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WHAT HAPPENS WHEN NEWSPAPER ADVERTISING STOPS
and radio advertising picks up a small part of the job

For three days, from Sunday evening, December 13,
1942, to 1:00 AM on Thursday morning, December 17,
1942, twelve New York City newspapers ceased publica-
tion while the members of the newspaper delivery unions
were on strike.

Heavy schedules of planned newspaper advertising
couldn't be published. Some retailers turned to radio
advertising; others sat tight, expecting the strike to end
momentarily.

To the credit of broadcasting, no New York City stat-
tion tried to capitalize unduly on the misfortune of another
medium. Where good time and good features were avail-
able, stations offered them for sale. Where time was at
a premium, with only early morning or late evening open,
stations declined to have broadcast advertising judged
on the basis of such availabilities.

WHAT HAPPENED?

Department stores’ sales boomed along as though noth-
ing had happened. Here are the actual figures from the
Weekly Federal Reserve Index of Department Stores’
Value of sales:

Week Ending
December 19

Increase for New York City 4%
Increase for Entire District 49

And the entire Federal Reserve district includes such war-
busy markets as: Buffalo, Rochester, Syracuse, Utica,
Albany, Troy, N. Y. and Newark, N. J. Despite the vastly
expanded buying power in the rest of the district, New
York City stores held their own against the field.

But radio can not nor does it seek to claim ecredit for
holding sales at such a high level in the face of very ad-
verse shopping weather. The total volume of retail radio
advertising actually increased but little.

WHAT HELD SALES UP?

The answer to that question can be debated by academic
students of advertising and merchandising for years to
come. Probably the effect does deserve psychological
probing.

But three facts do stand out: Christmas shopping was
not a new idea this year; it might be termed an established
American custom. Furthermore, newspapers and radio
had featured Christmas merchandise, built up the urge
to buy for weeks before the newspapers ceased publication
temporarily. Many New York City radio stations wevre
carrying a substantial volume of retail advertising and
that continued unabated during the period.

Actually, broadcasters cooperated with newspapers dur-
ing the trying days. Almost all radio stations increased
the number of their newscasts. Newspapers cooperated
to increase the local news coverage of radio stations.

Radio did not try to profit unnaturally from the predica-
ment of the newspapers. One of the leading newspapers
had already contracted for time over one of the leading
radio stations to tell its readers what the newspaper would
contain when it resumed publication. Then the strike
was called off. But one newspaper, nearly a thousand
miles away, decided the history of advertising during the
strike should be reviewed.

THE RETORT DISCOURTEOUS

Totally unaffected by the strike in any way, shape or
manner, the Chicago Daily News carried a story by its
financial editor, Royal F. Munger, that seemed totally
unnecessary and definitely unfounded. Said Mr. Munger
in the course of his article, after pointing out that buying
held up on Monday, began to thin out on Tuesday:

“By Wednesday, a buying slump was in full blast,
and people who had forgotten to go shopping were be-
ginning to say, ‘Oh, well, it’s a war Christmas any-
way.’

“yThe Crowds had fallen off, and the attempts to
use radio in place of the missing advertising were
getting nowhere rapidly. In fact, even through their
anguish, the newspaper advertising men grinned at
the job radio didn’t do.”

Unfortunately, Mr. Munger’s article has been reprinted
as a news story in many newspapers; as a house adver-
tisement in others.

Apparently neither he nor those who reprinted his
article have seen the Federal Reserve figures for depart-
ment store sales during the week ending December 19,
1942,

Of course radio could answer this unprovoked and un-
justified claim, but radio has more important things to do.
Broadcasting as an industry has embarked, under the NAB
Retail Promotion Committee, on a study of retailing and
radio that should furnish concrete, factual evidence of the
power of radio to help retailers solve some of the problems
they face today. More reason why every radio station
should subscribe to the Retail Promotion Committee Plan.

Bickering between media is the worst thing that could
happen to advertising today. All media have a job to do
today—the magnitude of which they have never previously
faced. First and foremost, they must help to win the war
and win it quickly. Then they must help manufacturers,
distributors and retailers to meet utterly new problems;
chart sales and institutional courses over unknown seas.

Perhaps this opportunity for inter-media cooperation is
nowhere better expressed than it was on the “Inside Wash-
ington” page of Printers’ Ink for January 1, 1943:

“Tood Administrator Wickard and OWDI’s Elmer Davis

did an admirable job of building up for their last Sunday

nights’ broadcast (December 27, 1942) announcing that

around 200 food products would be strictly rationed be-
ginning sometime next February. First the Sunday



morning newspapers carried top-head to the general ef-
fect that something big was cooking in Mr. Wickard’s
department—probably having to do with rationing—and
that the double-barreled broadcast would reveal the
whole plot. Then throughout the day, the forthcoming
event was ballyhooed at intervals by the various broad-
casting systems. Thus the interest of hoi polloi was
really stirred up and they did not mind too much being
deprived of their usual Charlie MeCarthy half hour and
other Sunday evening features. The execution was good,
too. The dignified preliminary roundup by Mr. Davis
and the forthright speech by Mr. Wickard covered the
subject adequately and effectively. . . . There was not
a thing wrong with the technique employed. Mr. Wick-
ard’s reminder that “your Monday morning newspaper
will contain an interesting detailed announcement in this
connection” was an effective stroke. The two mediums,
newspaper and radio, were thus effectively hooked.

Consider that important announcement and the manner
of its release. Broadcasting was used to condition the
minds of the people—to prepare them for more drastic
sacrifices necessary to win the war. To newspapers were
left the details of how that program would be implemented.

Some of the ablest men from broadcasting and news-
papers are on the staff of OWI. When they agree on such
a technique, doesn’t that suggest the tremendous impor-
tance of broadcasting as the prime means of conmunica-
tion?

Don’t let your retail accounts be misled by the misin-
formation that has unfortunately been published in con-
nection with the strike of the New York City newspaper
delivery unions. The statements set forth in this report
are verifiable facts. Use them wherever and whenever
necessary to spike fraudulent claims.

But don’t forget: broadcasting will progress and grow,
as it has in the past, through constructive selling on your
part and the part of everyone else connected with the
industry.

SELL A BOOK TO SELL STAMPS

One of the most offensive attempts to tie a commercial
campaign into the war effort is the recent letter of Farrar

& Rinehart, Inc., book publishers of New York City, urg-
ing stations to follow “The Treasury Star Parade” pro-
grams with an announcement plugging a book of the same
name containing the scripts of these programs. And the
reason why you should do this? If people buy the book
containing the scripts, they will be stimulated to buy more
War Bonds and Stamps. It would be much more effective
to broadcast “The Treasury Star Parade” twice and so
make a direct appeal. We hope no NAB member station
will succumb to this appeal. Let the publishing house pay
card rates for the announcements following these pro-
grams.

MORE P-1 INSURANCE

Many member stations have forwarded letters from the
Charles Edson Rose Company of Chicago, Ill., offering
advertising of several types of insurance policies on a
graduated P-I basis. The continuity is described as
“snappy.” We hope all NAB member stations will there-
fore bounce the continuity back to the agency with an urge
to buy on a standard rate-card basis.

WINNER LEFT AT THE POST

Described as a ‘“winner,” the “Record of Service” wall
certificate offered to radio stations by the Midwest Adver-
tising Company of Springfield, Ill. should be left at the
post by all NAB member stations. Try to get the business
on a straight rate-card basis. If the deal is as good as the
agency says it is, they certainly ought to buy and quickly.

COVERAGE CLAIMS

A recent FTC case, wherein a radio station stipulated
to desist from making certain claims as to its coverage,
serves as a warning to stations. Extreme care should be
taken to insure that no coverage claims are made that
cannot be substantiated by reliable evidence. Statements
made in brochures and direct mail constitute advertising
just as much as advertisements in the trade papers.
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Advertising Can Aid Government
Programs of War Information and
Increase Your Local Time Sales

Probably you are familiar with the many, carefully
planned government programs of war information. Un-
doubtedly you have explored the possibilities of selling time
and talent in support of these programs to local manu-
facturers, distributors and retailers. Such efforts have the
unqualified endorsement of the Office of War Information
because of the evident need for more advertising and more
publicity in support of these informnational campaigns.

How great is the need for advertising was ably summed
up by Gardner Cowles, Jr., well-known newspaper pub-
lisher and radio station operator now serving as Director
of Domestic Operations for the Office of War Information,
in a talk before the Annual Advertising Awards Presen-
tation Banquet on February 5, 1943, in New York. Here
are three significant paragraphs from that speech:

“Today Americans are ready to make sacrifices. If any-
thing, they want to make more sacrifices in order to get
on with winning the war. But specifically as to the de-
tails of each government program, too often they are con-
fused and unconvinced. They are unconvinced in large
part because they don’t have full enough information on
why a program is necessary and how it works.

“And that is where advertising should come in. In my
opinion, even with the help of all the editorial and news
channels open to us in OWI today, we need advertising.
Advertising is the only force powerful enough to do the
job. It is the only one which can put these government
programs before the public in simple, exact terms often
enough and with enough power and with enough control
to get results.

“The war on the home front can be won, in my opinion,
and should be won without giving up the traditional free
characterr of our media and our advertising, provided the
media owners, the agencies and the advertisers realize
advertising can and should and must be geared to help
with war problems on the home front.”

In other words, the government depends on private en-
tarprise for the advertising support needed to implement
fully the programs of war information. What’s more, you
can co-operate in this activity to the profit of your station.

Look over the following partial list of programs of war
information. Each of these is a pertinent subject in the

very near future. Have you solicited advertising from
every local account—whether it be a manufacturer, dis-
tributor or retailer—that can logically tie in with one or
another of these programs? If you have overlooked any
sources of support for the government campaigns or
profit for yourself, now is a good time to call on such
prospects.

Victory Gardens

No other program is more important and more vital to
the success of the war on the home front than Victory
Gardens and home canning as an aid to meeting food needs
by producing for home use. Many stations have capital-
ized on this program to sell time and talent for effective
advertising campaigns.

Who are the prospects for a program dealing with Vic-
tory Gardens? Here are a few:

China and glassware stores
Department stores
Feed and seed dealers

Gas and electric utilities
Hardware stores
Merchandise brokers

This promotion is now in full bloom with special empha-
sis planned for May. It will be continued until the first
“killing” frost in your section of the country and Victory
Gardners who planted early crops will be urged to replant
for a second crop.

Recruitment of Farm Labor and Food Processing Labor

While it may sound unusual for a broadcasting station
to run a “Help Wanted” program, such a feature, well-
planned and intelligently presented, can serve both manu-
facturer and farmer as well as prospective employees.
First tried on the West Coast, where aircraft manufactur-
ers turned to radio in a desperate attempt to relieve the
manpower shortage, such programs have proved amazingly
successful.

This campaign will be launched in May to persuade the
public to volunteer for peak-season work of farms and in
food processing plants. Write to NAB for the campaign
guide entitled, “U. S. Crop Corps.”



Nutrition Program

This educational campaign will be directed to the public
on the use of available food supplies for best nutrition,
and to stimulate proper nutrition on the part of war
workers. While this campaign is scheduled to start in
June, now is the time to line up accounts to supplement
the promotion you will put behind this effort as a part
of the OWI Allocation Plan.

It gives you a brand-new approach to brokers, commis-
sion merchants, distributors, chain food stores and volun-
tary groups of stores. Take full advantage of this oppor-
tunity to convert these logical prospects to users of broad-
cast advertising.

Recapping in Time Saves Tires

With rubber available for recapping almost all motorists’
tires, this campaign gives you a logical reason to approach
the tire dealers in your community. Here are some of
the prospects you should solicit:

Tires—Manufacturers
Distributors
Dealers

Accessory dealers

Service stations

Preliminary information indicates that some of the tire
manufacturers may match advertising expenditures with
distributors and dealers in this campaign. While it is
not known whether this money will be ear-marked for a
particular medium, the fact that it may be available should
stimulate your sales approach.

Fuel Conservation and Home Heating

In May, OWI will inaugurate a concentrated campaign
to the public to sell the the following objectives-

1. Order coal early.

2. Conserve fuel oil and where possible convert to coal.

3. Conserve household gas.

4. Heat-condition the home (by insulation, weather-
stripping, storm sashes, etc.)

This campaign opens up a field in which radio stations
can write a substantial volume of new business by careful
planning. Check the following list of prospect types with
the actual prospects in your community and get to work
early:

Asbestos products

Boiler cleaning and repair
Chimney cleaning and repair
Cleaning compounds

Coal dealers

Concrete contractors

Floor contractors

Furnace cleaning and repair
General contractors
Hardware stores

Heating contractors

Heating engineers

Insulation manufacturers & contractors
Lumber dealers

Millwork manufacturers
Paperhangers

Plumbers

Pipe covering contractors
Roofing contractors

Fats and Grease Salvage

A new campaign to urge the collection of waste fats and
greases for explosives will be conducted during July and
August. While this will primarily concern the placement
of national spot advertising, you should cover every pos-
sible local angle in connection with this activity.

In this connection, the Department of Broadcast Adver-
tising will work with the advertising agency and trade
association involved in an effort to obtain a larger share
for broadcast advertising of the rumored $500,000 budget.

Homes for War Workers

The National Housing Agency and OWI will shortly
announce a three-fold campaign to alleviate the housing
shortage that exists in many war production centers. This
campaign has three objectives:

1. To induce property owners to make available to war
workers all the vacant space—houses, apartments
and rooms—which can be utilized without any ex-
penditure of critical materials.

. To induce other owners, whose properties are not now
suitable for use, to convert them into additional
accommodations by remodeling with their own funds
or with the assistance of private financial institutions.

3. To induce property owners, who are unwilling or

unable to convert on their own responsibility, to lease
their buildings to the government, and let the gov-
ernment do the job.

o

Here, too, is a field in which alert radio station sales
executives can render a real service in the government
campaign as well as build a substantial volume of new
business.

Conservation

Soon a nation-wide campaign will be instituted to induce
people to use less, waste less, save more. This program
will be concentrated in two fields:

1. Household equipment (maintenance of electrical ap-

pliances, etc.)
2. Clothing (making clothing go further.)

Look at the list of prospect types in this field of con-
servation. What’s more, many radio stations have already
developed important customers from among these groups:

Air conditioning service

Cleaners and dyers

Clothing repair and reweaving establishments
Electrical appliance service

Laundries

Oil burner service

Refrigeration service

These government informational campaigns represent
real sales opportunities if you will but translate the
objectives of each activity into terms of local accounts
that can and should contribute to the program.

THE SAWDUST TRAIL

Each time the Department of Broadcast Advertising
receives a letter from an NAB member station, calling
attention to a per-inquiry offer, a sales letter is imme-
diately written to the advertiser or advertising agency,
urging the use of broadcast advertising on an ethical



basis. Now and then such letters result in conversions.
Here are two recent examples:

From Arthur M. Holland of the Malcolm Howard Ad-
vertising Agency, 20 E. Jackson Blvd., Chicago, Ill.:

“May we state that at no time has this agency ever
placed any advertising with ANY radio station anywhere
in the United States on a ‘per-inquiry’ basis, and this
one instance where such an attempt was made, was done
without the authorization of anyone in authority.

“We hope this will clear up our position with regard
to the subject in question.”

From Michael F. Ellis of the Ellis Advertising Com-
pany, Buffalo, N. Y.:

“I promise never again to deviate from the straight and
narrow path under pain of being deprived on my nationally
known non de plume of Ethical Ellis .

“Seriously, thank you for bringing this to our attention.
It’s all over now and won’t occur again.”

HELLO, SUCKER!

For complete frankness on the purpose of per-inquiry
offers, the following excerpt from a letter received within
the last few days deserves first prize and a place in your
memory :

“We did not originate the idea of making radio com-
mitments on a per inquiry basis. As a matter of fact,
we were approached by two out-of-town stations, through
their representatives, who solicited contracts on that basis.

Since we felt that some of the smaller stations, whose
facilities we would not use on any other basis, might be
willing to enter into a similar arrangement, we proceeded
to suggest same in a letter to them. Frankly, we did not
expect any large station to enter into the arrangement,
and surely there could be nothing wrong in offering the
deal to anyone who wished to take it on,

“For your information, we are also buying time for . . .
in the regular way on larger stations in major cities, and
shall continue to do so so long as radio pays out.”

THE STATION VIEWPOINT

Having preached against per-inquiry business times
without number, this column is herewith turned over to
Robert T. Mason, President of WMRN, Marion, Ohio:

“We have steadfastly refused to accept any PI business.
I maintain that when we go into direct mail merchandising
I’ll buy my own merchandise and sell it, but while I am
selling radio advertising I am going to stick to that busi-
ness. When radio advertising reaches the point where
it can’t stand on its own feet as a merchandising medium
I'll give serious thought to opening up a mail order house
myself.

“I don’t believe that radio will ever get its share of
department store advertising and retail store advertising
until we have out-grown, as did the newspapers, the era
of cut rates and shady deals. It can be done because we’ve
done it and I would like to see some cof the other stations
likewise clean up their operation.”

Thanks, Bob, that tells the story perfectly.
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Urge Your Local Fuel Dealer To
Sponsor OWI Announcements
In “Order Fuel Now” Campaign

Through the vigorous representations of the
Small Market Stations Committee and the NAB,
the Office of War Information has offered to make
the transcribed announcements for the “Order
Fuel Oil NOW” campaign available for local spon-
sorship. This provides radio stations in the ra-
tioned areas an opportunity to aid the govern-
ment program of war information and to increase
local sales at the same time.

The announcements are being recorded in Wash-
ington today and the scrips are tentatively set at
50 seconds to provide time for the local commer-
cial identification within the one-minute limit.
There are four announcements in the series: three
are dramatized, while the fourth is straight sell-
ing copy.

These announcements will be forwarded to the
OWI field men for discussion with the stations in
the rationed areas. It will probably be the end of
this week before the OWI field staff has pressings
of these recordings.

Campaign Starts July 12

If you have been unable to sell these announce-
ments to your local fuel oil dealers by July 12,
these announcements will automatically become
part of the OWI Allocation Plan. So it behooves
every radio station to make a concerted and
prompt effort to line up local sponsors for these
announcements.

The “Order Fuel Oil NOW” campaign is part
of the “Fuel Conservation and Home Heating”
program outlined briefly in “Broadcast Adver-
tising Bulletin No. 2,” issued on April 23, 1943.
Here are additional details about this phase of

the activity, taken from the publication: “Infor-
mation Program for Fuel Oil Rationing—1943-44
Season,” issued by the Department of Informa-
tion, Office of Price Administration.

June 1 to July 1—Formal Announcement to the
Public

The first part of the month of June was devoted
to formal announement of the new and simplified
fuel oil rationing program to the public. This
explained just how it works.

June 15 to July 31—Get Your Coupons NOW

During this period, the public has been and will
be urged to mail in their applications for fuel oil
rationing coupons as soon as possible.

July 15 to August 30—Order Fuel Oil NOW

For seven weeks, the public will be urged to
stock up with fuel oil now and to order the entire
winter’s supply immediately. This is the phase
of the campaign for which OWI has prepared the
transcribed announcements for sale to local fuel
oil dealers.

Get Behind This Campaign

Many station managers wrote members of the
Small Market Stations Committee—and many
others have written NAB—protesting the discrim-
ination against broadcasting through the refusal
of OWI to permit announcements (and soon pro-
grams) to be sponsored by local distributors and
dealers. Here is a break in the long line of ad-
verse rulings. However, this applies only to the
“Order Fuel Oil NOW’ announcements.

Get behind this campaign and interest every



fuel oil dealer in your community to carry his part
of the job of promptly and properly informing
the public on all phases of the fuel oil rationing
program. In your solicitation, don’t forget to
tell him what you have already done to build pub-
lic acceptance for the order-now idea. Tell him
about the announcements you have already broad-
cast, urging the public to mail in their applica-
tions for fuel oil as soon as possible. Be sure he
knows what you are already doing to help with
this important campaign.

Redouble Your Efforts In
“Order Coal Now” Campaign

Don’t forget the announcements and programs
prepared by the Department of the Interior to
further the “Order Coal NOW” campaign. These

are important, too, in the “Get Ready for Winter”
program which is such a vital home-front phase
of the war effort. They are open to sponsorship.

In many communities, fuel dealers handle both
coal and oil. This gives you a double-barreled ap-
proach to such prospects. Let’s not miss this
opportunity to write some desirable summer busi-
ness in support of the programs of war informa-
tion.

Want More Information?

If you want additional information about the
Program for Fuel Oil Rationing—1943-44 Season,
consult the branch or regional office of OWI
nearest you or write the Department of Informa-
tion, Office of Price Administration, for Bulletin
1-8231. If NAB can be of any assistance, don’t
hesitate to write.
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Department Stores Can Make Radio Pay

SEVERAL YEARS ago the writer
spent a good part of a year ana-
lyzing the broadeast advertising
activities of some 92 department
stores across the country. It was
apparent from the results reported
that they were not using radio suec-
cessfully or intelligently in most
cases, and that radio was evidently
not doing the right kind of a sell-
ing job for the department stores.
This paper will attempt to show
that radio can do a resultful job
for the stores if handled properly.

The entire radio - department
store relationship cannot be ana-
lyzed in so short an article, but cer-
tain obstacles ¢an be analyzed, ob-
stacles that make it difficult for the
average department store and
radio to walk the flowery path to-
gether.

Radio Can Pay

Let me make my stand clear at
the outset by stating unequivo-
cally that I believe radio can be
used successfully by department
stores, and that radio will and
should have a considerably more
important place in the department
store advertising budget.

But let me say unequivocally,
too, that for all the research and
study I have seen, I have never
found a department store doing a
truly important, resultful job on
radio as evidenced by sales returns
relative to totel sales, or by ex-
penditures relative to total pub-
licity outlay.

There are isolated cases, but I
think if the broadeast advertising
activities of these stores are ana-
lyzed, it will be found that they
are relatively unimportant: com-
pared to the fotal publicity job. The
figures still show that newspapers
take some 3% % of the typieal
store’s sales, and radio about .07%.
The fact stands that few stores
really check carefully the results
of radio publicity and that few
stores use radio for other than sup-
plemental advertising.

Now, faced as radio is in this
field by a rather bleak picture, it
nfust decide once and for all if it
wants its share of the department
store’s advertising dollar—some 75

Concentrated Promotion of Items
Key to Profitable Selling

By

JOHN A. GARBER

Advertising Manager
Strawbridge & Clothier, Philadelphia

to 100 million of them nationally—
and decide whether the long mis-
sionary and selling job which still
must be done to get radio’s share
of that dollar is worth while.

I have heard many radio men
state flatly that they were not in-
terested in department store busi-
ness, that it was more trouble than
it was worth. Yet in the same city
the major stores were spending
3 to 4 million dollars on publicity,
the bulk of it in local newspapers.
I would think that radio, for all of
its national windfalls, would wel-
come a good share of this heavy
local department store expenditure.

Reasons for Failure

Most radio people, however, have
indicated a very real concern re-
garding this lost sales potential, so
it is imperative that the depart-
ment store broadeast advertising
situation be studied carefully, and
that an attempt be made to find out
why radio (a notably successful
industry) has been so notably un-
successful in selling the depart-
ment store (also a rather success-

ful industry), and in all frankness

to find out why radio has been also
notably unsuccessful in producing
substantial results for a great
many of the stores that have
used it.

We can put our fingers on a num-
ber of reasons: (1) Lack of in-
telligent approach to programming
and timing by both stores and sta-
tions. (2) The charge-back system
by which the buyer or divisional
man is in the last analysis respon-
sible for his publicity expenditures
as well as sales, and his consequent
refusal to take a chance on radio.
(3) Failure of stores to give pro-

‘grams adequate time to take. (4)

Failure of stores to expend enough
of their publicity budget on good

ONLY a small group heard an outstanding evering talk at the
recent NAB War Conference—a talk that throws new light, and
plenty of it, on the department store problem. Speaker was Mr.
Garber, and those who heard him left with the feeling they had
been given an important message. ‘Broadcasting’ felt that way
too. Mr. Garber sets down "herewith his views on how a big
store should use radio. He is author of “Survey of Broadcast
Advertising, 92 Department Stores”, a project which grew out
of his reseatch at the U. of Pittsburgh Research Bureau for Re-
tail Training. His education includes Harvard and U. of Wis-
«consin. He went to Boggs & Buhl, Pittsburgh, from college, then
moved to Gimbel Bros. where he stayed until Pitt called him
to teach. He is a Navy reserve officer slated for early duty.
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national programs practically
throughout the day. (5) Lack of
understanding of radio by store ad-
vertising men trained in visual
media. And there are many others,
any, one of which is enough to
frighten a research man away from
the subject.

But I believe the problem goes
far deeper than any of these super-
ficial reasons would indicate, deep
into merchandising practices of
the stores—in fact, into the very
make-up of the department store
as a merchandising entity.

Typical Store

Most organizations with which
radio deals sell one thing or a rela-
tively limited group of related
things. Perhaps it is a great
national manufacturer’s branded
item, perhaps it is a local credit
jeweler’s credit. If their sales vol-
ume for a given product or service
is large enough to warrant exten-
sive publicity, the entire adver-
tising expenditure can be devoted
to driving home the story of that
one product. This means broad cov-
erage with sufficient repetition to
influence a sizable portion of the
market.

A large department store, on the
contrary, has literally hundreds of
thousands of items to sell, divided
into scores of merchandise classi-
fications. It is a multi-item opera-
tion and derives a relatively minute
percentage of its total sales from
any given department, and so much
less from any of that department’s
score or hundreds of items. There
are exceptions in the departmental
breakdown, but let us take a look
at a typical picture.

