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courtesy begins at home for Colonial Biscuit Co., 
ittsburgh, Pa 12m222) 

Department store sold on radio for stilling 
'ulsa, Okla. market áp.226) 

Eércha.ridise paradE boosts sales for St. Augustine, ' 

La. merchants in 29 -day promotion . . . (p.228)_ 
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YOUR BUSINESS AT A GLANCE 
A quick index to what others in your business field accomplish through radio. 
Articles and services in Radio Showmanship are classified by businesses here. 

JULY 
Business PAGE 
Amusements 238 
Automobiles 244 
Aviation.... .... 238 
Bakeries .222, 238, 239, 249, 250 
Candies 224 
Dairies 239 
Department Stores ... . ... .. .226, 235, 236, 237, 244, 247 
Drug Products 240, 245 
Furriers 236, 245 
Gasolines 245 
Groceries 240 
Hardware Dealers . 241 
Home Furnishings 241, 250 
Manufacturers .230, 242, 246, 247, 248 
Men's Wear 243 
Merchants' Associations . ... 228, 242 
Nurseries 246 
Women's Wear .. 235, 243 

If you don't hare the June issue, order it now! It's the 
RS surrey of post-war plans for radio and its advertisers. 



Editorial 221 

Give Thanks for Daily Bread 222 
Aimont J. Wal,h 

That old-fashioned courtesy begins 
at home is the attitude of the man- 
ager of the Colonial Biscuit Co., 
Pittsburgh, Pa: 

Candy Fights, Toot 224 
E. G. Schack 

Association of Manufacturers of 
Confectionery and Chocolate uses 

radio to sell the idea of candy as a 

diet essential for quick energy, writes 
the account executive, Scheck Adver- 
tising Agency, Newark, N. j. 

Sold on Radio for Selling 226 
Ben A. Jumper 

Service dominates Brown -Dunkin 
Department Store's radio plan, 
writes the sales promotion manager, 
Tulsa, Okla. 

Merchandise Parade 228 
An RS Analysis 

Showmanship boosts sales for St. 
Augustine, Fla., merchants in 29 - 
day cooperative radio series. 

Sylvania Showtime 230 
Derby A. Denson 

Two hundred man-hours used to 
stage morale building radio series 
for Sylvania Electric Products, Inc. 
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Future Unlimited 232 
Ethel N. Keene 

What's ahead for radio and its ad- 
vertisers is viewed by the manager 
of the Raymond Keane Adsertising 
Agency, Denver, Col. 

An Agency Looks at FM 234 
Preston H. Ps,nph,ey 

Maxon, Inc., surveys the held, learns 
scltat public likes and dislikes in fre- 
quency modulation. 

Tele -Casts 235 

Things happening on the television 
front of interest to advertisers. 

Showmanscoops 236 

Unusual photographs of merchan- 
dising stunts used to promote listen- 
er interest. 

Airing the New ... 238 

New radio programs are worth read- 
ing about. 

Proof o' the Pudding 243 

Results are based on sales, ntail,sur- 
veys and long runs. 

Showmanship in Action 244 

I'rontotions and inercha ndising 
stunts lift a program out of the ordi- 
nary. 

Special Promotion 247 

Shot I radio promotions leave an im- 
pression that lasts the year around. 

Showmanviews .. ... 248 

News :std cicws of current script 
and transcribed releases backed with 
shtwntantips. 

What the Program Did for Me.. 250 

Rallis advertisers exchange results 
and rein:tions to radio programs for 
their mutual hnelit. 

THE READERS 

WRITE 

EXCUSE IT PLEASE 
lo the Editor: 

I would appreciate it if, in your next 
issue, you would put in a correction to 
the effect that me title is Executive Vice 
President, and not Vice President as it 
appeared in the article in your June is- 
sue. 

EDGAR KOBAK 
Executor Vice Presided 
The Blue Netnork 

New York City 

RS sends its apologies both to the . 

Executive Vice President and to the Vice 
President. To author Kobak goes an 
orchid for his keen analysis of the field 
of radio programming. (See pine, 19-14, 
p. 206.) 

COVER TO COVER 
Sir: 

I ant extremely pleased to receive 
It Auto Snow 51Axsttti' Magazine each 
month. I react it from cover to cover, 
and catalogue sonic of the ideas in it for 
consideration by our store, when, as, 
and if changing«conditions will warrant 
our undertaking radio. 

JOSEPH W. MARSHALL 
Advertising Manager 
The Goldenberg Co. 

Washington, D. C. 

ONLY RADIO READING 
Gentlemen: 

Your handy little hook is abort our 
only radio -reading usuree, and we enjoy 
it very much. 

L. H. CUMMINGS 
Advertising Massager 
Sears, Roebuck & Co. Retail Store 

ttirnsngham, Ala. 
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An Editorial 

Stxke 
V!' 

the gaud' go`I 

WHAT'S AHEAD in the post-war period is something of a pig - 
VV in -a -poke, hut one thing is certain. Retailers have plenty at stake 

in the maintenance of full employment. Levels for 1933 won't do. 
That would leave some 16 million people without work. Even in such 
relatively good years as 1937 and 1940, there were more than 9 million 
unemployed. After this war we must employ from seven to nine mil- 
lion more than the U. S. did in 194(1. 

To avoid catastrophe, there must be markets. Markets are the key to 
sales and saps are the key to production and employment. Goods have 
to be sold to he produced. And it's up to the retailer to sell the goods. 
"Pent up demand" will be only a short lived boom. 
To achieve the volume distribution necessary to maintain the national 
economy, retailers will have to develop new methods or schemes to 

promote expanded consumer buying. 
What then, can be much more important tomorrow than advertising? 
Unless advertising builds up a consumer demand for the wonders of 
the future there will be no need for any manufacturer to make any- 
thing. 
There will be a real mass market to sell, and radio, the truly mass 

medium, offers actual circulation at a far lower cost per thousand 
than any other medium. Radio advertising has shown the sharpest 
rise of all media, and has increased in volume without interruption. 
Because of its incomparable service during the war, radio will emerge 
an even more potent medium. 
YESI RADIO will help the retailer carry the torch in the presersation 
of the American economic system through preserving our gains and 
maintaining our standards. 
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Crackers, Cookies andour es C t 1 

Colonial Biscuit Company makes 

Friends with Courtesy Campaign 

--- V11; , - 
S 

HIS is the story of a radio campaign 
based on old-fashioned courtesy, the 

brand of friendly dealing which has 
built the business of the COLONIAL BIS- 
CUIT COMPANY OF PITTSBURGH, a division 
of the UNITED BISCUIT COMPANY OF 
AMERICA, into one of the major bakery 
organizations in the nation. 

Some folks have expressed the opinions 
that "courtesy" is just a lot of "wind." 
But it might also be pointed out that 
there's a lot of wind inside a tire, but it 
makes riding along rough roads a great 
deal more pleasant! 

Such sentiments about the virtue of 
courtesy have been held by Mt. A. J. 
\Valsh, manager of the Corox1At. BIs- 
curr Comr\NY. in fact, these convic- 
tions were the basis of an idea Mr. 
\\':alsh has had in the back of Isis head 
for years with regard to radio advertis- 
ing. It was an idea which he had never 
found the opportunity to try out. but 
the idea had been growing in importance 
through the years as the business philos- 
ophy which he had expounded to his 
sales four. It was not a complex theory. 
There was nothing hand to understand 
about it. Ott tine coin vary, it was remark- 
ably simple, fur it had as its prune factor 
the two friendliest words in the English 
language: "Thank Yon"! 

One day. early in I!hl'i, Mr. \Valsh 
was discussing advertising plans with 
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Executed by Walker Downing 

Advertising Agency, Pittsburgh 

company officials. "I've got an idea that's 
been kicking around in my head for a 
long time, boys, and I'm going to get it 
off my chest today!" The group sat back 
to listen as A. j. continued! 

"We're not going to spend the adver- 
tising dollar of the COLONIAI. BISCUIT 
COMPANY with the expectation of rais- 
ing the sales volume of cookies attd 
crackers which we bake. We can't supply 
the demand as it is. \Vartinte restrictions 
make it impossible to expand our Ares-' 
eat distribution, so I propose that we 
try something different, and I want your 
approval of the ideal" 

WnAr kind of a scheme did the bos_ 
have up his sleeve? They were soon I 

learn, for 1\fr. Walsh continued. "I'se 
been listening to the radio a great deal 
of late, anti I'm getting sick and tired of 
hearing 'Glutz's Galoshes itas'e ,¿one tt 
war. If you can't get Glutz's Gulo.she 
talrcrr you ask for drew . . . rrntrrnher 
tite hoys in the sender come first!' \\'hs 
doggone it all! Every citizen with hall ; 

brain knows the lighting forces omit 
first. Most folks are well aware tba 
we're fighting a war. and they dun' 
have to be reminded 20 times a day to/r 
they can't buy curtain rods or can lin 
irons! I propose a completely differcn 
technitiue." What was A. J. leading Ili 
to? 

