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years!
It is a long time, judged 
by America’s standard 
of progress.

74 years ago—
New York boaisted a 

population of less than 
Haifa million and 
Chicago was a town of 
twenty - nine thousand 
people.

74 years ago—
There were twenty- 

nine states in the Union 
and Abraham Lincoln 
was a Congressman 
from Illinois.

74 years ago—
There was founded in 

New York City a trade 
newspaper for the retail 
merchants of America:

The Dry Goods Econ
omist.

A great many things 
have happened since 
those days.

The Dry Goods Economist 
has seen America through four 
wars.

The Dry Goods Economist 
has watched America “grow up” 
to be the nation of nations.

The Dry Goods Economist 
has witnessed the development 
of the greatest merchandising 
people in the world—

And the Dry Goods Econo
mist has inspired and guided 
much of the development

The Dry Goods Economist 
has seen the General Store of 
1846 grow into the mammoth 
Department Store of today—

And the Dry Goods Econo
mist has played a big part in that 
growth.

And through it all the Dry 
Goods Economist has maintained 
its position as the world's greatest 
merchandising trade paper.

Let us give you a few facts 
about the Dry Goods Economist 
and its market.

Do you really Igiow the 
Di^y Goods Economist?

ORy GOOOS ECONOMIST
*39 «tes. «o’St

of* Dry Goods 
and allied lines 
are .sold on the 
recommendation 
of the Retail 
Merchant

Inthegyesof 
the Consumer 
he is responsible

MERICAN STYLES
AND WORLD WIDE

Eighteen thousand copies!—to the big 
merchants in every corner of the globe. 
The big spring buying number.

FORMS CLOSE
JANUARY 10th

DRY GOODS ECONOMIST
239 West 39th Street New York
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Successful Salesmen Are Saving Salesmen
While In Almost Every Business the Man Who Saves 
Is the Man Who Wins, the Saving Habit Is More 
Important to the Salesman Who Would Succeed Largely 

By SAUNDERS NORVELL
Chairman, McKesson & Robbins, Inc.

HOW much money should a 
salesman save out otf his sal

ary? My answer to this is that 
after dressing neatly and spending 
enough to keep up a good appear
ance you should save every cent 
you can. This applies especially to 
young salesmen. The money of a 
man twenty-five years old is worth 
about ten times as much as the 
money of a man seventy years old. 
When you save money when you 
are twenty-five you have a chance 
to use that money and to obtain 
the dividends and advantages from 
it for many years. Of course, when 
you are past seventy the game is 
up and money is not worth very 
much.

Following this same line of 
thought when a young fellow of 
twenty-five goes out and carelessly 
“blows in” $5, as a matter of fact, 
he has spent $50. The old man 
can afford to be very much freer 
in spending his money, because he 
is not likely to get the benefit of 
what he carries over. Nevertheless, 
strange to say, you will find that the 
young man is much more willing to 
spend his hard-earned money than 
the old man. This is probably be
cause the old man has learned the 
value of a dollar.

When I review the past thirty 
years there comes to me in memory’ 
those men who saved money and 
those who did not. Those who 
formed the habit of saving may 
not have been very brilliant men, 
but a large number of the sales
men I have known who were 
spendthrifts have “gone to the 
dogs” or are eking out a miserable

Care is Contagious
XT AVE you ever noticed that the man 
■i"L who is careful with his funds is 
careful about his friends?

That the man who is careless about 
his cash is usually just as careless about 
his correspondence?

While there are exceptions to the rule 
—of course—the man who is careful in 
any one personal habit is usually care
ful in the others.

From this point Mr. Norvell argues 
in this article that SUCCESSFl L sales
men are usually salesmen who SAVE. 
And those who save money usually 
save time; give attention to routine, 
route sheets, etc.

There’s a lot of good food for thought 
in this article that can be used by al
most every sales manager.

THE EDITOR.

existence with poor and illy-paid 
positions.

When you have saved up a little 
money good opportunities for in
vestment will offer themselves. The 
salesman, of course, who has ac
cumulated no money can not take 
advantage of such opportunities. 