A typical store doing about 7 mil-

lion dollars, normally operates be-.
tween sixty and eighty depart-
ments. Of these departments it is
notable that the largest does no.
more than 5% or less of the store’s
total business, and the smallest 2
or 3/10% of the total business.
Thus, although the store itself does
some seven million dollars in vol-
ume and expends some three hun-
dred to four hundred thousand dol-
lars a year on publicity, the largest
single department or selling entity
does something less than $350,000
worth of business, with a total pub-
licity expenditure of about $17,000
(only about two-thirds of which is
available for media purchases).
The smallest department does only
$14,000 in sales over the year and
devotes only some $700 for its pub-
licity.

To complicate this situation fur-
ther, the average item which the
typical department has to sell is
backed by from little more than a
few dollars’ worth of stock to sev-
eral thousand dollars’ worth of
stock, which means that the total
expectancy during a turn is neces-
sarily limited, and expenditure
must be governed accordingly, even
though it is absorbed by the entire
department’s business for a given
period.

Compare this to the national
product or item which of itself is
backed sometimes by millions of
dollars’ worth of processed or un-
processed stock and where expendi-
ture on the selling story for a given
product is accordingly tremendous.

Although this policy may be
criticized or condemned, the depart-
ment store merchandising job is
based on item promotion, and a
number of decades’ experience,
trial and travail have brought
about this practice. People come to
one store in preference to another
primarily because the favored store
has merchandise (items) which the;
customer wants. The store’s job is;
to prove that it has the desired’
merchandise and to tell that fact.
unceasingly by advertising specific.
items of desired merchandise. A
store may have a beautiful build-
ing or central location, or a fine
dining room, or pleasant personnel,
but unless that store has on its
shelf desired items, and unless that
store tells this fact to the publie,
its competitors will get the trade.
I think you will find few exceptions
to this rule.

Appeal Concentrated

Just as in the national field the
American Tobacco Co. attempts to
sell and advertise Luckies, not the
American Tobacco Co.; and Gen-
eral Foods sells and advertises
Jello, not General Foods, so in the
local field Blank’s Department
Store must sell and advertise its
$1.98 slip or a $2 shirt or some
other item and not (other than

(Continued on page 384)
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indirectly) Blank’s Department
Store.

In a sense, the advertising de-
partment of the typical store acts
only as an advertising agency
placing copy for each department
and taking a certain percentage of
sales for its own maintenance.
Each department or selling entity
must be given its adequate share of
the store’s total publicity outlay
based primarily on the depart-
ment’s percentage of the store’s
total sales.

Departments carefully plan
series of advertisements, sometimes
stressing price promotion, some-
times quality or prestige, some-
times intangibles such as fashion
significance, sometimes inherent
value, but invariably offering an
item or items that have selling ap-
peal. And there are a great many
departments all of which in at least
some season must have their items
covered daily or weekly.

Now when a store employs news-
paper space, this is a relatively
simple job; a daily section or sec-
tions can b2 planned with linage
allotted according to the value of
each promotion. Important or sea-
sonably important departments can
be readily covered and, most im-
portant, a customer can read at
leisure and re-réad even the small-
est section at will. Customers have
been educated for half-a-century to
look for and read departnfent store
copy, and tests show that depart-
ment store sections have excep-
tional, constant readership. The
newspaper ‘“audience” does not
have to ke built up—it’s a daily
show with a relatively constant
publie.

Choosing a Show

Radio offers a more difficult mer-
chandising picture. A show must
be chosen as a vehicle, and several
commercial insertions will be per-
mitted depending upon the length
of the program. Here is where

trouble starts, for although most
retail people attempt to merchan-
dise a racio show, just as they mer-
chandise a newspaper section with
a diversity of items seldom re-
peated, it cannot be done. If you
toss three or more unconnected
items into any given news period,
sports period or any other type of
program at 40 seconds per impres-
sion, you carr't expect results that
will compete with the newspapers
even if you have a built-up audi-
ence.

Forty seconds’ worth of commer-
cial a month would not sell Jello
either.

Educational Job

Granted that few if any stores
have done the tremendous educa-
tional job in radio that they have
done in newspapers, and granted
that expenditures on radio in the
beginning naturally will be rather
limited, how ecan this merchan-
dising obstacle be surmounted, per-
mitting the store to advertise

items (as it must if across-the-.

counter results are to be obtained)
and still employ radio’s normal
programming and production tech-
niques?

Radio, to compete with the news-

paper in this field, must bring de-
sired results at from 3 to 4% ex-
penditure, and immediate results
are normally limited to 24 or 48
hours. (Obviously, only a small
percentage of total daily sales can
be traced to advertised items, but a
medium must induce strong sales
results for the advertised merchan-
dise if it is to prove its salt). The
seven-million-dollar store’s individ-
ual departments will do from only
a few dollars in volume for the
smallest to a thousand or so for
the largest in a given day. Four
per cent of these volume figures
permits very little expenditure,
even when absorbed by a week’s or
a month’s business.

It is my belief that stores can
best get around this situation by
doing careful merchandise dissec-
tion jobs when employing radio.
That is, choose merchandise divi-
sions such as the men’s, home fur-
nishings, fashion, or large depart-
ments such as furniture, or im-
portant seasonal departments such
as furs. Programs can be built
around these divisions which can
be directed readily to a specific cus-
tomer audience.

Thus, a store might use a base-
ball scores’ program or sportscast.
or a news program for the men’s
division. It might use a fashion in-
formation program, a Hollywood
gossip program, or some other suit-
able vehicle for the fashion divi-
sion. It might use a consumer pro-
gram cooperating with various
women’s clubs or the PTA, or a
homemaker’s program of some kind
for the home division or furniture
department.

The problem will be simpler from
the standpoint of results in the be-
ginning if we choose good staple
items, either private or nationally
branded items, backed by enough
stock and with sufficient sales ex-
pectancy to permit considerable
repetition. If possible, it will help
results if items of sufficient unit
value are employed so that total
sales of even a few of these items
will pay the way. As examples:
men’s suits, fur coats, heavy ap-
pliances (when we are fortunate
enough to have them again).

Simplifying Practice

By this method of selection a
store will be able to reduce the ad-
vertising job to the simple practice
of allowing for plenty of repetition

of a basic selling story that will’

sell both the merchandise and the
division. If we were to choose men’s
clothing, as an example where our
7-million-dollar store would prob-

ably do from 200 to 300 thousand
dollars a year, we could constantly
hammer home a few branded lines,
and merchandise our broadecast
with $20 to $60 unit sale items.
(Perhaps under present conditions
the men’s clothing example is un-
fortunate, but it demonstrates the
point).

The writer believes emphatically
that if radio is to have an impor-
tant place in the department store
advertising picture it must sell
goods across the board. It may be
a good institutional medium, but
dollars for institutional advertising
are strictly rationed and easily cut.
Radio must prove that it can sell
merchandise immediately, giving
the added sales which can be ex-
pected from newspaper advertising.
Hence, the divisional or depart-
mental dissection theory has con-
siderable appeal, for it permits pro-
motion of specific items in given
classifications without running over
the entire store map.

Individual Needs

Radio men will- do well to study
the individual stores in their area
to find out what departments and
divisions are particularly strong in
each store, and what departments
and divisions can stand the mis-
sionary expense necessary. Then

the station will be able to formulate

intelligently program vehicles
which will be something more than
“just shows”, vehicles' which will
be in fact razor-sharp’ promotional
shows attuned closely to the mer-
chandise and the audience which
buys that merchandise. Then, I be-
lieve, radio will produce results,
given a year’s time, which will
astound most department store
promotion men.

\



RETAIL PROMOTION COMMITTEE

May 27, 1943.
DEearR FELLOW BROADCASTER:

You undoubtedly know from the reports of the NAB War Conference in Chicago that the Retail Promotion
Plan is now under way and we are working toward a presentation in the fall. Mr. Sheldon Coons, our con-
sultant, has been instructed to proceed with the preparation embraced in the outline which we sent you some
time ago.

We wish you could all have been present at the session of the NAB War Conference on Wednesday, April 28th.
We gave a full report of our eight months’ preparation; showed the proposed route of the cities to be visited;
described the material that each station is to receive for its meeting; made known the formation of subcommittees
consisting of outstanding leaders in the field, who have already organized their work and are preparing pamphlets
on the fundamentals of radio and its use for distribution at each meeting.

Although you have not as yet decided to give your financial support to this movement, we feel sure that you
will wish to cooperate with the rest of the industry in helping us gather essential data. In order that this promo-
tion shall be of maximum help to stations and markets of every size, and because we want the presentation to
reflect the very latest developments in retail radio advertising, we are asking you to share some of your own expe-
rience with us, with our promise, of course, to keep your identity completely out of the picture.

You will be happy to know that we are cooperating with the Harvard University Business School in its an-
nounced study of retail radio advertising and, unless you object, the material we are asking you for herein will be
submitted to Harvard for further study. Harvard, too, has guaranteed to keep all material strictly confidential.

Two kinds of information essential to us can be supplied only by you. Here is what we are asking you to do:

1. Statistical data.

On the back of this page is a questionnaire which asks for data concerning the extent and character of
your retail and other advertising. Our Commitiee does not believe it will be difficalt to fill ii oai. The
person in your organization who keeps your records should find this form easy. Please note that you
do not have to make an extensive check-back, as the questions asked are only for the month of March,
1943, and for any typical 1942 month or week.

2. A letter to be dictated by you.

We want you to tell us in your own way, and in your own words, some of your recent experiences with
retail advertising. In order to help you review for yourself what you have done in this field, we have
prepared an outline on page 3 of this folder. After you look it over, we believe you will find it as
stimulating to you as it was to us. [f, after you have read the outline, you will call in your secretary
and just dictate the things that come to your mind, suggested by our list of topics, you will be making
a real contribution to all our thinking on the subject.

Do not worry too much about the form—ramble as much as you want to—but if you can follow the
topics in somewhat the order we give them, it will help to compare your experiences with similar expe-
riences of other stations when your letters are analyzed by Mr. Coons and his staff. After you have
dictated the letter, be sure to enclose sample commercials and scripts.

These two requests, (1) return of the statistical questionnaire and (2) the letter we want you personally to
write, are all we will ask of you. But in order that we may proceed according to schedule, won’t you please do
this at once. We are enclosing a self-addressed envelope for your use in returning the questionnaire and your
letter.

Just one nore thing—several stations have written or told us that they preferred to decide on their support
of the Plan when they were certain that the Plan would definitely go through. Since the NAB War Conference,
twelve more stations have joined the list. If you have delayed decision for this reason, we hope that you will
now join by sending us your pledge on the enclosed blank.

Sincerely yours,

RETAIL PROMOTION COMMITTEE

CHAIRMAN.
Turn the Page for the Detailsm——)



DIALIDIIVAL DATA

Explanation of Terms: Our study is concerned primarily with the use which retailers, service
establishments, and manufacturers with local distribution have made of radio station facilities.
We have used the term local because that is the term used by the Federal Communications Com-
mission, and hence your records are probably organized to provide data on such business without
difficulty. In filling out the questionnaire, follow the same classification you have used in report-
ing local business to the FCC. You have probably already calculated the answer to question G
for your report to the FCC.

The replies to the following questions will be held as strictly confidential and used only in
combination with other stations. No individual figures will be released for any station.

Number of advertisers who used your station in March, 1943:

1. Total number of local advertisers (“local” as defined by the FCC) . ................. ..
a. How many of these bought spot announcements only?............................
b. How many local advertisers were serviced by advertising agencies?................

2. Number of all advertisers (local, plus all others, including network)................

Relative importance of local time and talent sales

1. About what percentage of your total revenue from sale of time in 1942 came from local
AAVETEHISEIS? . .. oottt e %

2. Your 1942 dollar income from sale of talent to local advertisers was about what per-
centage of your dollar income from sale of time to local advertisers?............... ...

. Approximately what percentage of your local revenue was received from the follow-

ing types of time sales? You may use a typical 1942 month or week.
1. Spot announcements (including participations) ........... ... ... ... ... .. o L. %

2. Programs sponsored by individual advertisers. ........ .. ... ... . .. ..o L 9,

About what percentage of total revenue from programs sponsored by local adver-
tisers (see C-2 above) came from the following classifications of programs?

1. Five-minute programs .... ... % 4. Thirty-minute programs ...... ... %
2. Ten-minute programs ..... ... % 5. Sixty-minute programs ....... ... %

3. Fifteen-minute programs .. ... V2 6. Other units of time .......... ... %

About what percentage of total revenue from local programs (see C-2 above) came
from religious programs? .. ... ... ... ... — %

Please give the following information on rates:

1. What are your rates for a Class A Quarter Hour:
a. For national advertisers. ........... ... ... . it $
b. For local advertisers.......... ... . it $

2. Does your local rate provide a commission to recognized advertising agencies?

a. If yes, how much? .. %

3. About what percentage of your total revenue from local time sales in March, 1943, was
placed through advertising agencies? .. ... ... ... ... .. it

4. Was all of this commissionable? Yes....... No.oen
a. If not, what percentage of it was commissionable? . ... ... ... .. ... ... 9%

It would help greatly in evaluating our sample if you would state your 1942 dollar
income from local time sales. .. ........ ... ... .. ... ... B e

Send to: SuHELDON R. CooNs STATION CALL LETTERS...

Detach and Mail with Your Letter in Enclosed Return Envelope

Retail Promotion Committee

535 TFifth Avenue CITY AND STATE .. oot seeessssenesesson
New York 17, N. Y.
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THESE ARE THE TOPICS WE WOULD LIKE YOU TO WRITE US ABOUT

Please “take your hair down” and tell anything that you think will assist us. The topics are
merely suggestive. Leave out anything you consider not pertinent. When you have read them
over, please call in your secretary and dictate whatever in your own experience they bring to mind.

Your Most Important Retail Account
Every station has at least one retail account that is outstanding either from the standpoint of the amount
of time they use, or its growth, or the results obtained. We would like to have you tell us the story of
one such account—the name of the account is not important. It’s the story we want.

How much time do they use? How long have they been on the 2ir? Have they increased the amount
of time they are using—and particularly have they done this by adding a special program for any of
their departments? What brought about this increase? Are they doing more business or have they
found that radio cuts their selling costs?

What About the Program?
If they have increased their time, no doubt their program was successful. To what do you attribute
this success—merely volume of time, or time of day they broadcast, or type of the program, or technique
used in commercials, or tie-in with store selling? Please tell us about these things and let us have some
samples—program scripts and commercials.

How does the local rating of this program compare with the national shows with which it has to compete?

Let’s Get the Negative Side Also!

In some cases a station’s leading retail account has cut the time used. If this has happened to you, we
would like to know about it and what you think the reasons are so that we can analyze this along with
the experiences we get from other stations. (Just cover the same ground as you would if it had been
an increase instead of a decrease.)

Opening New Markets

We find that in many cases broadcasting enlarges a trading area or opens up an entirely new market
or class of trade for the retailer. Have you had any examples like that? What happened?

What About These Controversial Questions?

What do you find is the best time of day for retail broadcasting? Please give us your experience. What
types of merchandise have you been able to sell most successfully and how? Do you find it best to
plug one item at a time or do you aim at multiple sales, or do you talk about the store in general, or
their credit arrangements, or some special service? These are very important angles about which there
is still no unanimity of opinion. Are there items or angles of retailing on which you feel radio hasn’t
done so well and why? If so, what progress have you made in overcoming these difficulties?

This Has to Do With Personalities

Do your salesmen possess any special training or background in retailing or selling retailers? What
proportion of your retail accounts really know anything about radio? Have you ever obtained an ac-
count because some radio-minded person came into power in a store which had never used radio?
What are some of the most notable examples of stores you have never been able to sell? Never mind
names—just tell us the story. What reasons do they give? Does the size of your community and its
proximity to a larger trading center have anything to do with it?

Selling Points and Contacts

What do you find are some of your best talking points? How much service do you give your retail
accounts? Do you help them either with their programs or commercials? Do any of them use an
advertising agency? Who decides what they will try to sell? Do you leave this entirely to them or
do you insist that they meet competitive standards? Do you ever do comparison shopping? Whom do
you work with at the store? Does he have real authority and capacity for sound judgment?

Contracts

What is the minimum contract you will take from a retailer? What has been your experience with
short contracts? Do you consider them advisable?

Packaged Transcriptions

Do you feel that you have the means at hand locally to build a successful retail program, or do you
think you might do better if you had a really good packaged transcription show to sell? Have you
ever considered using a syndicated service for retail commercials?

Wartime Experience

What about your recent war experiences? How many new retail accounts have you obtained since the
war began? How many have you lost? Have you emphasized the retailers’ need of keeping more
closely in touch with his customers? Have you urged him to exploit the consumer service possibilities of
radio for his retail customers?

There may be a lot of other things you would like to tell us about, or about which you may have some
opinion. Please don’t hesitate to write us about them, just because they are not mentioned above.

Please be sure to send along sample scripts and commercials.
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AN a department store use radio

effectively? Can local talent pos-
sibly match network talent on the
air? Isthere a department store that
can honestly say it has made radio
pay? And if so, how was it done?
Questions like these come to the mind
of every department store advertising
man who considers radio as a serious
advertising medium.

“It can and does!” answers Walter
E. Anderson, publicity director of
J. N. Adam & Co., Buffalo, and he
proves it with a regular morning pro-
gram that rates with direct news from
Europe, Boake Carter, The Breakfast
Club, and Young Dr. Malone.

Mr. Anderson was one of those who
attended the radio session at the
NRDGA Conference of 1942, and
voiced these very questions openly.
The panel of radio experts, confronted
by the problems of department stores,
seemed at as great a loss as the stores
on what to do. Answer to a few of
the qnestiong came from the stores
themselves during the discussion: Fi-
lene’s, of Worchester; Taylor’s of
Kansas City; Pizitz, of Birmingham,
reported good results. The others
were silent. The radio experts, too,
were silent. An NRDGA report sev-
eral months later indicated that 40
of the stores which had tried radio
had given it up, and that 60% of the
remainder term it only moderately
successful or doubtful.

FINDS BELIEF IN RADIO PAYS

One of the most courageous and suc-
cesful pioneers in this new field—
Walter Anderson—believes enough in
radio to give it “the works”, instead
of the usual, timid experimentation.
At the end of a single year results
have dramatically proven him correct.
Under a Hooper rating one of J. N.
Adam’s special 15-minute programs
scored 22% (Jack Benny has a rating
of 239, Fred Allen 18¢, Fibber Mc-
Gee 249, and Buffalo’s highest rank-
ing local program, 8%).

Which shows that it can be done!
But how it has been done—what is
left to do—what mistakes were made
before the right answers were found
—is one of the most fascinating stor-
ies of current promotional history.

STORES can make

by VIRGINIA CORNWALL

Prabably the Mast Outstanding Difference in J. N.
Adam’s Approach ta the Radia Was the Realizatian That
Lacal Radio Programs Had ta Be Better Than Lacal News-
paper Advertisements; and That Though in the Papers the
Campetitian Was Lacal, Over the Air the Stare Had to
Compete with Tapflight Natianal Pragrams Produced in
New Yark Studias with Excellent Warking Facilities.

“We had been liberal users of radio
time since 1940, says Anderson, "“but
like most other stores we were work-
ing in the dark. In spite of the
amount of time we were using and the
attention we were giving them, we
did not feel any of our programs were
doing the job they should.

“In the spring of 1942 we revised
our radio schedule completely and in
its place bought the following radio
package:

1. Morning program, six days a
week for 15 minutes.

2. Afternoon program five days a
week for 5 minutes.

3. Spots, 1,400 of them to be used
as required.

4. 28 evening programs to be used
throughout the year, produced with
full dramatic staging, including full
cast, full orchestra and studio direc-
tion.

STORE GOES ALL QUT FOR RADIO

“Realizing that the task ahead of
us would be one of the most difficult
that we had ever attempted, we de-
cided to ‘go all out for radio’, putting
behind it every ounce of effort and
every promotional device we knew to
make it succeed. What we have man-
aged to accomplish has been due to
these two resolutions.”

Probably the most outstanding dif-
ference in J. N. Adam’s approach to

radio was the realization that over the
air the store would compete with top-
flight national programs, produced in
New York where facilities are of the
best, while the facilities offered in
Buffalo—though good—have decided
limitations. Licking this problem was
no task for a novice or an amateur.

STGRES LACKING EXPERIENCE

"Department stores,” says Ander-
son, “don’t do a good job in radio be-
cause they completely lack experience.
Radio grew up over night without a
great common background among
stores. The network studios have had
tremendous experience, but local radio
stations, except in very large cities,
have not had to build up similar pro-
duction ability and, of course, depart-
ment stores with few exceptions have
had no experience at all. Even the
stations which did have the technical
ability and staff experts correspond-
ing to our own artists, copywriters
and the like, knew nothing about de-
partment stores and department store
problems. They just didn’t talk our
language.

STUDIO EXPERTS BROUGHT IN

“A store that cared enough about
radio could overcome this difficulty by
ouilding its own staff of radio experts,
as it has built its own staff of news-

Walter E. Anderson, Publicity Di-
rector of . N. Adam’s, Buffalo, is a
courageous and successful pioneer in
radio advertising for department stores.

paper, advertising and display ex-
perts._ But that is not likely to hap-
pen. The most expedient thing to do
is to arrange it so that the studio
experts work for the store. In other
words, impose the responsibility for
the program on the radio station . ..
put the Program Director in charge
of the store program!

USUAL PROCEDURE OUTLINED

"It is easier to illustrate what I
mean by outlining the usual pro-
cedure. A salesman gets a store inter-
ested in radio. The store executives,
the salesman, and the head of the ra-
dio station have a conference, wrap
up a radio package and sign a con-
tract. Too frequently all the store
has bought is time, or White Space on
the Air. They may have some idea
how to develop it, but not much. They
have no experts in filling up Air White
Space. And the studio’s Program
Director who dogs know how to man-
age air space is not cdlled in to help.
The whole transaction is kept in the
radio sales department.

“We worked that way for the first
vear, completely in the dark. This is
no reflection on the Buffalo Broad-
casting Company, as it seems to be
the accepted way of doing business.
So it was not until the second year,
when we put Herbert Rice, Program
Director of the studio, in charge of
our program, that we began to know
where we were going. .

Herbert Rice, with his brilliance
and talent, backed by his years of ex-
perience as studio director, brought to
our program a high sense of drama
and all the technical skill needed to
interpret it. It became apparent al-
mos! immediately that under his di-
rection our efforts could at last hope
to compete favorably with those of the
national networks.

THE WOMAN’S RADIO
COMPANION

With Mr. Rice worked several
more people, who devoted most of
their time to our program. Most im-
portant was Ralph Snyder, an em-
ployee of BBC, who became "the Wo-
man's Radio Companion”. He spent
many hours in conference with us,
going through the store absorbing
store background so that he could in-
terpret the store to the public. On the



+

DEPARTMENT STORE ECONOMIST

31

Stores Can Make
Radio Advertising Pay
(Continued from page 15)

PM, just atter the Columbia
network shows and just before
the news broadcast. The Co-
lumbia shows which precede it
each night are different, so that
the audience is a constantly
changing one, and most of these
sets remain tuned in for the
newscast that immediately fol-
lows, Only fifteen words are
allowed on this spot and every
word counts. As proof of its
effectiveness this one spot for
one week brought in 100 ser-
vice men to have free pictures
taken.

Spots are used to announce
store wide sales, promote spe-
cific merchandise, sell new store
services, and to advertise other
radio programs. 1400 of them
are used during the year, vary-
ing anywhere from 3 to 60 a
week, and, as Mr. Anderson in-
dicated, they are usually bunch-
ed before good selling days,
rather than scattered sparsely
throughout the entire week,
The spots are closely co-ordi-
nated with newspaper advertis-
ing and usually promote the
same items and ideas. This
teamwork of media is vital.

NIGHT PROGRAM ENTERS
NEW FIELD FOR STORES

It i3 on the fifteen-minute
night programs that J. N,
Adam’s has made the most
phenomenal strides. Here, in
the vast emotional field that
few department stores have en-
deavored to tap, this store has
had the courage and skill to do
an outstanding job. It was
with this evening program,
rather than the daytime pro-
gram, that the store faced the
stiffest competition from na-
tional networks. And its very
nature, emotional rather than
rational, made it completely
new to the department store
field.

EXPERT PUBLICITY
A DECISIVE FACTOR

That they have succeeded—
and succeeded admirably—as
proven by national network
ratings, can be attributed to
two things: the tremendous
publicity barrage laid down be-
fore each program; and adher-
ence to the original resolution
to keep hands off while the stu-
dio produced it. Twenty-six
programs were scheduled. The
choice was between having
them weekly at definite times,
or holding them at irregular
intervals throughout 'the year.
The latter course was chosen
because it gave more time to
assimilate the knowledge
gained from the previous
broadcast, and because pro-
grams could be better spotted
for timely and worthwhile
events.

Though the first conception
of these programs was essen-
tially one of merchandising, al-
most immediately the store
saw in this new emotional me-
dium a tremendous builder of
good will, With but a few ex-
ceptions the programs have
been on public service features
... Bundles for Bluejackets . . .
America Ahead (stamps and
bonds) ... Navy Day (recruit-
ing) ... are just a few of those
that have gone over the air.

ARRIVAL OF SANTA CLAUS
SETS NEW HIGH

The very irregularity of the
programs proved to be a bless-
ing in disguise. Because of the
irregular schedule, Mr. Ander-
son believed the programs
could not possibly succeed un-
less backed with strong public-
ity. It was the publicity, he
found, which made half the
difference between success and
failure. Proof of it came when,
on Thanksgiving Day, the J. N,
Adam show with one star—
Santa Claus—won out over a
national (unpublicized) show
featuring Bing Crosby, Red

Skelton, Don Ameche, Charlie
McCarthy, Jose Iturbi, Ginny
Simms.

Choosing an example from
the many successful programs
offered is naturally difficult.
The merchandising program
which presented the most nat-
ural tie-in was that on “Old
Album Prints,” where an emo-
tional and romantic story was
worked up about a floral bou-
quet found in an album hidden
away in an attic.

