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June 29, 1943.
DEAR MR. EARLY:

This is a small request in a time of big things, but hav-
ing dealt with you as a newsman in several sections of
the country on various occasions I know you will give
it your usual generous consideration.

The conferences President Roosevelt holds with news-
paper and radio reporters are generally referred to
as “press” conferences. This does an injustice to what
is now the greatest news medium in the world—radio.

I realize that the word “press” may be considered now
to have a general meaning and not apply specifically to
newspapers in connection with “press’” conferences, but
we offer an easy way out—

Substitute the word “news” and you have “news” con-
ference.

The radio industry through our association is being
urged to effect this changeover and to edit all copy for
broadcasting to read “news’ conference or “news” source,
or “news” association, etc.

We ask your consideration on this matter and hope to
have the favor of your approval so far as the White House
official naming of “‘news’ conferences is concerned.

July 1, 1943.
DEaRr MRr. DENNIS:

This is in acknowledgment of your letter of June
twenty-ninth. The suggestion that you make is entirely
consistent and in principle I am quite willing to go along
with you. Accordingly, we will hereafter at the White
House designate the President’s stated meetings with the
news gatherers as “press and radio conferences.”
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“BUSINESS AT WAR"

Donald Nelson, Elmer Davis, Judge Fred M. Vinson, Marvin Jones and Chester LaRoche Appeal for
Advertising’s Support of War—Laud Radio

REQUEST WAR MESSAGE
IN EVERY ADVERTISEMENT

In a special broadcast to the business leaders and adver-
tising executives of every state, city and community in the
nation, prominent government officials, speaking from
Washington, D. C., over the facilities of the National
Broadeasting Company, 1:15 to 2:00 P. M., EWT, Wed-
nesday, July 14, praised the part business and advertising
are playing in the war and pleaded for even greater
support with “A War Message in Every Ad.”

Preceded by a closed circuit talk on July 6, this broad-
cast was directed at specially called meetings of luncheon
clubs, business groups of all kinds and thousands of indi-
viduals, to mobilize advertising as never before on the
war front.

Scripts of both the closed circuit talk and the special
broadcast are reproduced in full, as follows:

NBC Closed Circuit Talk, July 6, Opened by
Frank Mullen, Vice-Pres.,, National Broad-
casting Company

MR. MULLEN: We in radio have long been proud of our
public service record. We have recognized that radio, as
a democratic institution, can count its progress only in
direct proportion to the service it renders to the people of
the nation. Throughout the years, we have expanded our
program structure in terms of entertainment, education
and information. These are the ingredients in our public
service formula.

In arranging this closed circuit hookup, the National
Broadcasting Company is motivated by a desire to acquaint
you with a new opportunity for public service. We have
a special message for you today. It is a vital message,
not only because it concerns a critical phase of the war
effort, but also because it concerns everybody who hears
these words, whether he be station manager, salesman,
production man or announcer.

We have asked you to gather in this studio today to
tell you about a special program that will be broadcast
next week—at 1:30 P. M. EWT, Wednesday, July 14.
This program may well prove to be a milestone in the
organization of our home front. It will also be a milestone
in the relationship between government and business. For
both of these segments of our democratic system will join
forces to help all the citizens on the home front understand
better the meaning of total war.

American business, which has already performed produc-
tion miracles, is rapidly undertaking its second great
conversion job—the job of converting its advertising to

NAB, through the cooperation of NBC, ordered
master recordings made of the broadcast, “Business
at War.” Pressings are available of the complete
45 minute program at a total cost of only $3.00, ex-
press collect.

A complete set includes one double-face record
and one single-face record, 16", 33 1/3 R.P.M.

$3.00 brings you the complete set, express collect,
which you may use locally before civic clubs, for
private auditions in your studios, etc. The record-
ings are not to be re-broadcast.

Order your set today!

war needs. The focal point of this contribution to the
war program is the War Advertising Council. This was
set up immediately after Pearl Harbor to act as liaison
between government and business in the development of
home front information campaigns. Time does not permit
a complete resume of the achievements of this organiza-
tion, which represents all phases of advertising activity—
Advertisers, agencies and the four great media, radio,
newspapers, magazines and outdoor. But standing beside
me is the man who has been the motivating force in this
farsighted activity. He is Chester J. LaRoche, chairman
of the War Advertising Council, whose energy and leader-
ship have contributed so much to the Council’s success.
Mr. LaRoche will give you the details of next week’s
broadcast and will explain why it is so essential for every
advertiser and media representative to participate in this
program. Mr. LaRoche:

CLOSED CIRCUIT TALK
July 6, 1943

MR. CHESTER LA RocHE: Thank you, Frank Mullen, for
your generous cooperation in making these facilities avail-
able and for your desire to make this a cooperative, united
effort of all media, rather than of radio alone.

The purpose of this closed circuit broadcast is to ask
those who are listening to organize meetings of advertisers
—national and local—and agency executives, to listen to
a nationwide live broadcast over 138 stations of this net-
work at 1:30 Eastern War Time on Wednesday, July 14th.

The subject of the broadcast will be “The Role of Busi-
ness in Furnishing the People with Essential War Informa-
tion.” The speakers from the government will be Elmer
Davis, Judge Marvin Jones, Donald Nelson and Justice
Byrnes.

This broadcast may well be a milestone in the relation-



ship between business and government. Certainly it will
represent one of the most important gatherings of busi-
ness leaders since the outbreak of war.

Why has this July 14th broadcast been arranged?

It is clear that our armed forces can do their job. The
momentum of their might increases daily. It is also in-
creasingly clear that our Home Front is sagging. The
certainty of victory and its nearness is threatened, unless
we act promptly.