I remember a number of cases 
where corporations I have been with 
have offered salesmen an opportun
ity to buy stock. Some of these 
salesmen have bought and have 
done exceedingly well through the 
increase in the value of the stock. 
Other salesmen, however, who lived 
up to every cent they earned, could 
not grasp such opportunities,

HOW JOHN D. STARTED

One thousand dollars saved from 
his salary of $10 a week as a book
keeper enabled John D. Rockefeller 

'[31

to buy an interest in the Cleveland 
produce firm of Andrews & Clark 
—his start. The same amount 
saved by Henry H. Rogers from 
his earnings as a New England 
grocery clerk enabled him to open 
an oil refinery at Titusville, Pa., 
on the discovery of oil and there 
with Rockefeller lay the foundation 
of Standard Oil. From the savings 
of himself and mother Andrew Car
negie was able to take advantage of 
the offer of an interest in the first 
sleeping car and begin that wonder
ful career of pyramiding riches. 
The sum of $100 saved is said to 
have bought James Couzens of De
troit his interest in the Ford Co., 
from which he pulled out millions. 
None of these men had rich rela
tives or friends to help them—they 
all helped themselves by saving. 
There is scarcely a young salesman 
in America today who has not as 
good, if not actually a better start 
than any one of these men.

It takes a great deal of determ
ination and will power to save 
money. Not only is there the call 
of pleasure, but just as soon as a 
young man becomes a producer 
there are usually a number of rela
tions who wish to be helped out. 
Years ago I knew a certain shoe 
salesman. His earnings were from 
$5,000 to $10,000 per annum. He 
had five sisters. These sisters be
came very artistic and literary. 
They never did any work. I have 
seen them sit in rocking chairs dis
cussing the nebular hypothesis for 
hours. They all lived on their 
brother. When he fell in love with 
a very attractive girl they broke up
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Pull of this kind works. Lock it up and throw away the key.

the match. They are now all old 
m ads. They are wonderfully well 
educated but none of them will ever 
condescend to teach school. He is 
now a broken-down old man trying 
to hold his job as salesman and 
still supporting these five sisters. 
They have never done a bit of 
work in their entire lives and 
won’t. Everybody should do some 
useful work. Many a poor sales
man is loaded down with a wife 
and daughters who do nothing but 
entertain. He is too proud to com
plain, but he can never get up in 
the world because on account of his 
burdens he never has a cent to in
vest.

THE MATTER OF FRIENDS

Like Thomas Jefferson, he is be
ing eaten out of house and home 
and his substance absorbed between 
relatives and friends, and when his 
working days are over he will have 
nothing left to show for his life’s 
work but a tombstone and maybe 
not even that.

Jefferson said: “There is no rem
edy ; we must entertain our friends.” 
1 ut we now know that his friends 
bankrupted Jefferson and they will 
bankrupt all of us, if we do not 
keep them within the bounds of 
our pocketbook.

“They pretended to come out of 
respect and regard for him,” says 
Captain Bacon, steward of Monti
cello, the home of Jefferson after 
hi retirement from the Presidency, 
“but I think that the fact they 
saved a tavern bill had a good deal 
to do with it, with a good many at 
least. They traveled in their own 
carriages and came in gangs, the 
whole family with carriage and rid
ing horses and servants, sometimes 
three or four such gangs at a time. 
A1 e had thirty-six stalls for horses 
and only used ten of them for the 
stock we kept there. Very often 
all of the rest were full and I had 
to -end horses off to another place. 
I have often sent a wagon load of 
hay up to the stable and the next 
1' timing there would not be enough 
left to build a bird’s nest. Such 
h< ‘-pitality, I realized, must ulti
mately bankrupt the Master. Un- 
1mm\ 11 to him. I gave orders that 
L' If rations only should be supplied 
t<> the horses of the guests, but he 
‘'Hin learned of it and counter- 
rudrj mv order. He knew, he

How Saunders Norvell 
Gets Better Results w ITII traveling expenses sky-rocket

” ing; sale costs emulating Roland 
Rohlfs in the matter of altitude records 
the problem of the average sales man
ager today is—where he has to get or
ders at all, luckily for some they do 
not have this problem at this time— 
GETTING BETTER RESt LTS.

Here is just one gem that I picked 
from this article of the extremely popu
lar series Mr. Norvell has had appear
ing from issue to issue in this publica
tion.