Of the Public Service fea-
tures, “America Ahead” was so
successful that the Treasury
Department requested the
store to make transcriptions
available to other department
stores throughout the country.

No tests were made on the
listening audience
“America Ahead” broadcast,
but for the Santa Claus show
Buffalo Broadcasting Corpora-
tion offered to conduct a sur-
vey. Coming as it did near the
close of a year of experimenta-
tion this survey, Mr. Ander-
son felt, would be a test of the
success of the entire year’s
venture. If the program could
not equal or surpass that of na-
tional advertisers he felt it
should be judged a failure!

Competition was severe.
NBC Red network had two of
the highest-rated features, “Lo-
renzo Jones” and “Young Wid-
ow Brown,” and the Columbia
Network carried a special two-
hour program from 4:00 to
6:00 reputed to be one of:the
most expensive ever broadcast.
This was the show that fea-
tured Charley McCarthy, Don
Ameche, Bing Crosby and Red
Skelton—but the show was not
well advertised.

Results of the survey showed
53.2 of the radios were in use;
41.3 were tuned to the J. N.
Adam’s broadcast. The rating
of this program compared fa-
vorably with such favorites as
Fred Allen, Eddie Cantor,
Lucky Strike “Hit Parade,”

of the.

Kate Smith and Jack Benny.

Mr. Anderson attributes the
success of the program to the
powerful publicity that backed
it up. Starting in August he
began to map out a publicity
campaign for Santa Claus,
Teaser ads were started first,
a few weeks before the broad-
cast, in the form of news pho-
tographs with captions and
stories beneath them. Action
shots of “Oomlak,” Santa’s sec-
retary, were taken in J. N.
Adam’s Fairy Toyland. Suit-
able, newsy stories were writ-
ten and run in the papers, call-
ing attention to the fact that
Santa was going to land at a
“secret” airport. The ads looked
like regular news stories and
received a tremendous amount
of reader attention. On Sun-
day preceding the broadcast,
another radio program de-
scribed the Three Little Pigs
leaving the “secret” airport to
get Santa at the North Pole.
On the day preceding the arri-
val of Santa, page ads were
run in all papers urging every
child to tune in. A poster-like
style was used in these climax-
ing ads, and pounded home a
tremendous publicity job.
Newspapers, also, realizing the
scope of the promotion, gave
generous publicity. The Buf-
falo Broadcasting Corporation
gave sustained publicity, which
Anderson augmented by spot
announcements immediately
previous to Santa’s arrival, de-
scribing the “course of the
plane” as it brought Santa
nearer to Buffalo, thus build-
ing up suspense until by the
time Santa was due to arrive
the children were in a fever of
excitement.

In writing and producing the
arrival of Santa, realism was
considered of first importance.
The arrival took place at the
secret airport where the only
ones present were fairyland
characters (Mickey Mouse,
Snow White, Donald Duck,
Minnie Mouse, Three Little

Pigs, etc.) and the Mayor. A
WGR special events announcer
was present with his mobile
broadcasting unit and he cov-
ered the event the same way he
might cover any other on-the-
spot broadcast.

When Santa arrived in Buf-
falo at a secret airport, radio
history was made. This broad-
cast proved conclusively the
potentialities of coordinating
newspaper with radio in put-
ting across a promotion. No lo-
cal radio program has ever
achieved such a tremendous
listening audience. One reason
was that the program was
good; the other that no local
program, or national program
for that matter, ever received
so much carefully planned, well
coordinated publicity.

“I am pleased, but not sur-
prised,” said Mr. Anderson,
‘“‘at the results.”
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Back the Third War Loan With
Plenty of Broadcast Advertising

Make September the Greatest Month
in History of Your Station
and Your Community

Remember what radio stations did to back up
the Second War Loan? More than $7,000,000
worth of time alone was devoted to this all-im-
portant task! Considering the restricted avail-
able time of the average radio station, this was a
greater contribution proportionately than that
made by any other medium of mass communica-
tion.

But that wasn’t enough—not nearly enough—in
terms of the needs in connection with the Third
War Loan that will be launched on Thursday,
September 9, 1943. “How,” you may ask, “can we
give more time—no matter how worthy the cause
—than we gave last April?”

Just think of this—the boys in Sicily, New
Georgia and New Guinea didn’t ask: “How can I
give more?’—they just gave more. Somehow,
some way, you’ll have to figure out how you can
give more and do more to put the Third War Loan
over the top.

While you are thinking about it—have you done
everything you could to sell the manufacturers,
distributors and retailers of your community to
back your efforts to tell every man, woman and
child in your listening audience about the various
War Loans? Here is a field in which broadcast
advertising has not, regrettably, been used to the
same extent that advertising in other media has
been employed.

Whom Can You Sell?

You can and should sell every advertiser in your
communitv—mnot only the present advertisers on
your station but also the past advertisers not now
on the air and new advertisers who have not yet
tried radio. Don’t leave a single prospect un-

solicited in your drive for support of the Third
War Loan.

Many State, County and Local War Finance
Committees for the Third War Loan have solicited
contributions from banks, clearing houses, manu-
facturers, distributors and retailers. These funds
will be used to purchase advertising on a group
basis to supplement the time and space contribu-
tions of all media. Be sure to cover these groups
thoroughly and effectively. Be sure they are told
what radio has done and is doing in support of the
War Loans. Be sure they know how effective
broadcasting has proved in the various govern-
ment campaigns of war information.

As you probably know, the Third War Loan is
organized on an entirely different basis than the
Second campaign. This campaign is aimed at the
individual citizen. For that purpose, many
changes have been made in the organization and
conduct of the effort. Therefore, if you received
advertising in the Second War Loan, don’t auto-
matically assume you will receive it again. Cor-
respondingly, if you didn’t obtain advertising in
the last campaign, don’t assume it can’t be ob-
tained this time.

How Can You Sell?

First of all by making sure that every member
of your sales staff is thoroughly familiar with the
Third War Loan; with the themes and with the
opportunity and obligation of advertising in this
nation-wide, day-and-night effort. Make certain,
too, that each member knows exactly what an-
nouncement availabilities, program and service
features can be utilized during this campaign.
Arm your staff with every sales tool you can
think of—and then look for more.



There are three principal methods of selling
broadcast advertising in support of the Third War
Loan:

1. Participate with other stations in your com-
munity, county or state in an equitable dis-
tribution of any funds collected by State,
County or Local War Finance Committees.

2. Sell individual advertisers on the sponsorship
of announcements, programs or service fea-
tures.

3. Organize special Third War Loan programs
and sell participations in such programs to
small or infrequent advertisers. For example,
sell all, or as many as possible, of the mer-
chants on a given street to sponsor a program,
or organize the shoe dealers of your com-
munity to back the Third War Loan with a
program of their own.

What Can You Sell?

First and foremost on the list of special pro-
grams available for local sponsorship are the fea-
ture shows of the United States Treasury De-
partment. These include:

Noted news commentator Rush Hughes is pre-
paring twenty special five-minute programs which
will be transcribed and sent out to every radio
station in the country for local sponsorship during
the Third War Loan.

Also for local sponsorship, by retail merchants,
the Treasury Department in cooperation with the
Retail Merchants of America, has produced two
15-minute programs. These programs—SACRI-
FICE DAY, starring Singer John Charles
Thomas, Commentator John Nesbitt and Victor
Young’s orchestra; and AXIS PAYDAY, starring
Joe E. Brown, Singer Dennis Day and Wilbur
Hatch’s orchestra—will be mailed to the state of-
fices of the War Finance Division (See List in
Third War Loan Bulletin enclosed with this bul-
letin), which, in turn, will distribute them to
county and city offices of the War Finance Divi-
sion.

(We must emphasize again that station
commercial managers must stay on top of
this War Finance Division program and
maintain closest touch with state and local
War Finance personnel and retail stores.)

As has been the case since its inception, the
Treasury Star Parade will not be awvailable for
local sponsorship. This is also true of a series of
transcribed interviews with United States Sena-
tors which the Treasury Department is preparing.
These will not be available for sponsorship.

But that is only the beginning! What have you
on your station that should be sponsored by a local
advertiser? Now is the time to sell that program
or service. Don’t sell it for just three weeks—the
term of the Third War Loan campaign. Sell it for
13 weeks, 26 weeks or 52 weeks. Many radio sta-
tions have found that they can interest otherwise
cold prospects in support of a campaign of this
kind, and then get them to use radio on a continu-
ing basis.

What Has NAB Done?

At an all-day conference with Treasury De-
partment officials, representatives of the NAB
finally succeeded in having a series of five-minute
transcriptions, specially recorded for the Third
War Loan, made available for local sponsorship.

Since no government appropriation exists for
the purchase of time or space in connection with
the Third War Loan, NAB has done as much as it
can to make all of the specially designed broad-
casting material available for local sponsorship.

When NAB learned that some State War Fi-
nance Committees for the Third War Loan had
organized a fund for advertising to supplement
the contributed time and space, it sent the follow-
ing night letter to the executives of every NAB
member station in those communities in which
State Chairmen are located:

“Some State Committees for Third War
Loan have collected substantial advertising
budgets from banks, clearing houses, manu-
facturers, distributors and retailers to sup-
plement free time and space. Details of
budgets are unknown in Washington.
Earnestly urge you to contact (name and
address of State Chairman) your state chair-
man in cooperation with other NAB stations
in (name of city) to whom identical tele-
grams have been sent. Suggest you try to
sell broadcast advertising as medium to use
in your state. Letter follows.”

Now It’s Up to You

Here is your opportunity to make September
the greatest month in the history of your station
—and the greatest month in the history of the
service of your station to your community.

(Aside to bonus and commission salesmen:
Here's a chance to make some extra money
—money that you can then put into War
Bonds and be doubly proud of your achieve-
ment.)

Back The Attack . ..

. . With War Bonds
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Store Launches Big Radio Program

)

Plan Based on Hour

of Music Nightly
For a Year
By BURTON C. GRANICHER

Account Executive

McCann-Erickson,

RADIO and department stores—
there’s a subject that’s widely dis-
cussed everywhere but, like the
weather, “nobody ever does any-
thing about it.”

Of course, that’s a rather ex-
treme statement, for there are
many successful department store
radio programs now on the air.
After all, there’s no reason why de-
partment stores can’t use radio just
as successfully as other advertisers.

On this premise, our agency cre-
ated a radio program idea which
was presented to Hale Bros., opera-
tors of a chain of five department
stores in Northern California. And
despite the fact that department
stores,. like many other advertisers,
are not particularly interested in
increasing their advertising these
days, Hale Bros. realized that this
radio program would serve as a
change of pace and would do a
special job for them.

Program Requirements

Department stores serve all types
of people, young and old, white-
collar workers and day laborers.
For that reason, we wanted a ra-
dio show that would have a general
appeal. And since department stores
operate six days a week, we wanted
a program that would give them
daily coverage, if possible.

Accordingly, we set up a musical
program of world-famous melodies,
described as ‘“‘the songs your moth-
er used to sing to you . . . the
tunes you whistled and danced to

San Francisco

when you were young . . . melo-
dies which bear happy associa-
tions.” The program was titled
Hour of Melody. To obtain the
required regularity, the show is
broadcast one hour every night,
365 nights a year, from 9 to 10
over KSFO, San Francisco.

Although all of the music is re-
corded, special care is taken in
the planning of the programs and
the selection of the records. The
continuity is prepared with the
thought of trying to reveal some
new and unusual information about
the artists or the music.

Unlike department store news-
paper copy, the announcements are
not required to bring about imme-
diate sales. Regular items are fea-

)
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STATING HIS CONVICTION that department stores will depend more
and more on radio as an advertising medium, Benjamin Sisholz, president
of Francis Rogers & Sons, New York department store, signs a 52-week
renewal for News Through a Woman's Eyes, conducted by Kathryn
Cravens on WNEW, New York. Left to right are Alfred Rogers, treas-
urer of the store; Kermit Moss, WNEW account executive; Miss Cravens,
Joseph F. Callo, president of Callo, MeNamara, Shoeneich, agency for

Rogers Store, and Mr. Sisholz.

GRANTING the mmtnal advantages, to radio and to re-
tailing, of a greater nse of the medinm by the nation’s
department stores, it remains true that experience is
lacking as to jnst what kinds of programs and promo-
tions these important advertisers shonld nse — when
they nse radio. Every departiment store radio program
therefore becomes of interest as a precedent for fntnre
developments. And when a chain of important stores
in a major market nndertakes an extensive effort in
this direction, station and store management are both
interested. Here’s the story, by Burton Granicher, who
handled the acconnt for McCann-Erickson and KSFO.

tured and although the program
has only been on the air a month,
it has proven itself from a quick-
sales standpoint. However, Hale
Bros. also look upon the Hour of
Melody as a vehicle for building
good will, for winning new custom-
ers and making real friends out of
its many regular customers.

In the opening programs, spe-
cific mention was made that the
announcements on the Hour of
Melody would be brief and would
tend toward new merchandise de-
velopments designed to help ease
the strain of wartime livinz. Prices
of articles are never ment'oned.

A maximum of four announce-
ments is used on each program, all
of which are kept below forty-five
seconds. In addition to product an-
nouncements, Hale Bros. Hour of

Newspaper Promotion

Hale Bros. are publicizing the
program in the four Northern Cali-
fornia cities where they have
stores — San Francisco, QOakland,
San Jose and Sacramento. Full-
page newspaper ads announced the
show and small ads featuring the
night’s program appear daily on
the radio pages of a number of
newspapers. An outdoor poster
showing, calling attention to the
program, is also being released in
a number of cities. Store cards,
window cards, direct mail and
many other forms of advertising
are also being used to remind cus-
tomers of this nightly Howur of
Melody.

Although the Hour of Melody
is Hale Bros.” first major radio
campaign, it is interesting to re-
call that this department store was
a pioneer in the radio broadecast-
ing field. They started KPO in
1922 and the studios were located
in the main San Francisco store.
Later they sold the station to the
National Broadeasting Comnvany.
Hale Bros. is also a pioneer in the
California department store field.
They opened their first store in
San Jose 67 years ago.

Returning to our original pre-
mise, we think that a sound radio
program, carefully planned and ex-
ccuted, can do a successful job for
a department store. We appreciate

the fact that Hale Bros. share our
belief and we hope that their suc-
cess in radio will influence other
department stores.

Melody devotes many spots to
Q}JREAL PROMOTION has been put behind the Hour of Melody which helping the war effort—salvage
Hale Bros., West Coast department store chain, is sponsoring on KFSO = e
Son Frane ALY LIS > drives, blood bank, war savings
ancisco. These enthusiastic gentlemen are previewing an out- and bond t
door poster announcing the program. (L to r) Marshal Hale Jr., presi- Sif S
dent, ang Junius C Smith, general sales promotion manager, Hale
Bros.; Rlchard Oddie and Burton C. Granicher, McCann-Erickson Inc.;
Mort Sidley, sales manager, and Edward J. Jansen, marager, of XSFO.
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“A good way to lose this war is to be too sure of winning it. A good way to lose out in
immediate and post-war business is to be too sure of getting it.”

Why merchandise-short retailers

must continue advertising

By HOWARD P. ABRAHAMS

ECENTLY a Washington. D. C.

jewelry merchant asked me,
“Don’t you think I should stop ad-
vertising?  Merchandise becomes
tougher to obtain. Customers are
easy to get; too easy, in fact, in this
boom town. 1 really don’t need to
advertise. Look at the money I could
save the salaries of my adver-
tising manager, his assistant, art
costs, printing and all the newspaper
linage 1 buy?”

Hundreds of merchants are un-
doubtedly asking the same question.
With the stringent rationing of shoes,
gasoline, autos, electrical appliances,
electric refrigerators and other “big
ticket” items it is no trick to sell
watches and jewelry. In spite of
War Bond purchases excess millions
of dollars are burning holes in war
workers’ pockets.

These factors have 'placed the re-
tail jeweler in a fortunate sales posi-
tion . - a position which has seen
his sales skyrocket to an all-time high.
His customers are intent on buying
luxuries and they will do it without
the stimulus of vigorous sales pro-
motion.

But does this mean that the retail
jeweler should discontinue his pub-
licity efforts? For his own protection
and for the protection of his future
weltare the answer is emphatically
no. Stores and products which cease
to keep their names before a forget-
ful and fickle purchasing public will
unfortunately discover when the war
1s over, that they have faded from
the retail scene.

It is almost always impossible to
regain the prominence and business

August 13,1943

prestige which is carelessly and need-
lessly lost by the absence of a con-
tinuity of publicity. Reminiscing
into the past can recall the names
of stores and products which were
accepted household standbys
names, which through the failure of
constant publicity, have gone down
memory’s lane or become, in value,
a fraction of their former fame.

What is the retail jeweler in for
when the war is_over? Forget, if
such a thing is possible, all the mer-
chandise changes, the radical im-
provements and new designs. Be
concerned with the newcomers who
will penetrate the retail jewelry bus-
iess as well as the current crop of
beginners whose competition will
make itself increasingly felt on this
retail front.

We appear to be in a cannibal
era in retailing; furniture and fash-
ion shops are eating into the jewelry
business, men'’s clothing stores are
eating into the women’s clothing bus-
iness, and so on. After the war, men
and women who were attracted by
high wages in war factories and peo-
ple who drifted into other commu-
nities for war-time jobs will be com-
ing home home to your city
where they will return to live and
earn their living. With a huge back-
log of earnings, partly secured by
payroll deductions and War Bonds,
many of them will decide to open
establishments in stores right in your
own trading area. Salespeople, your
present and your ex-salespeople, as
well as all types of your store per-
sonnel, will tend to shift to these new
stores for employment.

i,

7

It was necessary to put him under protective custody’

To che Nanis he1s dead Burioallihe free world he hives on as a svm-
bol and an omen For by shooting this helplcss hosiage thes have
made cach of his blccding wounds a tungue cloquent for vengeance
Mulaply chis by the millions of avihans billed by the Axi>
and you have some picture of the sraggering enme of which
these fiends are guilty
The world 15 t0o small for boib them and us We must
pur down and pumsh rhese powers of darkness—and
cradicate the guilty oncs uercrly from rhe carth
Millions of our buys are fighning—sacerficing cvery-
thing to savc us from this evil Is e asking coo much
for us who arc safe at home to 1nvesr as biccle 2>
10% of every pay check tn War Bonds?

2uT wen somsy amp SILs CrEIS viCtORT

STORE NAME

LBuY SIRTE OF JOWEURY . BUT BMY waR FONDS TIESTI

Retail ad tying in with national campaign

Post-war success will require more
than post-war buying and selling. It
will require acceptance . by the
consumer, the store’s personnel and
the community at large. When the
war 1s over, that store which has kept
itself out in lront in its city will
find the front door open to its selling
effort in spite of a new crop
ol stores or new departments in old
stores. Just as merchants themselves
adhere to tried and tested products,
so do customers adhere to the store
which has built up acceptance. The
casy way to maintain this acceptance
15 through constant publicity.

It isn't just those who have re-
mained on the home tront who will
be affected by the stimulation of ad-
vertising continuity.




Comes “V” day and it will be
found that the men in khaki and the
men in blue will be decidedly influ-
enced by the aura of good-will a store
has built around itself during the
war-torn years; because good-will is
an ingredient which sinks in and
spreads through a community.

In creating good-will, the retail
watch and jewelry merchant has a
head start over most others. Here
is a field where big-league names play
an impressive part in its business.
Ask any consumer about the watch
he wears and he will proudly refer
to it by its brand name. These watch
manufacturers, with their precision
machines and their highly skilled
workers, were among the first to con-
vert a vast portion of their output
to war production. This did not
mean that their advertising pressure
ceased. They wanted their imme-
diate customer, the retail jeweler, as
well as the consumer to be constantly
aware of their product aware
to the extent that when normal pro-
duction of civilian watches 1is re-
sumed, their product will have had

no letdown ‘'n the minds of their

public.

This continuous flow of national
advertising is a kite to which the
retailer can hitch his advertising dol-
lar. Picture for instance, the effect
Gruen’s national advertising cam-
paign has wupon customers and
potential customers the country over.
By publicizing its name in resource-
ful newspaper advertising, window
displays and interior displays, the
retail store can find a most inexpen-
sive way to capitalize on an already
accepted consumer buying trend. In
this instance, a manufacturer lays
the foundation of a dependable,
style-right commodity. A retailer’s
job is half done. He builds the story
of his reputation in his community
on the maker’s nation-wide accep-
tance. It is the old story of a man
being known by the company he
keeps.

Today’s alert merchant and man-
ufacturer is not confining his adver-
tising message to merchandise alone.
He is building one institutional layer
on top of another to tell his cus-
tomers about himself. The smart
retailer is explaining his many cus-
tomer services, showing why his store
is a grand one in which to shop. He
is showing the part his store is play-
ing to win the war. Advertising
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This article was written for
“Gruen Time,” house magazine of
the Gruen Watch Company, and
it will appear in the September
issue.

Because it is a vital message for
all retail advertisers and for media
which carry retail advertisements,
Gruen Watch Company has made
it available for pre-publication in
PRINTERS’ INK.

which features War Bonds, Red Cross
drives, USO and numerous local ac-
tivities identify that the retail jew-
eler -as an important store in that
community a store which de-
serves present and future buying
support.

United States production will come
out of this war riding high. It ap-
pears to this writer that watch man-
ufacturers like Gruen will be able
to produce at a pace which will make
pre-Pearl Harbor records look very
small. 'What part will a retail store
play in the distribution of watches

if its customers are not ready to ac-
cept watches from that store?

A recent study* by the Department
of Commerce shiows that if Victory
comes in the next twd years and if
manufacturers’ outputs continue at
high levels, 1946 sales will reach an
all-time high in jewciry stores. This
study assumes that 96.5% of those
seeking post-war reconversion em-
ployment will be in peacetime
productive jobs. Estimated sales
of clocks and watches run to $3935,-
000,000—an increase of 92% over
1940.

A good way to lose this war is to
be too sure of winning it. A good
way to lose out in immediate and
post-war business is to be too sure
of getting it. Continuity of store
advertising by promoting tried and
tested nationally-famous products. ..
store advertising that is tied on to
the maker’s own intensive campaigns

~ is the sure-fire insurance policy
that will pay off with sales for the
future.

* “Markets After the War” by S. Morris
Livingston, Dept. of Commerce, March, 1943.

PRINTERS" INK



HEN the gasoline and rubber

‘;‘/ rationing program loomed upon

the horizon and threatened to
keep many of The Paloce Store’s custom-
ers from “tripping” into Spokone, 1 ash-
ington, The Palace took steps to send its
services into the homes in the outlying
communities and neighboring states. Up
to this period the store had no recognized
mail order service . . . that is, no spe-
cial bid was made for mail order patron-
age.

The first step was the compilation of a
mailing list, with the store's charge cus-
tomers as a nucleus, Spot announcements
over the air were employed to build up
this list and to reach new prospects ai-
fected by the rationing. Then began the
merchandising of a sixteen-page “Bulle-
tin” (not a catalog). for it did not pre-
tend to itemize all cof the articles in
stock, nor did The Palace have any desire
to become known as a mail order house
or to compete with mail order establish-
ments. The “Bulletin” is nine by twelve
inches in size and is mailed under third-
class postage. No envelope is used. Al-
lowance is made on the cover for address-
ing.

Results Very Gratifying

Three issues of the "Bulletin” were re-
leased in the fall of 1942 and the results
were highly gratifying. The store's stra-
tegic location in Spokane, the hub of the
great Inland Empire of the Pacific north-
west, makes it a logical mecca for shop-
pers in numerous small towns and farm-
ing communities in northwest Washing-
ton state, Idaho, and portions of QOregon
and Montana. Except in rare instances,
it is the custom of the store to pay the
delivery charges on shipments into these
four states as an added incentive to mail
order shopping.

Hardly had the returns from the firse

fssue of the "‘Bulletin” been tabulated be-
fore an idea was evolved in the studios of
a local broadcasting station, centering
around a lively musical quarter-hour pro-
gram to further the progress of The Pal-
ace Store's Personalized Shopping Serv-
ice. The idea was to feature a “musical
postman,”’ with lithe and gay lyrics, popu-
lar vocal and instrumental selections and
The Palace’s own shopper in person . . .a
fifteen-minute live talent program-—no re-
cordings. An audition was arranged and
it was decided forthwith to launch, " The
Morning Mail"—on the air every day of
the week. Monday through Friday. at
9:30 a. m. This hour was chosen as the
most likely time to get the attention of the
woman in the home.

Enter Mrs. Edna Perréf

Now arose the problem of a suitable
name for the store's shopper or director
of personal shopping, for the shopping
staff comprised a group of young wonen.
It must be a simple name, easily under-
stood and preferably with euphonious
qualities. The designation of “Mrs.”
was unamimously agreed upon as prefer-
able because it carried the added weight
of wisdomt in making merchandise selec-
tions, greater experience in shopping and
a broader understanding of consumer re-
quirements. Ultimately the name, “Mrs.
Edna Perry" of The Palace, your Per-
sonal Shopper, was selected.

On the air and in the store it was im-
perative that the person chosen for the
important role of Mrs. Perry must have
a confidence-inspiring personality, a pleas-
ing voice, an affable disposition and a
general understanding of the average
woman's shopping problems. Further-
more, if possible. she should possess suffi-
cient executive ability to direct the activi-
ties of a corps of shoppers. Qccasionally,
mail order patrons do come into the store
and desire to meet Mrs. Perry; perhaps
to seek her advice or to engage her ser{-
ices in a shopping expedition.

Many are the times she is called upon
to be a veritable Dorothy Dix or Beatrice
Fairfax in the solution of perplexing per-
sonal prolilems. Recently, she received a
letter of inquiry about a suitable werding
gift for a young couple who would not sct
up housekeeping until the end of the war.
“The son of my hushand's business part-
ner was recently married to a girl hack
east whom [ have never met. 1 know
nothing of her likes or preferences. The

gift should not be perishable or too
weighty or bulky, etc.” Another corre-
spondent inquires, “Will you lock after
my daughter when she comes into your
store later in the spring to select her grad-
uation clothes? It will be impossible for
me to come with her.”