What are we to do? Avre we helpless? Must we wait
until Washington has settled every policy, has every
detail worked out? No. Fortunately, there is a greater
power than any in Washington. That is the resourceful-
ness, initiative and will of the people.

Of course, it is important what Washington does about
subsidies, inflation and food. The laws and directives
that are issued are vital. But no matter what our leaders
do, unless the people understand and act, Democracy cannot
oo all out in total war. But given understanding, our
Democracy can be more efficient than any political organ-
ization known.

Tell our people the scope of a problem—the result ex-
pected and why—and soon unusual, ingenious solutions
come along and the best solution of one is passed along
until it often becomes the common method of us all.

What will bring about this understanding?

The speeches of our leaders and the news columns will
play their part. But the part advertising can play,—its
oreat responsibility and opportunity,—is not so clearly
understood.

Now advertising does not seek to do the complete infor-
mation job on its own. It should be coordinated with the
news. Both news and advertising must be used in planned
information programs.

But it is the function of the news columns to report.
It is the function of advertising to get action; to clarify
and intevpret; to make readable to masses of people how
large social, economic and military problems scale down
and touch their daily lives;—to repeat and repeat and
inspire until desired actions are taken.

What an opportunity we have to arouse this nation to
a mighty wrath, and to finish this war with amazing speed
and the minimum loss of our lives.

Not to understand the part advertising can play in this
war job is the equivalent of a military error.

Through the individual actions of many, and through
the War Advertising Council, advertising has already
done much,

The War Advertising Council is composed of the owners
and principals of magazines, radio, outdoor, the country’s
advertising agencies, and national advertisers. It is
sponsored and financed by the following organizations,
whose representatives also serve on its board.

Association of National Advertisers

American Association of Advertising Agencies
National (Macazine) Publishers

American Newspaper Publishers

Outdoor Advertising Association

National Association of Broadcasters

It should be made very clear that the War Advertising
Council represents no political party, no pressure group,
no special interest, no selfish axe-grinders, and it is not
concerned with increasing appropriations. Anyone who
thinks it seeks to make money for this business is MIL-
LIONS OF DOLLARS WRONG as what follows will show.

The Council renders all services to government gratis.
With the exception of a staff of ten principals, the work
is done by volunteer experts, who donate their time. The
council asks nothing and wants nothing except a chance
to serve the nation in a field it knows best.

It may be fairly said that the War Advertising Council
has placed at the disposal of the Federal Government since
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the outset of the war the creative talents of the entire
advertising field. The government wisely saw that the
huge machine advertising had built to serve the ways of
peace was best qualified to do the war information job.
The government, in this case, decided not to raise billions
and create departments to spend these billions, if the
advertising industry would do the job. Let’s sce what
Advertising has done,

Since the start of the war, the public has over-subscribed
two great War Loans, has turned in so much scrap metal
as to create a huge national stockpile, has planted 2 mil-
lion Victory gardens, saved and turned over to munition
plants 57 million pounds of fats and grease, has volun-
teered by the hundreds of thousands for part-time work
as civilian defense workers, as ration board members, as

 auxiliary helpers on farms and in food processing plants.

These things have not just happened. They are the
result of an enormous amount of hard, tough fact-finding,
opinion study and planning. Let me cite a few examples
of this planning.

The entire mechanism by which the nation is given war
messages over commercial radio programs was worked
out by the War Advertising Council in close cooperation
with the Office of War Information.

Every line of Washington-released Advertising sup-
porting the Second War Loan was prepared by the War
Advertising Council, without its costing the taxpayers a
penny either for the creation of the material or the space
and time.

To give you a quick idea of how much advertising is
already being contributed at no cost to the government.
I think you should know that since April 27, 1942, 120
advertisers have contributed time on 202 coast-to-coast
network programs every week. On these shows 115 mes-
sages are delivered weekly to an average audience of
300,000,000 listeners a week.

On 85 spot programs 38 messages are delivered to
9,000,000 listeners weekly.

70 advertisers have contributed, at various times, their
entire shows to war information projects and without
any mention of their own products.

In addition to this national effort, 891 stations broadcast
8,000 messages locally per day.

Combined with the networks’ contribution of time and
talent for shows, like the Army Hours, This Is Our Enemy,
business has made a total contribution of $100,000,000
through radio to the government’s Information Program.

National Magazines, too, have contributed generously.
444 of them have given one page a month to inspirational
messages concerning total war. These 444 magazines will
continue to contribute a page a month to the new campaign
on inflation worked out with Justice Byrnes and Judge
Vinson, starting in August. Those anti-inflation ads will
reach a circulation of 90,000 monthly.

The Newspapers of the country not only helped organize
the scrap drive, but have been instrumental in organizing
local and national advertisers to contribute toward the
Treasury advertising. As an example of the tvpe of sup-
port the government is getting, on the recent Second War
Loan Drive, the newspapers through their soliciting efforts,
secured from advertisers the equivalent of 36,000 full-
page ads which ran during a period of three weeks. This
was the largest newspaper campaign in the history of our
business.

In 1943 it is estimated that 63% of all outdoor posters
will be devoted to wartime advertising. Outdoor will con-
tribute 100.000 wall panels and 30,000 twenty-four sheets
to the Third War Loan Drive which starts September 9th, at
no cost for space to the government, and has a soliciting
quota of 20,000 twenty-four shects to be secured from busi-
ness firms.

More than 450 advertising agencies have contributed



$4,000,000 of the only thing they have to sell—time and
skill.

