sound!

KT =

s \ - V( ‘\
LR ETE= Y .

NBC-out in front
in SPOTand LOCAL
ADVERTISING

“Vital Spots” indeed are the terri-
tories covered by NBC Muanaged
Stations. And Spot advertisers have
discovered the economy of using these
stations to cover large areas at low
cost. Most of the NBC Spot stations
are superpower transmitiers on clear
channels covering major markets.
Their combination of adequate power
and favorable frequency enables ad-
vertisers lo get complele coverage n
markets with buying power.

NBC—out in front
with
TRANSCRIPTIONS

The NBC ORTHACOUSTIC
transeriptions . . . an achievement of
RCA and NBC engineers .
the “truest recorded

heard” — literally
Live Studio Broadeasts.

new

. . provide
you've

like

sound

ever sound

For national spot advertisers, NBC
Radio—Recording Division produces
custom-built and syndicated programns

and supplies recording facilities for
agencies, program producers and art-
ists. NBC Thesaurus Service is used
hy more than 200 radio stations.

s ortes it

NBC—out in front
with PROGRAMS

During 1939 more than 55.000 pro-
grams were broadcast by NBC.These
were sent ont on the Red and Blue
Networks, both of which were—and
still are—on the air for an average of
18% hours a day—a total of 37 hours.
These programs were put on the air
for some 26,000,000 r:ldiT families m
the U.S. to hear—f{ree.

many of them were heard by other

n addition,
millions in foreign lands via short
wave and through arrangements with
broadcasting organizat-ons in other
countries. For 13 vears the majority
of America’s most poptlar programs
—both day and mght—have heen
heard over the Networks of the
National Broadcasting Company.

NBC—out in front
in SHORT WAVE

Sixteen hours a dayv—eavery day in
the week—NBC short wave stations
. broadcasting in six
languages to more than 80 foreign

are on the air . .

lands. The tremendous amount of fan
mail from these far away countrics
1s indicative of the intense interest
NBC has awakened in listeners . . .
an inierest that has built at NBC
the largest short wave broadcast-
ing stafl in American radio . . . an
interest that is now be:ng offered as
a profitable advertising medium to
commercial sponsors.

Say You Saw It In MARKETS of AMERICA—Vol. IV . . . Please
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ALL THE WAY!
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NBC-out in front
with NETWORKS

There are two NBC Networks—the
Red and the Blue. The Red is the
world’s leading advertising medium
—some $35,000,000 having heen in-
vested in it by advertisers during
10939, Its facilitics and programs are
unexcelled—and with them, it at-
tracts and holds the biggest listening
audience in the world.

The NBC Blue Network enahles ad-
vertisers to reach a vast coast-to-coast
audience in the “Money Markets™ at
lowest cost nationally. Splendid buy
that it is, NBC keeps making it belter
by constantly 1mproving station fa-
cilities. These are the reasons why
Blue Network advertisers keep com-
ing back for more—year after year!

NBC—out in front
in TELEVISION

As this is written, NBC las heen on
the air with regular television pro-
grams for 12 months. Months marked
by outstanding progress.

On the air 12:15 hours a week, Wed-
nesdav  through  Sunday  (Monday
evening through Saturday afternoon
heginning May 15), NBC is hringing
televiewers the matchless thrills of
major sporting contests, the finest
productions of stage and screen, news
events as they happen—and a variety
of other splendid programs.

l'elevision has gone far under the
guidance of NBC. Seeing is believing

“it’s yours for the viewing”!

B

e
o

ik

NBC—out in front
in ARTISTS SERVICE

NBC Artists Service is one cf the
tulent o-ganizations in the

lurgest
world. It offers a variety of top-flight
artists second to none—plus the un-
matched experience of NBC as a
program building background. Not
only does it provide artists with
personal management and valuable
guidance, but has them available for
every type of entertainment, public
and private. NBC Artists Service
offers radio advertisers and their
agencies talent specifically suited to
theadvertisers’ problems—talent that
successfully answers the sales and
program plans he has in mind. The
service also furnishes program ideas
and complete casts.

