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pOST-WAR Expanded facilities and im-

proved methods foreshadow a

Is Now o o o tremendous increase in the pro-

ductive capacity of this nation,

but that factor alone will not prevent future unemployment nor post-war

depression. If economic upheaval is to be avoided, national income must be

maintained at a level close to one hundred and twenty billion dollars, and
well over fifty million people must be steadily employed.

* Of course it's necessary for manufacturers to make plans now for recon-
version in the shortest possible time, but the job of keeping the nation on
an even keel isn’t one for which industry alone is responsible. Turning out
the merchandise is only. the first, and perhaps the easier part of the job.
Equally important, and even more challenging is the problem of distribution.

Production capacity is significant only if the output moves swiftly and
easily into the hands of the consuming public. We must sell, and keep on
selling to a population little, if any larger numerically, as much as forty per
cent more in goods and services than it consumed before'the advent of war
production.

To succeed requires all-out selling effort to increase and widen the con-
sumer market; make more people want more things; move more merchan-
dise from the luxury into the necessity class. Success or failure rests not only
on the manufacturer, but on wholesalers and retailers as well.

While that actual selling job must be held in leash until war's end, right
now is the time to get ready for it. Each and every advertising medium has
a part in these blue-prints for tomorrow. But even though brand names and
trade marks must be maintained, the advertiser with nothing to sell today,
no matter how rasy the pattern for tomorrow, is hard put to it to fill white
space. With radio, on the other hand, the advertiser can let the editorial
content of his program do the job for him. When the change-over comes, the
same program that served as an institutional vehicle will be available for
direct selling. And without selling, we're sunk. That's why we maintain that
post-war is now.
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PR.\(:II(:.\LL\' cvery one interested in
home construction is of the opinion
that the post-war years will be marked
by tremendous activity in that fiéld.
Some predict new construction of over
a million new dwelling units a year, or
about twice the activity of the best busi-
ness year since the depression. Whether
or not these predictions are accurate, it
is very probable that the post-war era
will witness a tremendous amount of
new home construction,

With all of this activity, financial in-
stitutions will be very closely identified.
Construction loans, financing for the
large-scale builder, long-term, low-cost
financing for home buyers, financing for
the sale of existing homes, and other
projects of this kind indicate that the
interest of the lending institution and of
the home purchaser are identical.

Since all of this activity will act as a

gxs Time Goes

With a Radio Record of 19 Years,
Greater Louisville First Federal
Savings & Loan Ass'n. Builds for
Future with Radio Campaign Today

hy GUSTAV FLEXNER,
secretary and treasurer
of the First Federal
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ing is also communication. Communica-
tions change. Smoke fires and the tom-
tom served the jungle man, but unfor-
tunately, many institutions are still
using forms of communication and ad-
vertising that are as out of date as the
horse and buggy.

1, personally, am very much sold on
radio as a medium for any and every
type of institution to advertise its wares
and services, and our institution has
consistently made use of radio advertis-
ing since December 31, 1925.

You get one big advantage. when you
buy radio advertising. That is the hu-
man yoice. Since time began, the human
voice has been the natural and the most
used form of communication. Through
the miracle of radio, it has become the
fastest form of communication with
larger audiences than were ever before
possible by any means.

Most business is conducted upon an
exchange of ideas, or the arrival at
agreements through the spoken word.
Likewise, it's easier to complete arrange-
ments for a loan with a man and wife

member the carly thirties when there
was practically no business available in
our line of endeavor, but we kept on
with our radio advertising through the
very depths of the depression. We sub-
sequently cashed in on the good will
and the understanding we had created
in the minds of the listeners during
those critical times. When business con-
ditions improved, we received our full
measure of it.

I am comparing present day condi-
tions in our line of business, that is, the
home financing field, with the condi-
tions which existed during the dcpres-
sion period. At that time there werc
very few sound first mortgage loans
available, and the same holds true to-
day. But when the war is over, we an-
ticipate a substantial amount of home
buying and building in our community.
That 1s the time when we believe that
the fruits of the advertising we are doing
today through the medium of radio will
ripen.

It simmers down to the old, old story
of consistency. Twice a week for the first

together in your office than to complete {_five vears, and daily, except Sunday, for

the transaction by mail.
It is equally logical to ad-
vertise to them through
the spoken word over the
radio. The one basic dif-
ference from an advertis-
er's point of view be-
tween radio and all other
media is that radio uses
the human voice for the
selling part of its func
tion, and in a personalized service field
such as banking, what is more logical
than this personalized approach to the
client?

It should be pointed out that one
weakness of banking in its relation to
the public has been its failure to explain
and interpret its functions and actions.
With radio, financial institutions have
a chance to create an informed” public
which can evaluate the services it ren-
ders.

We arc definitely of the opinion that
the radio advertising we are doing now
15 building for us an outlet for our serv-
1ces in the post-war period. We well re-
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the past 13 years,
- the listening pub-
— lic has heard our

commercial mes-
age. Coupled with consistency, is
the factor of as complete coverage
as possible. We started our radio
activities in 1925, and at that time
WHAS was the only local station.
As the other three stations came
into being, we immediately began
to make use of their facilities. Today we
advertise daily over all four local sta-
tions.

Radio has contributed immeasurably
to the fact that the GREATER LouisviLLE
FirsT FEDERAL SAVINGS & LOAN Ass'N. is
the largest institution of its kind in the
State of Kentucky. As Louisville's lead-
ing home financing institution we have
a tremendous stake in post-war develop-
ments, and we are confident that our
radio advertising will help us maintain
our position of leadership. The prestige
and standing which these radio pro-
grams create for us today will later be
directly reflected in home loans.
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...Bread on the Waves

Varied Schedule for Remar Baking Builds East Ba); Sales

by WALTER GUILI), vice pres.,
Garfield & Guild Adv. Agey.

. The Remar Baking Co., Oakland, Cal., distributes its products
throughout the East Bay Area of Northern California. Its competitors
have a definite advantage over REmaRr from an advertising standpoint,
because the competitors’ products are distributed not only in the East
Bay, but also in the larger part of the Northern California markets in-
cluding the city of San Francisco itself. In spite of this fact, REMAR has
been able to make what can only be described as sensational progress
during the past few years. A great dea! of the success can be attributed
only to consistent use of radio advertising.

Currently, ReMaR’s radio activities consist of a one-half hour night-
time program aired over KFRC, San Francisco, called Spell for Dough;
a threc times weekly program, Calling All Kitchens, on KROW; a daily
fiveaninute newscast on KQW; regular station breaks on KPO: a tran-
scribed scrics on KROW, Sam Adams Your Homefront Quartermaster,
and Remar Grab Bag broadcast weekly from USO headquarters in
Berkelcy over KRE.

While Remar’s initial radio effort took place back in 1938 with a
formal, once-a-week night program, its concentrated radio effort dates
from August, 1940. Its five-a-week strip on KROV, the Remar Hostess
Room, was done by remote contro! from its hostess room. \What listeners
heard was advice given by Reamak’s own domestic science expert, Kath-
leen Jensen, before a studio audience of women's clubs. The broadcast,
of course, was only a part of the afiernoon’s festivitics.

Here was a concrete method of creating consumer preference and good
will, In no time at all the Hostess Room was in demand by women's
oganizations of all kinds, and within a year some 30,000 women had
been special ReEmar guests. In Novem-
ber, 1910, the show was already booked
solid until July of the next year.

The program itself was a quarter-hour
scrigs divided i|'uo two parts. In the first ing All Women oves KROW it
hall, hostess Kathleen Jensen demon- 0 Ol (B0 O @y (i
strated the creation of the fancy sand- ence and dealer good will for th
wich, and the various cffects obtainable REMAR BAKING CO.

® When it’s Kathleen Jensen Cali
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from proper waying. During the last hall ol the program. the hostess
answered questions tor Hostess Room: participants on lood, homemaking
problems and kitchen hints. Prior 1o the broadaast, guests were served
i luncheon.

What did this achicve for Remar? It is felt that the broadcasts di-
rectly from the plant played no sinall part in the success of this series.
Talking about a plant and talking from it are two diflerent things, and
it is a certainty that alking from it is effective. The plant itself becamne
a stage, and from the point of view of broadcasting, that’s sinart show-
manship and its smart business.

This is how vice president and general sales manager of Rexsar Bak-
ixG Co., Ray W. Morris, felt about that particular serics at the time: “1
feel that the success of our Hostess Room is due to combined audiences;
groups of ladies in the plant, those who have been in the plant, and
those anticipating their trip through the plant. We feel that this typc
ol advertising is the finest and most productive piece of publicity or ad-
vertising we have ever used.”

REMAR's program, Calling All Kitchens was inaugurated in 1942, and
because Kathleen Jensen had become so widely known as a radio person-
ality, and in view of her close association with REMAR BREAD, she was
selected to conduct this telephone quiz series.

) This program is still on the air, and because REMAR Breap believes
i in showmanship, the various ingredients of showmanship are incorpor-
N ated in this series. Telephone calls made at random to women who have
| filled out registration cards obtainable at their grocers are the basis for
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the program. Those who correctly an-
swer the questions receive cash prizes.
Those who answer the first 3ucstion

correctly receive one dollar, and if the
sccond question on ReaAR Breab is also
correctly answered, the prize is doubled.
The series is hecard three times weekly,
at 11:00 AM., and RemMAR has as evi-
dence of inwense listener interest, the
2,000 registration cards which were re-
turned within one week after the pro-
gram was first heard. The very fact that
only rarely is a telephone call not com-
pleted is additional evidence that this
KROW program has a loyal audience
following.

While the Hostess Room was designed
almost entirely lor its consumer good
will, Calling ANl Kitchens builds both
consumer  preference and  dealer good
will. Colorful point-of-sale adverusing
invites grocery customers to register for
Calling All Kitchen cash prizes. Custom-
ers vegister at neighborhood stores. Fach
grocer whose customer wins a prize is
also awarded o dollar, and the REMAR
driver who services that grocery account
gets a like amount.