National and local advertisers have devoted more than
$100,000,000 in the past year in magazine and newspaper
space to war themes. The drug industry alone devoted
$2,000,000 to the sale of war bonds.

The total contribution of all advertising in the past
twelve months was at least $250,000,000.

And now twice that amount is needed,—$500,000,000 or
one-third of the total of all advertising; twice as much
because the job this Fall is easily twice as big.

To help reach this goal, the War Advertising Council is
launching a campaign which starts with asking your help
to make the July 14th broadcast a well organized, resultful
event.

The slogan of this campaign is “A War Message in Every
Ad.”

In order to make clear exactly what subjects advertising
can deal with, our nation’s leaders have agreed to partici-
pate in the special program on Wednesday, July 14th.
These leaders will explain to business men the vital part
their advertising can play in creating a better informed
army of civilian fighters.

The keynote of next Wednesday’s broadcast will be
sounded by Justice Byrnes, Director of the Office of War
Mobilization, who will tell the business men of this nation
and the public at large how important the Home Front is
to a successful and quicker completion of the war. Justice
Byrnes will explain what the government’s responsibilities
are and what the people’s responsibilities are. He is accus-
tomed to speaking frankly and convincingly. I believe that
he will adhere to this pattern next Wednesday.

Elmer Davis, Director of the Office of War Information,
will discuss the many new problems that have arisen in
connection with his office. He is both aware and apprecia-
tive of the help OWI has had from business.

Donald Nelson, Chairman of the War Production Beard,
whose support and suggestions helped organize the War
Advertising Council, will give us the latest news on pro-
duction, and his plans to keep our economy vital through
production of needed things.

Marvin Jones, newly appointed War Administrator, will
discuss the subject that directly affects more citizens than
any other—food.

All these government spokesmen will make clear that
they cannot do their jobs without understanding and help
from the public. War advertising can bring that under-
standing.

What is war advertising? It is not brag advertising—
not advertising which simply shows pictures of tanks, ships,
planes. War advertising is advertising which interests
people through information, understanding or persuasion
to take certain action necessary to speedy winning of the
war. It is this type of war advertising with which the
July 14 broadcast will concern itself.

The July broadeast will obviously be more successful if
in the listening audience there is a high percentage of top
management executives as well as sales and advertising
executives. For the most part advertising people are better
acquainted with the role of advertising in wartime than are
management people. But the story must be impressed
upon both, if business is to discharge this public service.

For this reason, it is essential that every ounce of energy
be exerted on the part of all media representatives to be
certain that the top business men of the nation sit before
the loud speakers at 1:30 P. M. Eastern War Time on
Wednesday, July 14th.

I strongly urge everyone within the sound of my voice
to constitute himself a committee of one to turn out the
listenership that we must have if the objectives of this
program are to be achieved.

The way to organize listening meetings is a matter for
individual or company decision. In the smaller cities pos-
sibly the media will get together and arrange joint meetings
of their own to which advertisers and agency men will be
asked.

In the larger cities, numbers will make joint meetings
difficult, so it is suggested that each media and each com-
pany work out its own method of separate meetings, pref-
erably at luncheon time. There will be overlapping invita-
tions, to be sure. But the advertiser is used to being
approached by the different media for a share in his busi-
ness, so he won’t be confused or mind if he gets several
invitations to lunch. In the West, the meetings can either
be a late breakfast or an early luncheon. In all cases time
should be allowed for discussion as to what follow-up action
is suggested by the talks.

You, the members of the Radio Industry and all adver-
tising men, carry a heavy responsibility to see it goes well.
You have helped to create this great information machine.
In effect, you are the West Pointers and Annapolis men of
our information army. The importance and size of the
audience of this broadcast is very largely in your hands.
On its success depends the first organized attempt to create
the fighting Home Front we must have to back up our
invading armies.

“BUSINESS AT WAR"

WEDNESDAY, JULY 14, 1943
NATIONAL BROADCASTING COMPANY~--1:15-2:00 P.M. EWT

ANNOUNCER: “Business At War” . .. the National
Broadcasting Company, in association with the War Adver-
tising Council, invites you to participate in one of the
most important business meetings held since the beginning
of the war. Gathered before radios and speakers in con-
ference rooms all over the nation, in radio studios, and at
special luncheon meetings, are the business leaders of
America. In hundreds of communities management, sales,
and advertising executives have met to hear this broadeast
during which the leading government officials will speak
to American business. Elmer Davis, Director of the Office
of War Information will open the meeting and introduce
the speakers . . . Mr. Davis.

Davis: The purpose of this broadcast meeting is to com-
plete the mobilization of American advertising to help win
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this war. Each of the speakers to be heard on this program
is in charge of one or more aspects of the home-front war
effort that affect the lives of every citizen. Justice James
F. Byrnes, Director of the Office of War Mobilization, who
had hoped to be with us, is detained by unavoidable com-
mitments; but you will hear from Judge Fred M. Vinson,
the head of the Office of Economic Stabilization; from
Donald Nelson, Chairman of the War Production Board;
from Marvin Jones, War Food Administrator, and finally
from Chester J. La Roche, Chairman of the War Adver-
tising Counecil.

Now, these operations are very satisfactory beginnings;
but the liberation of Europe, the Pacific Islands, and south-
cast Asia will not be briefly or easily accomplished. We
can expect our offensive action to grow swifter and



heavier, which means that we shall have to expend larger
and larger amounts of material, and suffer heavier casual-
ties. And that means that we need a better organized,
more efficient home front.