"1 think we'll rein a lot of friend 
build genuine good will, and plant gout 
seeds lur the future, if we translate hit 

RADIO S N O W M A N S N I 
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our projected radio campaign, a good 
measure of that old-fashioned courtesy 
that I've been preaching to our sales 
force. Yes, in plain language, let's say, 
'Thank You' to every home -maker for 
buying COLONIAL BAKER -MAID SALTINES 
and GRAHAMS and all our other deli- 
cious crackers and cookies! As you well 
know, I've always said that, no matter 
how small thg order, it's never too small 
to deserve a 'Thank You.' I believe 
'Thank You' is just about the most 
friendly phrase you can mention, with 
the possible exception of '/ Love You,' 
and we don't intend to get that chum- 
my. If 'Thank You' works in personal 
contacts it will work over the air, for 
radio is essentially a person -to -person 
proposit ion!" 

MR. \I-alsh's listeners responded warmly 
to the idea. It made an immediate hit, 
and without further ado a plan of action 
was plotted. Important decisions had to 
be matte with regard to marketing arcas 
which should be covered, the selection 
of radio stations, the choice of the pro- 
gram, and many more. 

There followed a series of conferences 
with the agency which handled the ad- 
sertising of the COLONIAL BISCUIT Cost- 
PANY, WALKER & DOWNING, Pittsburgh, 
Pa. A map of COLONIAL'S territory was 
prepared in order to show the major 

cities which we e 

essential to the 
campaign. They 
i nd tided coUhiti Li ti 

tics in four states. 
and called for the 
use of 13 radio sta- 
tions. This region- 
al network had a 

primary coverage 
area closely match- 
ing the distribu- 
tion activities- of 
COLONIAL. Thus, 
the medium had 
been carefully 
plotted. 

Next it was nec- 
essary to choose the 
right program, the 

type of feature which would appeal 
warmly to women. After weeks of audi- 
tioning various features which held po- 
tential promise, a transcribed series was 
chosen by Mr. Walsh and his associates. 
It was the recorded series titled Modern 
Romances, an NBC RADIO RECORDING 
DIVISION feature with top-flight actors, 
and the polished technique common on to 
the best radio network productions. 
Modern Romances was fashioned along 
the lines of the tremendously successful 
daytime serials. Each was a dramatic 
love -story keyed to the tempo of today. 

A NUMBER of different promotional 
techniques were employed to give Mod- 
ern Romances the greatest possible at- 
tention value. A complete publicity bro- 
chure was forwarded to each outlet con- 
taining news stories, mats, pictures, and 
prevues of the series. Store displays were 
employed to tie-up the program with the 
product. Newspaper ads were inserted to 
call attention to time and station. These 
were all part of a comprehensive plan, 
augmented by truck posters, store cards, 
and dealer letters. 

The campaign is well tinder way and 
the COLONIAL BISCUIT COMPANY feels 
certain that its radio vehicle will build 
good will for its products, because 
fundamentally sound principles of busi- 
ness ethics have been applied. 
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Candy Fights, hts, Too ! 

. I 

by. VERNON RADCLIFFE, nice president, ín chi 

r¡,' r production, for American Institute of Food Proa 

J 

(Above) . . William C. Kimberly, 
secretary of the Association of Matsu. 
facturen of Confectionery and Choco- 
late, has been identified with the can- 
dy industry about half a century. 
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Radio Sells Idea of Candy as a Food Essential for Quick Energy 

EVERY advertising man has balanced at some time in his 
mind the telative advantage 01 the sense 01 sight in publica- 

tions, and ci the sense of hearing in radio: the visual impression of 
the package and sales argument, and the persuasive human voice 
linked with entertainment. 

A selling medium that uses all live senses. sight, hearing, touch, 
taste anti smell, could he expected to be high-powered, and so it 
has proven IOr the ASSOCIATION OF 'MANUFACTURERS OF' CONFFa:- 
rtoNFRV ANN (:u0<:ol.sI't:. r\Ithough it is unity one of tern partici- 
pating sponsors on /)r. Eddy's Food and //once Forum, results 
have been phenomenal in slatting the swing to curdy as <Iuick- 
enctgy food rather than a luxury indulgence, according to Mr. 
William C. Kimberly, secretary <sf the association. 

"In selecting 1)r. Walter I1. Eddy to carry the message of 
candy's part in the war effort," says Mt. Kimberly. "we certainly 
hit the jack -pot. Way hack in the last war Major Eddy was a 

stall ollicer in charge of nutrition for the r\.E.1 ., and succeeded 
in having candy, issued as an aunty ration in the front line 
trenches, when: previously it luid been considered a luxury in- 
dulgence confined to canteens back of the lines. 

"The whole future of the candy industry rests in this switch of 
opinion. Candy advertising has been largely a vacuum into 
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 Latest achievement of Dr. Walter H. 
Eddy, nutritionist, consultant to leading 
companies of the food industry and pio- 
neer in vitamins, is the popularization of 
candy as essential food. 

Ella Mason, home economist, is assist- 

ant to Dr. Eddy on the daily broadcast. 

by the raising of an applause card. It is 

a genuine and involuntary reaction. 
People go home from this Fond Forum 

party as individual boosters in their 
community. They attract other visitors. 

Through the week, every afternoon at 
3:30, I)r. Eddy introduces the program 
with a talk on food keyed to the news, 
and then answers questions on nutri- 
tion. It's a format which builds an ever- 
increasing listening audience. 

As a tie-in with the radio campaign, 
pamphlets are circulated by the millions 
in all candy boxes of the association. In 
it Dr. Eddy has described Life Raft 
Ration, the Five -In -One -Ration, the 'K' 
Ration, Jungle Ration, Mountain Ra- 
tion, Bail -Out Ration, and under the 
title Candy Fights Too, has pointed un- 
escapably to what candy is achieving for 
victory as food. 

Some idea of what these simple leaflets 
arc doing for the ASSOCIATION OF MANU- 
FACTURERS OF CONFECTIONERY AND 
CHOCOLATE is evident in the writer's ex- 
perience with one dealer recently, a 

small cigar store on Eighth avenue. New 
York. He had just left the production of 
the Eddy program and had dropped in 
for cigarettes. He took up the pamphlet. 

"Don't take that away," yelled the 
dealer. "That's my rabbit's foot. Any 
number of people have read it, and 
they're beginning to buy candy like 
food, regularly, just as they buy eggs and 
bread. Just read there how our soldiers 
depend on it, and how the army issues it 
in regular rations." 

Yes, Dr. Eddy has told simple scien- 
tific truths about candy, and the knowl- 
edge of what candy can do in the diet is 

spreading for the benefit of all. Advertis- 
ing agency for CANDY ASSOCIATION is the 
SCHECK ADVERTISING AGENCY, Newark, 
N. J. 
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Sold on Radio for Selling 

Service Dominates Brotan -Dunkin 

Radio Plan Writes BEN A. JUMPER, 

Sales Promotion Manager, Tulsa 

Some advertisers need to reach only 
a small segment of the available radio 
audience, but the BROWN-DUNKIN Cor,t- 
PANY, Tulsa, Okla., department store, 
had a different problem. That was to 
dominate the ainsaves as it dominates 
the local retail scene. Accordingly, its 
radio schedule is designed to reach as 
large a percentage of all listener groups 
as possible. 

Women and children rank high in the 
audience. groups that BROWN-I)UNKIN 
wants to reach, but the all -family circle 
is not ignored. To achieve the maximum 
penetration for its message, BROWN -DUN - 
KIN selected not one program, but a 
series of programs, each designed to ap- 
peal to some one specific audience group. 

However, the BROWN-DUNKIN plan for 
radio does not stop with the selection of 
the audience. Each program must carry 
a sales message which will make the use 
ol radio time profitable. While BROWN. 
DUNKIN does not ignore the institutional 
approach, it has found that radio is an 
effective sales medium when the right 
commercial approach is used. To that 
end, it due'sn't attempt shotgun tactics. 
Instead, each program serves one par- 
ticular purpose. One program promotes 
its mail older department. another the 
fabrics department. Conditions .deter- 
mine in each case just which department 
will be emphasized, but it is tloue on a 
consistent basis. 

The total effect of this varied sched- 
ule creates a radio store personality that 
is as dramatic and furcclul as the store 
itself. It is significant, however, that this 
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Glenn Hardman Entertains for KTUL 
listeners, Tulsa, Okla. 

personality was not built in a day. Nei- 
ther was Rome. BROWN -DUNK IN was a 
pioneer in the use of radio tinte for de- 
partment stores, and it has constantly 
adapted its radio schedule to meet cur- 
rent needs. This continuance in time 
has won it new friends and held old cus- 
tomers through the years. 

O Coupled with consistency as a pat- 
tern for radio success is the element of 
frequency. The BROWN-DUNKIN message 
is heard not once a week, nor even once 
a day, but rather, two or three times 
daily, supplemented with frequent spot 
announcements. 

Spots. shows and strips. some of each; 
that's the comprehensive radio policy ol 
tire BROWN -DUNK IN CO\I PA NY, I t11Sar, 

Okla., department store. 
Sold on radio for selling, BROWN-I)UN- 

KIN IOU live years sponsored The Chil- 
dren's Ilott.r over KTUL. 'rite highly 
successful, store -originated show, timed 
t, get customers into the store early, was 
scrapped only when late wa ttime open- 
ing hours eliminated the only morning 
time available over KTUL. 
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Under the guidance of Mr. Ben A. Jumper, JSRowN-DuNKIN sales pro- 
motion manager, the KTUL. radio schedule has been enlarged to include 
a five-minute morning strip by l'eggy Gray, personal shopper; a Monday 
through Friday quarter-hour program of instrumental music by Glenn 
Hardman; and a weekly half-hour show with the songs of Alice O'Con- 
nell. This morning, noon and night selling schedule is supplemented 
by spot announcements pushing king -bee items and special events. 