"One of the best ways I have found 
to make work easy,” says Mr. Norvell, 
“is to turn work into a game and then 
have everybody playing the game to 
win.

“The way to apply this to salesmen 
is to compare the results of each sales
man every month with other salesmen.

“This means competition and when 
you get a force of salesmen competing 
with each other then there is a lot of 
fun.

“Of course, in addition to the fun 
there should be substantial rewards for 
the successful men.

“When tired salesmen with bad habits 
are put up against a real competitive 
system, they either change their habits 
or they resign.”

“Oh, that is an old idea,” did I hear 
you?

“Granted,” I will reply, “but did you 
ever try it? It works.”

said, that his income was being ex
ceeded. but he was too polite to 
refuse his hospitalities to the world, 
if it chose to honor him with a visit, 
as long as he had the means with 
which to extend the hospitality 
sought by his guests.”

And the expected happened—Jef
ferson went broke; also Madison 
from the same cause'.

And “Monticello” and “Montpel
lier”—the latter the ancestral home 
of Madison—passed into the hands 
of strangers. To keep the wolf 
from the door, we must keep our 
finger on the purse strings. Let 
the world call you “tight-wad,” 
“hard-boiled egg,” “old frozen face” 
and other compliments, but remem
ber boy that money is your only 
friend in need and that every dol
lar, which through sacrifice and 
thrift, you and your family can lay 
by for another day, is a stepping 
stone to help you climb to a posi
tion where you may be independent 
of other men.

HOW' TO SAVE

The only way, my dear boy, for 
us to save money is to put it some
where where W'e can not get at it. 
It is even a good thing to go into 
debt with good judgment if you 
buy something that is worth while. 
This compels you to make w'eekly 
or monthly payments. It compels 
you to save. It gets your money 
where others can not get it away 
from you, but under any and all 
conditions make it a point to save 
a little money every month.

There is no reason why a sales
man should not answer letters 
promptly. I always preferred to 
have salesmen answer my letters by 
turning them over and writing on 
the back. I never objected to sales
men using pencil nor did I object 
to the writing being somewhat wavy 
if they' wrote on the train, but 
what I did want was a prompt and 
satisfactory reply' to my letters.

I remember on one occasion that 
a sales manager came to me in 
despair. He said he could not get 
one of our very best salesmen to 
answer his letters. He said this 
salesman was good at selling goods 
but he completely' ignored every 
important communication sent to 
him from the home office. I smiled 
and said I was sure he would 
answer my letters.

The sales manager said, “All 
right. I would like to sec you get 
an answer out of him.”

So I wrote this salesman asking 
him a certain question. I waited a 
week. No answer came. I then 
telegraphed him that on a certain 
date I had written asking a certain 
question and asked for a prompt re
ply. No answer came. Then I 
called in the cashier and gave him 
certain instructions. In about ten 
days we had a letter from this 
salesman asking where his salary' 
check was for the previous month. 
He stated it must have been mis
sent ; he would like to know where 
it had been sent. To this letter 
we made no reply. In a few days 
we received another letter of a 
verv warm character, not only in
quiring where his salary check was 
but also why we had not answered 
his letter on the subject on a cer
tain date. To this letter we made 
no reply’. Tn a few day’s we re-

(Continued on page 38)
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Bu ildi ng a $12,000,000Ind ustry By Advertising
How We Expect to Accomplish This Even 
Though No Additional Sales Are Made

An Authorized Interview with 

FITZHERBERT LEATHER 
Advertising Manager for the Northwestern Fruit Exchange

FITZHERBERT LEATHER, 
advertising manager for the 

Northwestern Fruit Exchange and 
Skookum Packers Association of 
Seattle, distributors and growers 
respectively of “Skookum” apples, 
spent the summer in New York de
veloping the 1919 “Skookum” ad
vertising campaign. Incidentally 
Mr. Leather made an exhaustive 
trade investigation relative to the 
Northwest apple industry, examin
ing particularly the various markets 
of the East and South. Before 
starting for the East he toured the 
Pacific Northwest apple-growing 
sections, addressing the apple grow
ers in their various home districts, 
and he gives us the news that these 
addresses were illustrated with 
thirty-five hundred feet of moving 
picture film which demonstrated the 
advertising and marketing of the 
Northwest apple under modern or
ganization.