Letters of Thanks

“Thank you so much for offering to
help fit hard-to-fit people,”” one woman
writes: “I am 49 years of age, slightly
grey, hair (brown), hazel eyes—five feet
one inch and very hard to fit. T am thirty-
one inches bust and forty hip size and
short-waisted. Can you beat that combi-
nation? I would like very much to have
an afternoon frock or something suitable
for general wear in a small town."”

“1 enjoy your program very much and
I am in a pickle. I can’t seem tc get any
foot covering for my big feet and I'm
having the sanie trouble with my daugh-
ter."” states a mail order patron.

Appreciation of The Palace Store's ef-
forts to serve the rural communities runs
high. ‘“*Thank you so much for all you
do for us people who are stranded out of
reach of the big stores.”” says one woman.
Frem a small town in Washington came
the following: “I'm tall and have a ter-
rible time finding garments and it struck
me that mayhe you coukl help.”” Late in
January a heart-rending appeal from a
mother in Oregon came in the mail in-
quiring about dolls. “This is a belated
Christmas gift. We've tried numerous

Mrs. Edna Perry handling ''The Morning
Mail the program used by The Palace for
Promoting s mail order service
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places without avail. Can you help us??
The Palace shoppers combed the city of
Spokane ; found two dolls only that could
measure up to the requirements, pur-
chased one and sent it. Then came a
thank vou note. “Wish you could have
heen here when our little girl opened the
package. ‘Oh, mommie,' she said, ‘I'm
so glad I didn't get a dolly for Christmas.’
Tears came into her eyes. Isn't it grand
to live i the good old U. S. A.?"

Personalized Service

One morning's mail brought a letter
from a ten-year-old boy in a small town
in Oregon. Enclosed was a dollar bill
which he instructed the persenal shopper
to use in buying a birthday gift for his
sister whom he said worked in the main
officc of The Palace. Investigation dis-
closed the sister was employed in the main
office but was leaving on her birthday to
join the WAACs in Seattle. The boy
had requested that a card be included with
the gift, reading, “From Mother, Dad,
brether and Trigger.” Trigger. he ex-
plained, was her horse. ‘“And please an-
nounce it on the radio,” he added. The
store granted the request and set up a
radio receiver in the main office where the
voung lady heard the surprise broadcast,
the hour being before the store opened.

As an aftermath to this event, Mrs.
Perry received a lovely valentine, accom-
panied hy the following message from the
ten-yvear-old : "Dear Mrs. Perry: T want
to thank vou for getting the nice present
for my sister, and I especially want to

thank vou for the nice announcement that

Sol Kaplan's newscast goes ea the air.

This radio program has taken on added

nnportance in thesé tumes of tire and gaso-
line rationing

FBRY COODS JTOURNAL

you gave over the radio. All of my
friends heard it. I sure did like it.”

The foregaing is related as an example
of the human relaticuship existing be-
tween the customer and the store via the
“morning mail.” Custonier appreciation
of this personal shopping service is high.
Wards of gratitude are profuse. “I am
greatly pleased with the Cay Artley I got
vesterday. Tt fits perfectly. The blouse
is very smart. [ appreciate the charge
account you arranged for me and I shall
enjoy using it from time to time.”’ An-
other, from Montana. says: "I enjoy
vour program. It is so clear, one would
think you were right here in our living
roonl.

R. SOL KAPLAN, department

store executive who maintains six
stores in Potsdam, Massena, Gouwvernenr,
Conton and QOgdensburg, New York, is
sold on radio for the duration. His rea-
sons are numerous and valid and double-
checked from a long experience.

To begin with, Mr. Kaplan points out
that due to tire and gasoline shortages,
Americans are depending more and more
upon their radio for relaxation and enter-
tainment. News every hour on the hour
also adds fuel to their radio-conscious-
ness. Radio reaches out into the suburbs
where dwell defense workers, many of
whom are newcomers to the community.
These people need furniture for their
newly found apartments or notions to
dress up already furnished flats. House=
wives need dress and fancy goods for
themsclves and kiddies. Knowing little
about any merchants they are strongly
inclined to drop in at the store whose
name they hear emerging from the loud-
speaker,

Mr. Kaplan does a tremendous mail or-
der business and he points out that farm-
ers and rural dwellers who can't get into
town often. can ordcr from Kaplan's
knowing that if items desired are not avail-
able, Kaplan's will refund money fullys
He estimates that average radio station
covers a range from fiity to one hundred
miles in radius. Operatives of one cen-
tral departiment store will still benefit
from sales made in cistant communities.

Mr, Kaplan sponsors a daily newscast,
five minutes in length. He prefers straight
newscast {o any other form of radio par-
ticipation, because the audience is already
available and no extensive ballyhoo is
necessary to make up such audience at-
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tention. Newscast hits fhe air at 9:00
a. m., catching the housewife hefore she
commences household tasks or her daily
shopping expedition which detracts from
attention to radio.

If strong enough impression is left by
Kaplan commercial, she may stop in at
the store en route down town and make
a purchase, or at least browse about a bit,

Mr. Kaplan uses his commercial to
stress variety of goods available mention-
ing the fact that even with wartime re-
strictions. merchandise in stock is yet
ample to fulfill all needs. No¢ emphasis
on economy is placed but rather quality
and service angle is played up as Mr.
Kaplan feels that the average house frau
15 not as price conscious as in era before
defense wages were hiked.

Radio and Newspaper Allied

Mr. Kaplan uses radio to call attention
to forthcoming newspaper displays so as
to garner maximum number of readers
when actual newspaper insertion actually
takes place. He also uses a partion of
newspaper display space to plug radio
newscast periods.

This merchant suggests that if news-
cast time is simply not available, perhaps
a five minute musical spot on a radio
station’s early wakeup program between
seven and nine a. m. is worthwhile for
the entire family as a rule listens to the
melange of music, news, sports and time
reports heard on early morning affairs.

Another suggestion is that the efficiency
of radio programs depends upon their
frequency—a daily or thrice weekly affair
is necessary for a once weekly shot, how-
ever effective, will not be impressed suffi-
ciently upon the average listener’s subcon-
scious mind to be of any great advantage
to a merchant, In short, Mr. Kaplan says,
“Hop on the radio bandwagon!”

{Turn 1o poge 62)
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W artime Use of Radio Advertising

(Continued from page 33)

’ I \HIS article is written as a challenge
to those complacent souls who sit in
the advertising offices of depart-

ment stores and say ‘“Radio advertising

i1s unprofitable . . . that returns are in-
tangible . . . and that it is best used for

‘Institutional” advertising.” These fellows

won’t like this article because it is the

writer’s contention that if they are not
including radio in their space-spending
budget, they are short-changing the

“boss” out of a nice fat section of a

potential market, and the only reason

they are short-changing the “boss” is that
they have not yet stumbled across a sim-

ple truth. They don’t understand that a

lot of people, people with money to spend,

mind you, experience considerable diffi-
culty in.reading the printed word, but can
capture and retain the meaning of the
spoken word with ease. Perhaps these
fellows should not be blamed, they are
accustomed to working with art, engrav-
ings, layout, copy—the tangible things
they can see and can feel—these men don’t
understand how much sell can be packed
into the spoken word. They don’t know
that there are thousands of people in
every retailer’s market who would rather

LISTEN than READ.

“Says who?” says you—and, to lend
what authority I may to what follows, let
me explain that this statement comes
from a store in the “two million” class,
located in a market of approximately
110,000 people, with two daily newspa-
pers and radio available for advertising.
We have been using radio for ten years,
starting, as most stores do, with a few
“spots.” In the time intervening the man-
agement has found it profitable to increase
radio spending to the point where we now

carry six half-hour broadcasts, five fif-
teen-minute broadcasts, three five-minute
broadcasts and a minimum of six spot
announcements every week. This, you'll
agree, can’t be hay.

Success in radio advertising did not
come to us at the start. Success began
when we looked at radio as a medium
that did not supplement, but rather paral-
leled other forms of advertising. When,
proceeding upon the simple assumption
that a lot of people find it easier to listen
than to read, we looked upon radio lis-
teners as a market that was not being well
“sold” by newspapers. Of course, when
we began to look at radio from that angle,
it didn’t take us long to decide that if radio
advertising could be nothing more than
“Institutional,” we didn’t want any part of
it. Our next step in the right direction
was to toss overboard any idea of “pro-
grams.” We reasoned that if a newspaper
space seller came to us with the suggestion
that we buy half pages and quarter pages
and that we fill most of that space with
portraits and poetry, leaving a little space
at top and bottom to advertise what we
had to sell, we’d throw the guy out of the
office, so why listen to a paralleling propo-
sition from a space salesman in radio.
It’s true that now we use a lot of radio
time in a purely institutional manner, but
we use a lot of newspaper space the same
way, too, but before any .of our radin time

went ritzy with institutionals, it earned its
place alongside newspaper advertising by
SELLING MERCHANDISE—GOOD,
DESIRABLE DEPARTMENT
STORE MERCHANDISE.

Radio sold goods for us when goods
were easy to get and hard to sell. We
proved that when we took a street floor
square and assigned it to merchandise ad-
vertised only on radio. There were no
window displays, no departmental dis-
plays, no other form of advertising, just
radio. In the twelve months preceding
this assignment, the square grossed
$5,000.% The first year of selling radio-
advertised merchandise, the square
grossed better than four times that
amount, the year after that, five times the
initial amount, and in the third year it
reached almost six times the original fig-
ure of five thousand. (*The initial figure
is fictitious, but the ratio of gains is real.)

Some years ago a survey of 25,000
Macy advertisements of merchandise de-
signed to bring right-now response there
was a newspaper space cost of 13 per cent
on advertised merchandise sold. At the
time this information was released we sold
enough of a single item to bring air-space
cost of that program down to 6.7 per cent.

In an early test for a comparison of
costs of radio and other media, we made
some interesting discoveries. In this test
twenty-two items were used. Conditions
for selling were identical. At the end of
the test one medium had sold 180 units;
radio had sold 381 units, 200 more. Dol-
lar volume on radio-sold items was one-
third greater ; advertising cost in percent-
age to sales was just about one-half of
that of the other medium.

For two successive years we used a
live talent Santa Claus program. The
first Christmas season the series was used
whole store sales increased 5 per cent over
the previous year, but toy sales jumped
17 per cent. We repeated the series the
following year and toy sales were 14 per
cent higher than the preceding year, or 31
per cent higher than before radio. After
that, every big store wanted Santa on the
air and so the station ruled the old gen-
tleman off the air in an effort to preserve
the illusion for children.

Back in the spring of 1940 when we
still had to get in and pitch if we wanted
to sell goods, a four months’ (March
through June). study was made of trace-
able returns in advertising. This study
included all types of merchandise adver-
tised in two dailies, morning and evening,
and on radio. This study, and it was a
thorough study, revealed that:

The evening paper got 70 per cent of
the advertising money spent but produced
only 68 per cent of the units sold. The
morning paper got 28 per cent of the
money spent and accounted for 24 per cent
of the units sold. Raaio received only
2 per cent of the money spent, but pro-
duced 8 per cent of the units sold. What
radio might have sold with a better break
in spending is conjectural.

In dollar volume the ratio was about the
same, and the average sale for the evening
paper was $2.76, for the morning paper

$2.57 and for radio $2.48.

But radio was the fair-haired boy in the
cost-to-sales column. During this four
months period the morning paper took
9.6 per cent of each traceable dollar it
brought in, the evening paper took 8.1
per cent, but radio took only 3.4 per cent.
But please remember these figures are on
traceable returns on items advertised and
have no bearing on the relationship of
total advertising costs to whole store sales.

Yes, back in 1940, when goods had to be
sold, radio proved to us that it could earn
a place in the space schedule of a progres-
sive department store.

Some weeks ago we secured a few hun-
dred pairs of nylons. Mention was made
of them on one of our newscasts (news of
the store). We placed a limit of one pair
to a customer and accepted no phone or-
ders. Within forty-five minutes enough
women had come down town in response
to radio, to clean out the lot. It’s no trick
to sell nylons, we know that. This sim-
plv shows that women want to /iear store
news, and when you have something they
want to buy, you'll get “‘tangible” returns,
and get them in a hurry.

People who intend to use radio for de-
partment store advertising should know a
lot of things, among them:

Don'’t look upon newspapers and radio
as competitive mediums, they are parallel.
Radio reaches a market often missed by
the printed word.

Don’t use radio as a market place for
odds and ends. People who listen are just
as much interested in new, fresh merchan-
dise as are people who read.

When we get back to normal tides of
supply and demand, don’t neglect to test
and check, test and check constantly.

Don’t fill your air time with copy on
mink coats, because you want to impress
people. There are far more women who
will be impressed with the opportunity of
buying nice ruffle curtains at $1.98. Don't,
in fact, ever try to impress them with your
importance. Try instead to sell merchan-
dise.

Buy Air Space

Don't buy a “program.” Buy air space,
just as you would buy newspaper space.
Then use that space intelligently. Use it
to sell something—sell your store, your
services—and, most important, sell your
merchandise. Embellish it with music
and song, if you must, but don’t let enter-
tnaiment dominate your program. The
networks can provide better talent and
entertainment than you can afford, but
nobody but you can tell the news of what
is happening in your store. And don’t
tell me people are not interested in your
store and what is happening there, because
if they were not interested, I doubt if
your boss would be in business.

And finally, whenever you are inclined
to discount the selling power of the spoken
word, please remember President Roose-
velt, and remember the people who lis-
tened to him. So, with the experience of
ten years of radio advertising back of us,
I repeat: the advertising man who doesn’t
include radio in his space-spending is
short-changing his boss out of the returns
that will come from a market that is re-
sponsive to the spoken word.

e e —
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Local War Advertising Pool

Community support is needed to insure the success of
the various war campaigns to buy bonds, to combat the
black markets, to fight inflation, to lessen absenteeism, ete.
In a number of cities the media have joined together to
raise a local war advertising pool by donations of space,
radio time and money from local advertisers, which has
been administered by a local committee which allocates
the pool among the advertising media and among the
various war campaigns in accordance with the campaign’s
importance under local community conditions. Such a
plan has been very successfully operated by all media
jointly in Cleveland and in some other cities.

Immediate Action Needed

Representatives of the War Advertising Council last
summer worked on a proposal for a national plan which
it was hoped could be put into operation in most of the
cities of the country. However, announcement of a na-
tional plan has been abandoned, although the War Adver-
tising Council still believes the plan is sound and would
be helpful in all cities which could promote it. If such
a plan is not in operation in your city, it is suggested that
you give it serious consideration now, jointly with other
media if possible, or separately if joint action is impossible.

Outline of Plan

Due to the fact that the NAB does not know the cir-
cumstances existing in each city, we are outlining a general
plan which can be modified to fit local conditions.

Raising the Pool—Donations should be requested from
local advertisers of advertising space, radio time and
money. Assurances should be given that each donor will
not be again solicited for support of war programs for
a stated period.

Cominittee—A committee should be formed composed of
community leaders. Radio and newspaper executives per-
haps will have to take the lead, but local business execu-
tives from all branches of business should be included.

Allocation of fund—The local committee should allocate
the pool among the local media participating.

Preparation and execution of the plan—The local com-
mittee should have charge of the preparation and execu-
tion of the plan. In many cities where the plan has been
in operation, a local advertising agency has been retained
to assume responsibility for the execution of the plan,
working under direction of the local committee.

Campaigns—Food will be the subject of a national cam-
paign in November, followed by anti-inflation in December.
There will be local campaigns on absenteeism, woman-
power, etc. Complete information on all these campaigns
will be supplied by OWI.

Contact Your Local Newspaper

Rowan D. Spraker, representative of the National Edi-
torial Association, on the War Advertising Council has
just announced a plan similar to the one outlined above
entitled “Small Community War Advertising Plan,” which
has been sent to the publishers of small community news-
papers. This plan recommends joint action, stating:

“It should be emphasized in connection with each request
that the plan is not the plan of any one group or of any
one advertising medium, but that it is a conmunity plan
for community war advertising which should include the
combined support of all business, agricultural and ecivie
interests in the community.”

Therefore, it is suggested you contact your local news-
paper publisher, as it is believed that the plan will be
more successful in most cities if all media join in the
promotion of a joint plan.

Local Responsibility

This type of plan has operated successfully in many
cities. However, its success depends upon action of the
local executives of radio stations, newspapers and bill-
board companies. The OWI will continue to furnish com-
plete information on all campaigns, but the raising of
the pool, its allocation, the keying of the campaigns to
local conditions and the execution of the plan depends
upon action by the local committee.

The NAB will be glad to supply additional information
and advice on request.
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Special Committee Considers

Plans for Fourth War Loan

Meets With Treasury Department Officials; Maps
Radio’s Greatest Effort

Radio is justly proud of its record in the War
Loan campaigns. An analysis of the support
accorded these all-important drives by the broad-
casting stations has revealed that more than
$7,000,000 worth of time alone was devoted to the
Second War Loan with that figure stepped up to
more than $12,000,000 during the Third War
Loan. i

Considering the limitations of time alone, this
was a greater contribution proportionately than
that made by any other medium of mass communi-
cation!

But industry leaders have long recognized that
this support could be substantially augmented if
a greater variety of prepared programs and an-
nouncements could be made available for spon-
sorship over local radio stations by national,
regional and local advertisers.

To examine that possibility and to make specific
recommendations to the Treasury Department, a
special committee, composed of Irving G. Abeloff,
WRVA ; Stanton P. Kettler, WMMN, and Edward
C. Obrist, WFIL (representing John E. Surrick,
also of WFIL), together with Willard D. Egolf,
Arthur Stringer and Lewis H. Avery of the NAB
staff, held an all-day meeting with Vincent F. Cal-
lahan and Emerson Waldman of the Treasury
Department at NAB headquarters today.

The details of the discussion are incidental to
the concrete recommendations submitted to the
Treasury Department officials. These include:

1. Complete array of quarter-hour and five-

minute programs and announcements of
various lengths for local sponsorship.

o

Portfolio describing the programs and con-
taining samples of the announcements.

3. Certificate signed by the Secretary of the
Treasury for radio advertisers who support
the Fourth War Loan.

4. Samples of the transcribed programs to be
sent to each radio station well in advance of
the campaign for auditioning to local pros-
pects.

5. Repetition of network bond day to take place
near the beginning of the campaign, with
ample notice on the activity to the affiliated
stations.

6. Local bond day, similar in intent to the net-
work feature, but to take place near the end
of the campaign.

7. Network programs devoted to the Fourth
War Loan will provide time for station
“cut-in” announcements to localize the effect
of the program and the appeal.

8. Appointment of a special committee of radio
station farm editors to counsel with the
Treasury Department on the most effective
approach to the farm audience.

The Committee recommended that the quarter-
hour programs be patterned after the popular
Treasury Star Parade, with the actual transcrip-
tion 1414 minutes in length. Provision would be
made for a one-half minute musical ‘“open-end”’
at the beginning and a one-minute musical “open-
end” at the close. By this arrangement, the actual
program content would be contained within 13
minutes.

Similarly, the five-minute musical programs
would provide for a 25-second musical “open-end”
at the beginning and a 45-second musical “open-



end” at the close. In a lengthy discussion of pro-
gram ideas for the five-minute series, opinion was
somewhat divided, with a substantial majority
favoring musical programs while a minority ex-
pressed a preference for narrative-type shows.
It is possible that programs of both types would
be included in the proposed series.

In that connection, the Committee hopes that
radio station executives will submit any unusual
five-minute program ideas that they believe would
be suitable for such Treasury Department pro-
grams. All suggestions should be submitted to
NAB headquarters and will be reviewed by the
Committee at an early meeting.

Several series of announcements will be pre-
pared for local sponsorship. Some will be 100
words in length, while others will be condensed
to 35 words, in an effort to cover all types of
availabilities on all types of stations.

The portfolio for salesmen will contain an open
letter from the Secretary of the Treasury, recom-
mending the use of broadcast advertising in sup-
port of the Fourth War Loan. As previously
stated, it will also contain a complete description
of the quarter-hour and five-minute programs, as
well as samples of the announcements.

In discussing the sale of the proposed programs
to national, regional or local advertisers, the Com-
mittee emphasized the need for sample transcrip-
tions to be submitted to radio stations as far in
advance of the opening date of the campaign as
possible.

At the conclusion of the meeting, Messrs. Calla-
han and Waldman agreed to review the recom-
mendations of the Committee in relation to the
over-all plans for the Fourth War Loan, and to
meet with the group again at an early date.
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Treasury Department Offers 52 Programs
For Local Sale During Fourth War Loan

Several Series of 35 and 100 Word Announcements
Also Available for Sponsorship; Audition Transcrip-
tions and Sales Portfolios to be Mailed December 12

The Treasury Department announces that sev-
eral series of announcements and a variety of five-
minute and quarter-hour programs will be avail-
able for local sale in support of the Fourth War
Loan.

Moreover, a sales portfolio, containing a com-
plete description of the programs and samples of
the announcements, together with audition tran-
scriptions of both the five-minute and quarter-
hour programs, will be mailed to all radio stations
not later than December 12, 1943. This will pro-
vide from four to five weeks for local station sales
effort before the Fourth War Loan is inaugurated
on January 18, 1944.

Thus, the recommendations of the NAR special
committee, consisting of Irving G. Abeloff,
WRVA; Stanton P. Kettler, WMMN, and Edward
C. Obrist, WFIL (representing John E. Surrick,
also of WFIL), together with Willard D. Egolf,
Arthur Stringer and Lewis H. Avery, of the NAB
staff, were adopted by the Treasury Department
to facilitate the sale of more broadcast advertis-
ing to insure the success of the Fourth War Loan.

Here is the complete package:

1. Sales portfolio containing an open letter rec-
ommending the use of broadcast advertising
in support of the Fourth War Loan; facsimile of
a certificate, signed by the Secretary of the
Treasury, for such radio advertisers; a de-
scription of the programs and samples of the
announcements.

2. Twenty-six quarter-hour programs of the same
high entertainment quality as the Treasury
Star Parade, less the name stars.

3. Twenty-six five-minute programs of top-notch
entertainment value.

4. Several series of live announcements, both
35 words and 100 words in length, to fit all
types of availabilities.

Now . . . It's up to You!

Large stations, medium-sized stations and small
stations have been clamoring for government
agencies and departments to cease their discrimi-
nation against radio, by providing mats for news-
paper advertising without making comparable
service available to radio stations. Last June, the
Small Market Stations Committee unanimously
passed a resolution calling on these branches of
the government to provide parallel opportunities
for the sale of broadcast advertising in support
of the various home-front campaigns.

Such discrimination—at least as far as the
Treasury Department is concerned—has ceased.
Now it is up to the protesting stations to make
full use of this material—to sell every announce-
ment and every program to some local, regional or
national advertiser—that the Fourth War Loan
may have the widest support that any such ac-
tivity has ever enjoyed.

You asked for it! Here it is! Now let’s make
the most effective use of this material.



TREASURY DEPARTMENT

WASHINGTON ( 25 )

November 30, 1943
War Finance Division

Gentlemen:

In response to your request, the Treasury De-
partment has decided to mske available for local
sponsorship a series of one-minute live announce-
ments; 26 five-minute and 26 fifteen-minute tran-
scriptions.

These will be designed primarily for use during
the Fourth War Loan Drive which begins on January 13
and ends February 15.

We would apvreclate your cooperation in gdvis-
ing your membership, and also non-member radio stations,
of the plans of the Treasury Department in making
avallable these live anncuncements end transcriptionse
for sale to local advertisers.

The purpose of the Treasury Department in this
project 1s to provide radio stations with the finest
possible sponsorable materigl so that the messages
of the Fourth War Loen may be brozdoast during the
best possible periode and thus result in stimulated
War Bond ssles.

Emerson Wgldman, Chief of Radils for the War Fi-
nance Division, will give you full details on the
sponsoragble material which will be nrovided the radio
stations for use during the Fourth War Loan.

Sincerely,

Vincent F. Callahan
Director of Radio, Press
and Advertising

Nationgl Association of Broadcasters
1760 N Street, N.W.
Washington 6, D.C.




These Are for Sale

Here is a brief description of the sales portfolio
you will receive soon after December 12, 1943.
It will be impressive in both size and appearance.
It will contain an open letter strongly recommend-
ing the use of broadcast advertising during the
Fourth War Loan. It will include a facsimile of
a certificate, signed by the Secretary of the Treas-
ury, for radio advertisers who support the Fourth
War Loan.

The portfolio will also contain a detailed de-
seription of the quarter-hour and five-minute pro-
grams, as well as both the 35- and 100-word an-
nouncements.

In other words, here is a sales tool comparable
to anything and everything furnished other media
by any agency or department of government.
See that every sales person on your staff is
equipped with one of these portfolios. See that
he or she uses it to the best possible advantage.

The quarter-hour programs will be designed
to salute men and women working in indus-
tries contributing to the war effort. The en-
tertainment will feature the most popular
American songs of the twentieth century. The
Treasury Department states that the entertain-
ment quality of these quarter-hour programs will
be identical in every respect to the Treasury Star
Parade, but without name stars.

The five-minute programs will feature the war
songs of the United States. These will include
some of the most tuneful melodies and easy-to-
remember lyrics ever written in America.

While there may be minor changes or modifica-
tions in the content of these programs as they are
put in production, there will be no change in the
quantity or type of service available for local
sale in support of the Fourth War Loan. The
series outlined has been approved and is now in
production.

Each of the quarter-hour programs will be 1315
minutes in length with a one-half minute musical
“open-end” at the beginning and a one-minute
musical “open-end” at the close.

Each of the five-minute programs will provide
for a 30-second musical “open-end” at the be-
ginning and a 30-second musical “open-end” at
the close. Thus, there will be ample time on both
quarter-hour and five-minute programs for local
indentification and appropriate commercial con-
tinuity.