While Mr. Jumper believes that people are interested enough in nter- 
chandile.for its own sake to listen consistently to a five-minute shopping 
program, he adds that the BROWN-DUNKIN idea of radio includes the fac- 
tor of service. To better serve the Magic Empire Market of Oklahoma in 
wartime, BROWN-DUNKIN continually improves its mail order department. 
One of its most effective means of serving the residents of this trade area 
is through the daily five-minute broadcast by Peggy Gray, personal shop- 
per. On the air every morning at 9:00, Miss Gray covers the store by de- 
partments and services. Varying her technique of straight selling by per- 
sonal interviews with store buyers and personnel, Miss Gray acquaints 
out-of-town listeners, as well as Tulsa residents, with special events and 
outstanding values. 

To reach the great homemaking audience 
midday Glenn Hardman Enter- 
tains. Hardman, KTUL musical 
director, sells the street floor by 
easy talking hís commercials, 
while he puts his finger on mel- 
ody with a quarter-hour of music 
oh piano, organ, celeste and 
solovox. For BROWN-DUNKIN teat 
room customers, Hardman ap- 
pears personally at the tearoom 
for an hour each Monday to 
play piano requests. 

Three clarinets, vibraphone, 
piano, organ, celeste and solo - 
vox weave a varied musical tap- 
estry for the lyrics of Alice 
O'Connell. The weekly half- 
hour Alice O'Connell Sings 
show is beamed to the Monday 
night family audience. Selling is 

done by Peggy Gray and a male 
announcer. Centered on the Fab- 
ric Department, commercials ap- 
peal to both homemakers and 
to business girls who have their 
clothes made by dressmakers. 

Consistent, hard-hitting sales 
messages, service features and 
sparkling entertainment over a 

period of years add up to a 

definite radio personality for 
BROWN-DUNKIN, a personality 
that sells! 

11í1Y, 1944 

of the Magic Empire at 

BROWN-DUNKIN dominates Tulsa scene. 
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Merchandise 
Parade! 

(Below) ... WFOY hostess 
personnel get set for a cruise 
through the city. 
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WFOY general manager, J. Allen Brown, awards 
Easter Egg Hunt prizes. To his credit is the radio ver- 
sion of this time-honored event. 
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IN pre -radio days, it was standard prac- 
tice among merchants cooperatively 

minded to make a show of colors on spe- 
cial occasions such as Thanksgiving or 
the Fourth of July through I to use of 
lull page newspaper advertisements. 
While the device was considered institu- 
tional advertising, few people ever ob- 
served the individual store credit lines. 
-1'o actually combine in a cooperative 
venture in a way to 
create good ts'ill for 
rnclt member store 
was unheard of. 

Thal rein incd 
for Radio. SVitft ta - 
din, there is no 
agate type. and the 
credit line for tic 

l 

small advertiser gets the saute emphasis 
as that of a larger retailer. For the space 
of time that the individual store gels 
participation credit, it has complete 
domination of the airwaves. 

While cooperative ventures of this 
kind have served many purposes, the 
experience of 21 merchants in St. Au- 
gustine. Fla.. illustrates that selling can 
he an intcriral part of such an under- 

taking. Here was a 

special event which 

Showmanship 

St. Augustine, 

ín 29 -Day Coo 

Boosts Sales for 

Fla. Merchants 

peratíve Seríes 

made the cut ire com- 
munity WFOY con- 
scious, because of 
the elements of 
showmanship incor- 
porated into the 
series. 
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(Left) . . . Onesheet poster boards 
re stationed at points adjacent to Dav- 
port Patk for the WFOY Easier 
rade and Egg Hunt. Giving them the 
ce -over are (left to right) program 
rector Frankie Collyer Walker; traffic 
triage? Bernice Nachtmann, and gene 
if manager J. Allen Brown. Billboards 
o blossomed w:th Easter Egg Hunt 
omotinn. 

O (Right) . . . Beg -time stuff for 
the nippers is this WFOY Easter s`; 
Egg Hunt sponsored by 21 St. 
Augustine, Fla., merchants. Broad- 
cast was the climax to a 29 -day J2: - 

promotion. 
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A 29 -day pre -Faster promotion, the 
se_ies combined strong human interest 
with hard -selling merchandise informa- 
tion it a time when amen. women and 
children were interested in casting till 
winter clothing for spring finery. Begun 
lour weeks in advance of Easter, with a 

daily one -hour and twenty -minute East- 
ri Parade, the platter show featured 
news of the Easter season on styles. mer- 
chandise, and services. Announcers Hap- 
ry Talbert and Floyd Dlihill handled 
the week -day presentations, while the 
Sunday lersions were Conducted by 
Donn Cnlee and \,'EO't' general man - 
tiger I. Allen Brown. 

A giant Easter Egg /hill[ climaxed the 
series. I Itntdreds of St. Augustine Young- 
sters were awarded prizes, and the en- 
tire (vent was broadcast over \V1)Y. 

Various elements combined to tnal.e 
this series the talk of the town. Not the 
least of theta was its widespread audi- 
ence appeal. \Vith the daily broadcasts 
o' music and tn.rchandise news, the 
sponsors reached the lentinine audience 
that represented the merchandise buyer 
in the tinder Pornrle of fashion. 

Showmanship in the use of merchan- 
dise !riles for the winners in the Easter 
Egg f/ttat also played an important part 
in making the entire cotntntmity con- 
scious of this WFOY promotion. These 
loins gave the small -fry a very real in- 
centive for locating the till dozen Easter 
e.4gs lurnishe(I and decorated by 1.1.ROY's, 

one of t ht 21 sponsors of the series. 

While the :iaslrr Egg, Unlit wits op ell us 

,,oungsters under twelve years of age. 
vat ions contests and stunts were staged 
for other j ivenile age groups. 

SPONSJR GIFT 
McCarter'. Cssallly 

Dairy Si in Ca,h 
To,thton, [exalt 

Drag Sto,. 
1'ilari Sh..' Store 
Hughes, the Florist 
Leroy's 
Nordan , Pa try Shop 
A,navm, Dr,,. Shupe.. 

J. Dexter Pann,ey 
Je der, 

Day Clothin_ Co. 

Pape's Gilt Shop 

Car,,, en'. Starker 

Service Drs., Co. 
5. A. Snydc's Grocery 
SI. Augu,ti,.a Soft 

Water Laandry b 
Dry Clea 

Superior D rr. 
Al tna jian', 

Denmark F,-ndtore Co. 
Usdi D.'>artment 

Store 
Bitger's Fast ion Shoppe 
Capes Chiloe Shoppe 
The Lew Shwppe 

Stuffed E Bnoy 
Pair of Shoes 
Colonial Corsage 
Easter Basket of Cenci' 
Easter Decorated Cake 
Silver Indian Bracelet; 

String of Sea Pearls 
Solid Gold Birthstone 

Rosa 
Shoulder Strap hand 

bee 
Alligator Leader Bill. 

fold 
SS Defense Stamp, 

(Bor)s 
SS Defense Stamps 

(Girl) 
Two Big Set of Game, 
Basket of .Nixed Fruit 

Red and White Sailboat 
Half Gallon Ice Crean, 

!Cups to All R inner/) 
Plaid Handbag: Chan,, 

Bracelet 
honor Commando Gun 

Boy's Swimming Tn,., 5, 
Ester Bormet 
Boy's Polo Shirt 
Raffia Dra ',g Hand. 

bag 

Set up in Davenport Park was the 
\1'I'OY lo-tr-speaker sound system, and 
all activities were broadcast from ?:OIt 
until 3:00 P. AI. Easter Sunday. 

it adds up to the act that what is 

good shot-utanship is good radio. and 
good radio is the sponsor -te'ste'd success 
formula. thether a is done individually 
or on a cc sop etative basis. 
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Syivania h wtiShowtime me 

200 Man -Hours 

Used to Stage 

Radio Serles to 

Build Morale 

. 

Ñ 
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:) 
itI , h\usc Wt\+ a 

A.\IOST a year ago, plant managers 
of four of the Massachusetts plants 

of SYLVANIA ELECTRIC PRODUCTS INc. de- 
cided to hold a radio show for employ- 
ees. These men appreciated the terrific 
strain the employees of the four plants, 
situated in Salem, Danvers and Ipswich 
had been undergoing for well over a 
year. They believed a radio program al- 
lowing employee participation might 
help It the broad program they were 
developing for employee relaxation. 

It was decided a weekly quiz program 
would permit not only steady employee 
participation, but also world ptovide 
the extra stimulating value of inter- 
plant competition. Each week, teams of 
butt from the four plants in the area 
competed against each other, and ret- 
utds were kept of the standings to keep 
the spit it of competition alive. 

Originally the show was staged in the 
\\'FSS studio thtatte, which allowed an 
audience of I511 persons to witness each 
broadcast. Since only employees were al- 

lowed to attend, this represented further 
employee participation. Approximately 
$100 per program was distributed in 
prizes each week. This weekly half-hour 
show did quite a bit to create interest 
among employees, and in addition, it 
stimulated a desire among thent to have 
an even bigger and better radio program 
for the workers in SYLVANIA plants. 