“This tour,” said Mr. Leather, 
“was, perhaps, quite a feat, and is, 
I believe, without parallel, or pre
cedent. You might call it a pion
eer undertaking among pioneers, 
and perhaps typical of the western 
spirit. No matter what the ob
stacles we were determined to show 
the moving pictures and we often 
showed them in the cork-insulated 
cold storage of the apple plants. It 
was quite an undertaking, too, to 
transport our apparatus by auto
mobile through these mountains, but 
the reward was such as to make it 
all worth while. Away up in the 
Okanogan country’, for instance, 
three hundred growers and their 
wives and children came down 
from their highland orchards; they 
brought their lunches with them, 
and made a fete day of it. Some 
of these apple growers were pion
eers of thirty years ago—discover
ers of the wonderful apple-growing 
qualities of this volcanic ash soil 
long before a railroad penetrated 
the wilderness and attracted the 
large numbers who have made these 
parts famous the world over for 
their apples. You may imagine that 
these pioneers were exceedingly in
terested to have at first hand, as it 
were, a demonstration which show
ed them the magnitude to which

Copyrighted 1916 North
western Fruit Exchange

The famous Skookum trade character.

had grown their own first pioneer 
endeavor.”

THE FIELD FOR A $12,000,000 
ECONOMY

“The Northwest apple industry' is 
in process of crystallization as to 
scientific marketing and advertis
ing. To put the thing in a nut
shell the Pacific Northwest is los
ing today in cold cash perhaps not 
less than $12,000,000 per annum on 
its apple crop due to its not being 
in thoroughly' organized state. That 
is to say, if the Pacific Northwest 
were unified to the extent that the 
Sunkist orange growers of Cali
fornia are unified they would be 
enriched to the extent of this tre
mendous sum, and moreover they 
would have all that goes with it— 
satisfaction of maximum accom
plishment and peace of mind. At 
the present time it is not chaos, but 
to the man who realizes in a life
like way what could be done in the 
Northwest, it approaches that. To 
show you the point: Not less than 
fifty' percent of the growers of the 
Pacific Northwest (and there are 
fifteen thousand of them) sell their 
crop independently of any organi
zation, to independent buyers at 
prices which are guessed at. It is 
the fact that last season one large 

metropolitan market was so ‘bad
gered’ with these independent sales 
that it was made practically a 
dumping ground; this market 
bought Extra Fancy Northwest ap
ples at 65 cents a box less than the 
price at which Skookum Extra 
Fancy was being sold for sixty 
miles away and at other points. 
Moreover as an added attraction 
cold storage charges were ‘thrown 
in’ with this low '65-cent-below’ 
price. To cite another instance of 
‘chaos’: a quite important independ
ent group of apple growers in a 
fine district last year sold its crop 
to an independent buyer at 85 cents 
per box less than the ruling mar
ket. This was almost half-price. 
Understand that just across the 
range from this district another dis
trict actually received at the same 
time over $1.00 more per box than 
this price. You may appreciate 
how this makes for ‘chaos’ in the 
Eastern and our other markets, dis
rupting prices, stalling sales, and so 
forth. In fact our Skookum or
ganization throughout the season, 
and particularly' early in the season, 
is bombarded with information that 
‘so-and-so’ is offering forty, fifty, 
sixty and seventy' cents a box less 
than the Skookum quotation. It 
was my' pleasure to visit this sec
tion which had sold its apples so 
low, and you may rest assured they 
were very' much interested in co
operative marketing.”

ORGANIZATION DESIRED AND 
WELCOMED

It appears that leading growers 
of the Northwest have from time 
to time macle strenuous efforts 
towards complete cooperative mar
keting. and the effort of the Skoo
kum Packers Association and the 
Northwestern Fruit Exchange is on 
this line.