Our Army and Navy have the tough part of the job, and
they arve doing all right. But it is up to the rest of us
to help them just as much as we can. What the supporting
cast of civilian fighters on the home front may do can
either hasten the victory, or delay it; but the difference
between an earlier and a later victory is worth working
for just as hard as we can. Every twenty-four hours the
oovernment of the United States spends three hundred
million dollars on the war. Shorten the war by one day,
vou save three hundred million dollars; also, almost cer-
tainly, you will save hundreds or thousands of American
lives. Every man, woman and child in this country ought
to be doing everything we can to shorten the road to victory.

To help attain this objective, some of our war leaders
on the civilian front are today outlining some of the urgent
problems they face. They are asking that business, through
its advertising, help crcate the public understanding that
is essential to whole-hearted cooperation by the people.
We know from experience that if the people know what
is expected of them, and why, and believe that it makes
sense, they will rspond magnificently. But the job of
bringing them essential war information, in a war so
complex as this, is gigantie. It calls for the use of all
the channels of communication—the news and editorial
columns of newspapers and magazines; radio broadcasting
—and the radio industry has done an immensely valuable
job of transmitting war information to the public; the
job needs also books, and posters; and it needs the techni-
que that is the voice of American business—advertising.

The Office of War Information is fully aware and deeply
appreciative of the help that business has already given
us, by contributing advertising space and time for war
messages. This would not have been possible without the
help of the War Advertising Council—the voluntary, non-
profit organization representing all branches of advertis-
ing, which has served so ably and effectively since Pearl
Harbor. We in the Office of War Information, who have
worked with the Advertising Council ever sinece our
organization was established, can testify to the work it
has accomplished; for we have seen the results—vesults
that can be measured.

In telling the people about every one of these home-
front projects, the War Advertising Council, the Office
of War Information, and the Federal agency or agencies
involved have worked as a team; and this team work has
resulted in advertising space and time contributions esti-
mated at more than a quarter of a billion dollars during
the past year. Yet all this, like our military offensive
operations, is just a start. It is clear that our men on
the fighting fronts can do their jobs; that is being made
plain every day. What is not yet quite so clear is our
ability to organize a home front which in energy, morale
and fighting power is worthy to be compared with them.
In the months ahead, the need for people to do and not
to do certain things having a direct bearing on the war
will multiply enormously. Every move by every citizen
is a factor that will help determine the speed of the
victory. The government leaders gathered at this micro-
phone want to explain to the business men of the nation
how urgent is this job of getting people to do what must
be done, and how business can help enormously, by con-
tributing even more space and time for war messages than
heretofore.

Your covernment has adopted a policy on the use of
advertising for war needs that seems to be sound and prac-
ticable. We have recognized the need for harnessing this
great Awmerican force to do the job that all citizens, as
well as the government that serves them all, want to get
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done. Two alternatives presented themselves: the govern-
ment could either appropriate a huge advertising budget
—hundreds of millions of dollars, perhaps a billion, would
be necessary to do the job; or government could turn to
the people who are experts in using the advertising
mechanism that already exists, and ask them to assume
this responsibility.

We decided against huge government advertising ap-
propriations. We decided in favor of asking business to
assume the responsibility of converting its advertising to
war themes. And in view of the magnitude of the job
ahead, we believe it is important that business should sup-
port the War Advertising Council’s campaign—“A War
Message in Every Ad”—of which you will hear more later.

Now here is Judge Fred M. Vinson, the new director of
the Office of Economic Stabilization.

VINSON: On the home front, our deadliest and most
insidious enemy is inflation. Inflation threatens the secu-
rity of the people’s savings. It is the mortal foe of every
bank deposit, every insurance policy and every war bond.

To the average man and woman, inflation reveals itself
in a soaring cost of living. You may rest assured that
those associated with me and I will exercise all the powers
which we possess to hold this line. If we allow prices and
wages to rise, the cost of war will be materially increased.
The resulting economic confusion and the bitter struggle
among pressure groups which would follow from it, would
reduce the effectiveness of our productive effort and cost
needless thousands of American lives. Rising prices now
mean falling prices later. Inflation in wartime means de-
flation after the war; and with deflation come panic, bank-
ruptey, unemployment and financial ruin. To speed the day
of victory and to build a solid foundation for a prosperous
peace, we must hold the line against inflation.

Here is the situation we face: Total war demands that
we strain every nerve to produce the munitions of war.
We can meet our production goals only by converting all
our available resources to the production of military goods.
In order to produce more of the things which the fighting
forces need, we must produce less of the goods which we
at home are accustomed to use. At the same time, we must
put every available man and woman to useful work at
longer hours.

The job of stopping inflation is almost unbelievably dif-
ficult. In all frankness I must tell you that, up to now.
we have not entirely succeeded. Neither have we failed.
Between May, 1941, and May, 1942, when the first General
Maximum Price Regulation was imposed, the cost of living
rose 12%. In the next twelve months, between May, 1942,
and May, 1943, the cost of living rose only 7.8%. We did
not lost as much ground during the second year as we
lost during the first.

But we lost too much, and we cannot afford to lose more.
Indeed, we must regain some of the ground we have lost,
and that is the purpose of the so-called “roliback” pro-
gram about which you have heard so much.

Most of the ground we have lost has been in the field
of food costs, and we are fighting hard to hold this line.
Simpler and more easily enforced ceilings have been placed
upon food prices—ceilings which every housewife can
understand. These new dollars and cent ceilings, along
with the limited use of subsidies, should enable us more
rearly to achieve our goal of stabilizing food prices at the
level directed by the Congress last October.

In other fields, we have been more successful. Between
May, 1942, and May, 1943, the level of rents was actually
reduced by 1.7%. Clothing prices, during the same period,
rose only 1.3%, despite the faet that during the previous
year they had gone up 23 7.