But Don’t Stop There

Don‘t feel that you have done your job when
you have sold these Treasury Department quar-
ter-hour and five-minute programs to local,
regional or national advertisers. Take a look
at your program schedule: what else have you
for sale that could be adapted to a Fourth War
Loan program?

What programs or features, which could well
carry a message about the Fourth War Loan, are
unsponsored on your station? Could you in-
corporate three or four of the announcements
for different advertisers in each program and
make a co-operative Fourth War Loan show?

Has each member of your sales staff all of
the information cbout the Treasury Depariment
programs, about announcement availabilities,
about unsponsored programs or features on your
station?

Whom Can You Sell?

You can and should sell every advertiser in your
community—not only the present advertisers,
but the past advertisers as well—those who have
reduced or eliminated their advertising because
of merchandise shortages or service restrictions.
And don’t forget that the opportunity to par-
ticipate in the Fourth War Loan offers you an
entirely new approach to advertisers who have
never previously used radio. Don’t leave a single
prospect unsolicited in your drive for support of
the Fourth War Loan.

To paraphrase Broadcast Advertising Bulletin
No. 4, dated August 20, 1943:

Many State, County and Local War Finance
Committees for the Fourth War Loan have so-
licited contributions from banks, clearing houses,
manufacturers, distributors and retailers. These
funds will be used to purchase advertising on a
group basis to supplement the time and space con-
tributions of all media. Be sure to cover these
groups thoroughly and effectively. Be sure they
are told what radio has done and is doing in
support of the War Loans. Be sure they know
how effective broadcasting has proved in the
various government campaigns of war infor-
mation.

As you probably know, the Third War Loan
was organized on an entirely different basis from
the Second campaign. This campaign, too, is
aimed at the individual citizen. For that purpose,
many changes have been made in the organiza-



tion and conduct of the effort. Therefore, if you
received advertising in the Second or Third War
Loans, don’t automatically assume you will re-
ceive it again. Correspondingly, if you didn’t ob-
tain advertising in the last campaign, don’t as-
sume it can’t be obtained this time.

The Fourth War Loan is even more completely
an appeal to the individual. More than ever, the
Treasury Department is looking to the subscrip-
tion of the average citizen to put this campaign
over the top. That’s why the job to be done is
greater than ever before. That’s why you are
being given more tools with which to do the job.

An Appreciation

The entire broadcasting industry is indebted
to Vincent F. Callahan and Emerson Waldman

of the War Savings Staff of the Treasury Depart-
ment for their able and ceaseless efforts to have
radio provided with every tool available to other
media. As you examine the material for local
sale, don’t you agree that radio shares at least
like opportunity with other forms of advertising?

And, again, it’s up to you! The Treasury
urgently needs the money sought during the
Fourth War Loan to enable the Army, Navy,
Marine Corps and Coast Guard to prosecute the
war with every means at their command. When
you stop to remember that broadcasting is the
greatest means of mass communication the world
has ever known, then you'll appreciate the part
radio—both commercial and sustaining—must
play in the Fourth War Loan.



Broadcast Advert1s1ng Bulletin

DECEMBER 30,1943 » *x x *x x x % % * x * x No.8
1760 N St., N. W. NATIONAL ASSOCIATION OF BROADCASTERS Wash. 6,D. C.

4th WAR LOAN IS BIG
CHANCE FOR RADIO
STATIONS TO HELP

FIRST TIME RADIO SHARES EQUAL SALES OPPORTUNITY

Let's All

BACK THE ATTACK

Radio’s share of retail advertising depends on your individual efforts. Here is re-

tailers’ plan:

4 ADVERTISING PEAK DAYS

in the success of the War Financing program by

Thursday, January 20—*“Army Day”
Thursday, January 27—“Navy Day”

Thursday, February 3—“Marine Day”

Thursday, February 10—*Schools-at-War Treas-
ure Hunt”

Surveys disclose that in the past retailers spon-
sored an average of 80 per cent of all newspaper
War Bond advertising in America, which is indic-
ative of the important role the industry plays

spreading the War Bond gospel to every village
and hamlet.

Retailers are not asked by their War Campaigns
Committee to earmark any fixed percentage of
their budget for advertising—but each store is
expected by the committee to meet or exceed the
advertising job they did so well in the 3rd War
Loan.

Past experience will serve as an excellent guide
in detelmlmng the type and amount of advertis-
ing that will insure retailers reaching their quota
for the 4th War Loan.



OU know what the retailers of America plan
i to do in advertising for the 4th War Loan

Campaign.

Here is the list of ETs for them.
sample audition platter has not been received,

don’t wait.

dress:

If your
ington 25, D. C.

Order ETs today without audition.
They really are salable.

And time is short. Ad-

Emerson Waldman, Chief of Radio, War Finance Divi-
sion, Treasury Department, Washington Building, Wash-

Request by number or simply say «ll 15-minute and «ll 5-minute ETs, if you can use them.

15-MINUTE ET TITLES

(These programs run 13:30, leaving 1:30 open at the ends. All programs available for sponsorship.)

Program 1—Wheat Farmers G6701

starring
Ray Heatherton and Peter Donald
with
David Broekman and The Treasury
Orchestra
Programn 2—Meat Packing Industry
G6702
starring
Jimmy Carroll and Peter Donald
with
David Broekman and The Treasury
Orchestra
Program 3—Ship Building G6703
starring

Audrey Marsh, Jimmy Cairoll and
Peter Donald
with
David Broekman and The Treasury
Orchestra
Program 4—Automobile Industry
G6730
starring
Audrey Marsh, Jimmy Carroll and
Peter Donald

with
David Broekman and The Treasury
Orchestra
Program 5—Cotton Industry G6705
starring
Brad Reynolds and Peter Donald
with
David Broekman.and The Treasury
Orchestra
Program 6—Steel Industiry G6706
starring
Brad Reynolds and Peter Donald
with
David Broekman and The Treasury
Orchestra
Program 7—Textile Industry G6707
starring

Betty Mulliner, Brad Reynolds and
Peter Donald
with
David Broekman and The Treasury
Orchestra

Program 8—Cattle Men & Sheep
Ranehers G6708

starring

Betty Mulliner, Jimmy Carroll and

Peter Donald
with

David Broekman and The Treasury

Orchestra

Program 9—Railroads G6709
starring
Jimmy Carroll and Peter Donald
with
David Broekman and The Treasury
Orchestra

TREASURY SALUTE SERIES

Program 10—Telephone Industry
G6710
starring
Ray Heatherton and Peter Donald
with
David Broekman and The Treasury
Orchestra

Program 11—Lumber Industry G6711
starring
Karen Kemnle, Rav Heatherton and
Peter Donald
with
David Broekman and The Treasury
Orchestra

Program 12—Farming G6712
starring
Karen Kemple, Brad Reynolds and
Peter Donald
with
David Broekman and The Treasury
Orchestra

Program 13—DNMining G6713
starring
Karen Kemple, Brad Reynolds and
Peter Donald
with
David Broekman and The Treasury
Orchestra :

Program 14—Post Office Workers
Go6716
starring
Brad Reynolds and Peter Donald
with
David Broekman and The Treasury
Orchestra

Program 15—Small Farmers G6717
starring
Betty Mulliner, Ray Heatherton and
Peter Donald
with
David Broekman and The Treasury
Orchestra

Program 16—Newspaper Men &

Women G6718

starring
Betty Mulliner, Ray Heatherton and
Peter Donald
with
David Broekman and The Treasury

Orchestra

Program 17—Independent Merchants
G6719
starring
Ray Heatherton and Peter Donald
with
David Broekman and The Treasury
Orchestra

Program 18—Men and Women of the
Entertainment Field G6720
starring
Audrey Marsh, Jimmy Carroll and
Peter Donald
with
David Broekman and The Treasury
Orchestra

Programm 19—The Housewives of
Ameriea G6721
starring
Jimmy Carroll and Peter Donald
with
David Broekman and The Treasury
Orchestra

Program 20—Construction Indusiry
G6722
starring
Jimmy Carroll and Peter Donald
with
David Broekman and The Treasury
Orchestra

Program 21—Women Offiee Workers
G6724
starring
Ray Heatherton and Peter Donald
with
David Broekman and The Treasury
Orchestra

Program 22—Transportation Industry
G6725
starring
Ray Heatherton and Peter Donald
with
David Broekman and The Treasury
Orchestra

Program 23—Motion Picture Industry
G6726
starring
Ray Heatherton and Peter Donald
with
David Broekman and The Treasury
Orchestra
Program 24—Radio Industry G6727
starring
Jimmy Carroll and Peter Donald
with
David Broekman and The Treasury
Orchestra
Program 25—Dairy Farms G6728
starring
Jimmy Carroll and Peter Donald
with
David Broekman and The Treasury
Orchestra

Program 26—The Railroad Freight
Workers G6729

starring
Jimmy Carroll and Peter Donald
with
David Broekman and The Treasury
Orchestra



BASIC 4TH WAR LOAN FACTS

DATES—January 18 to February 15, 1944

GOAL—To raise $14 Billion—%5'2 Billion from individuals

SLOGAN—"Let's All Back the Attack’

THEME—Sacrifice—Every one to buy exira bonds

Bond buyers in the Fourth War Loan campaign,
which runs from Jan. 18 to Feb. 15, 1944, will be
given their choice of seven U. S. Government se-
curities. The securities to be sold under the direc-
tion of the War Finance Committee are:

Series E Savings Bonds

Series F and G Savings Bonds
Series C Savings Notes

215 9% bonds of 1965-70

214 % bonds of 1956-59

7% % Certificates of Indebtedness

U. S. War Savings Bonds, Series E
This is the so-called “People’s Bond,” undoubt-

edly the most widely held security in the world,
of which over 100 million pieces have been sold
in the first three War Loan campaigns. From
the standpoint of interest return, it is the most
attractive of all the issues offered by the govern-
ment, and is the ideal investment for the wage
earner and the small business and professional
man. Over $14 billions of these E bonds are now
outstanding in the hands of the American public.

The bonds come in denominations of $25, $50,
$100, $500, and $1000. The issue price is 75 per
cent of the maturity value so that a $25 bond
costs $18.75 and a $100 bond costs $75. They
cannot be used as collateral for loans.

e N T B e —

5-MINUTE ET CONTENTS

(These programs run 4 minutes, prox., leaving
one minute open at the ends. All programs avail-
able for sponsorship.)

TREASURY SONG FOR TODAY-—Master 6732

1. “My British Buddy”... . ...... ... Ray Heatherton

2. “Bless Them All”.. ... . . e Jimmy Carroll

3. “You'd Be So Nice To Conie Home To” ..Mary Small
TREASURY SONG FOR TODAY—Master 6733

4, “Here Comes The Navy”. ... ... .. ...Mary Small

5. “Let’s Bring New Glory To Old Glory”...Mary Small

6. “Johnny Zero”. . ... ... ... .. ... ... ... Mary Small
TREASURY SONG FOR TODAY—Masier 6734

7. You're A Lucky Fellow, Mr. Smith”.. .. Mary Small

8 “In My Arms” . ... ....... .. ....... Ray Heatherton

9. Comin’ In On A Wing and A Prayer” Ray Heatherton

TREASURY SONG FOR TODAY-—Master 6735
10. “Buckle Down Buck Private” . ....Ray Heatherton

11. “Jingle Jangle Jingle”. ... ... .. ... .. Ray Heatherton
12. “Good-Bye Sue” ... ... ... ... ... ..., Ray Heatherton
TREASURY SONG FOR TODAY—Masier 6736
13. “I’ve Got Sixpence”................ Ray Heatherton

14. “This Time”.......................Ray Heatherton
15. “There’s A Star Spangled Banner” .. Ray Heatherton
TREASURY SONG FOR TODAY—Master 6737

16. “This Is The Army, Mr. Jones”... ..Ray Heatherton

17. “He Wears A Pair of Silver Wings”.. Kay Lorraine

18. “Old Glory” . .. . i Kay Lorraine
TREASURY SONG FOR TODAY—Master 6738

19. “Pennsylvania Polka”........... "0 000 e Kay Lorraine

20. “Praise The Lord and Pass The Ammunition”
Kay Lorraine
21. “He’s A-1 In The Army” .. ........... .. Kay Lorraine

TREASURY SONG FOR TODAY—Master 6739
29. “I'm Getting Tired So I Can Sleep”. .Jimmy Carroll
23. “T'll Meet You At Duffy’s Square”. .. .Jimmy Carroll

24, “Sempre Paratus”................... Jimmy Carroll
TREASURY SONG FOR TODAY-—Master 6740

25. “Lili Marlene”. .. ... ............ ....dJimmy Carroll

26. “Johnny Doughboy Found A Rose”....Jimmy Carroll

27. “White Christmas”................... Jimmy Carroll

TREASURY SONG FOR TODAY—Master 6741

28. “United Nations On The March”.. . ... Jimmy Carroll
29. “We're All Together Now™. .. . ... ... Jimmy Carroll
30. “With My Head In The Clouds” ... .... Jimmy Carroll

Statement by
NEVILLE MILLER, NAB PRESIDENT

“QOurs is a nation of radio listeners. Radio has
both a unique opportunity for service during the
forthcoming Fourth War Loan Drive, and an
obligation. That is why we join with Secretary
Morgenthau in urging the continued support of
all broadcasters to the end that this campaign, as
all those which have gone before, will achieve
overwhelming success. There is no other medium
which can be used with equal effectiveness to bring
home to all our people the reasons for backing
our boys at the front by the purchase of War

Bonds. We've done it before. We can do it
again.”
ASSOCIATIONS COOPERATING IN 4TH WAR LOAN

CAMPAIGN

Advertising Federation of America
American Hotel Association

American National Retail Jewelers Association
American Retail Federation

Beauty Industry Council

Chambers of Commerce of the United States
Cooperative Food Distributors of America
Limited Price Variety Stores Association
Tiquor and Wine Industry War Bond Council
Mail Order Association

National Association of Chain Drug Stores
National Association of Food Chains
National Association of Retail Clothiers & Furnishers
National Association of Retail Druggists
National Association of Retail Grocers
National Association of Retail Secretaries
National Automobile Dealers Association
National Better Business Bureau

National Council of Shoe Chains

National Industrial Stores Association
National Restaurant Association

National Retail Dry Goods Association
National Retail Farm Equipment Association
National Retail Furniture Association
National Retail Hardware Association
National Shoe Retailers Association

National Voluntary Group Institute

Retail Credit Institute of America



For Your Information

STATE CHAIRMEN OF

ALABAMA

Ed Leigh McMillan
1525 Comer Bl
Birmingham 3

ARIZONA

Walter R. Bimson
Post Office Bl.
Phoenix

ARKANSAS

W. W. Campbell
Federal BI.
Little Rock

CALIFORNIA

Charles R. Page
(Northern)

733 Monadnock BI.
San Francisco 5

Robert H. Moulton
(Southern)

621 South Spring Street
Los Angeles 14

COLORADO

Clarence H. Adams
302 Colorado BI.
Denver 2

CONNECTICUT

Eugene E. Wilson
36 Pearl Street
Hartford 3

DELAWARE

Henry T. Bush
1064 du Pont Hotel Bl
Wilmington 99

DISTRICT OF
COLUMBIA -

John A. Reilly
852 Washington Bl.
Washington §

FLORIDA

W. W. McEachern
404 Federal Bl.
Jacksonville 1

GEORGIA

Charles A. Stair

1202 C. & S. National
Bank Bl. -

Atlanta 3

IDAHO

John Schoonover

423 First National Bank Bl.

Boise

ILLINOIS

Harold H. Swift

300 Bankers BI.

105 West Adams Street
Chicago

INDIANA
Eugene C. Pulliam

816 Tllinois BI.
Indianapolis 4

IOWA
Herbert L. Horton

809 Walnut Bl
Des Moines 8

KANSAS
W. Laird Dean

208 Federal BI.
Topeka

KENTUCKY

Ben Williamson, Jr.

(Eastern)

808 Second National Bank
Bl

Ashland

S. Albert Phillips

(Western)

510 Republic BI.

Louisville 2

LOUISIANA

Leon G. Tujague
512 Pan American Bl.
New Orleans 6

MAINE

(Co-Chairmen)
Phillips M. Payson
Edward E. Chase
Federal BI.
Augusta

MARYLAND

Howard W. Jackson
Calvert BI.

Fayette and St. Paul Sts.
Baltimore

MASSACHUSETTS

F. Winchester Denio
79 Milk Street
Boston 9

MICHIGAN

Frank N. Isbey
600 Union Guardian Bl.
Detroit 26

MINNESOTA
0. J. Arnold

570 Northwestern Bank Bl.

Minneapolis

MISSISSIPPI

Rex 1. Brown
1065 Lampton BI.
P. O. Box 747
Jackson

WAR FINANCE

MISSOURI
Walter W. Head
200 Federal Commerce
Trust Bl
208 North Broadway
St. Louis 2

MONTANA

A. T. Hibbard
302 Federal BI.
Great Falls

NEBRASKA

W. Dale Clark
636 World Herald BI.
Omaha 2

NEVADA

Forest Lovelock
35 East 4th Street
Reno

NEW HAMPSHIRE

Winthrop L. Carter
Bell BI.

922 Elm Street
Manchester

NEW JERSEY

Franklin D'Olier
Post Office BI.
Newark 2

NEW MEXICO

Cale W. Carson
101 Federal Bl.
Albuquerque

NEW YORK

W. Randolph Burgess
1270 Sixth Avenue
New York City 20

NORTH CAROLINA

Clarence T. Leinbach
Federal Bl.
Greensboro

NORTH DAKOTA

F. L. Conklin
Neirling Block

Jamestown

OHIO

Phil J. Trounstine
693 Union Commerce Bl.
Cleveland 14

OKLAHOMA

A. E. Bradshaw
203 Drew BI.
Tulsa

OREGON

Ed. C. Sammons
330 American Bank Bl
Portland

COMMITTEES

PENNSYLVANIA

G. Ruhland Rebmann
12 South 12th Street
Philadelphia

RHODE ISLAND

C. Burton Hibbert
1812 Industrial Trust Bl
Providence 3

SOUTH CAROLINA

Christie Benet
1401 Hampton Street
Columbia

SOUTH DAKOTA

Walter H. Burke
Post Office Bl
Sioux Falls

TENNESSEE

Cecil Woods

Third National Bank BI.
170 Fourth Avenue
Nashville 3

TEXAS

Nathan Adams
Dallas Power & Light BIl.
Dallas

UTAH

Charles L. Smith
Union Pacific Bl.
Salt Lake City

VERMONT

Levi P. Smith
Hotel Van Ness
Burlington

VIRGINIA

Francis P. Gaines
214 North Fifth Street
Richmond 19

WASHINGTON

Rene Odlin
209 Federal BI.
Seattle 4

WEST VIRGINIA

A. C. Spurr
608 Security BI.
Charleston 1

WISCONSIN

Walter Kasten
202 Federal BI.
Milwaukee 1

WYOMING

Fred W. Marble
307 Federal BI.
Cheyenne
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RADIO GETS AA PRIORITY

As first predicted in NAB Reports November 13, 1942,
page 648, the pleference rating applying to materials for
malntenance repair or operating supplies of the broadcast
industry has been raised from A-1-J to AA-2X under
Preference Rating Order P-133 as amended February 4,
1943, by the Director General for Operations, War Pro-
duction Board. The amendment also raises the ratings
allowed to those engaged in ecommercial sound recording
and radio communications. Broadcasters and those en-
gaged in commercial sound recording may now apply the
preference rating AA-2X to purchases of recording blanks
and other necessary replacement items used in recording.

The new order dces not provide replacement materials
for automotive replacement as defined by General Limita-
tion Order L-158 (this has been interpreted as eliminating
mobile police stations). NAB has been informed that the
new preference rating is the highest generally obtainable
for non-military requirements. The suffix letter X of the
preference rating identifies purchases of a non-military
nature.

The amended order requires that broadcasters “keep and
preserve for two years copies of all purchase orders or
contracts applying such rating,” and that those “affected
by this order shall execute and file with the War Produe-
tion Board such reports and questionnaires as the War
Production Board shall from time to time preseribe.” Gen-
eral instructions for the purchase of material in accord-
ance with P-133 as amended February 4, 1943, are as
follows:

1. Read Preference Rating Order P-133 as amended and
become familiar with the provisions of the order.

2. Operate all tubes and parts to absolute failure, before
installing replacements, in order to bring inventory within
the limits of the order.

3. Hold best spare tubes for last use in the equipment
thus minimizing the chance of failure while procuring re-
placements. In order to check the condition of spare tubes
and to insure their immediate availability without condi-
tioning, use all spares not less than one day every three
months and not more than one day of each month. This
practice is preferable to the rotation of spare tubes on an
equal use basis.

4. Immediately upon the failure of spares which will
reduce the inventory to less than one hundred per cent, as
permitted by the order, place a purchase order with your
supplier. This purchase order should bear the vequired
certification assigning an AA-2X preference rating. When
placing the purchase order request delivery prior to a
definite date and ask your supplier to advise you immedi-
ately if for any reason the order cannot be filled on or
before the required date. If notice is received from sup-
plier that delivery cannot be made by the date specified,
immediate inquiry should be made to all other known
sources of supply concerning their ability to fill the order
in accordance with your requirements. If these inquiries
result in a satisfactory delivery promise from another
supplier, the original order should be cancelled and another
order placed with the new supplier (WPB Regulation 3,
amended June 26, 1942, Section (b), paragraph 3. This
regulation forbids duplicate orders.)

5. If after following the procedure outlined in para-
graph 4 a satisfactory delivery promise is not obtained,
an order should be placed with the supplier offering the
best delivery promise. At the same time a PD-1A form
should be filed with the War Production Board, Director
of Industry Operations, Washington, D. C. Be sure to
furnish all required informatisn on the PD-1A form and
outline in the covering letter the substance of your corre-
spondence under paragraph 4 above,

6. If your station is actually off the air due to the fail-
ure to obtain spare tubes or parts or if the tubes or parts
in use (for which no replacements are available) appear to -
be approaching failure communicate immediately by tele-
phone or telegraph with the WPB Emergency Branch,
Washington, D. C, The telephone number is REpubhc
7500, extension 2333 or extension 2330. This communica-
tion should refer to vour PD-1A application.

To avold confusion it is suggested that the original
P-133 dated QOctober 5, 1942 be removed from your files
and the amended order substituted. The revised sections
of the order are printed in bold face type. The new order
reads as follows:

Part 3037—Electronie Equipment
[Preference Rating Order P-133 as Amended Feb. 4, 1943]

§ 3037.5 Preference Ruting Ovrder P-1383—(a) Defini-
tions. For the purpose of this order:

(1) “Operator” means any individual, partnership, asso-
ciation, business trust, corporation, receiver or any form
of enterprise whatsoever, whether incorporated or not, the
United States, and the several states thereof, and any
political, corporate, administrative or other division or
agency thereof, to the extent engaged in any activity listed
in Schedule A, hereof.

(2) “Material” means any commodity, equipment, acees-
sory, assembly or produet of any Kkind; exclusive, however,
of automotive replacement parts as defined by General Limi-
tation Order L-158.

(3) “Maintenance” means the upkeep of an operator’s
buildings, structures and equipment in sound working con-
dition; and this, without regard to whether the expendi-
tures therefor are for any reason required to be recorded
in the operator’s accounting records in accounts other than
maintenance and repair.

(4) “Repair” means the reconstruction or restoration
without expansion, improvement or change of design of
any portion of an operator’s buildings, structures and
equipment when such portion has been rendered unsafe
or unfit for service by wear and tear or other similar
causes, but not including reconstruction or restoration of
any portion damaged or destroyed by fire, flood, tornado,
earthquake, act of God or the public enemy; and this,
without regard to whether the expenditures therefor are
for any reason requlred to be recorded in the operator’s
accountmg records in accounts other than maintenance
and repair.

(5) “Operating supplies” means any material which is
essential to and consumed directly in the operation of any
of the services specified in paragraph (a) (1) above, but
does not include photographic film, fuel, office or building



supplies, or any material which is physically incorporated
in whole or in part in the property or equipment of the
operator.

(b) Assignment of preference rating. Subject to the
terms of this order, preference rating of AA-2X is hereby
assigned:

(1) To deliveries of material to an operator for operating
supplies and for maintenance and repair.

(2) To deliveries to any supplier of material to be physi-
cally incorporated in other material required by an operator
for operating supplies, maintenance or repair.

(¢) Persons entitled to apply preference rating. The
preference rating hereby assigned shall be applied where
a preference rating is required to obtain material for
maintenance, repair and operating supplies by:

(1) Any operator engaged in an activity in Schedule A
hereof and may be applied by

(2) Any supplier, provided deliveries to an operator
or another supplier are to be made by him, which are
of the kind specified in paragraph (b) and have been
rated pursuant to this order.

(d) Applicability of priorities regulations. This order
and all transactions affected thereby are subject to all ap-
plicable provisions of the priorities regulations of the
War Production Board, as amended from time to time.

(e) Restrictions on inventory and use. The preference
rating hereby assigned may be applied by any operator,
provided:

(1) Such rating is not used to replace in inventory more
than one spare tube for each active tube socket.

(2) Such rating is not used to replace in inventory any
spare parts except:

(i) Those subject to frequent failure, deterioration or
other exhaustion.

(ii) Those which are so unique that failure would in-
evitably result in long delay in resumption of essential
operations.

(3) Such rating is not used in any case to increase the
value of an operator’s inventory of repair parts, other
than tubes, above the value of such inventory on the date
of this order.

(4) Such rating is not used to replace in inventory a
new part if the defective part can be repaired with a
smaller consumption of raw material.

(5) The tube which has been replaced from operator’s
inventory or for which replacement is requred has been
operated to failure.

(6) The operator has returned to the manufacturer any
power tube rated at 25 watts or more which has failed,
unless such tube is to be repaired.