That dealer tie-in should be empha-
sized. While consumer good- will cannot
he ignored, neither can the wholesaler
alord 10 overlook the value of the pref-
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® A tasty dish was REMAR’'S
conclusion about its first concen.
trated radio drive in 1940. The
stage for its KROW series: the
Remar Hostess Room. REMAR'S
own home economics expert, Kath.

leen Jensen, presides.

erential sales push a dealer
can give a product. With
REMAR, dealer cooperation is
so important that it has re-
cently supplemented its
KROW schedule with a tran-
scribed series, Sam Adams,
Your Homefront Quarter-
master. This series is designed
primarily to pat the grocer on
the back, and secondly, it sells the public
on the wartime job the neighborhood
grocers are doing. A serial show in tech-
nique, production and drama, the pro-
grams salute the local groceryman who
serves on the home front. A heavy mer-
chandise effort directed at grocers sup-
ports this eflort.

Pioncer efforts over KROW convinced
REMAR of the value of radio advertising,
and in its natural desire to broaden the
scope of its service, REMAR has further
expanded its radio schedule. 1t now
uses time on three San Francisco sta-
tions, and two East Bay stations. All of
these programs are coordinated with
other REmaAR advertising activities.

Most of thcse(rrograms are slanted at
the feminine audience, and in the selec-
tion of radio time, Remar has taken
time at which it can expect to catch the
feminine car. This is, of course, logical,
since while women in normal times may
not be the bread winners, they are the
bread buyers.

This docs not mean, of course, that in
appealing 10 women, Remar is limited
in its program sclection. The very pro-
gram variety is one of the rcasons for
REemaR’s radio success, since the more
varied the program schedule, the widen
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the audience group the advertiser can
cxpect to reach. A kitchen quiz, a dra-
matic serial, an early afternoon five
minute newscast of last minute news,
and two audience participation cvening
shows, in addition to a regular schedule
of spot announcements, givc REMAR a
well rounded schedule. ‘

Its night time program, Spell for
Dough, is a simple adaptation of the
old-ime spelling bee. The master of
ceremonies picks two teams representing
local firms or organizations, and runs
them through several groups of easy-to-
spell and hard-to-spell words. Each

roup of words varies in monev value
rom 25 ‘cents to five dollars. The win-
ning team gets the dough. (A bright fca-
ture of the program is a word auction.
Competitors have a chance to bid in
cash for the privilege of spelling a sur-
prise word).

What REMAR set out to accomplish in
its radio campaign .was to achieve a well
rounded promotion that included a
dominant night time program, plus the
frequency of daily broadcasts so neces-
sary in selling an item which is used
every day by every family. Variety in
both programs and stations was essen-
tial. In its use of three San Francisco sta-
tions,- REMAR finds that while over 50
per cent of the coverage of the network
stations is not effective for its product,
the prestige value and selling effective-
ness of the network outlets is worth-
while. On the other hand, REMAR’s
Calling All Kitchens over the independ-
ent station is easily as productive as any
network station.

For any advertiser in any line of busi-
ness, the success of the REMAR campaign
points up a moral. Radio success stories
aren’t made by guess-and-by:gosh. To get
the most out of the medium, a plan is of
primary importance. When REmAR had
determined what purpose a radio cam-
paign would serve, that is, to build both
consumner and dealer good will, it then
took the next step. That was to deter-
mine what audience it wanted to reach,
and only then to consider the various
types of programs that would reach that
audience. With this onc audience in
mind, REmar then set out to seleet the
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time and the stations which would reach
that audience.

To make its radio campaign as cffec-
tive as possible, REmar backs its pro-
grams with every type of promotional
effort. It's well to remember that any
program worth buying is worth mer-
chandising, and coordinated activitics
play an important part in the success
of this advertiser.

* RADIO BUG GOT HIM *

True son of
the show busi-
ness that he is,
adman Walter
Guild can’t re-
member when
he didn’t want
to entertain peo-

le, and as a boy
iis play-acting
shows drew full
and enthusiastic
houses at five-
ten-twenty (pins) admission. After a
whirl in vaudeville, he was bitten
by the radio bug, ere long found
himself behind the microphone as
master of ceremonies on a variety
show for the Remar Baking Co.

Within a year the station man-
ager who had given adman Guild
his chance to break into radio was
asked by the Sidney Garfield Adw.
Agency to recommend an ambitious
young man who wanted to learn the
ins and outs of agency business.
That was in 1939. In no time at all,
adman Guild found himself head of
the radio department. Sidney Gar-
field Agency became Garfield &
Guild, and the young man who
made good found himself vice presi-
dent of the company in 1943.

Climax to the Horatio Alger suc-
cess story: Remar Bread, for whom
adman Guild worked as a radio per-
former on one of his earliest radio
programs, is still one of the agency’s
most important radio clients, under
the divection of vur licro!

Adman Guild




Curt Freiberger
Agency Account Director

. Men in the real estate business must
know their communities and they must
also know the values of properties in
those localities. But to achieve outstand-
ing success in the field, the Realtor must
do more than that. In some way he must
establish his firm as a household word
in the real estate world, and he must
convince the public that his organiza-
tion has an active sales organization that
produces results. In other words, it isn't
cnough that the Realtor knows his com-
munity; the community has to know
that he knows it.

Radio represents one method of
achieving this goal, and the experiences
of several clients of the LaNE-FREIBERGER
ADVERTISING AGENCY indicate just how
successful a medium it can be if proper-
ly used. Jack WEnNER, REALTOR, set the
wheels in motion. He was the first Den-
ver, Colo,, realtor to use radio as a meth-
od of obtaining direct sales of residen-
tial property.

T'wo years ago Jack \WEHNER began
with three spot wnnouncements a dav,
andd the results from this first advertis-
ing indicated that there was a possibility
ol rcal promotion through the use of
radio. Duc to the paper shortage, and
the restricted amount  of  newspaper
space allowed tor real estate listings on
the classified pages, Mr. Wehner decided
to go into radio quite extensively. Direct
veturns have more than justified the
and we are of the opinion that
Jack  Wennek, Reatror, will never
again revirn 10 his old method of ad-
vertising unless  circmmstances in the
vadio business make it impossible 10 buy
e,

156




-War Back Log

1stings.
IBERGER, Lane-Freiherger Adv. Agency

these sales were a direct result of the
radio advertising. Radio is more than
paying its way!

The preparation of real cstate adver-
tising for broadcast is not a simple one.
In this office, we have one copy writer
who devotes almost all of her time to
writing real cstate radio continuity. She
devotes many hours to research; studies
national publications for selling points
on houses, and takes great pride in the
knowledge she has acquired about hous-
ing in general. Three separate houses in
different price brackets are advertised
daily, and seldom is there a day when we
do nat sell at least one of the houses
which has been listed.

The radio commentator reads the de-
scription of the property to be sold in
a conversational tone, just as though his
announcement was a commentary on the
property. Unusual features of the prop-
erty are emphasized, and the announcer
expresses amazement at the valuc.

Opening and closing commercials
point up the advantages to property
owners to list with Jack WEHNER, and
they also stress the services which this
reaflor ofters. Example:

“You, as an individual, would
find it expensive to advertise your

® Home owners of today and to-
morrow turn to JACK WEHNER.
Whether the dream house costs
$50,000 or $5,000, those in the mar-
ket know that it's probably on file in
one of the three WEHNER offices.
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home fur sale on the radio, Yet Jack
Welmer, Realtor, provides that sevv-
ice, plus newspaper listings, [rec of
clhavge. Jack Welmer will helfy yon
set a price, will show your property,
and give expert assistance i com-
pleting the sale. If you want cash.
Jack Welmer will finance the cns-
tomer. Your only expense . . | a
nominal Realtor's [ee, paid after
your house is sold.”

Jack WENNER now operates three ol-
fices, one in each scction of the cty, and

® Copy writer Vir-
ginia P. Foss can
point with pride to
the pulling powner
of her commercials
based on sound seli.
ing principles for
the real estate in-
dustry.

specializes in residential properties.

While the experiences of this one firm
is a success story in itself, the story is
not complete without mention of the
radio activities of other Denver Realtors.
Through LANE-FREIBERGER, the DENVER
REAL EsTATE Excuance launched a cam-
paign to (1) establish the term Realtor,
and (2) create a present and post-war
back log of real estate business for the
industry. In addition to a continuous
newspaper schedule, billboards and
street car cards, it is interesting to note
that the DENVER REaL ESTATE ExcHANGE
includes a spot announcement campaign
on all five Denver stations.

Likewise, when the Dexver Hoaek
PraxxiNg INsTITUTE, sponsored by the
Cuamser oF CoMMERCE, began its cam-
paign this spring, radio was given a
prominent place in the schedule.

Here then, is a composite picture
which illustrates both the immediate
and future values in promotion for the
real estate industry, and it is our pre-
diction that radio will play an increas-
ingly important part in such activities.
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Commercials Take a Back Seat
But Continuous Service Sells

T8attte Cry 18 T

hy B.B.McGIMSEY, vice pres..
general mgr. of Pearl Brewery

Slx vears would have given Methuselah barely time for
i a good yawn, but, for a wide-awake institution like the
i Peari. BREWERY, San Antonio, ‘T'ex., it has proven to be a

: period rich with adventure. It has also produced the kind
of fruitful response that’s the answer to an adman'’s dream.
For six continuous years, PEARL BREWERY has sponsored a
I5-minute newscast: same time nightly, 10 P.M., seven
nights a week; same station, WOAI. For six years, at the
same 1ime each night, the people of San Antonio and the
Southwest, have been greeted with the familiar sound ot
the news bug, introducing “the news of the day and night,
gatherved from throughout the world, and brought to you

Newscaster Riddell forthe ...... th night at this hour” (well over 2,100 times

now) ‘“‘as a sevvice of the Pearl Brewery of San Antonio.”

. For six years, at 10:15 P.M., they've listened to the familiar,

but now famous slogan that is a friendly reminder 1o always say “Bottle of PEARL,

please!” Even on Sunday nights when all commercials are dropped, and no refer-

ence whatever is made to source of sponsorship, the news-minded get the tradi-

tional bug with which to set their watches, as well as all the news of important
events that have transpired.