The battle is not won, but I believe that the tide is turn-
ing. To win, the Government must offer firm and vigorous
leadership. You, the people, must also take firm and vigor-



ous action. Those who are fighting inflation can act more
firmly and more vigorously if they know that you are back-
ing them in their fight against inflation.

In my job as Economic Stabilization Director, I must
lead the fight against inflation. I cannot win without the
energetic support of an informed public opinion. For our
country’s sake, I ask you business men who are listening
to me now to make full use of Advertising—that powerful
information machine which serves you so well in peacetime
—to help secure for us the support which we now must
have.

There is not a single battlefront in this struggle against
inflation where the support, the understanding and the in-
formed opinion of the American people are not more impor-
tant than any law or regulation.

There are some who doubt the willingness of our people
to accept the hardships and restrictions that total war
requires. On this score I have no doubts. But I am nct
so certain that all of our people have yet been given sufli-
cient information to understand the specific needs and the
specific requirements of total war on the home front. I
realize that it is difficult, at best, to determine how far a
free Government can go in guiding the opinions and the
habits of a free people. I realize also that there are many
who honestly and sincerely disagree with the Government’s
anti-inflation policy.

But, regardless of what we do in Washington, it is essen-
tial that we have the understanding cooperation of you, the
business leaders of this nation. )

Perhaps I am a special pleader, but I shall run the risk
of being called a special pleader to suggest that, in con-
sidering controversial economic questions, we must take
special account of the other fellow’s difficulties. To hold
the cost of living, we must hold wages, prices and profits,
and we must impose a heavier burden of taxation. Nat-
urally, therefore, each of us is likely to be slightly more
eager to hold down the other fellow’s prices, wages or
profits, and to raise the other fellow’s taxes. Kach of us
will feel the squeeze of total war, each of us is only human,
and each of us will be looking for the moat in the other
fellow’s eye. Yet, unless we all stand together, there will
be little or nothing for any of us. If the American people
understand exactly what we are doing and why we are
doing it, I am convinced that they will stand together. Our
people need to know why they should buy and hold war
bonds, why they should pay higher taxes and save more
money, why they should abominate black markets and
chiselers, buy only what they need, at only ceiling prices,
and only, in the case of rationed goods, with ration stamps,
and why they should not demand higher prices, higher
wages or greater profits.

In large measure, this is an advertising job. Advertising
is not a charitable institution—it is the handmaiden of
business. And there is no business in this nation so strong
that inflation will not work havoc and ruin upon it.

That is why the War Advertising Council has seen the
issue so clearly. Cooperating with that Council, almost
450 magazines are going to contribute a full-page advertise-
ment every month. These advertisements will spread in-
formation as to what every American citizen can do to help
hold the line. It will not cost the Federal Government a
single cent.

I am also informed that the insurance companies of the
nation are considering a similar major advertising effort.
I hope that others will join in the procession. I am making
a special plea that you business men everywhere work with
the War Advertising Council and the Office of War Infor-
mation to inform every individual in America how he can
help fight inflation. As advertisers, each one of you can,
like Paul Revere, warn that inflation is coming unless the
American people take up arms against it.

Davis: Thank you, Judge Vinson. The Office of War
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Information is, of course doing all it can to help in this
campaign, but the job is so enormous that it needs the help
of everyone in a position, as advertisers are, to reach the
public eye and ear. Judge Vinson, do you think the job of
holding down the cost of living can be done successfully?

VINSON: It can, Mr. Davis—but we can’t do the job with-
out the help of every citizen. And we’ll get that help to the
degree that the people understand the importance of fight-
ing rises in the cost of living, and how they can join in the
ficht. Advertising can give them that understanding.

Davis: Our next speaker is a man who is an expert on
the relationship between government and business. He was
one of the nation’s leading management and merchandising
executives when he came to Washington to tackle one of
the biggest of all war jobs. As head of the War Production
Board, he is perhaps in closer touch with business men
than any other leader in Washington. From the outset
Mr. Nelson recognized the tremendous importance of war
information. He played an important role in the creation
of the War Advertising Council.

My, Nelson. . . .

NELsSON: One of the questions which every American
should ask himself these days is this:

“How are we getting on with war production?”

It is about the answer to this question that I want to
talk for a few minutes.

Let me make it clear at once that there is no one, quick,
glib, easy answer. When talking about a program so com-
plex and so vast as ours, oversimplification is full of
hazards, and it is easy to select a few random figures and
produce a series of different answers.

Here, for example, arve two facts:

First, we ave still behind schedule in our production
effort, and we face a really staggering job in the
months immediately ahead if we are to meet those
schedules.

Second, production in May, as I reported, was not
so good, and the preliminary figures for last month,
though better, did not show enough improvement to
satisfy me.

These are the kinds of facts which give daily, hourly
concern to those of us in Washington who are engaged in
the production effort. But now, let me give you two other
facts that sound a little different:

First, we produced over 7,000 airplanes last month, ac-
cording to preliminary figures, and that means about 270
every working day, or about ten very hour, around the
clock. Compare this 7,000 plane figure for June with the
production of 5,000 planes back in January, at the start
of the year. The increase in the January-June period for
planes is about 40 percent,

Second, our munitions and construction program for last
month ran over the $6,000,000,000 mark, compared with an
output of only $5,293,000,000 during the first month of the
year. And remember that the construction part of this
figure is declining according to plan. The munitions figure
alone increased about 25 percent during the first half of
the year.