FIRST. SYI.s,NLA was interested i11 even 
more employee participation and at 
tendance. Many conferences with plain 
managers, their personnel (litectors. and 
\NESS management brought about the 
conception of a brand new variety show, 
Sylvania .Shnmtintc. This program 
brought itt the music of Dick IIingston 
and his 1.1 -piece band, and an arranger 
with a different approach, Charlie Beech, 
front t\lontreal. Now, every number used 
is a special arrangement. Broadcasts ate 
presented before an audience of 500 in 
the stain ballroom of the i-IAtvrnoRNt: 
Hirr i. in 'Salem. There is always a 
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by DERBY A. DENSON. Sylvania Electric Products. Inc. 

heavy demand for ticke:s, which are dis- 
tributed evenly to the now five plants of 
the company, as a new plant in 1\'ake- 
field has just recently been added. 

IN addition to Dick Hingston and his 
14 -piece hand, there is an announcer, an 
emcee, a male Vocalist, and a female 
singer, blonde Irene Donahue. In a re- 
cent broadcast, the featured musical ar- 
rangement was The .Story of Pistol Park 
in' Alamo, the arranger hating rewritten 
Poet and Peasant Oretture, along with 
some popular numbers. This new type 
of musical rendition lasted 3:10 min- 
utes, and was symbolic of real old-time 
"corn." Automobile horns, gun shuts. 
and glass crashes were part of the ac- 

companying sound effects. \\'hether it's 
a springtime slow, the Gay 90's, featur- 
ing a quartet and real died -in -the -wool 
Gay 90's numbers, the selections are re- 
written in modern tempo. 

The show is broken near the middle 
for a 31/2 -minute quiz, in which ten con- 
testants are selected front the audience 
to participate in a nt.tsicaI story type 
quiz. Dorothy Rich, known as the Quiz 
\listress, offers each contestant an op- 
portunity to guess the answer suggested 
by tunes played on the Hammond or- 

gan. In addition to the general outline 
of the weekly ccntinui.y, front time to 
time, as the occasion presents itself, guest 
stars front the Si t.vAxtA family are used 

on the program. 
Approximately 200 roan -power hours 

are consumed in the production of the 
show. This program is not intended to 
carry any commercial appeal, but it 
merely calls rite public': attention to the 
grand job being done bs nearly 6,0011 

SYLVANIA employees. James R. Dutiy. 
SYLVANIA employee re-ations manager, 
is in charge of the program. 

Sylvania Shotetimr tells that stoty in a 

way which gives the listening audience 
top-notch entertaimitent. More than 
that. it helps develop and foster the 
spirit of community pride i SYLVANIA 
EL`cratc Prtoocc:rs, INC., a factor of tre- 
mendous importance in the business re- 
larons of any plant. 

And for every SYLVANIA worker who 
either attends a broadcast. or listens to 
it over his own radio, .he program fur- 
ther strengthens his petsontai re_atiun- 
ship with the company. Such a show has 
immediate morale building value. but it 

alsa establishes a relationship Which will 
be of value in the period of post-war ad- 
justments. 
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What's Ahead for Radio and It's Advertisers? 

J. 

11\ 

y 
. a +orn ..sr-r 

tus .... Future Unlimited! 
by ETHEL N. KEANE, Raymond Keane 

Advertising Agency, Denver, Colorado 

L1.1., I'm just one little American, 
and because I am just that, I can 

dream, and I can speak up, and get in 
my "two -cents" worth! And so I say let's 
change that question and ask: 

"What's Ahead /or Our Country, /or 
Your Business and Mine, and for La- 
bor?" 

Because radio and its advertisers will 
not only be right with us in answering 
that question, they'll be away ahead of 
us! 'They'll lead the Post- Var Parade! 

And I have reason for saying this! 
Remember. hack in the dark days of 
tanly I!112? -That's when hiller banked 
tun our tlis-unity and our low produc- 
tion of the 'Ill's to twin the war. Well, he 
was wrong, but he was very nearly 
i;ht. And that taught us a lesson! We 

tv.,n't be caught with tutti-hmn--like that 

again in any emergency, peace to war, 
or war to peace. And here's how I know: 

By 1943, radio and its advertisers 
were doing a bang-up job for the war 
effort. That's when we were listening to 
radio shows designed, by the advertisers, 
to put a little patriotism into our souls: 
to appeal to us to buy \\'ar ponds: to 
urge ottr 17 -year -olds to become Avia- 
tion Cadets; to ask our women to join 
the \VAC: to he blood donors: in fact. 
to make each of us conscious of his or 
her omen important part in the war ef- 
fort. 

\\'e learned through these broadcasts. 
the inside story of American n resea tch 
and industry and government, gearing 
itself to total tear. We listened. and 
learned. and buckled down and worked, 
and suddenly it was possible for us, as a 

nation. to say. "Unconditional Surren- 
der!" Victory suddenly became a bright 
possibility in our reminds. But our radio 
advertisetss didn't stop there. They con- 
tinued to pound the importance of our 
goal: they told us how to dig our Vie - 
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that they might expect after the war is 

won. And we said, "Could you release 
anything we could use in our radio 
scripts?" 

A hundred and ten letters went out in 
the first mailing and the all-out response 
flashed back to us, "Yeah! We're workin' 
pretty hard, only 24 hours a day, but 
one of our chemists did have a little idea 
for a gadget and it's " Or, "Here's 
the dope on a little thing we had almost 
ready when the war came. We've laid it 
aside, but we're going to manufacture it 
as soon as the peace sirens blow!" 

AND believe it or not, from those first 
110 letters, we got enough factual infor- 
mation to write 78 Future Unlimited! 
scripts, with 8 to 10 items in each script! 

And so we sent out another 150 letters 
to other. great American organizations 
and back came another deluge of replies 
full of plans for our post-war world! 
These contained enough items to carry 
us through another 78 scripts. We had 
over 1,000 ideas for happiness! 

Yes! Already industry and science have 
cleared the first hurdle by dreaming and 
inventing miracles of tomorrow. And 
already they're preparing the people for 
what's to come! 

The second step, Which is already in 
progress, is planning for the presenta- 
tion of these wonders of the future, w 
the eager consumer! And already a great 
juggernaut, which, for want of a better 
name I shall call, "PWP" (Post -War 
Planning) is stretching his muscles. 
We're getting ready to bridge the gap 
between war's -end and peace -beginning 
in one single, powerful stride! 

Right now, buying and selling lie fal- 
low, but when we take that single, pow- 
erful stride, the rich soil of American 
buying will have been tilled by radio 
and its advertisers! 'And without falter- 
ing, they will bring the message of these 
promised miracles of science and indus- 
try to the people of America. Adver- 
tisers, through radio, will create the de- 
sire to share in these wonders and goods 
will pour -out for peace, at close to the 
rate at which goods are now being 
poured -out for war! 

233 



Survey Reveals What Public 

Does and Doesn't líke ín FM 

Agency A 1_An 

g 

HE things we of MAxoN, INC. discov- 
ered about FM in a special study we 

made a few months ago are the kind of 
things that only an advertising agency 
would be likely to investigate. The big 
question we asked ourselves was: "What 
do the five or six hundred thousand 
owners of FM sets think of Ft\l?" 

The first thing we asked them was: 
"What prompted you to buy your FM 
set?" 37.8% said, "Superior Tonal Qual- 
ity." This was the dominant answer in 
each of the four cities. On a national 
basis, static suppression came second with 
19%. National figures can be misleading. 
In Nev York, 32.6% gave static suppres- 
sion as a reason for buying FM; in Phil- 
adelphia it was 9%; in Milwaukee 7.1%; 
and in Detroit 5.6%. 

IN Philadelphia, "Superior Program- 
ming" on FM Stations turned up as an 
important reason for the purchase of 
FM, with 36.2%, and in Milwaukee this 
was given as the reason by 16.3%. 

There was another odd and interest- 
ing reaction to this question. \Ve were 
surprised to get answers which added up 
to: "I bought FM because I wanted the 
newest in radio." In New York, this re- 
sponse was given by .1.6% of the owners, 
and in Philadelphia by 7.5%. However, 
the Mid -west picture is quite different; 
Milwaukee 26.1%, Detroit 31.7%. 

Tut: neat question we asked was: "Ilas 
FM Lived up to Your Expectations?" 
Only 23% said that FM hadn't :net their 
i xpectalions. We asked these disappoint- 
ed set owners, "II not, why nut?" lit New 
York and Philadelphia, the reasons for 
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b TELE -CASTS 
Things are happening oes the 
television front of interest to 
advertisers and to agencies. 

Women's Wear 
GOLD MARK SEARCH FOR BEAUTY 
"Ir. this series of experiments televi- 
sion commercial programs for Goul 
MARK, hosiery manufacturer, girls 
were presented in a leg beauty ccntest. 
A board of judges consisted of a ictdptor, 
artist and beauty expert. 

"Elements of a quiz program were 
combined to make each progra u infor- 
mal and gay. The winner of cad eaci week's 
contest was carried over to the following 
week, and the final elimination narrow- 
ed down to the grand winner cf 'the 
series. Considerable direct results were 
produced from these programs. 