Prari. Brer newscaster is WOAI's Corwin Riddell, whose talents include a clar-
ity of cnunciation combined with a rapidity of speech as sparkling and effervescent
as Peare Brek itsclf, and whose voice, heard longer than any other on this, San
Antonio’s Lugest single locallysponsored radio program, has become traditionally
associated by millions with the product he advertises, namely, Prakt. Beek.

Traditionz Yes! Through
six continuous ycars the
Prarr Brewewry's nightly
newseast has become  almost
as legendary as Mcethuselah
himsclf! Few people remem-
her when it began. IUs a pro-
gram that now scems to have
always heen there seven
nights & week, 52 weeks a
year, every year! ‘T'hroughout
the years it has reporied
cevents which are now almost
ancient history; the Ohio
carthquake, 1he explosion
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that wrecked a school building in New London,
Tex.; the Recichstag’s repudiation of the Ver
sailles Treaty; the burning of the dirigible,
Hindenburg; the coronation ol King George
VI, and-other events that made news in a world
that slumbered at peace.

‘Through six years it has performed cvery scrv-
ice imaginable for a loyal audience ot varied
interests; helping investors keep abreast of latest
market reports; broadcasting weather reports
(except during the wartime blackout) to tell
fishermen when to tie up their boats, and ranch-
men when to cover up their sheep and goats;
bringing up-to-the-minute narketing informa-
tion to Texas’ cattle raisers, dairymen, and pro-
ducers of truck crops; maintaining a bureau for
tracking down missing persons, and frequently
locating them; beside packing in more daily
news than the average 15-minute interval is
expected to contain.

Through six years the PEARL BREWERY has re-
ceived fan letters from all the states, from sev-
eral foreign countries, from travelers en route to
and from remote places, from Texas' Congress-
men in Washington, D. C., from ships on the
high seas, and more recently, from men in the
armed forces stationed as far away as 7,500 miles.
People everywhere, it seems, have made the PearL Beer nightly newscast a
listening habit that persists through time and space. Countless are the
friends the PEarL Brewery has made through continuous sponsorship of
this program which is variously estimated to have reached an audience of
up to five million listeners. ®

Confident that most people are familiar with its product, and loath to
bore them with lengthy sales talks, the PEARL BREwWERY has insisted that its
commercials be kept short. Our agency PiTLuk Apv. Co., confinés it to a
brief opening and close which merely indicate sponsorship, and a‘middle
commercial of from five to ten seconds to launch the slogan, “Bottle of
PEARL, please!” Of this deliberate brevity the public has been particularly
enthusiastic in its expressions of appreciation.

When our friends tune in so consistently, it's news they want, and it is
our intention to ‘five it to them. So we purposely keep our commercials
short, and depend upon the continuous nature of our news service to do
the selling for us. We know that a product can be put on the market with
lots of initial ballyhoo, but our firm conviction is that it takes continuous
advertising to keep it there. And it must be the kind of advertising that's
in good taste.

Many of our friends think we've leancd over backward in the matter of
minimizing the commercial portion of our program. e know better. For
the wholesome response we continually receive, both in personal communi-
cations and in constantly broken sales records, is the soundest criterion for
judgment. It is the one on which our procedure is based!

We also use newspapers and magazines, but we are very fond of our
nightly PEarL BEER newscasts. This program does the kind of job for which
other media are limited by their very nature, that is, the job of personaliz-
ing a large brewery which is just as anxious to seyve as it is to sell!

Manager McGimsey
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80 Member Stores Profit From
Cooperative Radio Advertising

by WILLIAM ALLISON, manager,
Consolidated Grocers of B. C.

More where these came from!
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1518).4
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! Consolidated
Grocers,
L
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HEN the CoNsoLIDATED GROCERS'
‘ Co-oPERATIVE Ass'N of B. C. was
- organized in 1928, there were 20 memn-
ber stores. Today 80 stores are affiiliated
with the association. Thirty-seven of
themn are located throughout greater
Vancouver, and the balance in the Prov-
ince of British Columbia. Each store is
independently owned and operated, and
the buying for all is done on a voluntary
buying group basis. In this way, each
member store has the purchasing power
of a large chain.

To publicize and advertise an organ-
ization of this type, a radio campaign
must be institutional in this time of
“goods in short supply.” Double or
Nothing, which we took on in Septem.
ber, 1942, on a six months test basis, was
designed with the institutional approach
in mind. At the end of the test period,
every member of the organization unan-
imously agreed that this CKWX series
was doing an excellent job for ConsoL-
1IDATED GRoCERs’ and that it should be
continued indefinitely. We have done
just that.

Double or Nothing carries the name
of CoNsOLIDATED GROCERS' to the house-
wife while she is in a receptive mood,
and a tie-in becomes prevalent between
the name of the show and the name of
the association. Thus, we feel that
Double or Nothing is especially adapt-
able to a food industry at the present
time, since it has direct appeal to all age
groups. The length of time the program
has been on the air indicates that Con-
sOLIDATED GROCERS' is convinced that
Double or Nothing is an effective meth-
od by which to keep the association be-
fore the public. Does the CKWX show
have listener appcal? We have as evi-
dence the 25,611 letters received during
1943 from listeners. And mark this. Let-
ters requesting - admission tickets were
not included in the figures!

Double or Nothing is a strecam-lined
quiz series similar to Take It or Leave
It on the American network, and origi-
nates from the CKWX Playhouse cach
Tuesday night at 9:00 P.M. The mod-
crn little theatre scats approximately 175
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people, and the program always draws a
capacity audience.

A preshow of anroximately 15 min-
utes takes care of preliminary details.
Necessary explanations are given, and
the eight contestants (chosen at random
according to numbered tickets they write
for in advance) are seated on the stage.
Each contestant fills out a form which
gives the master of ceremonies conver-
sational material, since the program it-
self is, of course, ad lib. After a brief re-
hearsal, the contestants are ready to go
on the air.

Sixteen different categories of all types
of questions are assembled, and each
contestant before coming to the micro-
phone selects the category he wishes to
discuss. A list of the various categories
is also mounted on a board for the bene-
fit of the studio audience, and they range
from Significant Dates to. Radio Part-
ners. Each contestant stands to win eight
dollars. If he answers the first question
correctly, he gets a half dollar or the
privilege of saying Double or Nothing
to the next question. To win the eight
dollars the contestant must correctly an-
swer five questions.

ConsOLIDATED GROCERS' also gives its
air audience a chance to participate in
the series. Listeners may send in their
answers to a question asked the previous
week especially for the air audience, and
the prize money is the total amount
won by studio contestants. The prize
winner whose letter contains a sales slip
from any CoNsOLIDATED GROCER 1Is
awarded double the amount and when
morc than one person answers the ques-
tion correctly, a drawing during the
broadcast determines the winner.

The cast requires a master of cere-
monies, in this case, Laurie Irving, one
of CKWX'’s most experienced announc-
ers, who is particularly well qualified
for plain and fancy ad libbing. Com-
inercials are handled by Ken Hughes.
Staff organist Herbert Reeder is the man
behind the Hammond electric organ,
and it is this feature which makes pos-
sible musical questions as a part of the
give and take.
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When grocer
William Allison
was a wee lad in
Scotland he and
his sister each
were given a
halfpenny every
Saturday. The
bairns soon
found that since
sweels were sold
at a halfpenny
each or three for
a penny they could buy more prof-
itably by spending this precious al-
lowance collectively.

That lesson sums up the basis of
Consolidated Grocers' and coopera-
tive buying. While association man-
ager Allison was himself an inde-
pendent grocer in Vancouver 20
years ago, he organized the Consol-
idated Grocers Co-operative Asso-
ciation of British Columbia in 1928,
has been its manager ever since.

»

Manager Allison

Since the series was begun as an insti-
tutional vehicle, the commercials follow
this idea. Example:

“Welcome to another in the
grand series of quiz programs . . .
Double or Nothing . reaching
your home every Tuesday night at
9:00, and sent your way by Consol-
idated Grocers Co-operative Asso-
ciation of British Columbia. Make
it a point to call in at your neigh-
borhood Consolidated Grocers to-
morrow. You'll be delighted with
the service, and the quality and
economy of his merchandise. Each
Consolidated Grocery Store is in-
dependently owned, serving you
with all the advantages and econ-
omy of the Co-operative Associa-
tion. You'll really enjoy shopping
there, and you'll be wise to keep the
sales slip of every purchase you
make at your Consolidated Gro-
cery Store . ... it pays double on our
listening audience question, which
will be given later in the program.”




When Double ov Nothing was first
taunched, the publicity campaign which
accompanied it included extensive news-
paper advertising through ads placed by
CKWX and plugs in dealer ads. A spe-
cial preview for all dealers at a studio
party thoroughly acquainted the mem-
hers with the program and enlisted their
support. In addition to this special pro-
mation, merchandising tie-ins included
flvers mounted in cvery CONSOLIDATED
store window, and envelope stuffers were
sent out by cach of the various store
nembers.

Mcasures of this kind started the serics
off with a sizcable body of listeners.
Other mcasures which continue to in-
crease  the tunc-in, to draw capacity
studio audicences and also to keep the
Consorimared Grocers” name before the
public: a studio stage banner hung each
Tucesday cvening: a card display in the
studio entrance show-case, and special
tickets of admission distributed through
the mail cach week on request. In cach
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® (Above) ... What is one man’s meat
is another’s poison. Contestants may se-
lect one of the 16 categories of questions.
Both listeners and members of the studio
audience get an inning on CKWX’s
Double or Nothing.

case, there is o graphic reminder that
CONSOLIDATED GROCERS' presents the
weekly Double or Nothing feature over
CKWX,

It is the combination of an centertain:
ing program with adequatc promotional
Lacking that has made this serics cffec:
tive tor CossoLaten Grocers’. By
using the institutional approach, the
prestige of cach member store is cn-
hanced. The fact that members are
unanimous in their approval indicates
that the uscfulness ol the program is
not limited 1o Vancouver, but rather
extends throughout British Coluwmbia.
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Melodies Tailor Made

Consistent Radio Schedule Way
to Win Friends and Customers

. Brouadcasting represents the quick-
cst way to communicate with millions
of people. When President Roosevelt
wishes to make an important announce-
ment to the people, he makes it to the
entire nation in its own homes at the
same time that the rest of the Americas
are listening.