(7) Equipment which has failed has been operated
within the ratings specified by the manufacturer.

(8) Such rating is not used to build up inventory of
operating supplies other than tubes, in excess of require-
ments for a three-month period.

(9) Such operator was actively engaged in one of the
activities listed on Schedule A hereof, on the date of
issuance of the order, or has received specific authorization
for his installation from the Director General for Opera-
tions of the War Production Board.

(f) Application and extension of rating. An operator
or supplier, in order to apply the preference rating as-
signed by this order, shall endorse the following statement
on the purchase order or contract for such material
signed manually or as provided in Priorities Regulation
No. 7 (§944.27) by an official duly authorized for such
purposes.

CERTIFICATION

The undersigned purchaser hereby represents to the
seller and to the War Production Board that he is entitled
to apply or extend the preference ratings indicated opposite
the items shown on this purchase order, and that such ap-
plication or extension is in accordance with Priorities
Regulation No. 3, as amended, with the terms of which the
undersigned is familiar.

Name of Purchaser Address
By.
(Signature and title of Date

duly authorized officer)

(g) Violations. Any person who wilfully violates any
provision of this order, or who, in connection with this
order, wilfully conceals a material fact or furnishes false
information to any department or agency of the United
States is guilty of a crime, and upon conviction may be
punished by fine or imprisonment. In addition, any such
person may be prohibited from making or obtaining
further deliveries of, or from processing or using material
under priority control and may be deprived of priorities
assistance.

(h) Records. All operators assigned a preference rating
by or pursuant to this order shall keep and preserve for
two years copies of all purchase orders or contracts applying
such rating.

(i) Reports. All operators affected by this order shall
execute and file with the War Production Board such re-
ports and questionnaires as the War Production Board
shall from time to time prescribe.

(j) Communications. All reports to be filed, and other
communications concerning this order, should be addressed
to War Production Board, Radio and Radar Division, Wash-
ington, D. C. Ref: P-133.

Issued this 4th day of February 19483.

. CurTis E. CALDER,
Director General for Operations.

SCHEDULE A

1. Radio communication, including broadcasting.
2. Sound recording for commercial purposes.
3. Radio direction finding.

EXECUTIVE ENGINEERING COMMITTEE

The following broadcasters make up the membership
of the NAB Executive Engineering Committee:

John V. L. Hogan, Chairman, WQXR, New York
E. K. Cohan, CBS, New York, N. Y.

Franklin M. Doolittle, WDRC, Hartford, Conn.
0. B. Hanson, NBC, New York, N. Y.

G. Porter Houston, WCBM, Baltimore, Md.

The Committee held a meeting in New York City on
January 27. Included in the discussion were the following
subjects: training of replacement operators and tech-
nicians, availability of repair facilities for broadcast equip-
ment and components, methods for the recruiting of new
technical personnel, servicing of home receivers, considera-
tion of standard coverage recommendations, priority regu-
lations, batteries for farm radios, publicizing NAB record-
ing standards and post war planning.

Much constructive progress was made through policy
recommendations and outlining future activity of the En-
gineering Department.



The full text of this bulletin appears in this issue of the NAB
REPORTS. Please route this copy to your Chief Engineer.
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RMA TRANSMITTING TUBE CONSERVATION RECOMMENDATIONS

Percentages of rated normal filament voltages to be used under various operating and stand-by
conditions to give maximum filament life.

Recommended Stand-by Conditions
(% of Normal Operating Voltage)

Operating Conditions

Normal Light Load; Under 15 Min. 2 Over Typical
Tube Type by Load May In- 15 to 2 to 12 12 Tube
Kind of Filament or Cathode Operation crease Life Minutes Hours Hours Hours Types
1. Pure Tungsten filament............. 100* Reduce 80 80 off off 207, 891R
(small and medium types)
2. Pure Tungsten filament............. 100* Reduce 80 80 80 off 895, 899A, 898
(large types)
3. Thoriated Tungsten filament........ 100 95-100 80 off off off 211, 803, 851
(small and medium types)
4. Thoriated-Tungsten filament........ 100 95-100 80 80 off off 827R, 861
(large types)
5. Oxide-coated filament. ............. 100 100 100 100 off off 866A, 872A
{small and medium-gas, vapor)
6. Oxide-coated filaments or cathodes... 100 100 100 100 100 off 857B, 870A
(large-gas, vapor)
7. Oxide-coated cathodes.............. 100 95-100 100 off off off 807, 837
(high vacuum)
8. Oxide-coated filaments.............. 100 95-100 80 off off off 1616, 1619, 1624

(high vacuum, quick heating)

* Normal load operation may be less than 1009, as recommended in instructions.

Note: Recently the NAB Engineering Department asked vacuum tube manufacturers to submit recommendations
covering the stand-by operating conditions that would assure the maximum life from transmitting tubes. It was found that
differences of opinion existed among the manufacturers and that the problem was further complicated by the variety of tube
types to be considered. The manufacturers coordinating through the RMA Transmitting Tube Committee have now released

No. 2

the above standard recommendations.

TUBES REPAIRED WITHOUT
PREFERENCE RATING

The radio and radar division of WPB has just released
the following interpretation of preference rating order
P-133 and general limitation order L-265, insofar as the
orders apply to the repairing of vacuum tubes:

“From time to time the question has arisen as to the
reatrictions of preference rating order P-133 with regard
- to the repair of vacuum tubes. The limitations and re-
strictions of P-133 apply only to the extension of ratings
under that order.

“Order P-133 prohibits an operator from applying a
rating to obtain a new tube as long as he has one spare
tube for each active tube socket. However, there is no
limitation on the number of tubes which may be repaired,
or the number of repaired tubes which may be held as
spares. It is permissible to repair any tube without the
extension of a preference rating. It is also to be noted
that if a burned-out tube is to be repaired, it is not neces-
sary, under P-133, to return the old tube to the manufac-
turer in order to obtain a new tube.

“General limitation order L-265 specifically exempts
from its provisions the transfer of electronic equipment

for repair, as well as exempting any operations involved
in the repair of a specific piece of electronic equipment.
Thus, any number of tubes can be répaired without the
extension of a preference rating. However, a preference
rating under P-133 cannot be extended for the purchase of
a new tube unless an operator has in his inventory less
than one spare tube per socket.”

NEW PREFERENCE RATING IS “AA-2”

Radio broadcasting now has AA-2 rating instead of
AA-2X rating assigned last February 14, under P-133.

All other terms of P-133 still apply with one possible
exception. This concerns the quantity of material you
are now using for maintenance, repair and operating sup-
plies. Quantity cannot be more than that used in 1942
This is covered in paragraph (f) of CMP Reg. 5 (page
238, NAB Reports).

In buying materials your new AA-2 preference rating is
applied by use of the following certification appearing on
order and properly signed:

“Preference rating AA-2—MRO. The under-
signed certifies, subject to the criminal penalties



for misrepresentation contained in section 35(A)
of the United States Criminal Code, that the items
covered by this order are required for essential
maintenance, repair or operating supplies; that
this order is rated and placed in compliance with
CMP Regulation No. 5; and that the delivery re-
quested will not result in a violation of the quan-
tity restrictions contained in paragraph (f) of
said regulation.”

Use form PD-1A for material not obtainable with AA-2.
No change in this procedure.

The above is an interpretation of the new regulations
obtained from WPB.

NEED TECHNICIANS?

The NAB engineering department has now been recruit-
ing technicians, not presently employed in the broadcast
industry, for several months. Several methods of recruit-
ing both men and women for replacement technical posi-

tlons are now hbeing used. Currently, we are receiving
more applications for positions than requests for assistance
from broadcast stations.

It is important that these applicants be placed as soon
as possible after registering with NAB or they will find
employment elsewhere and be lost to the broadecast indus-
try. In order to expedite the placing of these candidiates,
a few applicants are being selected from the NAB files to
be placed on regional availability lists. These lists will
be mailed with the current issue of the Swap Bulletin
addressed to chief engineers.

Stations in need of replacement technicians should first
make every effort to fill vacancies locally. If it is found
impossible to obtain the required replacements, stations
are invited to write to the NAB Engineering Department
for the names of several available persons. NAB has no
knowledge of the applicants other than the statements
contained in the registration letter and is therefore not in
a position to make employment recommendations. The
usual employment references should be obtained by direct
correspondence with the applicants.



.

The full text of this bulletin appears in this issue of the NAB
REPORTS. Please route this copy to your Chief Engineer.
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New Priority Instructions

As first reported in NAB REPORTS (page 414, October
8, 1943), Preference Rating Order P-133 has been revised
by WPB to make it the exclusive controlling order for
obtaining maintenance, repair and operating supplies for
radio broadcasting. The amendment continues the AA-2,
MRO-P-133 symbol and preference rating to broadcast
stations.

Recording blanks to be used exclusively for broadcast
purposes. may be purchased by broadeast stations under

the preference ‘rating AA-2, MRO-P-133. Blank dises to
be used for purposes other than broadcasting are assigned
the preference rating AA-5 by the revised order.

Section (e) (1) is a clarification of tube inventory re-
strictions. The language of this section has been inter-
preted to allow the use of these ratings or allotment symbol
only if a similar tube has first been operated to failure
and the purchaser has in stock less than one new and one
rebuilt tube, or two rebuilt spare tubes per active socket.

PART 3289—RADIO AND RADAR
[Preference Rating Order P-133, .as:
Amended Oct. 8, 1943]
ELECTRONIC EQUIPMENT
Section 3289.41 Preference Rating Order
P-138 is hereby amended to read as follows:

§ 3289.41 Preference Rating Order P-133
—(a) What this order does. This is a com-
plete revision of Preference Rating Order
P-133. It gives preferences ratings to per-
sons engaged in certain businesses. It also
entitles some of them to use the allotment
symbol “MRO”. The ratings and symbol
can be used only to get materials for
maintenance, repair and operating sup-
plies; and there are also certain special
restrictions set forth in paragraph (e).
The businesses, and the ratings and symbol
assigned to persons engaged in them are:

(1) Radio communication—AA-1, Per-
sons engaged in this business are also en-
titled to use the allotment symbol “MRO’’,

(2) Radio broadcasting—AA-2. Persons
engaged in this business are also entitled
to use the allotment symbol “MRO”,

(3) Sound recording for commercial,
educational or industrial purposes—AA-5.

(4) Operation and maintenance of public
address, intercommunication, plant sound
or other similar electronic systems. such
as systems for the controlled distribution
of musical programs—A A-5.

(b) What is meant by maintenance, re-
pair and operating supplies. These terms
include whatever is necessary to keep a
person’s business property and equipment
in sound working condition, or to fix it
‘when it has broken down or is about to
break down. They also include those things
which are normally used in the day-by-day
operation of any of these businesses, being
as a rule things which are consumed in use.
On the other hand, there are some things
which these terms do not include, and to
which the benefits of this order do not
extend. These are production materials,
capitalized repairs, capital equipment,
capital replacements, plant expansion, addi-
tion of facilities, and the construction and
remodeling of buildings.

(¢) Relation of this order to War Pro-
duction Board regulations and other orders.
"This order and all things done under it are
subject to the provisions of all applicable
regulations and orders of the War Produc-
tion Board, except that persons who are
engaged in the businesses listed in this
order to that extent are entitled to none of
the benefits, and are subject to none of the
restrictions, contained in CMP Regulations
No. 5 and No. 5A. Any one using this
order should read particularly Priorities
Regulation No. 3, which tells how to apply
and extend ratings, and which contains a
list of things which blanket MRO ratings
(such as those assigned by this order)

cannot be used to get (Priorities Regula-
tion No. 3, paragraph (f) and List B).

(d) How to use the ratings and allot-
ment symbol. (1) Persons entitled to use
these ratings and the allotment symbol
“MRO” under this order may do so0 by
placing on their purchase orders either the
form of certificate provided in Priorities
Regulation No. 3, or that provided in CMP
Regulation No. 7. In every case those
persons entitled under this order to use the
allotment symbol “MRO’” must place on
their purchase orders in addition to the
certificate the symbol “MRO-P-133".

(2) Any purchase order for controlled
Jmaterials which bears such a certificate
and symbol is an authorized controlled
material order, and on such orders the
preference rating should not be shown.
The preference rating must, of course, be
shown on orders for anything but con-
trolled materials.

(e) Resirictions on the use of the ratings
and allotment symbol. No person shall use
these ratings or allotment symbol:

(1) To buy or to repair a tube unless a
similar tube has first been operated to fail-
ure, or unless he has in stock less than one
new and one rebuilt, or two rebuilt spare
tubes for each active tube socket., All
power tubes of 250 watts or more (plate
dissipation), which have been operated to
failure and are not to be repaired, shall be
returned to the manufacturer.

(2) To replace in stock any spare parts
except parts which are subjeet to frequent
failure or rapid deterioration, or parts
which are of such special design that their
failure would cause a lengthy interruption
of operations unless they could be imme-
diately replaced from stock.

(3) To replace in stock a new part
(other than a tube) if the old part can be
repaired.

(4) To replace equipment which has not
been used within the ratings specified by
the manufacturer of the equipment.

(6) To increase the value of a person’s
inventory of repair parts (not including
tubes) above the value of such inventory
on October 5, 1942,

(6) To increase a person’s inventory of
operating supplies (not including tubes)
above a ninety-day requirment.

(7) To get aluminum if the use of any
other material is practicable, or to get more
than five hundred pounds of aluminum in
any calendar quarter in any event.

(8) To get materials for the mainte-
nance, repair or operation of equipment
for the account of War Emergency Radio
Service.

(f) Persons who service these businesses.
Any person (such as a service repair shop)
who does maintenance or repair work for
anyone engaged in any of the businesses

described in this order may use the rating
and symbol to which his customer would be
entitled in order to get materials to do that
work for his customer., In such a case the
restrictions of paragraph (e) apply as to
the customer and the customer shall be
responsible if they are violated.

(g) Special rule for international, point-
to-point, radio communication carriers.
Any person engaged in international, point-
to-point radio communication, as a com-
mercial operation, may use the rating and
allotment symbol given by this order to
rearrange, modify or expand existing facili-
ties and equipment (but not buildings)
elthe_r to maintain his regularly established
services, or to provide whatever new or
modified service may be necessary to render
services required by or for the account of
the United States Army, the United States
Navy, any agency of the United States
Government, or any agency of any foreign
government.

The cost of materials for any one project
undertaken under this paragraph (g) must
not exceed $1,500.00, in which case the
restrictions of paragraph (e) of this or-
der, and the rules of Conservation Order
I-41 shall not apply, and an authoriza-
tion to begin construction shall not be
necessary.

(h) Penalties for wviolating this order.
Any person who wilfully violates any pro-
vision of this order or falsifies the certifi-
cate prescribed in paragraph (d), or who
conceals any material information or fur-
nishes false information to any department
or agency of the United States is guilty of
a crime. If convicied, he may be punished
by fine or imprisonment. He may also be
deprived of any or all priorities assistance.
For_example, he may be prohibited from
getting, delivering, processing, or using
anything which is subject to priority con-
trol by the War Production Board.

(i) How to appeal from any provision
of this order. Any person may appeal for
relief from any provision of this order by
writing a letter which explains fully what
provisions he is appealing from and why
he thinks he should be relieved from those
provisions so far as they relate to him or
his business. He should send this letter
with two signed copies to the War Pro-
duction Board.

(J) Letters and reports about this order.
Any letters about this order, or any ie-
ports which persons subject to this order
may be required to file, should be addressed
to the War Production Board, Radio and
Radar Division, Washington 25, D. C.,
Ref: P-133.

Issued this 8th day of October 1943,

‘WaAR PRODUCTION BoOARD,
By J. JoseEPH WHELAN,
Recording Secretary.




General instructions for the purchase of materials in ac-
cordance with P-133 as amended October 8, 19483, are as
follows:

1. Read Preference Rating Order P-133 as amended
October 8, 1943, and become.familiar with the provisions
of the order.

2. Operate all tubes and parts to absolute failure, be-
fore installing replacements, in order to bring inventory
within the limits of the order.

3. Hold best spare tubes for last use in the equipment
thus minimizing the chance of failure while procuring
replacements. In order to check the condition of spare
tubes and to insure their immediate availability without
conditioning, use all spares not less than one day every
three months and not more than one day of each month.
This practice is preferable to the rotation of spare tubes
on an equal use basis.

4. Immediately upon the failure of tubes which will re-
duce the spare inventory to less than the maximum per-
mitted, place a purchase order with your supplier. This
purchase order should bear the required certification as-
signing the preference rating AA-2, MRO-P-133. When
placing the purchase order request delivery prior to a
definite date and ask your supplier to advise you imme-
diately if for any reason the order cannot be filled on or
before the required date. If notice is received from sup-
plier that delivery cannot be made by the date specified,
immediate inquiry should be made to all other known
sources of supply concerning their ability to fill the order
in accordance with your requirements. If these inquiries
result in a satisfactory delivery promise from another sup-
plier, the original order should be cancelled and another
order placed with the new supplier (WPB Regulation 3,
amended June 26, 1942, Section (b), paragraph 3. This
regulation forbids duplicate orders.)

5. The following certification form should be placed
on all orders:

CERTIFICATION

The undersigned purchaser hereby represents to the
seller and to the War Production Board that he is entitled
to apply or extend the preference ratings indicated oppo-
site the items shown on this purchase order, and that such
application or extension is in accordance with Priorities
Regulation No. 3, as amended, with the terms of which
the undersigned is familiar.

Name of Purchaser Address

By

(Signature and title of Date
duly authorized officer)

6. If after following the procedure outlined in para-
graph 4 a satisfactory. delivery promise is not obtained,
an order should be placed with the supplier offering the
best delivery promise. At the same time a 541 form
should be filed with the War Production Board, Director
of Industry Operations, Washington, D. C. Be sure to
furnish all required information, including your purchase
order number or the vendor’s order number, on the WPB-
541 (formerly PD-1A) and outline in the covering letter
the substance of your correspondence under paragraph 4.

7. If capital equipment, such as turntables, microphones,
amplifiers, monitors, transmitters, antennas, etc., is de-
stroyed by fire, accident or other causes, it is suggested
that the problem of obtaining proper authorizations for
the replacement of the lost equipment be referred to the
regional WPB office for instructions. A directory of re-
gional WPB offices will be found in this issue of NAB
REPORTS and Broadcast Engineering Bulletin No. 3.

8. If your station is actually off the air due to the failure
to obtain spare tubes or parts or if the tubes or parts in
use (for which no replacements are available) appear to
be approaching failure communicate immediately by tele-
phone or telegraph with the WPB Emergency Branch,
Washington, D. C. The telephone number is REpublic
7500, extension 75052. This communication should refer
to your 541 application, if previously filed.

To avoid confusion, it is suggested that Broadcast Engi-
neering Bulletin No. 1 dated February 5, 19483, be re-
moved from your files and this bulletin substituted. The
complete text of the new order as amended October 8,
1943, is printed herewith.

DIRECTORY OF REGIONAL OFFICES
RADIO AND RADAR DIVISION, WPB

REGION 1— Michael Scott, Chief
Boston, Mass. 17 Court Street
= Boston, Massachusetts
Phone: Lafayette 7500

Frank S. Misterly, Chief
Empire State Building
New York, New York
Phone: Murray Hill 3-6805
Charles Eppleur

Globe Indemnity Building
Newark, New Jersey
Phone: Market 2-0700
W. T. Croysdill

1138 Rand Building
Buffalo, New York
Phone: Madison 3-160

REGION 38— » David Miller, Chief
Philadelphia, Pa. 1617 Pennsylvania Boulevard
- Philadelphia, Pennsylvania
Phone: Locust 3400

Guy Mankin

116 Candler Building
Atlanta, Georgia
Phone: Walnut 4121

Howard J. Shartle, Chief
1318 Union Commerce Building
Cleveland, Ohio

Phone: Cherry 7900 _

M. G. Thomas

34 E. Fourth Street
Cincinnati, Ohio

Phone: Parkway 0100
Wm. H. Martin

1st National Bank Building
Pittsburgh, Pennsylvania
Phone: Grant 5370

Raymond H. Woodford, Chief
226 W. Jackson Boulevard
Chicago, Illinois

Phone: Andover 3600

Fred H. Larrabee

Mutual Interstate Building
Kansas City, Missouri
Phone: Harrison 6464

R. C. Watson

1221 Mercantile Bank Building
Dallas, Texas

Phone: Riverside 5711
George Joslyn

Continental Oil Building

Denver, Colorado
Phone: Tabor 3137

Harold S. Ayers

13855 Market Street

San Francisco, California
Phone: Klondike 2-2300
Herman Schmieter

1031 South Broadway
Los Angeles, California
Phone: Richmond 1261
John G. Carroll

7310 Woodward Avenue
Detroit, Michigan

Phone: Trinity 2-4900

H. M. Richardson

334 Midland Bank Building
Minneapolis, Minnesota
Phone: Main 3244

REPAIRED TUBES

Many stations have been able to maintain adequate tube
inventories through the use of repaired tubes. When diffi-
culties are encountered in obtaining new tubes (250 watts
or more) it may be well to investigate thoroughly the
repair facilities now available. A directory of firms en-
gaged in this work will be found in NAB REPORTS of Oc-
tober 2, 1942, page 580, and October 23, 1942, page 611.
If additional information is desired concerning either tube
repairing facilities or the dependability of repaired tubes,
communicate with the NAB Engineering Department.

REGION 2—
New York, N. Y.

REGION 4-——
Atlanta, Georgia

REGION 5—
Cleveland, Ohio

REGION 6—
Chicago, Ill.

REGION 7—
Kansas City, Mo.

REGION 8—
Dallas, Texas

REGION 9—
Denver, Colorado

REGION 10—
San Francisco, Calif.

REGION 11—
Detroit, Mich.

REGION 12—
Minneapolis, Minn.
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“PAT -ON-THE -BACK” BULLETIN

Here Are a Couple of Roses

OFFICE OF PRICE ADMINISTRATION

Mr. Neville Miller, President,
National Association of Broadecasters,
Washington, D. C.

DeaArR MR. MILLER:

I wish to take this opportunity to express on behalf of
the Office of Price Administration and myself the deepest
appreciation for the fine public service rendered by your
industry during the past few months in helping explain
to the American people the essential facts concerning re-
cent rationing programs instituted by this agency.

We in OPA have been faced recently with the prob-
lem of implementing complex rationing programs covering
footwear, processed foods, and meats and fats. The task
of instilling in the American people an understanding of
(a) the reasons underlying these programs and (b) the
mechanics of their operation has been a difficult one. In
certain cases we have had to get information out to every
household and to thousands of merchants with a minimum
of delay. We turned, of course, to our system of free radio
for aid in this important work.

The industry has responded magnificently. You have
helped us in three principal ways: (a) Through your regu-
lar news broadcasts you have enabled us to get basic in-
formation out almost simultaneously; (b) through your
commentators you have aided us in dissemination of ex-
planatory material designed to secure wide understanding
and acceptance of our programs; and (¢) by making avail-
able time on your stations for myself and other OPA offi-
cials you have made it possible for us to make detailed
explanations of OPA problems.

Your cooperation has proved to be a vital factor in the
success of these “home front” measures which are related
intimately to the winning of the war. For that we in
OPA extend to you our grateful thanks and appreciation.

Sincerely yours,
PrRENTISS M. BROWN.

TREASURY DEPARTMENT

April 15, 1943.
Mr. Art Stringer,
National Association of Broadeasters,
1760 N Street N. W,
Washington, D. C.

DEAR MR. STRINGER:

On behalf of the Treasury Department, we want to ex-
press to you and all associated with NAB our heartiest
thanks for the invaluable cooperation given us in planning
and publicizing RADIO DAY to launch the 2nd War Loan.

April 12, 1943 should go down in radio history as the
greatest all-out cooperative effo1t ever accomplished by the
industry. The Treasury Department is deeply grateful
to the nation’s broadcasters who gave so unsparingly of
their time and effort to make Radio Day such a tremendous
success. Since it is impossible personally to thank the
thousands of people who contributed toward the radio
launching of the 2nd War Loan, we hope that you will pass
on to all your stations our sincere and heartfelt THANKS.

Sincerely

VINCENT F. CALLAHAN,
Director of Radio, Press
and Advertising.

MARJORIE L. SPRIGGS,

Chief, Radio Section,
War Savings Staff.
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Third War Loan Bulletin

The Gauntlet Is Down In The Biggest Chal-
lenge Ever Given The Broadcasting Industry

New Guinea

This boy got it in the steaming mess that is jungle Thank God that this isn’t one of our homes and one
fighting in New Guinea. All we can do can’t touch what of our children this soldier is carrying out the doorway.
this boy has done. :

These pictures were printed because they say a lot of things that we broadcasters are taking
and have got to take to heart to accept this great challenge:

“The Third War Loan Is The Biggest Job Of War Financing Ever Undertaken
In One Month In The History Of The World—Are You Equal To It?”

Some folks think we aren’t. Some in the government and elsewhere. They think it’s just
too big for radio or anyone else. Even the Treasury is only figuring on a 50-50 chance of you or
anyone else making the grade. Here It Is:



Name of Campaign: Third War Loan
Starting date: September 9, 1943

Slogan:

BACK THE ATTACK—WITH WAR BONDS

Objective: To raise 15 billion dollars to finance the war.

All money to be obtained

from sources other than commercial banks.

Theme: Invasion.

Each person who possibly can do so is asked to buy at least an

extra $100 Bond during September to back up the men in the armed forces.

Where the money is to come froni: Current income and surplus accumulations of

funds.

your best people on this.

Drive—a bigger job than the U. S. Census.

| Activate Yourself As Issuing Agencies

The Treasury is issuing 65 million registered certificates for the Third War Loan

There aren’t nearly enough issuing agencies.
Many broadcasting stations have registered as issuing agencies—BUT THEY'RE FALL-
ING DOWN ON THE JOB AND EVEN WITHDRAWING AS SUCH!

on this thing and help the Treasury as issuing agencies—this is vital—put one or more of

Let’s about face

Neville Miller Says—

“In war as in peace, sometimes a ray of sunshine
cheers us out of all proportion to the threat of heavy,
black clouds all around. There is a little sunshine in
our war picture right now, but the storm still rages
heavily, with great loss of life and physical destruction
still impending.