"Fashion Discoveries of Television 
was another series of experimental com- 
mercial fashion shows presented is this 
case for BLoobIINGDALE'S and P_BRAHAKM 

& STRAUS, New York departmeut stores. 
Each program in this series was present- 
ed as a miniature musical convect-. and 
the merchandise was described vhile the 
action of the stories continued.' 

NORMAN D. WATEtS 
Norman D. Waters & As ociates 
New York City 

All FAX: Stripier and director of both , ries adman 

Smtien: WNBT, New York City. 

COMMENT: Fundamentals of good pro - 
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gramnting and showmanship don't 
change, esen though techniques do. 

Women's Wear 
ABBOTT KIMBALL GIRL OF THE MONTH 
"While our interest in television is great, 
our experience is rather scant as we 
have only produced and broadcast a few 
programs, all devoted to fashion. 

"The format is the complete outfit- 
ting of a model with clothes and prod- 
ucts from the clients of this agency. 
There is a running descriptive comment. 
with flashbacks to the model from the 
commentator. Fifteen minutes in dura- 
tion, the program is called The Abbots 
Kimball Girl of the .Mouth. 

"Originally, we were somewhat dis- 
appointed in the failure of television to 
distinguish color designs, but experience 
has taught' us that the product shown, 
insofar as color is concerned, should be 
prepared especially for television. 

"We have found great interest in our 
clients in this new medium, and we are 
definitely of the opinion that television 
will be the means of an entirely new 
group of advertisers in radio which 
heretofore have been forced, because of 
visual requirements, to confine them- 
selves to magazines and newspapers." 

CECIL H. HACKETT 
Vice President 
Abbott Kimball Co., Inc., Adv. 
New York City 

AIR FAX, Fir. Broadcast: February, 1944. 
Broadcast Schedule-. Quince -hour. 
Agency: Abbott Kimball Co., Inc., Ado. 

COMMENT: While much that pertains 
to commercial television still remains 
an unknown quantity, test program- 
ming will help pave the way for adver- 
tising recognition. 
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 (Right) . . . As Bob 
Fitzmaurice, member of 
KOA's Guest Relation 
Staff, empties another U. 
S. mail bag containing still 
more entries in the KOA 
Home Forum Seeing Con 
test, Lora Price (center), 
Home Forum director, her 
assistant, Betty Price (left), 
and Anne Walden (right), 
secretary to KOA's Genes. 
al Manager, admire some 
of the handiwork. (For 
story, see Proof O' the 
Pudding, p. 243.) 
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SIIOWMANSCO UPS 
I:ADiO SHOWMANSHIP welcomes unusual photo- 
graphs of merchanrEsIng stunts used by businessmen to 
promote listener int_re:t in their radio programs. 
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(Left) ... With a one 
aweek amateur show . 

the HYWAY THEATRI 
ALASKA FURS brine 
talent and customers of 

of cold storage. Series 
heard over WPAT, Pate 
son, N. J. (For story, s 

Shoemanship in Action,. 
245.) 
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SIGNS OF THE TIMES 

(Below) . Street car cards are 
one of the methods used to sell KOIL 
shows to the Omaha, Neb., public. 
Each card plugs some particular show, 
also features names of KOIL spon- 
sors. Plus advertising makes that cus- 
tomer switching harder, also makes a 

big hit with advertisers. 

JULY, 1944 

(Above) ... In an intensive local 
campaign to publicize the NBC fea- 
ture for feminine listeners, Now is the 
Time, KDYL, Salt Lake City, U., 
went all-out with promotion. Above 
is an AUERBACH DEPARTMENT 
STORE window display tie-up with 
the program series. 
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AIRING 

THE NEW 

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

Amusements 
BASEBALL RETURNS While women are 
an accustomed sight in the ball parks, 
shout "Kill the Umpire," with as much 
enthusiasm as their better halves, base - 
hall, for all that, is primarily a man's 
world. To get the billiard and pool en- 
thusiast into what is likewise a mascu- 
line haunt, the DUNCAN RECREATION 
Co., Vincennes, Incl., airs the daily re- 
sults of major league baseball games over 
\VAOV. Series is a daily -except -Sunday 
ten-minute feature. 

AIR FAX: Firs. Broadtail: May 1, 1943. 
Broadtail Schedule: Monday through Saturday. 
5:45.5:50 P.M. 
Preceded By: Uncle San,. 
Followed By: Spore Review. 
Spun,ur: Duncan Recreation Co. 
Bunion: 9i'AOV, Vincennes. Ind. 
Power: 250 watt. 
Pop.larion: 18,228. 

COMMENT: Sports enthusiasts do the 
sporting thing by advertisers who bring 
them latest news and returns, and such 
programs have been title-holders for al- 
most all products with masculine appeal. 

Avialcilc 
SHOPPING CIRCLE With the ntanpow- 
et shortage a grim reality, it's truth, not 
poetry, that the hand that rocks the 
cradle rules the world. hut the little 
woman who used to stir up takes or sew 
a straight scats with her free haiid now 
spends her lime on the assembly line 
turning out the tools ill war. 
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for your enjoyment, as a climax to any 
meal, ask your wailer to bring you a 

slice of Boston Strause Egg Milk Custard 
Pie, made with fresh eggs and milk .. . 

it tastes just like the old-fashioned cus- 
tard Mother used to make." 

AIR FAX: Series is promoted in weekly publi<etions 
and in daily newspapers. 
First Broadrest: March, 1944. 
Broadest Schedule. Sunday through Wednesday, 
1u13 -11s30 P.M. 
Sponsor: Monroe Boston Straus*. 
Station: WCBM, Baltimore, Md. 
Power: 230 watts. 
Popssla,ton: 839,100. 
Agency: Leon S. Golnick & Associates. 

COMMENT: A vast reserYoir of infre- 
quently heard music of the masters, past 
and present, popular operettas and light 
classics is there for the tapping in a 
series of this kind. While such programs 
have been used mainly for their institu- 
tional value, their sales possibilities arc 
only now being realized. 

Dairiés 
BETTY AND BOB For the TIP Toe 
CREAMERY, Vincennes, Ind., Betty and 
Bob is tiptop radio entertainment that 
goes straight to the heart of the WAOV 
feminine audience. Rut what TIP Tor 
took for a 52 -week radio campaign was 
no pig -in -a -poke. For eight years previ- 
ous to the production of the transcribed 
series, the story of ordinary people who 
lived extraordinary lives had been a top 
GENERAL MILLS attraction as a network 
feature, was the most consistently suc- 
cessful program GENERAL MILLS had 
ever used. 

A steady time buyer for the past three 
years is TIP Toe CREAMERY, and in its 
program selection TIP Toe has always 
given the nod to serial drama. 

Conservative to the nth degree in re- 
gard to commercials is Tie TOP. Com- 
mercials stress that fact that dairy prod- 
ucts are among the seven basic foods as 
outlined by Federal food experts. \Var- 
time refrain: "If you couldn't get your 
favorite product today, please ask again 
tomorrow." 

AIR FAX: Experiences of >oung married couple 
and their newspaper crusade against trim and cor 
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ruption are-whet bring the housewife to the radio 
five times weekly. Available: 390 episodes. 
First Broadcast: August 23, 1943. 
Broadcast Schedule: Monday through Friday, 12:30. 
12:45 P.M. 
Preceded By: News. 
Followed By: lurch 'n' Abner. 
Sponsor: Tip Top Creamery. 
Station: WAOV, Vincennes, Ind. 
Power: 250 watts. 
Population: 18,228. 
Producer: NBC Radio Recording. 

COMMENT: While the soap opela may 
not measure up culturally to Shake- 
speare. audience response has proved its 
pulling power to countless advertisers. 
Here is one based on a definite success - 
formula with a host of available mer- 
chandising promotions to complete the 
radio picture. 

Drug Producis 
UNCLE EZRA'S MORNING EDITION OF 
THE NEWS News is a lot of things, but 
with Uncle Ezra it's absolutely unique. 
Uncle Ezra, the farmer's friend, holds to 
the folksey side. 4\'hen things get on the 
stiff side newscaster Jim Monroe knows 
that he's in for a razzing from the philo- 
sophical hay -foot -straw -foot character 
whom KCMO listeners hear daily from 
5:11(1 until 7:00 A.M. 

A two-hour show of music, late news 
flashes, time and temperature reports 
with a smattering of poetry and a man- 
sized measure of earthy wit, Uncle Ezra's 
Morning Edition of the News is a par- 
ticipating feature with sponsorship lim- 
ited to non-competitive accounts. 

(facie Ezra himself handles all com- 
mercials in dialect, is not above inter- 
polating and interpreting in character. 
Music of the cowboy ballad type is part - 
and -parcel of the week -day feature. To 
boost listenership on the new feature, 
three transcriptions cut by Uncle. Ezra 
invite listeners to share the lun. 
AIR FAX: First Broadcast: March 20, 1944. 

Broodsm, Schedule: Monday through Saturday, 5:00. 
7:00 A.M. 
Sponsor: 1'e Tonic; Kranks Shavekreem; Lea's 
Crea Iyptos Cough Remedy; SulRay, others. 
Sinsun; KCMO, Kansas City, Mn. 
Power: 5,000 watts Ids. 
Population: 602,046. 