If radio is that important as a social
force, the Cannon TaiLorinG Co., Cleve-
land, O., figured that it was a medium
that it couldn’t afford to overlook. In
1936 we branched out into the retail
field, and at that time we purchased a
small store just around the corner from
the Public Square in the heart of down-
town Cleveland. Almost at the same
time, we bought our first radio program.
We realized the importance of obtain-
ing the best possible medium with which
to present our story to the public!

CaNNON TalLorING has never given
up that radio program, and today the
firm that was almost unknown in 1936
is known to 80 per cent of the people
of Cleveland. We attribute this unques-
tionably to our WCLE program of mu-
sic. During this time the store has been
cnlarged from one to three floors, and
it now cmploys 120 people. For that,
too, radio can take its full share of the
credit.

In addition, CANNON TaiLoRING has
made very extensive post-war plans for
the enlargement of its women'’s depart-
ment of custom-made suits and coats,
and of course radio will play an impor-
tant part in establishing that dcpart-
ment, !

What is this astonishing program
which has produced such amazing re-
sults? It's a simple half-hour Sunday
prograin of popular ballads. With Dick
O’leren as master ol ccremonics, the
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by WILLIAM CANNON, owner,
Cannon Tailoring Company

Irish Program is hcard at 2:30 P.M,
with organist Helen Wyant and the
Irish Ensemble.

Originally the program featured only
Irish melodies, but there were so many
requests for popular tunes and old-time
favorites that the series now has a more
varied selection.

It has been our cxperience that the
better established a program is, the less
important the commercials become. Very
little time is given to commercial copy
on our program, and the music is the
main feature. In other words, CaANNON
TaiLorING lets the editorial content of
its program do the work for it. Our
Hooper rating indicates that with this
combination we have developed a large
listening audience, and with a consist-
ent radio schedule the name and fane
of CannoN TaiLorING has penetrated
the consciousness of that group. We're
convinced that this is the reason that
when either a man or woman think of
custom-made clothes, they think of us.

His own Ubest
advertiscment is
nattily attived
William John
Patrick Cannon,
whose interest
in cutting, de-
signing and tai-
loring first took
shape at the ten-
der age twelve.

Known as “Bill” throughout the
trade, Irvish as the Blarney stone, he
is a native Clevelander. Very much
a family man, he is obviously proud
of, devoted to, his five children.
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SHOWMANSCOOPS

RADIO SHOWMANSHIP welcomes unusual photo-
gtaphs of merchandising srunts used by businessmen to
promote listener interest N their radio programs.

Radio Goes to a Party . .

® (Left) . .. When the Bel
g the Southland, alias Glenn

alloway, celebrated the pr:
gram’s first birthday, it was
HOLSUM cake, of cours
Waiting for their cuts are (le
to right) WSIX presidem,cju
M. Draughon; AMERICA
BREAD CO.S general ma
ager, Bernard Evers; WSI
commercial director Gene Ta
ner; AMERICAN BREA
CO.’S advertising manager, [
Bow Sparks, and WSIX pr
gram director Jack Wolevs
(For story, see Airing the Ne
p. 166).

© (Right) . .. For the best
story of pioneer days in
Idaho, Ted Falk, executive
of the FALK MERCAN-
TILE CO., Boise, Idaho,
awards Mrs. Pauline C. Pim
the 75 dollar War Bond
first prize. (For story on this
KIDO feature, see Airing
the New, p. 168).

RADIO SHOWMANS
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Pilp llmue Ahay,
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® (Above) . . . Snowed under
with =ail is Jane Weston, con-
ductor of the WOWO Modern
Home Forum. (For story, see

Proof O' the Pudding, p. 175).

® (Above) . . . Commercials are modeled before a
studio audience on WPAT's Luncheon witl! Helen par-
ticipating feature. Madeled here are HARRY KAYE
FURS, Paterson, N. [. Studio audiences ate awarded
product samples. In the case of furs, the gals were pre-
sented with Gold Bonded Certificates entitling them to
free fur coat storage.
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AIRING
THE NEW

New radio programs worth reading
about. No result figures as yet.

Bakeries
ST. LOUIS HEROES \hile a prophet
may be without honor in his own coun-
try, quite the reverse is true of heroes.
In St. Louis, Mo., the PuriTY BAKERIES
Service Core. pays tribute over KSD to
St. Louis Heroes. Although the Sunday
afternoon half-hour show changes for-
mat from week to week, the first broad-
cast covered many fighting fronts: storics
of two local heroes; news of citations for
a number of others, and a description
of a major battle with the spotlight on
the part St. Louisans played in it. With
sound effects and background music,
three announcers did dramatic readings.

Evidence that one piece of informa-
tion leads to another: information about
St. Louis heroes first came from press re-
leases and Army and Navy reports, was
later supplemented by public relations
officers. Today the work and rewards of
St. Louis’ fighting men contes from hith-
or and yon, is the subject of a large KSD
file.

Only commercial note struck on the
program by Purity Bakeriks: one brief
commercial announcement. Promotion
for the program began with a Purny
salesman’s banquet at which addresses
by two St. Louisans back from the front
were featured. Some 3,500 vetail grocers
arrying ‘Tavsree -BrReap received  per-
sonal leners announcing the show as
well as window  stickers and  display
crds. Mention of St. Louis Heroes was
also made on "Favsver Breaw's KSD
newscasts, 1o parents of men 1o be men-
rioned in the show and to organiziions
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fand, Glenna Calloiway, her piana and
o

With the exception ol the opening
and closing onescntence annonncer-pre
sentation made over the theme song, the
quinter-hone is Calloway ol the wan
Uhe Belle of the Sonthdand plavs e
own piane accmnpaninent, ineodnees
her own nnmbers, tes-in one conner.
cint on cach progeia in such o manner
as to make it pleasam listening,

To ger complete Lisiener  coverage,
Howsoars schedule on WSEX, o addi-
tion to this six thnes weekly series, io-
dodes Tour spot announcentents dudly,
sin onewscasts o week, and an evening

hall-honr weekly show,

AIR FAX: In he
bird Caltoway
wes formerly
under the e

handles script and prodiciion.

First Browdeart: January 13, 1943,

Broedcast  Schedule: Monday through  Saturday,
12:135-12:30 P M

Precedrd By: News.

Foliowed By: Music,

Nponsor: Amecican Bread Co.
Station: WSIX, Nashville, Tenn.
Power: 3,000 wauts,

Pupunlation: 167,402,

COMMENT: ‘T'he more complete the
coverage. the greater the veturns, as ad-
vertisers who want (o reach the mass
audience well know. A varied program
schedule consistently used, taps every
level of listener preference. For its abil-
ity 10 reach the mass audience. a sched-
ule of news. music and spot amnounce-
ments s high in faves. (For pic, see
Showmanscoops, p. 1643

¢ for thiv sponsor, song:
on Nashville Varietize
st un an NBC orchesica
ayne. Jack Wolever

Beverages

THIS IS THE UNDERGROUND Wit
cune out ol the progrom vat for the
Artas Brewixe Co., Chicago, 11, indi-
cates that there is plenty hrewing among
the conquered  peoples of (the world.
Actual activities of the Euvopean under-
ground are dramatized on this weekly
quarter-hour series.

In Holland., Frunce, Jugoslavia,
Greece. Norway, cven ia Germany, men
and women daily risk evervthing for
freedom. This is the Underground!

True stories smuggled trom Euvope

MAY, 1944

suthenticate the sovipns, niske b good
Bsening smd gornd cedio, Sastidning
priot to e N eeas sponsonships, the seties
v now schiedoled Lo o 92 aweek oo,

AR BAX: P Hroadis Vetorrrary, 1940,
Bovadiart Mehedule: Sumley, 6:4%.7:00 100,
ded Hy: News,
wed Hy: Walier Fidgeon,
: Aslas Brewing o,
: WHBM, Chicaga, NI,
Frwer: 30,000 watts,
Prprlativon: 4,440,420,
Axeney: Arthue Meyeshofl & Cn,

COMMENT: Docomented progrions ol
this kind rate second only 10 news ves
porting itsell in social signilicance, we
of vital terest 1o fisteners, Adverntisers
who scleer this type of public service
broadeast ean be sure thanr the ollering
lus wide listenership.

Churches

JOURNEY INTO LIFE Between the
cradle and the grave, the Journey Tuto
Life takes mankind down devious paths,
To give budy and substinee 1o than one
which is struight and narrow, the New
Lire Fouxnarion, Loy Angeles, Cal,, ol
fers KFAC listeners a Sunday quarter.
hour series of adventures into the un-
known.

Each Journey Iito Life takes the lis
tening audience into strange Lands aned
among strimge peoples, presents mysti-
fving aspects of lite. Iistrumental wad
choral music embellishes these Hinde:
known fragments of history, Man who
weives the [ragiments together for New
Lier Fousoariox is Alexander Markes.
Series is scheduled for o 52-week rsn, is
sponsor’s livst vadio expericnce.

AIR FAX: First Broadeast: January 23, 1944,
Broedcast Schedule: Sunday, 6:00-6:13 P.M.
Preceded By: First Congregational Church.
Folloned By: Music.

Sponsor: New Life Foundation.
Station: KFAC, los Angeles, Cal.
Pomcr: 1,000 watis.

Population: 1.3504.277,

Agency: Smith & Bull Adv.

COMMENT: While religious organiz.
tions were among the first o see the
possibilities ol radio. still make consist-
ent use ol time. anuch renins 1o be
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done in the field of programming for
this group. Series herc is designed to ap-
peal 1o a wide lisienership. ’

Dlepariment Stores

ANSWER MAN What the next mail
will bring is something that The
Answer Man never knows. “Did George
Washington ever see an elephant?”
might have stumped some people, but
not The Answer Man. “The Father of
His Country saw an elephant in Philg-
delphia on August 25, 1796. He paid
NI75 to see it, and its name was Old
Bet.”

Some 5,000 information seekers send
queries to WOR's Answer Man weekly,
and whether the question asked is an-
swered on the air or by mail, every ques-
tion rates a reply. It took six months of
rescarch to find the answer to this:
“What is the oldest business concern in
the world?”” In due time, rescarchers had
the dope.