“We must never forget that our war losses are directly
proportionate to our ability to maintain a rapidly ex-
panding, hard hitting military juggernaut. This is a
tremendous responsibility. If we falter even for a
moment, casualties and new dangers can be traced to
our let down. :

“The Third War Loan Drive of the United States
Treasury is imminent. It calls for fifteen billion dollars
to be raised from the people—NOT from banks and
other financial centers, but from the people in your block
and my block, in the coverage areas of radio stations,
in all the streets and farm lands of this nation.

“It will be a challenge not only to radio, but to every-
nne to meet this goal. Radio has pledged itself anew to
do everything possible in furnishing voluntarily time,
talent and facilities without stint or qualification, both
network and local.

“As a vital artery of communications, radio knows its
job. Like the people it serves, radio will keep its eyes
fastened to the balance sheet, showing materiel of war
in the one column against casualties, defeats and despair
in the other. We all know that it will take greater and
greater effort to add up to final victory.

“The Third War Loan campaign calls for raising from
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the public four times the money raised in the last drive.
We of radio shall set our sights accordingly and shall not
let false optimism diminish our attack until the goal is
achieved.”

This Is It!

By
Vincent F. Callahan

Director of Advertising, Press and Radio
U. S. Treasury War Savings Staff

The Third War Loan drive to raise fifteen billion dollars
in War Bonds, between September 9 and September 30,
to finance the war, is the biggest and toughest job which
the radio industry ever has had to face.

The success of the Third War Loan drive depends to a
great extent upon how well the radio industry realizes the
immensity of this challenge.

The radio industry was one of the prime forces behind
the spectacular success of the 2nd War Loan Campaign

. . . previously the greatest single money-raising cam-
paign in the history of the world.

But, still, there are facts to show that the great April
War Loan drive did not reach all of the American people
with its message of the great need for more dollars in-
vested in War Bonds.

By the same token, these facts show that there is a



great, rich field left uptapped . . . and which must be
tapped by radio if the Third War Loan drive is the success
it must be.

Here are those facts:

More than one out of every five urbanites did not even
know there was a War Loan drive on!

More than three farmers out of ten did not even know
there was a War Loan drive on!

Of course, the answer to this situation lies in the hands
of the radio industry. The radio is an intimate member
of almost every family in America.

What’s In the Book

Preliminary reports indicate that the radio industry
will make every possible effort to meet successfully the
challenge of the Third War Loan Drive. Here is what
is in the “book” so far:

During the 22 days beginning September 9 (opening
day of the drive), the greatest array of radio programs
and personahtles ever to go to work on any campaign will
hit the airwaves in behalf of the effort to get every person
who possibly can to buy at least one extra $100 War
Bond.

Through the medium of national commercial and sus-
taining programs, local station announcements, and na-
tional spot programs the radio industry will reglster at
least one and one-half billion listener impressions in be-
half of the 3rd War Loan, from September 9 until the
drive is finished. . This coverage is expected to be at least
25% greater than the radio coverage of the 2nd War Loan.

The estimated total value of time and talent for the
programs and announcements on the 3rd War Loan will
mount up into the millions of dollars.

Two hundred and fifteen of the bigtime network pro-
grams . . . with a listener audience of 600,000,000 . . .
will aim messages on the 3rd War Loan during the drive.
In essence this amounts to three out of four of the big-
time network programs.

During these programs, radio’s favorite stars and their
guest stars will make personal appeals on the 3rd War
Loan Also, appeals on bigtime programs will be made
by returned veterans of the fighting fronts.

In addition, almost 100% response is expected to the
proposal that every big network schedule devote at least
one entire program to the 3rd War Loan during the time
of the drive.

The Army and the Navy also are marshalling their
radio big guns in the armament of the 3rd War Loan.
War and Navy Department press relations officers will
give coverage on approximately 800 Local Service Pro-
grams during the 3rd War Loan.

Amazing as all this national coverage is, still this is
not all—not by a long shot. At this moment all four net-
works are busy devising special programs and events to
give complete radio life to the 3rd War Loan . . . and
bring home the meaning of this drive to every American.
These network special programs and events may take
the form of individual network-and-affiliate round the
clock broadcasts—sparked by personal appeals by radio
personalities and war heroes. The tentative plans call
for one such ’'round the clock special event by each net-
work. And there are plans underway for special pick-ups
from the fighting fronts—talks by commentators on the
scene of battle and our military leaders. Other programs
in the tentative stage are broadcasts from military hos-
pitals, broadcasts from scenes famous in American history.

And these are only a few examples of what is still in
the network “hopper” for the 3rd War Loan Drive,
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Radio Day

September 9, Radio Day, will explode the message of
the 3rd War Loan through the following ’round the
clock broadcasting events:

Every radio program slated to carry a Government
message on September 9 will plug the 3rd War Loan.

Eighty per cent of the top network programs on this
day will be 3rd War Loan programs.

At least twenty-six of the bigtime programs will give
special treatment to 3rd War Loan messages—carrying
these messages as integrated parts of the program or even
basing the entire program on the 3rd War Loan.

All network affiliate stations will carry nine one-minute
transcribed dramas or “live” announcements on the 3rd
War Loan. All non-network stations will carry 12 one-
minute transcribed dramas or “live” announcements on
the 3rd War Loan.

The four networks’ sustaining programs on September
9 will carry the ball for the 3rd War Loan.

Every local station in the country will devote station
break announcements to the 3rd War Loan on Radio
Day. In addition, a majority of local stations are plan-
ning special events connected with local rallies, speeches
by community leaders, other special promotions designed
to explode the 3rd War Loan locally with the biggest
War Bond bang possible.

Throughout the Drive

Among the big guns in the radio barrage for the 3rd
War Loan are the programs of the Treasury Star Parade—
the most popular series of transcribed programs ever to
go out over the air. Twenty-one Treasury Star Parade
programs . . . one a day for the length of the drive . . .
have been produced for the 3rd War Loan. Here they are:

Bing Crosby leads off the “Treasury Star Parade” pro-
gram for the 3rd War Loan Drive as Master of Cere-
monies and Singer of the nation’s favorites, such as
“You'll Never Know” and “Sunday, Monday or Always.”
John Scott Trotter conducts the orchestra, with The
Charioteers and the Music Maids and Phil rounding out
this all-musical program.

A visit to the Bumsteads is furnished in the next pro-
gram called “Blondie Sells Some Bonds” with the radio
favorites—Penny Singleton as Blondie and Arthur Lake
as Dagwood.

Another comedy in the series is furnished by the beloved
Baby Snooks. The “Treasury Star Parade” presents
“Baby Snooks and Daddy,” starring Fannie Brice and
Hanley Stafford.

Comedian Eddie (Rochester) Anderson steps into a
stirring dramatic role in “Big Jim” with Michael O’Shea.

Another dramatic presentation is “A Man’s Memory”
starring Martin Kosleck.

Fibber McGee and Molly add a lighter vein to the
“Treasury Star Parade” in a program presented in their
own inimitable manner.

The most popular tunes of today are brought to the
“Treasury Star Parade” by the most popular orchestra
leaders of today. Freddy Martin, Ray Noble, Ted Lewis,
Jan Garber, Vaughn Monroe and Tommy Dorsey-—all
do two or more complete musical programs with their
orchestras and individual soloists.

Another feature to be issued from Washington in the
3rd War Loan is the series of transcribed messages made
by United States Senators. Radio stations in every state
will receive three transcribed 3rd War Loan appeals by
each of that state’s own U. S. Senators. (Owing to un-



avoidable circumstances connected with the war it may
not have been possible to record both Senators from
your state.)

Saturday Night Bandwagon

As the paratroopers in the 3rd War Loan drive there
are the Treasury Department’s own programs: The Satur-
day Night Bondwagon, heard over the Mutual Broad-
casting System, from 10:15 to 10:45 p. m., EWT, on
Saturdays; Tommy Dorsey, heard over the Blue Net-
work, from 12:30 to 12:55 a. m., on Fridays; Horace
Heidt, heard over the Blue Network, from 5:00 to 6:00
p. m., on Saturdays; Guy Lombardo, heard over the
Mutual Broadcasting System, from 11:30 to 12:00 mid-
night, on Wednesday.

Every radio station in the country will receive and
broadcast an average of 42 one-minute transcribed
dramas or “live’”’ announcements weekly in behalf of the
3rd War Loan drive.

And, still in the works are many special events . . .
to be arranged and broadcast by the Treasury throughout
the length of the campaign, featuring Secretary Morgen-
thau and other government leaders.

Local Work Is Key

The greatest part of the preceding is the story of the
radio industry’s national participation in the Third War
Loan drive. Such national participation is a credit to

the radio industry and, without it, the Third War Loan
could not succeed. But, equally important, if not more
important, is the local picture of radio’s cooperation
with the Third War Loan Campaign.

Without wholehearted, one hundred per
cent cooperation by loeal radio stations
the Third War Loan cannot be a success
no matter how much radio does on a net-
work scale. 'The local radio station is
the key to all successful local promotion
of the Third War Loan drive and the
actual sale of War Bonds to the amount

of $15,000,000,000.

What the local radio station can do in the Third War
Loan drive is best known to the local radio station man-
ager and the personnel of that radio station—based upon
activity in the Second War Loan and activity in the
general field of sales promotion. However, it must be
emphasized, whatever has been done in the past must
be judged as a springboard for doing more not as a
“ceiling.”

To assist local radio stations in their efforts to make
a success of the Third War Loan Drive, the War Finance
Division is preparing a special edition of the Radio News
which will contain ideas and suggestions which originated
in the radio industry itself.

Here are the Securities in the Third War Loan

Securities to fit every class and type of investor will be sold to the American people during the Third War Loan

campaign opening September 9.
Salient facts about each type of security follow:

United States War Savings Bonds Series E: Now the most widely sold security in America. Known as the
People’s Bond the Series E War Bonds are issued to meet the needs of the small investor. No one person may buy
more than $5000, maturity value ($3750 purchase price), in any one calendar year. For every $3 invested in Series
E Bonds you receive $4 at the end of 10 years. They are dated the first day of the month in which payment is
received by an authorized issuing agent. Due 10 years from issue date. Interest return: equivalent to 2.9 per cent
compounded semiannually, if held to maturity. Denominations: $25, $50, $100, $500, and $1000. Issue price is 75
per cent of maturity value. Owners may redeem bond in whole or part at any time 60 days after issue date without
notice at stated redemption values. Cannot be used as collateral for loans.

United States Savings Bonds Series F and G: For larger investors. Series F, issued at a discount, are
commonly known as 12-year appreciation bonds. Redeemable at option of owner at increased fixed redemption values.
Increase in value represents the interest return, which is approximately 2.53 per cent compounded semi-annually if
bonds are held to maturity. Issue price is 74 per cent of maturity value. Issued in $25, $100, $500, $1000, $5000,
and $10,000 denominations. Limit on holdings: $100,000 (issue price), of either series or a combination of both F
and G, in any one calendar year. Who may buy: All classes of purchasers other than commercial banks accept-

ing demand deposits.

Redemption: On first of any month, six months after issue date upon one month’s written notice.

Series G Bonds are issued at par. They bear interest at the rate of 214 per cent a year, the interest being
payable semi-annually by Treasury check. They mature 12 years from issue date. They are redeemable prior to
maturity at option of owner, at fixed redemption prices, which are less than the face amount of the bonds for interest
adjustment purposes. In the matter of who may buy, limit on holdings, and redemptions they are similar to the F
Series. Denominations are $100, $500, $1000, $5000, and $10,000.

Treasury Savings Notes of Series C: Issued at par in $1000, $5000, $10,000, $100,000, $500,000, and
$1,000,000 denominations. Designed for Federal tax payments and short term investment. Due three years from
issue date. Investment yield is 1.07 per cent a year if held to maturity; lesser yield if redeemed for cash or tendered
in payment of taxes at earlier dates. May be redeemed at par and accrued interest, after six months from purchase
date. May be used as collateral for loans from banking institutions only. May be purchased in unlimited amount

by any individual, or bank, corporation or other entity.

Treasury Certificates of Indebtedness: Dated September 15, 1943, due September 1, 1944, paying 7§ per
cent. They will be available for subscription by investors during the entire period of the drive. The certificates



will be in denominations of $1000 to $1,000,000 and will be issued in coupon form only. Not open to commercial
bank subscription.

Two per cent Treasury Bonds: Dated September 15, 1943, due September 15, 1953, callable September 15,
1951. Available for subscription by investors for the entire period of the drive. These bonds will be in denomina-
tions of from $500 to $1,000,000 and will be issued in coupon or registered form at the option of the buyer. Not
open to commercial bank subscription.

Twenty-six Year 215 Per Cent Treasury Bonds: Dated September 15, 1943, due December 15, 1969, call-
able December 15, 1964. Will be issued in coupon or registered form at the option of the buyer. Commercial banks,
which are defined for this purpose as banks accepting demand deposits, will not be permitted to own these bonds until
September 15, 1953. There will be no limit to the amount of this issue and no restriction upon the issuance except-
ing the temporary exclusion of commercial banks from ownership for their own account. The bonds will be sold in

denominations of from $500 to $1,000,000.

State Chairmen of War Finance Committees

ALABAMA
Ed Leigh McMillan
1525 Comer Building
Birmingham 3

ALASKA
Gov. Ernest H. Gruening
Post Office Box 110
Juneau

ARIZONA
Walter R. Bimson
Post Office Building
Phoenix

ARKANSAS
W. W. Campbell
Radio Center, 1st Floor
Little Rock

CALIFORNIA

Charles R. Page
(Northern)

733 Monadnock Building

San Francisco 5

Robert H. Moulton
(Southern)

621 South Spring Street

Los Angeles 14

COLORADO
Clarence H. Adams
302 Colorado Building
Denver 2

CONNECTICUT
Thomas Hewes
36 Pearl Street
Room 523
Hartford 3

DELAWARE
Henry T. Bush
1064 du Pont Hotel Building
Wilmington 99

DISTRICT OF COLUMBIA
John A. Reilly
852 Washington Building
Washington 5

FLORIDA
W. W. McEachern
404 Federal Building
Jacksonville 1

GEORGIA
Charles A. Stair
1202 C. & S. National Bank
Building
Atlanta 3

HAWAII
Fred H. Kanne
Young Hotel Building
1055 Bishop Street
Honolulu

IDAHO
John Schoonover
423 First National Bank Building
Boise

ILLINOIS
Harold H. Swift
300 Bankers Building
105 West Adams Street
Chicago

INDIANA
Eugene C. Pulliam
816 Illinois Building
Indianapolis 4

IOWA
Herbert L. Horton
800 Walnut Building
Des Moines 8

KANSAS
W. Laird Dean
208 Federal Building
Topeka
KENTUCKY
Ben Williamson, Jr.
(Eastern)
808 Second National Bank
Building
Ashland
S. Albert Phillips
(Western)
510 Republic Building
Louisville 2

LOUISIANA
Leon G. Tujague
512 Pan American Building, Camp
and Poydras Streets
New Orleans 6
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MAINE
(Co-Chairmen)
H. Nelson McDougall
Edward E. Chase
Room 607
Bank of Commerce Bldg.
Portland

MARYLAND
Hooper S. Miles
601 Maryland Trust Building
Baltimore

MASSACHUSETTS
Albert Evarts
79 Milk Street
Boston 9

MICHIGAN
Frank N. Isbey
600 Union Guardian Building
Detroit 26

MINNESOTA
O. J. Arnold
570 Northwestern Bank Building
Minneapolis

MISSISSIPPI
Rex I. Brown
1005 Lampton Building
P. O. Box 747
Jackson

MISSOURI
Walter W. Head
200 Federal Commerce Trust
Building
208 N. Broadway
St. Louis 2

MONTANA
A. T. Hibbard
302 Federal Building
Great Falls

NEBRASKA
W. Dale Clark
636 World Herald Building
Omaha 2

NEVADA
Forest Lovelock
35 East 4th Street
Reno



NEW HAMPSHIRE
Winthrop L. Carter
Bell Building
922 Elm Street
Manchester

NEW JERSEY
Franklin D’Olier
Post Office Building
Newark 2

NEW MEXICO
Cale W. Carson
101 Federal Building
Albuquerque

NEW YORK
W. Randolph Burgess
1270 Sixth Avenue
New York City 20

NORTH CAROLINA
Clarence T. Leinbach
P. O. Box G2
Greenshoro

NORTH DAKOTA
F. L. Conklin
Neirling Block
Jamestown

OHIO
Roy D. Moore
693 Union Commerce Building
Cleveland 14

OKLAHOMA
A. E. Bradshaw
203 Drew Building
Tulsa

OREGON
Ed. C. Sammons
330 American Bank Building
Portland

PENNSYLVANTA
Ellsworth A. Roberts
12 South 12th Street
Philadelphia

RHODE ISLAND
C. Burton Hibbert
1812 Industrial Trust Building
Providence 3

SOUTH CAROLINA
Christie Benet
Federal Land Bank
Columbia

SOUTH DAKOTA
Walter H. Burke
Post Office Building
Sioux Falls

TENNESSEE
Cecil Woods
Third National Bank Building
170 Fourth Avenue
Nashville 3

TEXAS
Nathan Adams
Dallas Power & Light Building
Dallas

UTAH
Charles L. Smith
Union Pacific Building Annex
19 W. South Temple St.
Salt Lake City.

VERMONT
Fred C. Martin
Hotel Van Ness
Box 108
Burlington

VIRGINIA
Francis P. Gaines
214 North Fifth Street
Richmond 19

WASHINGTON
Reno Odlin
901 Federal Office Building
Seattle 4

WEST VIRGINIA
A. G. Spurr
608 Security Building
Charleston 1

WISCONSIN
Walter Kasten
1st Wisconsin National Bank
Sixth Floor
Milwaukee

WYOMING
Fred W. Marble
307 Federal Building
Cheyenne

Morgenthau Letter of August 14, to Every Radio Station Manager

DEar Sir:

As you know, the Third War Loan Drive starts September 9 and will continue for approximately three weeks.
Its purpose is to get more money from the American people than ever before. The goal will be $15 billion, with
none of it coming from commercial banks.

During the Second War Loan we had an opportunity to see the important job radio can do; and in expressing
the Treasury Department’s appreciation at the conclusion of that drive, I stated that the cooperation of the radio

broadcasters of the nation was a great factor in the success of the drive.

You can see, therefore, why we feel that

the success of the Third War Loan depends to some extent upon your cooperation and the cooperation of your

organization.

Plans for promoting the Third War Loan Drive through radio have been developed by the Treasury with the
help of the Office of War Information and the War Advertising Council; and these groups, as well as ourselves, will

appreciate your complete cooperation.

We are hoping that on September 9 all four networks and every individual station will devote the entire day to

a round-the-clock selling drive by commercial and sustaining programs.

This, as you will recall, was done last April

12 with tremendous success. We hope to have even a greater job done September 9.

We have prepared special material which will be of interest to all cooperating stations in the opening day’s pro-
motion, and therefore, we will appreciate hearing from you and would like to know what plans you may have.

Sincerely,

[6]

HeENrRY MORGENTHAU, JR.,
Secretary of the Treasury.
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NAB DISTRICT MEETING REPORT

The series of District Meetings, which opened with the meeting in Philadelphia on
October 18 and closed with the meeting in Boston on December 10, was the most success-
ful series ever held. The primary purpose was to discuss war problems and the meetings
afforded an excellent opportunity for broadcasters to discuss their problems with repre-
sentatives of the Army, Navy, Marine Corps, Office of Censorship, Office of War Infor-
mation, Selective Service, War Manpower Commission, War Production Board, Office of
Civilian Defense and Treasury.

Broadcasters gained a clearer understanding of how they can assist constructively in
the war effort. Conversely, these government representatives have gotten from broad-
casters some understanding of the problems which confront the broadcaster. We are sure
the results of these conferences will be very beneficial to all concerned.

On every side we heard expressions of appreciation for the wonderful cooperation
given by broadcasters to every government department, campaign and war activity. Broad-
casters have made a splendid contribution to the war effort and have reason to be proud
of the record they have made.

Conference With Chairman Fly

President Neville Miller, upon his return to Washington on Friday, December 11,
paid a personal visit to Chairman James Lawrence Fly of the Federal Communications
Commission, to report to him pertinent information collected on the trip. The Chairman
expressed great interest in all subjects discussed at the meetings and the manner in
which broadcasters were handling the problems created by the war.

The resolution requesting an extension of the restricted operators licenses for the
duration of the war and six months thereafter, originally adopted by the 17th District and
at all subsequent meetings, was forwarded to Chairman Fly on December 3. A reply
reading as follows has been received:

“This will acknowledge receipt of your letter of December 3, 1942, enclosing a
resolution adopted at-certain meetings of the National Association of Broadcasters
urging that the Commission renew or extend restricted operators’ licenses for the
duration of the war and six months thereafter without requirement of a comprehen-
sive examination within the presently prescribed six-month period.

“This matter will receive the careful attention of the Commission. As you state,
(Continued on page 2)



it is already under consideration by Committee IV of the
Board of War Communications.”

RETAIL PROMOTION PLAN

Designed to co-ordinate and implement the efforts of
radio stations to sell department stores and retail estab-
lishments on the increased use of broadcast advertising,
the Retail Promotion Plan was presented to station man-
agers and sales managers at all the district meetings.
More than 200 radio stations subscribed, with individual
pledges ranging from $25 to $750 based on 1941 income.
This response has been very gratifying to the NAB
Retail Promotion Committee.

Although some broadcasters have succeeded in develop-
ing a substantial volume of business from the retail
classification, the industry as a whole has done very
little to convince department stores and retail establish-
ments of the possibilities of broadcast advertising. For
example, during 1941, department stores spent approxi-
mately $240,000,000 in newspaper advertising, while
only $5,000,000 was devoted to broadcast advertising.
On the other hand, in the field of national advertising,
radio leads both magazines and newspapers in volume
of business.

The proposed plan does not seek to supplant news-
paper advertising with broadcast advertising, but to sell
the advantages of broadcast advertising as such. In fact,
the presentation points out that the two media can be
used in combination with special effectiveness.

The Retail Promotion Plan was conceived after an im-
partial analysis of the problem had clearly shown that
retailers and radio are kept apart because of:

1. A very definite lack of understanding of the
retailers’ problems on the part of broadcasters.

2. Too little knowledge of the uses of broadcast
advertising on the part of retailers.

To meet this situation, the presentation starts with the
problems of retailers under wartime conditions and shows
how many of these problems can be met by the use of
broadcast advertising. Thus, it sets a favorable stage
for the presentation of individual radio station recom-
mendations for the use of broadcasting by department
stores and retail establishments. As one broadcaster
put it: “This is the most forward-looking project the
industry has ever undertaken.”

Send in your signed pledge now to assure the
success of the plan.

ATTENDANCE

The trip to the district meetings covered a period of
eight weeks; and those making the entire trip traveled
10,307 miles. The total attendance was 1,485, consisting
of owners, and employees of radio stations, representa-
tives of government departments and agencies, others
interested in radio. There were 456 stations repre-
sented, of which 340 were NAB members, and 116 were
non-members. Two charts giving detailed information
regarding attendance are on page 4 of this bulletin.

Now would be an excellent time for every broadcaster
to consider himself a member of the membership com-

mittee and urge non-members in his district to join the
NAB.

RADIO PLAQUE

Many broadcasters have expressed a desire to have for
display purposes in their studios one of the plaques which
was on the speakers table at each District Meeting.
The plaque is a reproduction of the pin given to the
Convention delegates at Cleveland last May by Station
WGAR, and carries the words ‘“Radio in Service of Home
and Nation.” The cost is $5.00, and the call letters
of your station can be added at an additional cost of
10¢ per letter. Send order, with check, to: NAB Head-
quarters, Washington, D. C.

COMMENT FROM BROADCASTERS ON
DISTRICT MEETINGS

“I believe this last NAB District meeting was the
finest which has yet been held. We received some worth-
while information and the whole agenda of the meeting
moved on at a splendid pace.. T heard much favorable
comment from others regarding the conduct of the whole
affair.”

“Frankly, T was very much impressed with the entire
meeting. We always learn more about our industry from
these meetings. However, 1 think one of the greatest
assets to a broadcaster is the opportunity of talking with
other broadcasters. We get a chance to find out what
the other fellow is thinking and doing. How business
is in other sections. New ideas, etc. However, it seems
that we never have enough time left after or before the
lengthy meetings to ‘shoot the bull’ with the fellow broad-
casters. It would seem a good idea for NAB to plan
for some time to be devoted to just such a purpose. Most
of this time is valuable and when the meetings are over
the men scatter very quickly to their various stations.”

“In reply to your letter of November 21, the recent
district meeting at the Ambassador Hotel in Los Angeles
happens to be the second NAB meeting that 1 have
attended.

“My reactions to both meetings have been that they
were well planned and prepared, that nothing was left
undone or unsaid, that they were very constructive in
every way and highly inspirational.”

“T would like to report that we have always felt that
we derived something of advantage from all NAB meet-
ings. It is always helpful for the station managers and
sales managers to get together with managers and sales
managers of other stations to iron out their individual
problems.

“To give you a definite idea of how this recent Pine-
hurst meeting has been of value to us, I can say that
we solved at least three of our many problems by talking
to other radio men who had been bothered in the past
by the same problems. It is my personal opinion that
nothing could be finer for radio, especially for the smaller
stations, than these NAB get-togethers which we have
had in the past and intend to have in the future.”

“T think the meetings were handled extremely well and
were packed with good information for anyone in the



broadcasting business and gave a fine opportunity to not
only learn what is going on nationally but to air the
views of our local members and their troubles.