% Gl

E
1

NBC-out in front
“IN THE PUBLIC
INTEREST"

“Radio is a public service.” That is
an NBC creed and NBC tries, at all
times, to operate its networks ac-
cordingly. That is why both sides of
important public questions always
have been presented. (Most note-
worthy example 1s the famous “Amer-
ica's Town Hall” program—an NBC
feature.) It is also why news of na-
tional and mternational significance
is swiftly and skilfully reported. NBC
broadcasts “in the public interest”
have played a major part in making
Americans the best informed people in
the world . . . have done much to

merease the pleasures of modern life.

NATIONAL

BROADCASTING COMPANY

Ihbe D orre/ s 1

/’ﬂ///é//

My ////f//.}/)g 7 & y/} /o0

A RADIO CORPORATION OF AMERICA SERVICE

WAMA=aReLkicaltadiohistion/icoi e
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Advertising Needs

No Defense—It
Needs Explcmcztz'on...

Page 12

£ were looking over our

files one evening and

chanced upon a very strik-
ing advertisement entitled “1he Old
Man.” It was written by a noted
advertising executive, O. B. Win-
ters, one of the heads of Erwin
Wasey, and to our notion it fits in
perfectly with today’s problem of
Advertising and the cry of a need
of its defense.

ADVERTISING, like the “Old
Man”, needs no defense—it does
need explanation to the young
bloods who have come up and are
under the spell of malcontents who
would destroy rather than build up.

Advertising is in much the same
boat as is “The Old Man” who
built the vast plant he heads and
from his window spots the agitator
denouncing the old man’s efforts
and achievements. Certainly without
the aid of advertising many a great
corporation giving employment to
thousands would today be naught
but a small enterprise hardly doing
business beyond the county line.
Advertising aided it to attain vol-
ume sales throughout the nation—
even world-wide—and thus to cre-
ate greater competitive position, per-
mit more income for its workers
and assure not alone those workers
who gain 85% of this income but
likewise give to the world the bene-
fits of mass production.

Advertising has made it possible
for one great corporation doing

$249,000,000 annually to pay an in-
crease of 25% in wages to its stead-
ily employed staff of more than
15,000 workers, all duripg these past
10 and more depression years.  So
we learned from the President di-
rect. We likewise were informed
of the power of advertising from
many another great industrial lead-
er.

We have yet to learn from a de-
famer of advertising what he would
offer as a substitute for the sales
force of advertising. He has none
to offer, for to date there is none
extant to equal it in a Democracy.
However, there is one power and
that is the unthinkable one of the
force of a Dictator’s will. In Nazi
Germany, Hitler's orders, I'ascist
ltaly’s Mussolini’s demands and in
Jolshevik Russia Stalin’s imperious
direction accomplish the equiva-
lent effect in moving products. BUT
who, that loves freedom, would care
to trade positions and methods?
Most assuredly not one in his right
mind !

Advertising does nced explana-
tion. It is a mystery, édven to those
who use its force in économic en-
deavor. Thus 1t must be a greater
mystery to, and therefore subject of
to base false interpretations by
those sick and innocent minds that
seek to unravel dark deeds out of
economic mysteries.

From time to time—advertisers
should tell the public and their own

employees—what it costs to jell
their products via advertising. Hpw
really comparatively little the per
product cost is in the sale pricejof
the article—in 99 and 44/100th ‘in—
stances.  And, too, not to overlook
the fact that the sale price would
have to be so much great with low-
ered volume inevitable after the
elimination of advertising a(l(lingr to
unit manufacturing cost.

Such advertising copy should be
written for the public—in language
and figures the public will readily
comprehend. Iiven the critics |of
advertising will take a back seat gnd
dash for the door when they learn
the facts, especially such facts as|in-
form them that their package|of
cigarettes costs more for fax
charges than product charges 4nd
that advertising costs less than the
package wrapper. That the same
is true in the instance of many an-
other product.

Media should help this cause with
a continuous. concerted campaign—
by running editorials, carrying pro-
grams, posting 24-shee<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>