When the R. H. Macy & Co., Inc.,
New York city, posed this one: “IVhat
type of program shall we buy?’ its an-
swer was to expand its use of radio to
include sponsorship of The Answer Man
threc times weekly. Contract is for 52
weeks, and supplements Macy's station
break announcement campaign on four
local stations including \\’Oi.

On cach broadcast, and through no
other source, Macy's advertises three
merchandise values to be on sale for the
next three days. Commercials  follow
program format, are presented in (.‘ues-
tion-and-answer form. Window displays,
general advertising, direct mail and store
s)ns(crs back up the efforts of producer

druce Chapman,

AIR FAX: First Brosdcast: March 27, 1944,
Broadcast Schedule: M-W.F, 7:15.7:30 P.M.
Sponsor: R, H. Macy & Co., Inc.

Station: WOR, New York City.
Power: 30,000 watts.

COMMENT: \Vhen advertisers  feature
radio specials, it should be remembered
that response is often cnnulative. The
device may click from the start, but it
may take a period of time to build up a
perdollar return. All to the good is the
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tie-in here betwcen program and com-
mercial.

Department Stores

FALK’S PIONEER PARADE In a country
famed for its skyscrapers, other evi-
dences of man’s inventiveness, not to be
overlooked is the fact that men and
women still live who plowed the carth
with oxen, lived in sod houses, and who
survived only through their own efforts
and nature’s bounty. Many of the ex-
eriences of these old-timers are un.
nown to the historian, some are not
fully recorded, but all of them are a part
of the heritage of everyone in these
United States. .

To give the people of Idaho reason
for pride in the star on Old Glory that
represents their state, the FALk MERCAN-
TILE Co., Boise, Idaho, offers Falk’s
Pioneer Parade over KIDO. Dramatiza-
tions of little known historical events
taken from those pages of history that
represent the early days in Idaho arc
presented weekly.

Series began last November to com-
memorate the seventy-ifth birthday ol
the pioneer department store of the city,
and FaLx’s original intention was to
use the series for a one month perioc
three times weekly. For all stories ac
cepted for program dramatizations
Fark’s offered a 75 dollar War Bond.

So successful was the series that wha
started as a special series now continue
on a weekly schedule, will continue fo
an indefinite period over KIDO. For 31
minutes every Sunday, listeners folloy
in dramatic form the story of klaho’
progress from the carly days.

AIR FAX: Adapter and producer of original stori
based on historical fact is KIDO's Cass Steven
Series is presented by Sid Marwoff.

First Brosdcast: November 1, 1943,
Broad Schedule: Sund 9:00-9:30 P.M.

Preceded By: Bob Crosby.
Followed By: Reverend Fuller.
Sponsor: Falk Mercantile Co.
Station: KIDO, Boise, 1dsho.
Power: 2,300 (d).
Pupulstion: 160,000.

COMMENT: Listeners gain morc tha
a pride in the history of progress in
historical scries of this kind. They al
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gather an appreciation of the part the
sponsor has played in this development.
Advertisers with an institutional ax to
grind might well make greater use of
material of this nature as a whetstone
that will put a razorsharp edge on lis-
tener interest. (For pic, see Showman-
scoops, p. 164.)

Home Furnishings

TREXLER AND THE NEWS What this
country neceds is not a good five-cent
cigar but more local news if current
surveys indicate which way the wind
blows. While listeners cannot always re-
call the names of far-away battle scenes,
they can quote names and places when
the fire, robbery, wedding or what have
you is a local one.

With that in mind, the SEALY Mart-
" TrEss Co. put its money on Trexler and
the News heard six times weekly over
WMPS, Memphis, Tenn. While news-
caster Trexler doesn’t give national news
the cold shoulder, it's local news that is
the fair-haired child.

AIR FAX: Opening snd closing sound effects give the
Flash naws 1dea. Two commercisls in the body of the
program keep the sponsor’s name before the public,

Broed. Schedule: Mondsy through Seturday, 6:30-
6:45 P.M.

Preceded By: Music.

Followed By: Confidentially Yours,
Sponsor: Sealy Mattress Co.
Station: WMPS, Memphis, Tenn.
Power: 1,000 watts (d).
Population: 292,492.

COMMENT: Advertisers with an cye to
the future might well consider the pros-
pects for local news. Because war has
created a news listenership as big as all
out doors, a swing to local news after the
war will pay dividends.

Insurance

CRYSTAL CHORUS As a crystal clear
reflection of its prestige, the Kansas
City Fire & MariNe INsurance Co.,
Kansas City, Mo., presents KMBC lis-
teners with the Crystal Chorus. For the
weekly Sunday afternoon series Home
Officc employees are the musical voice
ot Kaxsas Crry FiRe & MARINE.
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Commercial message is institutional
in nature, is delivered alternately by an
officer or a member of the company’s
board of dircctors which includes Mid-
west industrialists, bankers, realtors and
executives.

AIR FAX: First Broadcast: Janusry 30, 1944.
Broadcast Schedule: Sundsy, 12:43:1:00 P.M.
Sponsor: Kenses City Fire & Masrine Insurance.
Station: KMBC, Ksnsas City, Mo.

Power: 3,000 watts.

Population: 602,046,

COMMENT: Radio, actively merchan-

dised, can be profitable to almost any

type of advertiser; time and again, na-
tional organizations have found that it
isn’t only charity that begins at home.

Invaluable as a business asset is the fac-

tor of hometown pride, support and

good will. With radio, the advertiser has

a chance to personalize these assets.

Men's Wear

JIVE AT 11:05 Call it swing, jazz, or
just hot music, it’s still American music
with origins deep in_the glamorous past
of colorful New Orleans. Lectures and
concerts with and about the men cred-
ited with creating and fostering this mu-
sic have been notsoscholarly lecture
topics at New York and San Francisco
Museums of Art. Nationa! magazines
have given feature spreads to the sub-
ject. Hollywood has focused the camera
on it.

In San Francisco, Cal., not bringing
them back live but on record is what
makes for tuneful listening, builds busi-
ness for the Howarp Crotiing Co.
Broadcast from special studios in the
Dowxtown Bowr, $300,000 bowling
and sports building, is Jive at 11:05.
Some 200 hep cats turn out weekly to
hear and see. Collectors bring highly
prized records, thus give listeners a
chance to hear platters that can be rare-
ly heard, even more rarely purchased.
AIR FAX: Voted for two successive yesrs San Fren.

cisco’s _most populsr man of music was producer.
emcee

First Broadcast: 1942,

Brosdcast Schedule: Sundsy, 11:03-11:20 A.M.
Sponsor: Howard Clothing Co.

Station: KSAN, San Francisco, Cal.

Power: 230 watts.

Population: 637,212,
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COMMENT: \While the best in Ameri-
can folk music mav please the fancy of
the music lover, it also draws the hep
cat. Record clubs indicate a tremendous
imerest in this very field. Together, it
adds up to a tremendous audience po-
tential for any advertiser.

Participating
VICTORY GARDEN CLUB That patch
of ground may be no larger than a 9x12
rug. It may even consist of a mere win-
dow box. But to Americans anxious to
do their part in the Food Fights for
Freedom battle, it's a Victory Garden!
Only hitch in the git-along: to those
with or without green thumbs who have
never before given so much as a passing
nod to seeds and soil, to achieve a rad-
ish, onion, carrot or tomato is some-
thing else again.

To those seekers after knowledge,
\WFBR, Baltimore, Md., offers its Vic-
tory Garden Club of the Air at a time
when the mysteries of gardening are
most apt to be uppermost in the minds
of these tillers of the soil, namely, at the
Sunday dinner table. And on the theory
that there’s more to gardening than
dropping seeds in hill or row, the series
is scheduled for 40 weeks, will take the
gardener through the harvest season.

Tied-in with the program is every
recognized garden agency in the area.

Professional gardeners provide a step-
by-step garden work-log as the contribu-
tion of the National Association of Gar-
deners. From the Maryland State Nurs-
crymen’s Association comes cultural in.
lormation on trec and bush fruits.

Where and how to plant shrubs, how
1o achicve the greatest beauty from avail-
able ground, other
topies of this nature,
are discussed for
the benelit of those
whosc spirits arc
willing but whose
wardening  experi-
ciees are meager. It
adds up 10 o short
CONFse I ornamen-
tal plantings and
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landscaping for the would-be tillers o
the soil.

Activities of the Federated Garde
Clubs of Maryland are also publicize
on the program, and the organizatio
sponsors various garden projects in cc
operation with \WFBR. State wide c
ordination of Victory Gardening ;
supervised by the Maryland State Vi
tory Garden Committee, and devcloy
ments are broadcast cach week. Lister
ers get recommendations and advic
from the State Extension Service of th
University of Maryland.

How the Victory Garden Section ¢
the Civilian Mobilization Committee fc
the city of Baltimore shows its color:
the organization directs the activities ¢
local gardeners, judges the communit
gardens worthy to receive the WFBI
Award of Merit. On the basis of its dr
cision, a garden consisting of groups ¢
20 or more persons organized and spo:
sored by industrial plants, churche
apartment houses, civic and fratern:
groups will be entitled to fly an Amer
can flag and an award pennant from th
centcr of the garden plot as its Awar
of Menrit,

Devoid of announcer-spoken spot con
mercials, advertisers profit from a ne
type of product presentation. Rad’
gardener not only tells his listeners ho
to garden, but also what to use, whe
to get it and how to use it, refers
products by name in his recommend
tions to home gardencrs. Each partic
pating sponsor is guaranteed a mi
mum of 20 such announcements duri
the scrics.

AIR FAX: First Broadcest: February 13, 1944,

Broedcast Schedule: Sunday, 12:30-1:00 P.M., F
1uary 13 through November 12, 1944,

Preceded By: Moreland Memorial Chimes.
Followed By: News.

Station: WFBR, Baliimore, Md.
Power: 3,000 wans,

Populstion: 85%9,100.
COMMENT: High loc
concentration ob home gi
deners offers  manufacu
ers and growers a treme
dous dollar-for-dollar 1
trn, Very much 1o 1
good is the departure he
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from the customary commercial . plug,
Adverdisers are abmost caitiin to henelit
fro.m this new type ol product presen-
Lation.