COMMENT: \1/al conditions have 
created a tremendous shift in working 
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adio personality whose voice, manner 
nd personality establish her as a friend - 
i -need with her listening audience. 

Hardware Dealers 
UBBY'S HOBBY \Vhile gag -writers 
lake copy about lonely golf 
idows, the awful truth is 

tat to the little lady, a man 
bout the house with time 
n his hands, nothing to tlo, 

something of a pain in 
to neck. If the truth were 
nown, the lady of the 
ouse with cooking, baking 
nd mending to do, thinks 
f Hubby's /lobby as a bless - 
g in disguise. 
In Los Angeles, Cal., 

ousewives who can't work with a mat: 
nderfoot owe a vote of thanks to die 
NTZ & RUCKER HARDWARE CO. for its 
eekly quarter-hour feature aired oter 
HJ. Facts for Hubby's hobby come 
raight from one who knows whereof 
e speaks, ENTZ & RUCKER co-owner, 
:harles Rucker. 
Stooge to hobby authority Rucker is 

:Ii J's Johnny Courcier. His role: the 
ubby who attempts the always-find-the- 
asy-way-out approach only to bungle 
very effort. Happy ending to the guar - 
:r -hour of fun and facts: Courcier ac - 
!pis Rucker's advice to find enjoyment 
t hobbies. Each week a different hobby 
ets the spotlight. Discussions range 
-mu fishing, gardening, painting and 
unting to wood and metal work, other 
)pies of that ilk. 
Straight commercials that are an in- 

:gral part of the program is the ENTZ & 
TUCKER method of getting its sales ntes- 
tge across to the public. To hack up 
tis campaign scheduled for a 26 -week 
an, ENTZ & RUCKER purchased 50 spot 
nnouncements to promote the program. 

IR FAX: First Brooded'', April 1, 1944. 
Broadeass Schedule: Sworday, 7:30.7:45 P.M. 
Sponsor: Ent: & Rucker Hardware Co. 
Station: KHJ, Los Angeles, C.I. 
Power, 5,000 watts. 
Population: 1,497,074. 
Agency: Henry W. Welch Ad.. Agency, 

ULY, 1944 

COMMENT: Program here follows the 
pattern established by most hardware 
dealers who have used radio successfully. 
The campaign stresses a specific depart- 
ment, and through the dealer's own 
participation in the series, the firm es- 

tablishes an effective identification be- 
tween itself and its radio offering. 

Home Furnishings 
BIRTH ANNOUNCEMENTS 
With the Stork Express op- 
erating at maximum capac- 
ity these days, friends and 
relatites have a hard tinte 
keeping up with its stops at 
way stations. But in James- 
town, N. Y., the HAGLUND 
FURNITURE Co. keeps WJTN 

listeners posted with a schedule of two - 
minute programs heard thrice weekly. 

Sound of a baby crying introduces 
the series. Brief opening and closing 
credit lines, and one 50 -word center 
commercial carry the I IAGLUND commer- 
cial 'message. Radio, direct mail and 
window displays sell the program to the 
public. build an ever-increasing audi- 
ence for the series. 

To each parent whose child's bit th is 

announced on the program goes a card 
of congratulation front the HAGLUND 
FURNITURE Co. Both on the broadcasts 
and on the cards, HAGLUND extends a 

hearty welcome to each new citizen. 
AIR FAX: First Broadcast: January 1. 1944. 

Broadcast Schedule: M.W.F. 12:20.12:22 P.M. 
Sponsor: Haglund Furniture Co. 
Station: WJTN, Jamestown, N. Y. 
Pore,: 250 watts. 
Population: 31,336. 

COMMENT: Vital statistics are proper- 
ly so named. \Vhile programs of this 
kind may have more widespread inter- 
est in medium sized communities where 
people tend to know each other more 
intimately, the high newspaper reader- 
ship of such columns in the metropoli- 
tan press indicate that material of this 
kind is generally interesting. All to the 
good are merchandising tie-ins which 
provide the advertiser with additional 
contacts with customers. 
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Manufacturers 
G.E. PLASTICS Production is more than 
a matter of raw materials and physical 
equipment with which to convert steel 
into the tools of war. To produce on a 
scale large enough to wage total war, the 
men and women who operate the ma- 
chines must be driven by an urge to 
keep the supply lines moving right up 
to the moment of Victory. 

In Pittsfield, Mass., some workers in 
the G.E. PLASTICS DIVISION tended to 
share the feeling of confidence that had 
swept the nation. Those motivated to 
work in the plant for patriotic reasons 
were inclined to feel that the war was 
indeed won, and that further efforts on 
their part were not needed. The house - 
wile who had been taking a four-hour 
shift at the G.E. in addition to her home 
duties felt justified in laying -off because 
of fatigue. 

The real picture was something else 
again. Help was vitally needed for the 
production of vital war materials. Ques- 
tion which G.E. PLASTICS DIVISION posed 
to WBRK: "IVhat can you do to point 
out to public the fact that the battle is 
not won, and that it can still be lost if 
war production is not maintained at a 
high level?" 

What WBRK achieved was a blend of 
human interest, drama, and hometown 
pride. G.E. workers themselves tell 
others in the WRBK coverage area why 
they man G.E. machines. Employees who 
had lost sons in the service, oldsters 60 
years of age and over, people with farms 
or important businesses to run but who 
also devoted time to the war industry, 
and boys back from the fighting front 
who were working as hard as they had 
fought, all of these people had vital 
reasons for keeping production up. All 
of them wanted the war over, and in a 

hurry. For them, war production was 
translated into terms of saving lives, the 
lives of their own children and their 
own families. 

Five-minute transcribed interviews 
with such workers were aired for 1VIIRK 
listeners over a six -week period. Twice 
daily, Monday through Saturday, the 
stories of these workers translated war 
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seven weeks that entry blanks were of- 
fered on the quarter-hour feature, re- 
quests by the hundreds dune from 
hither and yon, and on the closing day 
of the contest the postman's burden was 
a deluge of over 200 entries. 

But the ability to fashion a dress isn't 
the only old-fashioned virtue to which 
KOA listeners lay claim. One advertiser 
on this quarter-hour blend of home eco- 
nomics information, guest interviews 
and fashion and beauty news of interest 
to women made a once -a -week announce- 
ment. Offered was a free Home Canning 
booklet. On the first announcement, the 
offer drew 308 replies. 

Sponsors for whom 
the KOA Home Forum 
Iras rendered, or is ren- 
dering, outstanding serv- 
ice include: RESINOL; 
ROBERTSHAW THERMO- 
STAT; CEROPHYL LABS 
VIET; KERR CANNING 
JARS; CAMPBELL CEREAL 
CO.; TINTER; BALL CAN- 
NING JARS; CALIFORNIA 

SPRAY CHEMICAL; KALMUS DRESS SHOP; 

ZOOM CEREAL; M \LT -O -MEAL; SAFEWAY 

STORES; VANO PAINT CLEANER; DENVER 

DAIRY COUNCIL, and MONARCH RANGES. 
Promotional support given the series: 

screen trailers in Fox DENVER and INTER- 
MOUNTAIN theatres; placards on the en- 
tire fleet of YELLOW TAXICABS;- ads in 
117 newspapers, both weeklies and dail- 
ies; courtesy announcements, merchan- 
dising letters and window displays. 

AIR FAX, Home Forum Lore Price and her mivant 
Betty Price, carry the torch on the Genes broadcast 
five times weekly. 
First Broadca,t-. July I3, 1941. 
Swede -art Schedule: Mondy through Friday, 11:00 
11,13 A.M. 
Preceded By: Mu.ic. 
Followed By: Reveille Roundup. 
Station: KOA, Denver, Col. 
Power: 50,000 watt.. 

COMMENT: Of proven sales value is a 

household series which is not too encum- 
bered with participating sponsors. What 
makes such programs particularly valu- 
able is the intense listener loyalty as evi- 
denced by remarkable response to offers 
of various kinds. (For pic, see Showman - 
scoops, p. 236.) 
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SHOWMANSHIP 

IN ACTION 

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

Automobiles 
BASEBALL SCORES When it comes to 
matters of moment relative to the na- 
tional pastime, the baseball fan doesn't 
want to táke any decision on the say-so 
of the official who makes the ruling. The 
man who follows swat realm doings 
wants to know for himself the official 
rules. AARON HEITIN R Co., Worcester, 
Mass., used car dealer, helps things 
along. WTAG listeners are offered the 
1914 official baseball rule book. Letters 
average 50 per announcement. 

While AARON HEITIN had previously 
used spot announcements without scor- 
ing a hit, Baseball Scores proved a win- 
ning combination. To establish the 
firm's name in the Worcester market is 
the purpose behind the series. Business - 
building slogan: Aaron Heilin doesn't 
bargain ... it buys. Program closes with 
a jingle to the tune of Ilinkey Dinkey, 
Parlez-vous, e.g.: "Aaron Ileitin will buy 
your car, old or new; AuronHeilin will 
buy your car, old or new; Aaron Ileitin 
will buy your car, and give you the most 
for it by far. That's the Thing for you to 
eke ... see Ileitis now." 