“We sit pretty far out here on the West Coast and
things that happen in the East, most things do happen
first there, are extremely interesting to me anyway and
to have them brought into closer focus by the holding of
these meetings makes me very happy. I am only sorry
that we cannot have them oftener but realize that is
impracticable.”

“We wish to inform you that we feel that this meeting
was in every way a most successful one and we derived
from it much information which will be helpful to us

during the coming months. We were particularly favor-

ably impressed by the breakfast meeting at which we
were able to discuss informally various problems con-
fronting the individual stations.”

“Many matters of importance were presented and dis-
cussed informally at these meetings, and I believe much
good came from these discussions. It seems as though
more and more stations are becoming more interested
in the sales problems, and the meeting of the Sales Man-
agers Division was very interesting and helpful.

“The retail clothiers or department store presentation
which NAB plans to prepare no doubt will be a wonderful
thing for all stations, and we are anxious that a sufficient
number of stations are interested to make this presentation
possible.”

“You asked for it—here it is! The 11th District
Meeting was the best meeting ever held.

“Fundamentally, more concrete information pertaining
to radio was enjoyved by the Minneapolis broadcasters at-
tending and hob-nobbing with the out-of-town boys, which
had never been done heretofore.”

“It is my very considered opinion that this meeting
was the best Fourth District gathering of broadcasters
which it has been my pleasure to attend—and I have
attended them all.

“I think the program as arranged was very constructive
and made possible certain valuable information during
these trying times for all broadcasters.”

“T feel that these district meetings are of much advan-
tage to the broadcasters and we came away from the
meeting with many helpful suggestions in addition to
having had the opportunity to get together with our
fellow broadcasters which was in itself a good reason for
these meetings.”

“I think the meeting which I attended at Pinehurst
was exceedingly well master-minded and a model of
efficiency as far as the meetings were concerned. No one’s
time was wasted. It was constructive and completely
justifiable even in these days of restricted travel. This
was my first. If they’re all this good, I hope to attend
some more.”

“We were fortunate in having three of the members of
our organization to attend this meeting and each came
back with the idea that radio had a definite part to play
in the war effort and also that we were most fortunate in
having an association that is interested in the welfare of
smaller stations.

“Our commercial manager attended the sales session
and came back with some very progressive ideas he had
obtained from the speakers in these meetings.

“We always derive a benefit from these association
meetings and wish it could be arranged so that we could
have two or three meetings each year, especially for the
smaller stations, whose problems seem to increase year
by year.”

1t is our purpose to make these meetings of the greatest
possible value to the industry. If you have any sugges-
tions vegavding the meetings, you are urged to send them
to NAB Headquarters.



ANALYSIS OF ATTENDANCE—1942 NAB DISTRICT MEETINGS

OCTOBER 19—DECEMBER 10, 1942

- 3 Per Cent of c
District Ml;é}lger -1\A§alg§$ber NAéiali\;/{grrgber l\oélgal\gi?)r;sb - S’tlz‘x(i);%rlls Rg}ov.(:rnmtail'lt - Others Atgogal
Stations Represented Repasentzd Attending Present prescniabives Ty

1 34 26 76.5 6 32 14 18 102
2 32 22 68.8 10 32 16 52 160
3 25 17 68.0 13 30 23 3 88
4 55 33 60.0 1 Y 13 Ty 80
5 47 31 66.0 7 33 14 T 107
6 23 15 65.2 3 18 1 13 54
7 23 22 95.7 10 32 7 18 91
8 21 11 52.4 2 13 13 16 59
9 25 17 68.0 5 22 18 38 84
10 R 21 65.7 10 31 15 T3 128
1 21 20 95.3 3 23 1 16 60
12 19 13 68.4 5 BT 5 T 52
13 20 14 70.0 12 2% 18 13 84
14 22 15 68.2 2 17 12 8 48
15 23 21 01.3 2 23 14 Y 79
16 23 15 65.2 9 24 17 19 Y
17 33 27 81.8 6 33 12 9 87
TOTAL 478 340 71.1 106 446 * = 1447

* Some Government Representatives attended more than one meeting. ** Some of those in column headed “Others” attended more than one meeting.

Government Wartime Agencies Represented at 1942 NAB District Meetings
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L o P S PP || PR = P 1 1 2 1 . 5
13 4 ' 1 1 1 8 1 ) 18
14 5 _l_ s otoson 2 1 1 2 | oot ooaoBe Fo o008 oo oo &b ot o 12
[ R R 1 3 1 1 2 4 2 mimser:iacm: 14
16 1 2 4 1 1 1 6 N O T 17
A 1 2 1 1 3 3 1 12
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Event: NAB War Conference (21st Annual Membership Meeting, National

Association of Broadcasters.)
Dates: Monday, April 26 to Thursday, April 29, 1943.

Place: Palmer House, Chicago, Illinois.

Purpose: To make the grand job radio is doing in the war effort even more effective.

How: By exchanging ideas; discussing ways and means with each other, and
with government officials primarily responsible for the conduct of the

war; by formulating policies based thereon.

TO THE STATION MANAGER:

The NAB War Conference has every aspect of a military assignment. The mainte-
nance of a well integrated civilian communications system in wartime, keenly alive to
Government objectives, is a responsibility of this industry which parallels the production
of actual war materials.

Every station manager should give earnest and careful consideration to his attend-
ance and the attendance of his Chief Engineer, Program Director and Sales Manager.
Problems affecting these men in the conduct of their departments will be discussed and
policies reached. Government or wartime agency representatives will participate in

every session.

We cordially invite all broadcasters and networks, members or non-members of NAB,
to have comprehensive representation at this War Conference in Chicago, April 27th to
29th, sending those who may contribute something to it and whose instruction will further

the war effort.



PLEASE NOTICE

This NAB War Conference is strictly a business and
working session. We are arranging a program that will
measurably contribute to better broadcasting in the war
effort, and those who attend must come with a determina-
tion to get every possible advantage.

All features, including affairs usually arranged at NAB
conventions for the entertainment of the wives are elimi-
nated. The banquet is scratched. Any formal social
gatherings will be matters of private concern only.

AGENDA

Following is the tentative subject agenda for the Con-
ference: °

Speakers’ names have been omitted pending confirma-
tion, but we have lined up outstanding war and industry
leaders to address us on all phases of radio in the war
picture.

MONDAY, APRIL 26

Pre-Conference Day

9:00 A.M. Registration

10:30 A.M. Program Directors Committee

10:30 A.M. Sales Managers Committee

2:00 P.M. NAB Bureau of Copyrights

2:00 P.M. Public Relations Committee

2:00 P.M. Research Committee

2:00 P.M. Engineering and Insurance Com-
mittees

2:30 P.M. Code Committee

3:00 P.M. Retail Promotion Committee

4:00 P.M. BMI Board

7:00 P.M. Accounting Committee

7:00 P.M. Labor and Wage and Hour Com-

mittees
7:00 P.M. NAB Board of Directors Dinner

TUESDAY, APRIL 27
War Manpower and War Materials

9:00 A.M.
10:30 A.M.

Registration
Manpower
1. Needs of the Army.
2. Needs of Industry.
3. Selective Service.
4. How to meet the need.
Luncheon
War and Materials
1. Operation of stations.
2. Listeners. '
3. Operations under Fighter Command.
(1) The Clear Channel, Regional and Local
Groups are offered the opportunity to
have meetings at this time
(2) NAB Women Directors

12:45 P.M.

WEDNESDAY, APRIL 28

Breakfast Round Tables

. Selective Service and Manpower.

. Foreign Language.

. Tubes and equipment, gas and tires, lis-
tener problems, batteries, receiving
sets.

4. Music.

5. Radio Management Club of Chicago.

Radio Problems and the War

1. Censorship.
2. The Government and Programs.

8:30 A.M.

OO =

10:30 A.M.

12:45 P.M.
2:30 P.M.

Luncheon
Sales Problems during War Time
1. Retail Promotion Committee plan.
2. Petrillo recording ban.
3. NAB Annual Meeting.
a. Election of Directors-at-large.
b. Vote on by-laws changes.

8:00 P.M. “Sales—A Wartime Necessity”

THURSDAY, APRIL 29

Breakfast Round Tables

. Censorship.

. Training courses—48-Hour Week—
Women.

. OWI.

. Sales Managers.

The Recording Ban.

. Legislation and Taxation.

Recommended standards for coverage maps
The role of advertising in wartime-—a panel
discussion

Luncheon

8:30 A.M.

UL O

10:30 A.M.

1:00 P.M.

Resolutions and Adjournment of Conference

3:00 P.M. Meeting of New NAB Board of Directors.

A study of this agenda will assist station managements
in determining what men from their staffs should attend
the War Conference. In order that the fullest possible
information and understanding may be brought to each
discussion we desire to know at the earliest possible date
what men the stations plans to send. TELL US IF YOU
ARE COMING YOURSELF, IF YOUR SALES MAN-
AGER, YOUR CHIEF ENGINEER AND PROGRAM
DIRECTOR WILL BE THERE.

We want to select some men from each of these fields
to assist in preliminary planning and to bring local infor-
mation to particular problems. Will you cooperate with
us by sending this information, together with the names
of the various men, just as soon as you can..

Transportation

Travel is heavy. Immediate attention should be given
to making train or plane reservations. Be sure to get
them both ways.

Certification

NAB will hold its 21st Annual Membership Meeting in
conjunction with the War Conference. Directors-at-Large
and Network Directors are to be elected. The By-Laws
require every active member whose dues are not more
than one month in arrears to certify to the Secretary-
Treasurer “the owner, a partner, an officer, or an agent,
who shall be actively engaged in the business of such
member to be its representative in the Association and
who shall represent, vote and act for the member in all
the affairs of the Association, including the holding of
office therein.”

With this bulletin is enclosed a certification. Please
return it promptly. )

Rules Governing Conference Hotel Reservations

1. Requests ‘for hotel reservations may be sent direct to
the hotel at which the applicant desires accommodations
or to the NAB Housing Committee, 1 North La Salle
Street, Chicago, Illinois.

2. The request should set forth in as much detail as
possible:



HOTEL RESERVATION FORM

NATIONAL ASSOCIATION OF BROADCASTERS

WAR CONFERENCE
(21st Annual Membership Meeting)

April 26-29, 1943

Nore: If you want rooms in the Palmer House, send this Reservation Form direct to the Palmer House,
Chicago, Illinois. If you prefer some hotel other than the Palmer House, send the Form to NAB Housing
Committee, 1 North La Salle Street, Chicago, Illinois, Attention: W. J. Hennessy.

Please reserve accommodations as follows:

.............................. Room(s) WITH bath for one person each Room rate desired §...... to $.......
.............................. Room (s) WITH bath for two persons each (double bed)) Room rate desired ... to
.............................. Room(s) WITH bath for two persons each (twin beds) Room rate desired ... t0
.............................. Room suite ( ) WITH parlor Room rate desired ... 10 ..

( ) WITHOUT parlor

ST A O] AT0 ) Te =T & (o1 71=)
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IMPORTANT!!

Chicago hotels desire to serve you efficiently and promptly. You can assist by providing exact informa-
tion as to the type of accommodation desired; the names of all persons who will be in your party and most
important: the exact time of arrival.

Room or rooms will be occupied by:

Company or Time of Arrival
Name Business Connection City State Date Time
/

(SEE REVERSE SIDE FOR LIST OF HOTELS)



ROOMS WITH BATII

HOTEL Single Twin Bedrooms Sutites

Palmer House (Headquarters)........... $3.85 - $6.60 2-Room—$15.40 to $16.50 single
4.40 7.15 $17.60 to $18.70 double
4.95 7.70 3-Room—$23.10 to $25.30 single
5.50 8.80 $27.50 to $29.70 double
6.05 (For single or
6.60 double occu-

pancy.)

7.70

(These rooms have
double beds. If oc-
cupled by two per-
sons, add $2.20 to
each price.)

Single Double Suites
AUAIEC « v et e e e e e $2.75 UP $375UP ...
IBNISTMHTCL .54 <8 208 o BB e 726 -F - -502-5- 650050 A0 80 3.75 ¢ 525 “ $12.00 Up
Blackstone .......oiiniiiiin i e 4.00 “ 7.50 ¢ 10.00 “
B . ....¢.¢.. ;. © o EE o8 75 s Do § B B o o n e v e s e 400 “ 7.00 “ 12.00 “
Edgewater Beach .........cciiniiiiiiiiiiiiiinnn 440 “ 6.60 “ 11.00 “
Harrison - .o e e e e 2.50 “ 3.50 “ 10.00
Knickerbocker . ..o e 3.50 “ 6.00 “ 10.00 “
R | e R e o R S PSR g 3.30 “ 495 “ 700 “
A 03 T ) O 330 “ 440 “ 8.80 “
Sherman .. ...ttt i e e e e 2.75 ¢ 440 “ 8.80 “

Shoreland . ..ottt e e 5.00 “ 6.00 “ ...,



a. The type of accommodations desired, rate, single or
double occupancy, double or twin beds, etc.

b. The exact date of arrival and if possible, the time;
the names of all people for whom reservation is requested.
¢. The length of time which the party plans to stay.

d. If the reservation is not made in a firm name or the
request written on a firm letterhead, the station or other
business with which the reserving parties are affiliated
should be given.

3. The Housing Committee and the Palmer House each
has a complete list of NAB members. Reservation re-
quests from parties or stations whose names are on this
list will be given priority and assignments made in the
order of their receipt. Requests from parties or stations
not appearing on the membership list will be held in
abeyance until April 15, at which time rights of priority
will terminate and assignments made in order of their
receipt. While NAB members will be given precedence,
every effort will be made to suitably and satisfactorily
care for the accommodations requested by individuals,
firms and radio stations not on this list.

4. If the exact type of accommodations requested are
not available in the hotel specified, the NAB Housing
Committee or the Palmer House will immediately notify
the individual, firm or radio station of that fact and give
information as to the type of accommodation available
which most nearly meets the specifications. Applicants
should bear in mind that no assignments will be made in
such cases until a confirmation is sent to the Palmer
House or the Housing Committee.

5. Reservations for delegates or persons from member
radio stations planning to attend the Conference should be
sent in by the station itself and not by a third party. You
are urgently requested not to have your station represen-
tative or anyone outside your station make a reservation
for anyone from your station. This confuses handling of
reservations and results in duplication. We ask your co-
operation.

For your convenience we enclose a hotel reservation
form on the back of which is listed the Chicago hotels
which are cooperating with us through the Convention
Bureau of the Chicago Association of Commerce. The
rates of the various types of accommodations are shown.
To facilitate the handling of your reservation request,
PLEASE USE THIS FORM.

IF YOU DESIRE ACCOMMODATIONS AT THE
PALMER HOUSE, SEND THE FORM DIRECTLY TO
THEM; IF AT A HOTEL OTHER THAN THE PAL-
MER HOUSE, SEND IT TO THE NAB HOUSING
COMMITTEE, ONE NORTH LASALLE STREET, CHI-
CAGO, ILLINOIS, ATTENTION: W. J. HENNESSY.

Reception Committee

NAB Ninth District Director Edgar Bill has appointed
a Reception Committee made up of the following Chicago
NAB broadcasters: J. L. Van Volkenburg, WBBM-CBS,
Chairman; Harry Kopf, WMAQ; and Edwin R. Borroff,
WENR.

From the station staffs in Chicago a number of men
and women receptionists will be recruited. Some of these
will be at each of the depots to greet you on arrival. Their
location will be well identified so that you can easily find
them. UPON ARRIVAL YOU ARE URGED TO CON-
SULT THESE RECEPTIONISTS FOR ANY DESIRED
INFORMATION.,

Promotional Display

The annual station promotion competition, a feature of
NAB conventions, will not be held in connection with the

Room Assignments

The following message from the Palmer House is
self-explanatory:

“For those who are wondering what the hotel
situation will be when they arrive in Chicago to at-
tend the NAB War Conference, the Palmer House
wishes to say that it will guarantee to deliver on
every reservation it makes.

“With travel increased a great deal over other
years, we will not be able to guarantee rooms imme-
diately upon arrival but, with planning and coopera-
tion, inconveniences can be kept to a minimum.

“(1) If our reservations show that it is necessary
to open a special Registration Desk, we will set one
up alongside the Registration Desk on the fourth
floor for the convenience of all the members.

“(2) If your room is not ready when you arrive
at the meeting, you can attend to other matters and
your room assignment will be made during the day.

“(3) Several rooms will be set aside where you
can clean up and go into the meeting without delay.

“The hotel suggests that, where possible, all regis-
trants plan their reservation and arrival for the
night before the meeting starts.

“Again, the Palmer House guarantees that they
will ‘deliver’ on every reservation that is made, but
asks your cooperation and patience if rooms cannot
be had immediately on arrival in the morning hours.

“Very truly yours,
EpwAarD T. LAWLESS,
Vice President & Managing Director”

War Conference. However, provision will be made for
the display of promotion material issued for sustaining or
sponsored war programs. To contribute to the most at-
tractive and orderly display, the following simple rules
will govern.

1. Material is to be mounted on board of sufficient weight
to be self-supporting.

2. All panels are to be uniform in size—28 inches wide
by 44 inches high, composed vertically.

3. Each panel must show the station call letters on the
face.

4. All shipments must be made, charges prepaid, in time
to arrive not later than Thursday, April 22. Address them
to C. E. Arney, Jr., Palmer House, Chicago, Illinois.

5. If vou wish the panels returned, pack in a carton or
crate which can be opened without dismantling. Return
shipments will be made freight collect unless otherwise
specified.

Associate Members

As announced in last week’s NAB REPORTS, plans have
been made to care for associate members. Details and in-
formation forms will be sent out shortly.

Pre-Registration

Last year we inaugurated a plan of registering in ad-
vance of the opening of the convention. The results were
quite satisfactory and speeded up registration consid-
erably. We believe those who registered in advance last
year will so testify. We will again offer the opportunity
to pre-register for the NAB War Conference.

Within the next few days pre-registration information
and forms will be sent to all stations and others concerned.
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Event: NAB War Conference (21st Annual Membership Meeting, National
Association of Broadcasters.)

Dates: Monday, April 26 to Thursday, April 29, 1943.

Place: Palmer House, Chicago, Illinois.

Purpose: To make the grand job radio is doing in the war effort even more effective.

How: By exchanging ideas; discussing ways and means with each other, and I
with government officials primarily responsible for the conduct of the
war; by formulating policies based thereon.

WAR CONFERENCE

Attendance Instructions

Wartime demands on the transportation facilities of the
country are tremendous. Joseph B. Eastman, head of the
Ottice of Defense Transportation, has emphasized the neces-
sity for the most severe curtailment of civilian travel.
He has made a plea for voluntary cooperation on the part
of all.

We have discussed attendance at our NAB War Con-
ference with officials of the ODT and have agreed to co-
operate in discouraging attendance of any but absolutely
essential personnel. Broadcasters, associate members and
others are cautioned in planning their attendance at the
conference and that of staff members, to consider the
following questions:

1. Will the persons who go to Chicago contribute con-
structively to assist the broadcasting industry in more
effectively aiding the war effort; or,

2. Will the persons who go to Chicago attend the seri-
ous sessions arranged for them and gain a clearer under-
standing of their responsibility and thus be able to serve
more effectively the national interests through radio.

Unless anyone you send fits into one of the above classes,
he should not attend. It is intended that this year’'s con-
ference be limited strictly to those members of the broad-
casting industry responsible for its continued functioning
in the war program.

It is to be regretted no invitation can be extended to the
wives nor are any plans being made for their entertain-
ment for reasons which are most obvious.

Promotional Display Out

After discussing the subject with the Office of Defense
Transportation, we have determined to abandon entirely
all plans to conduct any kind of a promotion display.

Certification Card

Please send in the station representative
certification cards as quickly as possible.

Pre - registration

Take advantage of pre-registration by re-
turning your registration cards with check
as soon as possible.

Stations are, therefore, requested not to send any mate-
rial to Chicago and not to expect to see any display of
any kind there, except such as may be of purely local
origin. We ask your cooperation.

Associate Exhibits

Any Associate Member who had planned an exhibit at
Chicago is asked to abandon those plans. The need for
conserving transportation space, both express and mail, is
so urgent as to justify us in asking you not to exhibit.






National Association of Broadcasters

1760 N STREET, N. W. *x x

WASHINGTON 6, D. C.

* * *

NO, 1

SPECIAL INFORMATION BULLETIN

June 4, 1943

Radio In The War

A Report By The War Advertising Council

Following is an excerpt from the speech of Chester LaRoche, director of the War
Advertising Council, delivered in New York City, Thursday, May 27, before 150 radio
time salesmen. This is “results from radio” testimony which everyone in the industry

will be proud to carry in his portfolio.

1. The Network Allocation Plan—A statement by OWI
says, “From the beginning of our efforts to effect radio
coordination it was clearly evident that the large network
commercial and sustaining programs offered the best and
most easily coordinated facilities for war information.”

“Early in 1942, the Advertising Council presented to
the Office of Facts and Figures (predecessor agency to
the Office of War Information) a plan for systematic al-
location of war information on network programs both
sustaining and sponsored—a plan which received the ap-
proval of all networks and network sponsors.”

Since April, 1942, 65 different war information subjects
have been handled under network allocation plan. In an
average week this plan provides 7,600 station broadcasts
to a maximum number of 100 million listeners.

2. The Special Assignment Plan was created to render
personal service to a limited number of established net-
work programs—both sustaining and commercial—which
have volunteered to serve the war information effort either
full or part time, over and above the Network Allocation
Plan. Sixty-five commercial network programs are han-
dling war subjects under this plan. Typical illustrations
are The Aldrich Family, Fibber McGee and Molly and We
the People, which build an entire program around a war
theme. In an average week the Special Assignment Plan
receives 4,200 station broadcasts to a maximum audience
of 100 million listeners. There are fifty-six such programs
per week, eight a day—or two daily on each national
network.

3. The National Spot Plan in an average week is par-
ticipated in by thirty-six commercially sponsored pro-
grams with 800 station broadcasts per week to a maximum
listening audience of 10 million.

These three plans for the utilization of commercially
sponsored and network sustaining programs reach a maxi-
mum listener audience of 210 million per week. Another
44 million weekly listeners are reached through OWI’s
own programs under three plans:

1. Station Announcements — Twelve a day
from stations affiliated with one of the four
major networks and sixteen a day from each in-
dependent station.

2. Special Features—The combined networks
produce these programs which have to do with
general background war information. These pro-
grams average 1,500 station broadcasts per week
with a maximum listening audience of 15 million.

3. Station Transcription Plan—OWI produces
and distributes two major transcription pro-
grams to 820 stations.

* A, Uncle Sam-—five a week—under com-
mercial sponsorship—on 226 stations.

B. Other government transeriptions — both
serials and one-time topical programs.

The Station Transcription Plan disseminates 8,000 sta-
tion broadcasts per week to a maximum audience of
4,000,000.

In addition to the 5 types of regular weekly operation,
OWI also arranges special events broadcasts and local
live programs.

Undoubtedly you all want to know some of the specific
results of this great war theme radio campaign. Here are
some results of the “action” messages broadcast under the
network allocation plan.

RADIO’S “BOX-TOP” RETURNS

Candidates for Marine Officers schools jumped 40 per
cent after two weeks on the Network Allocation Plan,
June 8 through 21. '

“Glider Pilots” was on the Network Allocation Plan
for two weeks from July 6 to 20. Up to this time all ef-
forts to recruit glider pilots had failed because the boys

* Uncle Sam is to be replaced by two 135-minute transcriptions per
week. These will use radio’s top-flight talent, and because of this can-
not be sold to local sponsors.



wanted to fly motorized planes. At the end of this two-
week period, however, 30,000 glider pilots had been turned
up, and every CAA school in the country packed to
capacity.

Coast Guard after a three-week campaign, from July
20 to August 10, increased the number of applications
being received for Reserve Officers training at least 40
per cent,

“Army-Navy Nurses” ran for three weeks, from July
27 to August 17. The Army and Navy were calling for
3,000 nurses a month, and it looked as if the pool might
soon be exhausted unless new volunteers were secured.
At the conclusion of the drive, volunteers were already
coming in at 50 per cent above the pre-drive rate. Several
weeks after the conclusion of the drive, the number
jumped to well over 100 per cent—and in many communi-
ties as high as 250 per cent above the pre-drive rate.

Signal Corps drive, August 10 through 23, upped re-
cruits over 800 per cent.

“Army Specialists” ran on the Network Plan from Oec-
tober 5 to 19, and on the Baseball Allocation Plan from
September 21 to October 5. By mid-October quotas for
these mechanics for three branches of the Army were
passed. This was considered a particular achievement, in
view of the enormous pressure from industry for this
type of skilled technical personnel.

“Non-Combat Pilots” was carried for one week on
the Network Plan, beginning November 2. The CAA hoped
for 50,000 returns; at the end of the 7-day period a
total of 104,000 inquiries was assured.

‘Don’t Travel at Christmas—Breakdown of transporta-
tion during Christmas loomed unless civilian travel cur-
tailed. Radio went to work. On many railroads less
traveled than last Christmas. Mr. Joseph Eastman re-
ported much-feared breakdown completely averted. And
all soldiers who wanted to get home got there.

V-Mail—Army and Navy problem—one sack of V-Mail
equals 65 sacks of regular mail. Week before campaign
one-half million V-Mail letters, during third week of
campaign one-and-a-quarter million—116% increase. To-
day increase is between 150 to 200%.

Shoe Rationing—This ecampaign was so secret OWI
called it the Oyster Campaign. Had to be broken on Sun-
day at 3:00 P.M. to eliminate run on shoe stores. No
Sunday newspapers (all printed Saturday night). Radio
had to not only tell consumers they couldn’t buy without
ration coupons, it also had to tell shoe dealers they
couldn’t open Monday. Very few instances of dealers not
hearing.

Recruitment of War Workers at U. S. Employment
Service gained 21% in January over previous month.
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