Restaurants

NEWSPAPER OF THE AIR Giving
Davton, O., listeners food for thought
in a twice weekly news diet is CuLe’s
CareTeria. On the theory that straight
news is like neat and potatoes without
salt and pepper, Cure's Bavors its guar-
ter-hour with more than a dash of show-
manship.

What WHIO listeners get is a News-
ﬁnptr of the Air with musical bridges

etween the various sections. Battle
front news, Washington happenings,
women'’s page, sports page, ¢t al, are cov-
ered by two male announcers, one fem-
inine spieler, Page one brings the head-
line news., Before listeners finish with
the last page of the imaginary news.
paper, every section of the standard news
sheet is given the once over.

True to life and standard practice, the
masculine voice predominates on each
page, with an occasional news run for
editor-in-chief Madeline Wise, Only on
the women’s page does writer and pro-
ducer Wisc get complete say-so.

AIR FAX: Newsmen Don Wayne and John Murphy
turn the pages.

First Broedcast: November 9, 1943.
Broedcast Schedule: T-S, 9:06-9:135 A.M.
Preceded By: Richard Higham.

Followed By: Kitchen Kapers.

Sponsor: Culp’s Cafeteris.

Stetion: WHIO, Dayton, O.

Power: 5,000 watts.

Population: 338,688,

COMMENT: While news is a tremen-
dous factor in the increased radio tune-
in the country over, the advertiser whose
news program includes a dash of show-
manship does more than extend the
scope of his coverage currently. He is
also taking out post-war listener insur-
ance against the day when news per se
will lose some of its present potency.

Transportation

SINGING MOTORMEN While the great
of the motion picture world may hope to
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achicve one Oscar, ircasnre it above all
clse if v comes their way, the Groraia
Powek Co., Atlanta, Ga., has fowr Oscnrs
with which it stores up listener treas-
ures in the radio hall of fane. Niche
which the quartet made up of trolley
and bus operators fills: a weekly quarter:
hour of music over WAGA.

\When the Groraia Power Co. drew

from its own family for the talent in the
new program series, gave the nod to the
four Oscars, the quartet was no pig-in-
a-poke. For more than a year the tour
employees had been harmonizing in bal-
lads, hymns, novelties, other popular
tuneful earfuls, to the delight of civic
groups.

As ambassadors of good will for the
Georcia Power Co., the Singing Motor-
men are 24-carat gold, arc symbolic to
WAGA listeners of the friendly organi-
zation which daily carries Atlanwaa’s
workers from home to job and back.
Supervised by GEORGIA POwER's Jim
Stafford, the series also serves another
purposc: through it commuters are giv-
en tips which spread the transportation
load more evenly throughout the day.

AIR FAX: First Broedcast: November, 1943,

Broadcast Schedule: Tbursday, 91139130 P.M.

Preceded By: Raymond Gram Swing.

Followed By: Stop or Go.

Sponsor: Georgia Powee Co.

Station: WAGA, Acdante, Ga.

Power: 3,000 watts.

Population: 1,333,200.
COMMENT: Where employee morale
and public relations arc involved, there’s
no end of the line. Definitely on the
right track are advertisers who use radio
as the main line to both destinations.
\While most programs of this nature paf-
take of the variety show, the series here
indicates that the few can represent the
many.
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bis Army Air Base vs. Fort Jackson, and Dreher
High School vs. Columbia High School.

First Broadcast: March 12, 1944.

I o

CACHOWMANS
IN ACTION

Promotions and merchandising stunts that
will lift a program out of the ordinary.

Automabile Supplies

PUT AND TAKE Thirty pieces of silver

arc what make the wheels go round for

Put and Take quiztestants and for local

distributors of the U. S. Russer Co. In

Columbia, S. C., some 250 persons get

tickets on request from the Rovar TIrE

Servick, local U. S. Tire distributor, for

the 30-minute WIS weekly broadcast.

What kecps the audience at the Co-
lumbia Hotel's Crystal Room on its toes
is the free-for-all mental battle between
various civic organizations. Each group
is represented by three contestants, and
cach group has its own announcer. Ques-
tions are taken by quizee from a page
boy, are then passed on to the announcer
who asks the question.

Questions come from the listening
audience, and the ante for each question
uscd on the series is two smackers. Twist
that makes this series somcthing new
under the sun: each of the six contest-
ants starts off with a drawing account ot
five dollars. For cvery correct answer, a
silver dollar is placed in the contestant’s
pursc. When a question is muffed, the
contestant parts with one of his dollars.
T'hat dollar, plus another from the spon.
sor, goes into the jack-pot.

While cach contestant may keep the
dollars he carns for correct answers, the
jack-pot money goes to the team making
the best seore at the end of three rounds
ol competition. Six questions polish off
one round.

AIR FAX: A copyrighted festure produced by Edwin
Beown of New York City, the show is locally staged
for tocal distributors of the U Rubber Co. In
Columbia, S. have included Rotary

vs. Kiwanis; Lio‘v‘u vs. Civitans; Senior Chambee of
Commerce vs, Junior Chamber of Commerce; Coluen.
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Broedcast Schedule: Saturday. 7:00.7:30 P.M.
Preceded By: Music.

Followed By: Grand OU' Opry.

Sponsor: U. S. Rubber Co.

Station: WIS, Columbis, S. C.

Power: 3,000 watts.

Population: 82,810.

COMMENT: While national advertising
in local newspapers has been standard
practice for years, local radio programs
for national accounts is only now mak-
ing a name for itself in the annals of
advertising. With such programs, adver-
tisers profit from a local angle that has
not previously been developed.

Bakeries

SQUARESHOOTERS Stories of early life
in the West, heroism of dogs or horses.
other action crammed yarns, are what
bring the moppets to the radio five times
weekly, but what gives Uncle Billy his
stand-in with parents are the basic moral
standards implied in each and every
story as it unfolds over CJBC, Toronto,
Ont., for the Purity Breap Co.

That his youthful listeners may be
Squareshooters in every sense of the
word, they are organized into a Square-
shooters club. As members in good
standing, each signs a pledge card, re-
ceives a Squareshooters emblem to be
sewn on swcaters. Evidence that the
small fry have taken Uncle Billy inio
their complete confidence is the fact that
after 20 broadcasts, mail rcached the
150 per day level. When the series had
been aired for ten months on CKWX,
Vancouver, B. C., mail count totalled
70,000 letters, and the program had the
endorsement of parents and leading
civic authorities.

AIR FAX: Uncle Billy, otherwise known as George

Hassell, tells stories, sometimes complete in one pro-

gram, sometitnes serislized over seversl days, never

refers to his sudience #s children but rather as Young
Canadiens.

First Broedcest: Februsry 7, 1944,
B

d Schedule: Monday thi h Friday, 3:13.
3:30 P.M.

Preceded By: Hop Harrigan.
Followed By: Music.

Sponsor: Purity Bread Co., Toronto.
Station: CJBC, Toronto, Ont.
Population: 873,992,

Agency: A. McKim Ldd.

RADIO SHOWMANSHIP




COMMENT: Any good program will
gradually auract listeners without mer-
chandising, but successful advertisers usc
proven methods to build the consumer
audience faster and to cash in more
fully on the program’s audience appeal.
Club emblems have worked time and
again for numerous sponsors.

Draoceries

A SONG AND A STORY If the old ad-
age, “‘cveryone loves a lover,” is true,
then the same holds true for the stories
they tell, the songs they sing. For almost
cvery one, certain melodies are synony-
mous with love’s young sweet dream. In
Baltimore, Md., EppiEs’ SUPER-MARKET
gives listeners a chance to cash in on
such memories.

Listeners young and old are invited to
contribute stories and the songs associ-
ated with romantic incidents. To the
author of the best letter each month,
Eopies’ presents a 25 dollar War Bond.
Program content: letters submitted
weekly. Comments Norman Gladney,
director of radio, LEoN S. GoLnick &
ASSOCIATES ADVERTISING AGENCY: “Mail
response has been phenomenal.”

Letters are held in strict confidence,
and names are not divulged. Appropri-
ate theme song: Indian Summer. Open-
ing and closing spots read by announcer
invite listeners to send in letters, explain
the idea behind the series. Divided into
six parts is 4 Song and Story. Music is
recorded.

Two commercials center around
Eopies’ SuPER-MARKETs services, and
since the chain is located in four outly-
ing communities, all copy is written
with an eye toward reaching Baltimore
County, rather than the city itself.
Example: “Remember, folks ... whether
you ltve in Dundalk, Stansbury Manor,
Sparrows Point or Aero Acres, you'll
always receive quality service . . . qual-
'7'}’ products. Shopping is easy at Eddies’.

he abundance of fresh vegetables and
fruits coming in daily from every section
of the country make for a variety that's
hard to match. And while Eddies’ have
established themselves as the meat spe-
cialists in Baltimore County, they're tops
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in coery other department. You can find
this out for yourself.”
AIR FAX: First Broedcest: March 12, 1944,
Broedcast Schedule: Sunday, 2:30-3:00 P.M.
S : Eddies’ Super-Mack
Stetion: WITH, Baltimora, Md.
Power: 230 watts.
Population: 839,100.

COMMENT: Showmanship here helps
put the listening audience in a reccptive
mood. Too, the radio series appeals pri-
marily to the very age group which is
the greatest buyer of grocery products.
The institutional approach enhances the
prestige of each individual store.

braceries

HELPMATE Being a Helpmate in name
and deed for listeners with a yen for
flower gardening is the CupAHY Pack-
ING Co. for its OLp DurcH CLEANSER.
Its springtime, good will merchandising
offer: 12 packets of SHow GARDEN flow-
ers. If purchased through ordinary chan-
nels, the seeds would cost $1.95. Help-
mate listeners get the whole caboodle
for 25 cents, plus two windmill pictures
or labels.

Early in February, dealers received
large colored sheets illustrating the seed
packets and giving offer and campaign
details. In addition to this point-of-pur-
chase display, small descriptive slips
were furnished on pads bearing a cou-
pon. Customers could send in the cou-
pon, get the seeds in accordance with
instructions printed on the pads.