Alit FAX: Format includes a brie( introduction, a 
50 -cord commercial, baseball scores, minter com- rrrGl, summary and highlights of the day's games. Commercial .jingle signs -oil the hvaminute series 
.hick features sportscaster l'hil Jasen. 
Fose Broadcast: April 16, 1944. 
Broadcast Sthcdolr Daily, 11:15.11:20 I'.M. 
Preceded By: Nws. 
Followed By: Lean Back and Listen. 
Sponsor: Aaron neitin & Co. 
Stoi.uc: WTAG, Worce,u r, Macs. 
Purer: 5,000 watts. 
l'o p rdatio n : 19 3,694. 
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>rthy for the citation. Alter each 
oadcast,, the Woman of the I)ay is 

ken to the EMPORIUM'S Photo Studio 
Jere her picture is taken. Later she 

akes her selection front 12 proofs, and 
e print goes to the Woman of the Day. 
duplicate print is placed in the roster 
Patriotic Women of the Day which is 

st outside the EMPORIUM Community 
semblyr Room where- the broadcasts 
iginatc each day. 
Purpose of the series, according to H. 
Fairbanks, publicity director for the 

IPORIUSt, was fourfold: to lend the use 
the radio program to promote city - 

de interest groups; to appeal to the 
erage woman by glorifying each day 
tne average woman who is doing an 
nstanding job in helping the war ef- 
rt; to lend the use Of the program to 
y official city planning groups en- 
avoring to promote a better, cleaner, 
ore attractive city, and lastly, to active - 
promote the EMPORIUM and its wide 

soriments, excellent service, reliability, 
easant shopping facilities, and local 
vnership. 

,R FAX: Community Ho Irene Brand scripts the 
contacts the civic organuuio , and (emcees 

the prouram. 
Fin: Broadest:: October, 1943. 
Broadest: Schedule: Monday through Saturday, 
11:30.11:45 A.M. 
Station: WMIN, St. Paul, Minn. 
Power: 230 watt. 
Population: 329,007. 

)MMENT: For its widespread appeal, 
program of this type has ntuch to rec- 
nmend it, is a super -charged institu- 
3nál offering which most certainly will 
did a wide listenership and stimulate 
are traffic. All to the good are the 
tmerous showmanship devices incor- 
>rated into the feature. 

MPLE SCRIPT AVAILABLE 

Furriers 
iRT KING'S STARS OF TO- 
ORROW In Paterson, N. 
, WPAT listeners don't 
e stars, they hear then:. 
/hat makes a hit with the 
nateurs who perform at 
e HYss'AY THEATRE'S Fri- 

day night, hour-long show in Fairlawn, 
N. J., is that the program is transcribed, 
then broadcast the following clay. What 
swamps the mails with requests for audi- 
tions are the cash prizes awarded "by 
ALASKA FURS. 'e 

Program plugs ALASKA FURS' two 
stores, one in Paterson, the other in Pas- 
saic, and while the contract was sched- 
uled for 11 weeks, ALASKA FURS began 
renewal negotiations before the mid- 
point in the series. Emcee of the series: 
FABIAN THEATRE CIRCUIT public rela- 
tions man Bert King. 

AIR FAX: Fir,: Broadcast, March 4, 1944. 
Broadcast Schedule: Saturday, 6:00.7:00 P.M. 
Preceded By: News. 
Followed By: New. 
Sponsor: Alaska Fur Co. 
Station: WPAT, Paterson, N..i 
Power: 1.000 wefts. 
Population: 139,656. 

COMMENT: In population centers suf- 
ficiently large to guarantee an ample 
supply of amateur talent, the amateur 
show is a good bet for almost any ad- 
vertiser. (For pic, see Showntanscoops, 
p. 236.) 

Gasolines 
NEWS IN SPORTS Baseball fans in St. 
Louis, Mo., don't shout Kill the Um- 
pire. When they have a gtievance, or 
think they have, the SHELL OIL Co. 
gives them a chance to get it off their 
chests through a week -day radio series 
heard over KSD. 

Fans send in questions about strategy 
and plays of the two local major league 
ball teams, and once a week the man- 
agers of the two teams answer the criti- 
cisms or questions that listeners pitch 

to them. 
While the series is heard 

five tintes weekly, three times 
under the banner of the 
WILL/ROOT Co., it saries 
from the straight News in 
Sports format only on Tues- 
day and Thursday when 
SHELL has front -row grand- 
stand seats. Tuesday night 
fan -fare: baseball expert .1. 
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G. Taylor Spink, Sporting News editor, 
discusses wartime angles of the national 
pastime. 

AIR FAX: J. Roy Stockton, St. Louis Pn,t.Di,patch 
besebell writer. and KSD sports commentator Harold 
Grams keep the program ball in play. 
First Broadcast 1933. 
Broadca,t Schedule: Monday through Friday. 6:00. 
6:13 P.M. 
Preceded By: Music. 
Followed By: News of the World. 

MWSpp 
s r Shell Oil Co., T.Th: Wildroot Co., 
-F. 

Station: KSD, St. Louis, Mo. 
Pores: 3,000 r . 

Population: 1,337,479. 
Agency: J. Walter Thomppr. (Shout Batten, Ba 
ton, bursting Osborn IlV r. 

n 8 ildroot). 

COMMENT: Sports programs which 
give the listener an extra reason for tun- 
ing in have the edge over the straight 
sportscast. Too, devices which draw lis- 
teners into active program participation 
give the advertiser it chance to further 
develop the opportunities for personal 
contact with customers. 

Manufacturers 
AAF QUIZ FEST For the man in uni- 
form who likes a little extra folding 
stoney in his jeans the AAF Quiz Pest 
is made to order. Army personnel of 
Air Forces \Veathcr and Communica- 
tions Wings headquartered in Asheville, 
N. C., get a chance to compete against 
each other for a $25 \Var Bond first 
prize, and a ten -smacker second prize. 
Quiz portion of the \V\\'NC 80 -minute 
series features enlisted personnel. 

Sponsored by eight industrial concerns 
whose major production is under gov- 
ernment contract, AAF Quiz Pest origi- 
nates at Newbridge Barracks Recreation 
Hall. Vocalists and vocal groups from 
bothwings provide the musical portion 
of the show, with Sgt. Read Wilson to 
emcee the strictly military broadcast. 

Plants receive only opening and clos- 
ing credit lines, with the balance of the 
commercial time devoted to war effort 
announcements and announcements of 
activities of interest to military person- 
nel. Spinnsu:s previously had used radio 
only for Vat kVar Loan campaigns, other 
patriotic occasions of that nature. 

Pronrolionnliom: \V\VNC announce 
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SPECIAL PROMOTION 
Short radio promotions that run but a day, a week, or a 

month yet leave an impression that lasts the year around. 

Department Stores 
OW WHITE For Holyoke, Mass., 

oppets who couldn't see Snow White 
person when she appeaeed at STEIGER'S 
s DEI.ARTMENT STORE, radio 

served to bring the story -hook 
character to Iüe. A half-hour 
broadcast from its Children's 
Shop was STEIGER'S on -the - 
spot way of pushing back the 
walls of that department to 
enlarge it to the dimensions 
of the WHYN listening area. 

A one-time broadcast beam - 
9. cd at mothers with young 

tildren, the sales messages were insti- 
ttional. Stressed was the store's value to 
'others in shopping for children's 
eeds. \dvance promotion included 
HYN spot announcements. Evidence 
tat the announcements didn't fall on 
tin air: audience fought for cartoons 
rawn by Disney special assistant Dick 
litchell. 
Program consisted of an inlet' iew 
ith Snow White, who also sang a song. 
pecial events announcer \Vard Card- 
er emceed the show. 
Not only for special events does 

rEIGER's find radio the happy medium. 
londay through Saturday its one -hour 
VHYN offering is the Breakfast Flour, 
ired front 8:15 to 9:15 A.M. 
IR FAX, First Broadca,i: April 8, 1944. 
Broedea,t Schedule: Saturday, 2,00.2:30 P.M. 
Preceded By: The Shindig. 
Followed By: Music. 
Sponsor: Steiger's Department Store. 
Ssadon: WHYN, Holyoke, Man. 
Power: 250 teat,,. 
Population: 13,750. 

:OMMENT: Utilization of good pro - 
ram ideas when they materialize is one 
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e' idence of progressive sales techniques 
of the kind required to build both sales 
and prestige. 

Manufacturers 
ELKS CHARITY BASEBALL GAME For 
15 years, the ELKS LODGE, Alameda, Cal., 
has sponsored an annual charity post - 
season baseball game. Money that the 
fans pay out to see the all-star major 
league players battle the stars of the 
minor leagues goes for the benefit of 
under -privileged children. 

Something new was added to the pic- 
ture when the 1943 season's end brought 
the annual event into the limelight. 
That something was radio, and KRO\V, 
"The Baseball Station." \dvancc 
KROW plugging brought out 7,000 fans. 
Stay-at-homes got the play-by-play de- 
scription front the station which for 
nearly ten years has had exclusive broad- 
cast rights in Oakland for PACIFIC COAST 
LEAGUE games. 

Broadcast was bankrolled by the Me- 
DONoucH STEEL. Co., a fabricating firm. 
Commercials time was devoted to fur- 
thering \Var Bond sales and securing 
blood donations. 

AIR FAX: Charlie Tye and Hourly D'Arcy, local 
baseball and spore personalities. milted the broad- 
cast. 
Fin, Broadcast: October 24, 1943. 
Sponsor: McDonough Steel Co. 
Station: KROW, San Francisco.Oakland, C.I. 
Power: 1,000 watts. 