Such figures, you see, when considered alone, are likely
to give only part of the picture. For the real fact of the
matter is that the picture is mixed—production has risen
greatly this year; some important items are on schedule;
other items are behind schedule. I might sum up with a
paradox and say that, although American industry has
done a job which in part is amazing, it is just not nearly
amazing enough to suit me, or to suit the high goals we
have set. We must do better—a lot better. I cannot say
with too much vigor that we have not done enough.

It is true that some problems have been solved and are
behind us, such as building the basic plants and factovies
for war production. But these problems give way to new



ones, and we must still struggle over such tough problems
as steel production, and airplane building, and petroleum
questions, and the job of adequately engineering some of
our newer devices of war. Perhaps it will serve to clarify
the distinction between the rather creditable job we have
done and the harder task that lies ahead if I remind you
of what I said last week in an address I gave in Toronto.
At that time, I said that the United Nations output this
year will probably be nearly three times as high as total
Axis production and that some of our production figures
for certain important items are almost astronomical. But
in that same speech, I went on to say—and I must empha-
size it again today:

“We can clearly see that the hardest part of our
job remains ahead, both for our fichting men and for
the producers of the home front . . . this is no time
to speak of easing up in our efforts. . . . Our produc-
tion schedules for this year and the next will tax us
to the utmost.”

All of you who are listening to these figures may wonder
what they have to do with the subject of this especially
arranged broadcast—advertising and the war. Well, the
connection is simple, for advertising is one of the instru-
ments that can be used to get more facts before the people
and thereby help the people cooperate on the home front
in getting the production job done.

Let me show you why this is true. The War Production
Board does not produce airplanes with a magician’s wand,
nor by waving the big stick of legal power. We get
planes, in the final analysis, by the cooperation of the
men and women who make them. And the same thing
is true all along the line. In case after case, war pro-
duction succeeds because of the cooperation of «all the
people—not just the people on the production line, but
also the people who quietly save tin cans and metal and
who join car pools and who insulate their homes to make
precious oil go farther and who save waste fats.

I need not list all the many campaigns in which the
War Production Board is interested, but I must emphasize
that the programs just mentioned, together with such other
efforts as industrial safety and the correction of absentee-
ism, are all extremely important to the winning of the war.

Moreover, every one of these campaigns is a job that
cannot be done merely by rules and regulations; every
one is a task that can only be done on the basis of willing
cooperation—a cooperation given willingly, because the
facts have been made clear, and because the cooperators
are well informed.

Since the fulfillment of our goals in these fields depends
on a free flow of accurate and clear information, it is
fitting during this special broadcast to point out that
industry’s own special medium—advertising—can benefit
both the people and the Government by the inclusion of
war messages. 1 have no hesitation in saying that, in
my opinion, the well coordinated use of advertising to
give the people more facts about the war will mean an
earlier victory, faster solutions for our production prob-
lems, less bloodshed, and less red tape for industry.

It has already been demonstrated that the American
people, once they know what is needed, and why, will do
a tremendous job. Think back, for example, to the news-
paper scrap salvage campaign, in which the War Adver-
tising Council had a part, when more than 6,000,000 tons
of metal were collected. Or recall that just last month,
despite the rationing of meats, housewives turned in an
estimated 8,000,000 pounds of waste fats and grease.
These things came about not by accident, but because the
people were informed of the need—and in my opinion no
request that we make can be effective unless that request
is made clear to the people who must answer the call.
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So far on the information front, as in the case of war
production, a mixed job has been done. And, frankly
speaking, I think that there is also a much bigger job
still to be done here in informing the people about the
progress of the war and in letting them know concretely,
how they can help. Industry has converted its tools and
machines to war production—yes; but now there is an
opportunity for industry to convert its adwvertising to the
same goal.

I have a special interest in this kind of conversion—not
only because of the immediate help it can give us in
solving some of the problems I spoke of, but also because
I have been interested in the War Advertising Council
since it was created in those days when advertisers and
advertising men and magazine and newspaper owners
and others came together to make their facilities available
to the war effort. Now, because of the continuing and
growing problems we face, this kind of cooperation is more
important than ever, and we all have an opportunity to
make the cooperative effort more effective.

One final note: During the next twenty-four hours, by
the middle of the tomorrow, this nation will turn out 270
more airplanes to hurl at the Axis. That is not enough.
If everyone in America knew all the issues, knew exactly
what to do and how and when to do it, and knew why, we
might be making 300 or 350 planes a day. We could use
them. And one quick way of boosting that production
total higher and higher is to complete the conversion of
advertising—by putting “A War Message In Every Ad.”

DAvis: One question, Mr. Nelson. Are your WPB prob-
lems such that they can best be handled in the so-called
mass-media, which carry messages to the general public?

NELSON: Not at all. Some of our campaigns require
the help of everybody—Ilike car-sharing—but others, like
conservation of cutting tools, and the absenteeism, and
industrial safety. are particularly good for handling in
the business press and trade journals.

Davis: Among all our war problems, none strikes home
to the average citizen so intimately as does the question
of food. Whereas many a war problem may seem remote
and abstract, the subject of when, where, and how much
do we eat is as personal as breathing. We have had 100
yvears of thinking in this country behind the point of view
that our food supply was inexhaustible. Now, in our first
total war, we find that there is a bottom to our food basket
just as there is a bottom to everything else.

The men charged with the responsibility of shaping the
country’s food program is War Food Administrator Marvin
Jones. No one knows better than Judge Jones that he
faces an educational job of enormous scope, that he must
adjust the food producing and eating habits of 130 million
Americans to war conditions. Judge Jones, in his first
radio broadcast since taking office, will tell you how he
sees the picture.