AIR FAX: Helpmate serializes the story of an unselfish

woman who sacrifices much to further the career of
her husband.

First Broedcest: September 22, 1941.
Brosdcast Schedule: Monday through Friday, 9:30-
9143 AM.

Preceded By: News.
Followed By: Stac Playhouse.
Sponsor: Cudshy Packing Co.
Station: WMAQ, Chicago, 111,
Power: 50,000 watts.
Population: 3,440,420.

COMMENT: Dealer interest and cooper-
ation is equal in importance to that of
the ultimate consumer. Point-of-sale dis-
plays are effective both with the dealer
and the consumer, and box top offers
have been box office attractions for many
national advertisers.
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4 PROOFQ'T
PUDDING

- Results based on sales, mails,
surveys, long runs and the
growth of the business itself.

Bakeries

KORN KOBBLERS Consistent radio ad-
vertisers since 1936, the Hi-Crass Baking
Co., Evansville, Ind., is an old hand at
program selection, and as long
as a scries produces the desired
1esnlts, it is content to let well
enough alone. Since July, 1941,
it has unwrapped as its daily
parcel of WGBF entertainment,
the transcribed quarter-hour of
fun and nonsense, namely, the
Korn Kobblers. Predecessors to
this WGBF variety show that
rings in comedy, music and gags:
live musical talent, and a birth-
day party serics.
AIR FAX: Companion piece to the Korn
Kobblers, of which there are 312 episodes, is

Kornegie Hall, the latest edition of the musical va.
riety show, emceed by Alan Courtney.

First Broadcast: July, 1941,
Broadcast Schedule: Mondsy through Friday, $:45.
6:00 P.M.

Preceded By: Sustsining.
Followed By: World Today.
Station: WGBF, Evansville, Ind.
Power: 3,000 watts (d),
Population: 97,062,

Producer: Frederic W. Ziv,

COMMENT: Survey after survey reveals
the fact that an important factor which
determines radio suceess is that of con-
sistency. ‘That clement takes on even
greater importance with sponsors whose
products have mass appeal, (For story on
this nanseribed series, see RS, Novem-
her, 1943, page 376.)

Giroceries

AIR ADVENTURES OF JIMMY ALLEN
Hero ol the day or air-minded moppets
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in ‘Traverse City, Mich., is Jimmy Allen.
That Jimmy Allen is something of a
hero to his sponsors, MuLLER GROCERs
Bakinc Co., and to the AssociaTED GRo-.
CERs OF WESTERN MICHIGAN, is indicated
by MuLLER’s stepped-up radio schedule
on WTCM. With the youthful element
of the Traverse City population work-
ing on its side, MuLLER added 14 spot
announcements a week to-its WTCM
schedule within a fcw months after Jim-
my Allen had set the stage. MuLLER
bank-rolls the transcribed series three
times weekly, splits the sponsorship with
AssoctATED GROCERS. Same sponsors also
air the series over WDOD, Grand Rap-
ids, Mich.
AIR FAX: Aviilsble in this action-packed avistion
serial are ¢ ibed episod Sales-produci
merchandising plans sre availsble at no extrs cost.
While the series originally did a four-year stint for
the Skelly Oil Co. over KFH, Wich-
ita, Ka., had another long run for
RAINBO BREAD in the same
community, it has done yeomsn serv-
ice for sundry sponsors in all parts
of the country, is still going strong.
Broadcast Schedule: Mondsy through
Friday, 3:00-5:13 P.M.
Sponsor: Muller Grocers Baking Co.;

Associsted Grocers of Western Mich:
igan.

Station: WTCM, Traverse City, Mich.
Power: 230 watts.

Populstion: 14,433,

Producer: Russell C. Comer.

COMMENT: While war up-
sets established routine for
many people, needs of
youngsters and oldsters alone remain
unchanged. Because oldsters are habit-
grooved, represent a market of diminish-
ing needs and desires, many merchan-
disers gear promotion plans to enlist the
support of the young salesmen in count-
less homes. Serics here makes for stabili-
zation of today's market and a guaran-
tee for futnre sales.

Groceries

MUSIC TO YOUR TASTE To scll the
listening public on the fact that Ewcin
Brann Marcaring is food to its taste,
the B, S. Prarsart. Burter Co. offers it
Music to Your Taste. A strong indica-
tion that the ten-minute, transcribed
program ol popular music was also to
the aste ol retail outlets: 800 were add-
ed in the first week the program was
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broadcast. Note struck at show's open-
ing: “Music to Your Taste . . . brought
1o you by Elgin Margarine . . . the kind
that tastes good."

Not one to do things by halves is ]T]
Vandertoll, PEARsALL sales manager
back up the six times weekly radio fea-
ture, the wheels were set in motion for
a strong merchandising campaign.
Three-color window streamers were dis-
tributed to all retail outlets stocking
ELGIN BRAND MARGARINE. Grocery trade
papers blossomed with advertising in
support_of the product and the radio
series. Listings in Chicago morning
papers helped increase the listener tune-
n

Commercnals urge listeners to give
product the taste test. Example:

Ous in Elgin, llinois, the heert of the deiry coun-
try, the B. S. Pearsall Butter Compeny is making
just about the finest mavgevine money cen buy.
1¢s Elgin Brand Margevine . . . sweet and [resh
. . with e fine, delicate, natural flevor, Each
mnd of Elgin Margarine is rnudlvd with 9,000
units of Vitemin A end conteins over 3,000 cal-
ories . . . 90 you can see thd Elgin Margerine u
good for you. But what yowu're really interested in
+ v . how does Elgin Margerine tasie? You
Jonl have to teke anybody's word for it! . .
no indeed. Just try & poun . . and you'll buor
that Elgin Margevrine tastes ‘ood. Use it in baking
and cooking . . . on vegetables end piping hot
biscuits end rolls. Give it the tastetest . . . your
whole family will agree that Elgin Mergavine veally
tastes good. Of course you kmow tllc retion points
are low, and elso you seve money by wiing Elgin
Mergerine. So ask your grocer todey for Elgin
Margarine—ithe kind thet tastes good.

AIR FAX: Vateran announcer John Holimsn emcees
the show.
F:m Brosdcast: January 17, 1944.

) Schedule: Monday th h < d
0140 AM.

Preceded By: News and Mursic.
Followed By: News.

Sponsor: Elgin Brand Macgsrine.
Station: WMAQ, Chicago, Iil.
Power: 30,000 watts.
Population: 3,440,420.

COMMENT: Selling aids which back a
radio series are excellent devices for
building strong dealer support. While
consumer demand can build dealer good
will, coordinated activities here build
both at the same time.

8:30-
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Sustaining

MODERN HOME FORUM While the

Modern Home Forum has becen a regu-

lar feature over WOWO, Fort Wayne,

Ind., since 1937, if proof were nceded

that the scries is just that, mail for 1943

is a clincher: 122,071 pieces. Avcrage

per broadcast day: 469.5! In a single
three-day period in mid-November, the
daily mail count reached the 1,000 mark.

Evidence that 1943 was no flash in the

pan is the fact that the Modern Home

Forum produced 15,003 lctters in Jan-

uary of the current year. What keeps the

postman on a dog-trot isn’t high pressurc
techniques nor outstanding give-aways.

Listeners arc offered leaflets on home-

making.

AIR FAX: Homemakar Jane Weston treats the prob-
lems of the housewife as her own, be they household
or personal. Timely hints on shopping, rationing,
bsby care and cooking keep the wheels on their

merry go-round. Housewives who give menu sugges-
tions end household hints are weekly guests.

Flnt Broedcast: May, 1937,

4. Cehodul M. d h
lx!o P.M.
Preceded By: Farm News Letter.
Followed By: Theatee of the Sky.
Station: WOWO, Fort Wayne, Ind.
Power: 10,000 watts.
Population: 117,246.

h Fridsy,

COMMENT: Smart merchandising isn't
necessarily high pressure, necdn't in-
volve a tremendous out-lay of the coin
of the realm. Evidence enough are
122,071 leaflet requests in a single year!
(For pic, see Showmanscoops, page 163.)
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SHOWMANVIEWS

News and views of current script and transcribed releases back- \x
ed with showmantips. All are available for local sponsorship.

Adveniure

STAND BY FOR ADVENTURE Good
tales well told have always been one of
the surest forms of entertainment. Espe-
cially in these times, when even those
who are foot-loose, fancy free must curb
the impulse to roam, stories of exciting
happenings in far places among strange
people find a hearty reception.

When listeners Stand By For Adven.
{ure, the monotony of every-day living
gives way to thrilling
exploits in wild lands
and strange cities.
Without stirring
from his own fireside
or his own arm chair,
the adventurer-by-
proxy lives through
dangerous deeds, other exploits that
make the hair stand on end.

Tales of mysticism and stories of the
unusual are spun by four men, a retired
army officer, a star reporter, a New Eng-
land sea captain and a South American
scientist. Each episode as told among the
four friends is self containced.

AIR FAX: Promotional material for use on the air, in
print or by direct mail and point-of-sale is available.

Type: Teanscription.

Schedule: Once or twice, weekly.
Episodes: 26.

Time Unit: 15 minutes.
Producer: NBC Radio Recording.

COMMENT: DPrograins arc the essence
ol radio, and good programs have what
it takes to build a large listening audi-
ence. Program here offers almost any
sponsor a short-cut down the long road
which leads to presiige. For its wide ap.
peal and its ability to capture mass at.
tention, the series is a natural. Especial-
ly 10 he prized is a transcribed scries
backed np with plenty of merchandising
material.
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Bakerie:

KNOW YOUR AMERICA Vhat natio
has a heart as big as the world itself
America!l What nation was founded b
peorle who wanted a place where the
could have freedom? Americal But th
fact remains that for a better unde
standing and appreciation of that whic
is “The home of the brave, the land o
the free,” it's essential to Know You
America. To Krovide just guch an ay
preciation is the objective of the synd
cated feature.

A blend of transcribed narrative an
native-to-this-soil music, the prograr
can be built into a five-, ten- or 15-mir
ute series. The addition of a telephon¢
money angle based on skill and know:.
edge of American history converts it ir
to a listener participating show.