COMMENT: Broadcasts of this kind are 
in line with the current interest in pub- 
lic relations by large manufacturing 
companies. othets with nothing to sell 
directly to the public. 
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SHOWMANVIEWS fl 
News and .i.. of currentqllscript and transcribed releases back- 
ed with showmantips. are available for localsponsorship. 

views of and back- 
ed All available for 

Historical 
THE WORLD AND AMERICA A new 
chapter in history was written in 1492. 
Things have been happening ever since. 
On the theory that people might have a 

better idea of where they are going if 
they know where they have been, The 
iVorlr! and America begins with 1492, 
winds up with the attack on Pearl Har- 
bor. Main thesis of the history lessons is 
the non -isolation of the U. S. Hammer- 
ed home is the idea that the develop- 
ment of the nation is a result of cross- 
currents inter -acting around tl e globe. 

Prepared and produced by the Radio 
Programs Department of Time Maga- 
¿ine, the series take the form of informa- 
tional conversations between a business- 
man and a librarian. 

Chief idea man and editor of the 
series is radio programs director Frank 
Norris, working its close cooperation 
with writer Carl Canner. March of Tinte 
director (.ester Vail directs the series. 

Quarter-hour show is now sponsored 
nn \VQt12, New York City by the EAGLE 
PEScn. Co. To some 350 teachers in the 
listening area went posters representing 
the Statue of Liberty against the world, 
with the k-gcnd, "Leant, Ilisiory by Ru. 
din." Also available for promotion is a 

special hooklct of original maps. 

AIR FAX: Type: Transcription. 
Episode.: 52. 
Time Unit: 15 Minutes. 
Prod..., Radio Program. Department, Time Stag., 

COMMENT: ..Students of radio predict 
that in the puss-warperiod, radio and 
its advertisers will take greater advan- 
tage of the opportunities for education 
which the medium provides. A series ul 
this kind is a splendid trail blazer. 

Patriotic 
STAND BY, AMERICA! Commodore 
Matt Perry slugging it out with the Jays 
on the after deck of his ship; the breath 
taking flood in the Johnstown Valley; 
Eddie Rickenbacker pumping bullets 
through the bellies of six German Fok. 
ker planes. Of such things is the story of 
America made. And of such things is 
.Stand By, ,I merica! made. 

Problems of today give point and 
meaning to the transcribed series, and 
in Stand By, America! listeners hear 
how America solved similiar problems 
in her star spangled past. Message be- 
hind each broadcast: "Stand by .4merica 
and America will stand by you!" 

A five-minute series available for use 
in most markets as a first -run, exclusiv 
radio program, the feature points up tin 
every -day folks who have helped built 
the nation. 

How the episodes tic -in history witl 
current problems is illustrated by chest 
program titles: Luther- Burbank Ian 
proves Crops relates to harvesting moat 
abundant crops Ior s iccory; Brothel 
/onathan Gets the Supplies Throng/ 
tics -in with the problem of getting sup 
plies to the armed forces. 

AIR FAX: Story is wrapped up with a N.'u Yo. 
ca.. I esc.itemty produced and written. 
Type: Transcription. 
Episode.: 225. 
Time Unit: 3 minutes. 
Prodcer: Ka.per.Gordon, Inc. 

COMMENT: As radio time gets Ics. 
available, advertisers will have to nlakt 
a live -minute series do the job that ; 

quarter-hour broadcast once did. Pro 
grants of this type will make the jol 
feaster. Currently, such a program alsi 
performs an invaluable wartime sers ice 
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bread in industrial feeding; on its medi- 
cal benefits, and on the historical back- 
ground of the evolution of bread and 
flour.. 
AIR FAX: Si, Interviews make up the set. Tran.crip. 

lions can be used on ordinary radios with phono. 
graph attachment. wall as for regular broadcast. 
Ing. lnterviows run four.and.a.half minute,, allow. 
ing a hell minute for the local commercial message. 
Seri. is adapted for ,ustaloing ducational pro- 
gram, a pan of a home forum, or, for n n.broadu,t 
Purposes, in school, factory or nutrition Cl.,,. 
Type: Transcription. 
Epi,ode,: 6. 
Time Unit: 3 minutes. 

COMMENT: Education -'l broadcasts of 
this kind perform a valuable wartime 
service. For bakers already using radio 
time, this special series here offers them 
a chance to add variety to the listener's 
regular radio fare. 

Human Interest 
HOME -TOWN PHILOSOPHER Every 
town has one. He's the Home -Town 
Philosopher. Now he's the Home -Town 
Philosopher on the Air. Prepared espe- 
cially for small stations and for the small 
community advertiser on a limited 
budget, the package show provides nine 
sets of broadcasts a month. Through the 
specially prepared scripts, a local opti- 
cian, paint store proprietor, or other 
local retailer, can become a local radio 
celebrity as the Home -Town Philosopher 
through sponsorship and personal ap- 
pearance on the program. 

Scripts avoid material of a contro- 
versial nature, stress topics on the 
folksey, human -interest side. The spon- 
sor, the local announcer, and phono- 
graph records for background and musi- 
cal bridges are the whole show. Syndi- 
cated in the same way that newspapers 
are supplied with special features, the 
quarter-hour series is available on an ex- 
clusive basis. 

AIR FAX: K. 1. N. 
Type: Script. 
Tier Unit: 13 minute,. 
Produce.: Walter W. Cribbins Co. 
San Francisco, Calif. 

COMMENT: For the advertiser whose 
business is such that personal appear- 
ances enhance the value of his radio 
campaign, here is a series which will sim- 
plify the task of script preparation. 
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WHAT THE PROGRAM DID FOR MI 
This is the businessman's own department. RADIO SHOW 
MANSHIP invites radio advertisers to exchange results and 
reactions to radio programs for their mutual benefit. 

Bakeries 
A SONG IS BORN "LANGENDORF UNIT - 
CD BAKERIES have two Pacific Coast net- 
work shows at the present time. One of 
these is a half-hour weekly program on 
Monday nights called A Song is Born. 
This series is designed to bring to the 
listening public, and through competi- 
tion, publication of the better songs 
written by amateur song writers. \Ve 
also air three times weekly a half-hour 
dramatic serial, Red Ryder. 

"In addition to these network shows, 
we use for the LÁNGENDORF account an 
early tnorning news broadcast, a juve- 
nile strip show, and numerous spot an- 
nouncements. 

"We are the largest placers of radio 
time on the Pacific Coast, and are firm 
believers, as are LANGENDORF UNITED 
BAKERIES, in the extensive use of radio 
in advertising." 

MALCOLM F. TARPEY 
Pacific Coast Advertising Co. 
San Francisco, Cal. 

AIR FAX: Sponsorship of the KQW 6:45 A.M. News 
inaugurated May I by Lsngendorl, arked 

a novation In the at. advertising of thimveteran radio 
account. Don Mosley newscasts the series. 
Sponsor: Langendorl United Bakeries. 
Agency: Pacific Coast Advertising Co., San Fran 
cur.', Cal. 

COMMENT: Market penetration with 
tadio is to a huge extent detettnined by 
how wide a wedge it) the total available 
audience the advertiser can cut out for 
himself. A varied program schedule 
makes for a ea domination. 

Hume Furnishings 
YOUR AMERICAN HOME " l his pro- 
gram features /chat is described :Is 'music 
nr hurnrlnttillg rlttu:rirevs', and tit' se - 
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lections are usually settticlassical or bal 
lad type, plus some light opera. A shot - 
talk of front four to five minutes on 
variety of subjects includes inforntatiot 
on home furnishing, new development 
in furniture, and wat time restrictions of 
furniture production and sale. Usuall' 
some mention is matte of the sponsorini 
of gatizat ion, the FURNITURE RETAILERS 
r\SS'N OF SOUTHERN CALIFORNIA. 

"Advertising is of the instititiona 
type, and is designed to explain the put 
poses of F.R.1. to the radio audience 
and by indirect methods, to prospective 
members of the ASSOCIATION. From time 
to tinte, new plans to foster increase/ 
retail sales of furniture will be explain 
ed. However, F.R.A., organized only las 
December, will use the series printaril 
to gain increased prestige. 

"From tinte to titne, F.R..- . represet 
tatives and authorities on home furnisl 
ings are to retake personal appearance 
Listeners will be urged to trade wit 
F.R.A. members, and programs sire: 
the F.R.A. emblem displayed in tnctnix 
stores. Short spot announcements, new. 
paper advertisements and window card 
publicize the program series." 

WILLIAM H. WELSH 
Allied Advertising Agencir 
Los Angeles, Cal. 

AIR FAX: Scripted and voiced by trill Welsh, d 
25 n,inute saints is scheduled for a 52neek run. 
First Broudea,t: April t0, 1944. 
Brooch.", Srnrdole: Monday, 9:05.930 P.M. 
PrercJed By: News. 
Followed By: Music. 
Sponsor: Furniture Retailer. As+'n of Southern Ca 
for 
Stnioo: KMPC, Los Angels. C.I. 
Agency: Allied AJverti.ing Agencies. 

COMMENT: Rome wasn't built ill 
day. Neither is prestige. Consistent clip) 
is what it takes to achieve the objecliv 
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