JONEs: Today we are announcing the allocations of
canned fruits and vegetables for the coming 12 months.
Because of increased war demands, civilians will get con-
siderable less canned fruits and somewhat less canned
vegetables than average. On Monday we announced allo-
cations of dairy products. Civilians will get less than
average of several products including butter, cheese and
condensed milk.

Is this because farmers are turning out less? No, far
from it! Farm Production is on the increase and new
high records have been set in each of the past six years.
But war is a very hearty eater. As it increases in size
and overseas strength the armed forces require greater
quantities of canned fruits and vegetables. Our armed
forces and our allies require large amounts of dairy prod-
ucts. To make food ficht most effectively civilians are
limiting their consumption of foods like these so that
these other claims may be met. We are going to try to



push production even higher than in the past. The July
crop report indicated that farmers have increased their
crop acreage by 7 million acres more than in 1942. They
have done this in the face of adverse Spring weather
and shortages of labor and equipment. Yesterday, we
announced a food production program for 1944 that calls
for planting the largest acreage of crops ever put in by
American farmers.

But great as is our accomplislinient in production, we
could not last year, we cannot this year or next year
produce enough to supply all claimants with all the kinds
of food they want. This year, our food stocks are called
on to supply the people at home, our armed forces on 60
fighting fronts, our fighting Allies, and the liberated pco-
ples. Still, of our total food supply, three-quarters will
be consumed on our home front. All remaining claim-
ants will get one-fourth of our output.

Every group would like to have more than can be ap-
portioned to it. If we can provide more, we can help
shorten the war. Therefore, the management of food, is
a wartime job of top importance. It is a front for all of
us. Every one of America’s 40 million families has a
battle station on the food front.

TFor example, in peacetime the average Anierican wastes
some 380 pounds of food each year. Multiplied by 130 mil-
lion, this represents almost 50 billion pounds of food thrown
out into American garbage pails—enough to supply a
large part of our Army and Navy and our Lend-Leasc
commitments as well. This waste is criminal in wartime
and must stop.

As we study the wartime food problem we find there are
four pillars upon which our program must be built. First,
we must secure maximum production of the needed crops
and livestock; second, we must conserve food and use it
wisely; third, we must share—share with our armed forces
and allies, share fairly among civilians; and fourth, we
must change food buying and eating habits as required by
wartime circumstances.

We must see to it that our citizens understand the facts
about how our food is being used to fight this war. We
must engender a new respect for food as a crucial weapon
of war and establish a wartime code of food conduct so
that every American—whether he be a farmer—producer
—a processor or packer—a food distributor or consumer
will help make our food fight by doing their best with
what’s available,

Helping citizens understand and adopt such a wartime
code of food conduct is one job on which we are asking the
assistance of business, through its advertising. This is
one of the vital problems I hope you will think about, as
you proceed with the work of putting “A War Message
in Every Ad” If you will roll up your sleeves and
become partners with us in this task, it is not too much to
say you will be helping to shorten the war. For there
is not just food at stake; there are the lives of tens of
thousands of American fighting men.

Davis: We have heard Judge Marvin Jones, War Food
Administrator. And before he leaves this microphone, I'd
like him to answer one question for me. Judge, am I
correct in summing up the points you have just made by
saying that as the war progresses and we come closer to
final victory, the more all of us may have to tighten our
belts?

JoNES: That is right, Mv. Davis, but if we can make the
best possible use of our food at home and accept calmly
and cheerfully the changes and inconvenieiices in our eating
habits, we’ll be helping food help win the war.

Davis: Our final speaker on this program comes not from
government, but from business. He heads a voluntary
non-profit organization that enjoys a semi-official status
in Washington—the War Advertising Council. This group
of earnest, public-spirited business men is one of which
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American business may well be proud. They have been
serving the interest of the war unselfishly, almost before
the echo of Pearl Harbor died away. I, for one, think the
work of the War Advertising Council typifies in the best
sense the teamwork between government and business with
the common aim of winning the war. Here is Mr. Chester
J. LaRoche, Chairman of the War Advertising Council.

CHESTER J. LARoCHE: As Mr. Davis and the previous
speakers have recognized, we have, in this nation, channels
of communication unmatched anywhere in the world.
Through the combination of news and advertising—news
to report, advertising to inform and persuade—we can
reach the eyes, ears, and hearts of 130 million Americans.
We can secure a degree of unity, understanding and fervor
which can help us end move quickly the waste and slaughter
of war.

The organization formed by business to harness the great
power of advertising to the war is the War Advertising
Council. The War Advertising Council is a peculiarly
American organization. I know of no other country where
such a group could be brought together, or so much com-
bined power could be geared to an entirely unselfish pur-
pose. The Council is composed of owners and principals
of magazines, newspapers, radio, outdoor, printing and
direct mail, the country’s advertising agencies, and the
great industrialists who use advertising.

I want to emphasize here that the War Advertising
Council has no selfish axe to grind. It is a business group
representing no political party, and no pressure groups.
Anyone who thinks it seeks to make money for the adver-
tising business is wrong—millions of dollars wrong—as the
following facts will show:

The advertising agencies of the country—the people who
have written the Washington-released advertising on war
bonds, scrap, black markets, ete.—have countributed more
than four million dollars worth of the only thing they
have to sell—their time and skill. Radio advertisers and
the radio industry have contributed $100,000,000 worth of
time and talent during the past year to promote war
messages. 440 magazines have been contributing at least
one page of space a month for a campaign on total war.
The newspapers of the country during the Second War
Loan drive organized the contribution of 36,000 full pages
of advertising, 259 of which they contributed themselves.
63 per cent of all outdoor posters are devoted to war
messages. The car-card industry contributed 100,000 units
of space monthly for war messages. In addition to their
contribution on radio, national and local advertisers have
contributed more than $100,000,000 worth of space in maga-
zines and newspapers. The drug industry alone is devot-
ing $2,000,000 for a special war bond drive.