Transcribes portion, with 315 ep
sodes available, covers the 48 states ¢
the union, the 31 presidents and mar
of their wives, outstanding men an
women who have helped build Americ
as well as the lakes, rivers, mountain
national parks and cities of these Unitd
States. Historical facts are woven ing
warm, human stories.

While the series is adaptable for spo
sorship for almost any type of busine
it is doing yeoman service for, amor
others, the Braun Bakine Co., Pity
burgh, Pa., where it is used at an ear
morning hour over WWSW. OLn Hon
Bakers, Sacramento, Cal, over KRO
used Know Your America as the bas
for an institutional campaign for i
Bersy Ross Oo FAsHIONED BREAD.

AIR FAX: A network cast polishes off the lines.
Episodes: 313.
Producer: W. E, Long Co.
COMMENT: A prograin of this kind
almost certain to get the backing a
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lsupport of civic and cducational leaders,
is especially timely now. Series here also
[has in its favor the fact that it can be
Jadapted to meet the specific nceds of al-
E‘most any sponsor.

| Department Stores

} CALLING ALL GIRLS To mother and
| dad, the Mother Tongue is one thing.
| I's quite something else again to the
| younger generation. To Sis, “Listen you
" snice. Don’t be goon bait. You and your
P. C. grab yourselves a swoon stand, and
catch the down beat,” is crystal clear in
its meaning. To Mother and Dad the
ibberish has to be translated. To them,
“Listen girls, don’t be unpopular. You
and your Prince Charming grab chairs
and learn what's going on,” make sense,
but it isn't the language that raises the
blood pressure of the junior miss.
Juvenile double-talk sets the stage for
Calling All Girls. Evidence that it's the
right formula comes from Dayton, Ohio.
For the premiere of the transcribed
series aired for ELDER & JoHNsTON, de-
partment store, over 1,000 ‘teen agers
were present. A featured orchestra, a

» dramatic skit, feats of magic, et al, got

them hep to the 52-week run scheduled
for ELDER & JOHNSTON.
A potpourri of advice on style and

etiquette, interviews, dramatized fiction,
and music by The Three Suns, the quar-
ter-hour is emceed by Tom Shirley. Pro-
gram is produced in conjunction with
Calling All Girls
Magazine, (eatures
juvenile stylist Nancy
Pepper on each pro-
gram. Not forgotten
is the problem of a
gooksy (wall flowers
to the uninitiated).
Advice to boys and
girls of the teen age
group is also part and
arcel of the series.

ch show has a dra-
matization of a story
from a current issue
of Calling All Girls
Magazine, and inter-
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views with movic stars, band leaders,
other personalities of interest to the sub-
deb and her mother, are on the docket.
Designed primarily for  deparuncent
store sponsorship, cach program has
three spots for the departinent store's
own commercials which may tic-in with
generalized style advice. Among the
stores already signed are: GimseL Broin-
krs, Milwaukee, Wis.; FiLEnE's, Boston,
Mass.; THE Bapy Suop, Evansville, Ind.;
Tue Hecur Co., Washington, D. C;
Brown-THomsoN, Inc., Hartford, Conn.;
Joun Swiuito Co., Cincinnati, O.; Tug
Hus, Baltimore, Md.; GimBer BroTHERs,
Philadelphia, Pa.; ELDEr & JoHNnsTON,
Dayton, O.; Strouss-HIRSHBERG, Youngs-
town, O.; Pomeroy's, Harrisburg, Pa.;
MictLer BroTHers, Chattanooga, Tenn.;
Miceers, INc.,, Knoxville, Tenn.; Love-
MaAN, JosEPH & Loes, Birmingham, Ala;
Lion Store, Toledo, O.; N. 1. Apawm,
Buffalo, N. Y.; BERGER'S DEPARTMENT
Store, Utica, N. Y; 1. A. Kirvin, Co-
lumbus, Ga.; RosensXuM's, Pittsburgh,
Pa.; D. H. HowMEs, New Orleans, La.
Promotionotion: store name is listed
in Calling All Girls Magazine each
month in a special column reserved for
official headquarters stores. Special ad-
vertising material supplied to sponsors
includes: miniature mat of magazine's
current front cover; mat of O. K. '’ED
by Calling All Girls symbol; mat of
Calling All Girls tag; set of glossy photo-
graphs of pictures from the current Call-
ing All Girls issue, and display cards.
Sponsors also receive an illustrated bul-
letin with informa-
tion on the current
issue of the magazine,
and a letter with pre-
S view dope on the
issue after that. Of-
ficial stores also get
special flashes about
new resources and
special merchandise
for teen departments.
AIR FAX:
Producer: Feederic W. Ziv.
COMMENT: Department stores who
ioneered with radio advertising soon
ound that departmentalized features
were one of the tricks of the trade.
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WHAT Tt

. PROGRAM DID FOR ME

This is the businessman’s own depactment. RADIO SHOW-
MANSHIP invites radio advertisers to exchange results and
reactions to radio programs for their mutual benefit.

Department Stores

SPOTS “\Vc¢ have maintained a con-
tinwous radio schedule in the past, but
it now is our plan to merchandise the
designited spots on the radio the same
iy we do specific ads for the newspaper.
With a# few exceptions, the times of the
spot are the same as in the past, but we
tic-in the departments on approximately
the same days as the ads run in the
newspapers. ‘This means comprehensive
monthly plvning, rather than ‘catch
thew on the run’ 1ypes of commercials.
“Every spot is numbered by days
throughout the entire month, and spe-
cific merchandise or departments are
listed for i definite spot throughout the
tay. These spots are definitely C. C.
\NuvrrsON spots. Three or four days in
advimee G G ANDERSON's supplies
KIDO with the item or depariment to
he prowmoted.,
"My departments have from one o
three spots a0 day and these items are
featired within the respeative depart.
HICIES,
L. E. HOLMAN
Merchandise Manager
C. C. Anderson's
Boise, Idaho

AlK FAX: All radio copy for C. C. Anderson's is on

Pevafed und PMManncd baris. Conunercials get the
vkay (com department heads hefore being put on

Fiest Broudeass: Februoey, 1944,
Sponsur: €. €. Amlerson’s,
Stwomn: KIDO, 0 « klaho,
Powsr: 2500 wans (4],
Frpulunion: 160,000,

COMMENT:  Jus as  hit-oraiss  copy
selidonn anakes sides, o0 liieoraniss radio
campirign has never vang any bells, hi
any bl evess Hhere iy an exeellem
eximple oF how o depamment store i

(h1)

a radio station working in cooperation
can simplify the problems of each tc
make for a more effective radio cam-
paign. As department stores come tc
make greater use of radio as an advertis
ing medium, such methods will becomc
standard practice.

Finance

SPOTS "Our position has been tha
radio is one of the best ways of reaching
the mass audience. By investing in tim¢
on three of the local stations, we con
sider we are covering this market a:
fully as possible. Our most recent ex
perience with, and use of, radio, ha:
been limited to a frequent number o
chain break announcements. We hav
been an occasional user of radio tim
lor the past five or six years.”

H. J. WILLIS

Manager, Public Relations Departmen

Central National Bank of Cleveland

Cleveland, Ohio

AIR FAX: Eacliest brosdcast for Central National w
ah i ibed d Empire Buil
ers. Historical sketches of famous personalities we
reprinted in pamphlet form, and the bank still ge
casionsl request for the entire series. A warti
the service type was its Let's Write « Lent
e weekly review of Cleveland news, min
any sensational items, was offered as & guide to me
bers of families when writing relstives in the secvi.
_ Schedule of spot on two local s
tions was heard nightly, six times weekly, duri
much of 1943, Chain_breaks and spot snnouncemen
both put the emphasis on morigage loans.
Sponsor: Central National Bank of Clevelsnd (O)
Population: 1,111,449,

COMMENT: For success with radio ac
vertising, the cards are stacked in fave
ol the sponsor who makes consistent u.
ol the medivm. As complete coverage «
the market as the budget allows is anotl
or clement that's worth its weight i
gold in any nan’s moncy.

RADIO SHOWMANSH




COMING

What about ielevision, FM and the future? Is there a
future for the custom-made neswork? Will advertising
techniques change? You'll find a complete report in the

BADIO SHOWRMANSEIP

A special issue devoted to post-war planning for radio and its advertisers. Spe-
cialists from the field of advertising, experts from the business world, and leaders
in the realm of radio present an authoritative report on the post-war world.
Watch for it in the June issue of RADIO SHOWMANSHIP MAGAZINE.

TELEVISION: Telcvision is Ready for the Advertiser writes Allen B. Du Mont,
president of the ALLEN B. DU MONT LABORATORIES, INC. ¢ Raymond
Everett Nelson, of the CHARLES M. STORM CO,, looks at Television Today
and Tomorrow. ® Thomas T. Joyce, RCA Victor Division, RCA, analyzes the
Post-War Television Market.

FM: what an Agency Found Out About FM is told by P. H. Pumphrey, of
MAXON, INC. e Paul Chamberlain, Electronics Department, GENERAL
ELECTRIC: CO., presents the highlights on Post-War Broadcasting. ® A pro-
gram policy is the personality of a network claims John Shepard, 3rd, president
of the AMERICAN NETWORK, INq.

STANDARD: Giobal radio is an instrument of post-war prosperity says Miller
McClintock, president of the MUTUAL BROADCASTING SYSTEM. o Ad-
vice from Edgar Kobak, executive vice president of the BLUE NETWORK
CO., INC.: Build and Test Tomorrow’s Program Today. @ Paul Hollister, vice
president of the COLUMBIA BROADCASTING SYSTEM, outlines radio’s
part in future progress.

PROGRAMMING: Charter Heslep, of the Office of Censorship, Radio Divi-
sion, takes a look at Radio News After the War. ® Advice from Louis J.
Nelson, Jr., of the WADE ADVERTISING AGENCY: Butld Your Fences
Today for Post-War. @ From Elaine Norden, of the CAMPBELL-MITHUN
ADVERTISING AGENCY, comes a tip on the Post-War Woman and the
Facts of Life.

A W W A w

RADIO SHOWMANSHIP will present these and many other pertinent articles on the future of selling
merchandise through radio. It's an issue you can’t afford to miss!