The total contribution of the entire advertising field in
the past 12 months was at least $250,000,000.

And now twice that amount, or $500,000,000 worth of
space and time—is needed. Twice as much because the job
ahead is twice as big. $500,000,000 is roughly one-third
the total annual amount of all advertising expenditures.

Our goal for the coming year is thevefore two-fold:

I'irst, one-third of all advertising space devoted exclu-
sively to war messages.

Second, a war message in every ad.

As an advertiser this mieans that some of your space
should be devoted entirely to war messages, and «ll of your
space should contain a war message.

In other words, because your ad devotes most of its
space to a product is no reason why a war message cannot
also be included. A lot of information can be packed into
a few paragraphs.

Let me say vight here that this proposal does not in any
way conflict with the radio network allocation plan or the
various other radio allocation plans of the Office of War
Information. These need supplementing, not disrupting.



One-third of all space devoted exclusively to war adver-
tising. And a war message in every ad. If these two goals
are realized, the cumulative power behind war messages
will penetrate into every community and every home in the
land. Understanding will replace uncertainty. There will
be no room for indifference and life-as-usual. No longer
will one-half the population say about the other half, “They
don’t know there’s a war on.”

Nor is this a program for national advertisers alone.
The biggest percentage of advertising is local advertising.
Dislocations in life and living strike into every community.
Our great national problems are merely the sum of hun-
dreds of thousands of local problems.

This is why local advertising media and loeal business
men should arrange pools of space or money large enough
to cover the local war advertising needs for the next six
months. Such cities as Houston, Cleveland, Louisville,
Portland, Hartford have already done this. No community
in this country can fairly say that it is doing its war job
until its is similarly organized.

During these talks, you have heard many references to
“war advertising.” When we speak of war advertising,
exactly what do we mean?

We do not mean advertising that simply shows pictures
of planes or tanks or guns. Everybody knows we're at
war—it is eighteen months sinece Pearl Harbor. Is war
advertising that which tells how a company’s products are
helping win the war? Generally no. It certainly is not if
it doesn’t help get action by the people. In the midst of a
struggle for survival, while American boys are dying by
the thousands, blatant brag advertising is in questionable
taste.

By war advertising we mean advertising which induces
people, through informmation, understanding or persuasion,
to take certain actions necessary to the speedy winning of
the war.

War advertising follows agreed-upon themes. As every
advertising man knows, best results are achieved when all
advertising on a given subject adopts the same approach,
tells more or less the same story, makes more or less the
same appeals.

These official campaigns are all things that virtually
anyone would agree need doing. They have nothing to do
with politics; they have a lot to do with winning the war.

What are some of these official campaigns? In the
months ahead we will be called upon to help reeruit house-
wives by the millions to leave their kitchens for the jobs
men left behind, we will have to persuade millions to help
harvest the food, can and process it, see that it is shared;
we will have to persuade Americans to eat nutritious foods,
to shun black markets, to understand the overall food pie-
ture; we will have to recruit part-time volunteers by the
hundreds of thousands for rationing boards, Civilian De-
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fense Councils, Army ground observers or spotters; we will
have to help get our people to buy more and more war
bonds, to spend less; they will have to learn to conserve—
to eat it up, wear it out, make it do. We will be called
upon to quicken public responsibility to stay on jobs every
working minute, to work harder, without grumbling. We
will need to make the meaning of the war clearer, to curb
disunity, to halt loose talk, to de-bunk rumors. These are
the action messages which badly need consistent mass
circulation.

The War Advertising Council and the Office of War
Information are ready and eager to assist advertisers in
the development of war theme advertising. Many of you
will receive shortly a booklet entitled “A War Message in
Every Ad” which will, we hope, enable you to make an
immediate start on advertising that is really “converted
for war.” If you wish further information on any war
campaign, get in touch either with OWI in Washington or
the War Advertising Council, 60 East 42nd Street, New
York City.

On the other side of the world, our invasions have now
begun. During the hard months to come, American boys
from your home town and mine will fight and die on
foreign soil. As they endure suffering and hardships
that put our petty inconveniences to shame, we who stay
at home—if we have a spark of conscience—must form a
solid front line behind them.

There must be an end to bickering, petty jealousies, sus-
picion of one group of Americans for another. At this
time, of all times, we must have unity. That is why this
group of war leaders have taken time from their busy
lives to speak to you today. We can achieve that unity,
provided only that our people understand clearly what
must be done, and why.

What will an invading soldier see as he looks to his home-
land? Will he see a nation aroused—effective in action?
Upon what he sees depends in no small part his morale.
And upon his morale, his fighting spirit, depends our way
of life.

Davis: Thank you, Mr. LaRoche.

ANNOUNCER: (WASHINGTON—WRC) The National
Broadcasting Company in association with the War Adver-
tising Council has presented a special program broadeast
as a meeting between American business and the United
States Government. The speakers included Judge Fred
M. Vinson, Director of the Office of Economic Stabilization;
Donald Nelson, Chairman of the War Production Board;
Marvin Jones, War Food Administrator; Elmer Davis,
Director of the Office of War Information, and Chester
J. LaRoche, Chairman of the War Advertising Council.
This program came to you from Washington. This is the
National Broadcasting Company.