“ I he Skookum organization has 
now been in existence ten years, 
and has made steady gains in allegi
ance of growers. Within the last 
year alone two thousand new grow
ers have joined the cooperative 
movement, packing under the Skoo
kum brand. Skookum is the only 
all-Northwest organization in ex
istence, others being circumscribed
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Map of the United States showing Skookum distribution.

by local districts, the Skookum 
growers being located in Washing
ton, Oregon and Idaho. The Skoo
kum Advertising Department has 
often been requested for informa
tion as to the ‘system’ of organiza
tion and operation of the Skookum 
group. These requests come from 
many different activities—from pro
fessors of business departments of 
colleges, from agricultural depart
ments, from producing groups 
everywhere, all indicating an alert
ness on cooperation. Perhaps the 
Skookum organization is one of the 
m .st interesting developments of 
this interesting age of organization 
and cooperation. Briefly it is in 
two divisions. At Seattle we have 
tl < Northwestern Fruit Exchange, 
a purely distributing and market
ing organization, with expert sales 
force and expert traffic department, 
and, of course, accounting and all 
other necessary departments. The 
F change’s work may be divided 
¡tito six groups: (1) Crop estimates, 
to know the pack which it has to 
sell. (2) Price research, which in
volves feeling out the market, get
ting at the buying power of the 
country, research as to other fruit 
crops, all conditions bearing on 
price. (3) Sales or distribution, 
u ich involves selling the apples in 

the best markets; a very big prob
lem ; also involves opening new 
markets — export for instance ; 
though new markets have been 
opened in North America in a very 
stupendous way under the North
western Fruit Exchange operation. 
We are shipping to over one thou
sand carload markets today as com
pared with not over twenty-five 
twelve years ago. (4) Delivery, 
which concerns the traffic depart
ment. (5) Accounting, which con
cerns collections and payment of 
mone\' to growers. (6) Advertis
ing. A seventh department might 
be described as coordination with 
the Skookum Packers Association. 
The second division is the Skookum 
Packers Association, also making 
headquarters at Seattle. This is a 
purely growers group, the growers 
being located in different sections 
or districts throughout the North
west, Seattle being central to these 
districts. The districts it should be 
understood are separated by phys
ical boundaries such as mountain 
ranges, stretches . of non-apple 
growing country, and so forth. For 
instance at Omak in the Okanogan, 
we have a district separate and 
apart from any other, quite iso
lated. Here we have a large num- 
bcr of orchards, a single railway 

line, a single large packing plant. 
Naturally the Omak growers get 
together under one management. 
They could not function otherwise 
—therefore they constitute them
selves a local unit, cooperative loc
ally to the point of getting their 
pack ready for shipment and sales. 
All over the Northwest are units 
such as this, and these units join 
together as the Skookum Packers 
Association, with its Executive 
Committee, president, general man
ager, secretary, treasurer, and so 
forth. The Association also has 
its system of inspection, with chief 
inspector and sub-inspectors, that 
the entire pack may be uniform and 
packed according to the uniform 
grading rules which it establishes. 
Thus the pack of Omak will be the 
same pack as Medford, though four 
hundred miles apart. The Associ
ation is non-profit, and holds meet
ings annually as a whole, the Ex
ecutive Committee meeting fre
quently. Except for the inspectors 
the officers are all growers active 
at their own plants, and there is 
no fund required, practically, the 
expenses being nominal for the As
sociation.

EXCHANGE ACTING FOR UNITS
The Northwestern Fruit Ex- 

cliange acts for each unit, and not 
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for the Association, selling and 
making returns direct to the man
agement of the individual unit, the 
apples of the units being usually 
accounted for locally (on the books 
of the unit) in pools of so many 
cars; whereas the Exchange makes 
returns on each individual car, sell
ing, of course, in carlots only.

The vast work of the Northwest
ern Fruit Exchange in the apple 
season, lasting from August 1 to 
approximately January 1, may be 
gauged by the fact that during this 
period it exchanges over thirty 
thousand telegrams, not counting 
telephone calls, with the various 
units and with the various branch 
sales offices and in its other de
partments of work. The intense 
part of this work is, of course, in 
making the market. Some of these 
telegrams are remarkable examples 
of the use of the ‘wire’ in these 
days of intense salesmanship even : 
The Exchange frequently sent out 
wires over a thousand words long. 
You may contrast this intense ef
fort with the condition which would 
exist without this character of pro
gressive scientific marketing, with
out any cooperation whatever—and 
a condition which actually did exist 
twelve years ago—namely, the mar
ket made as they pleased by two or 
three wealthy speculators in the 
hotel lobbies of the largest produc
ing section of the Northwest. It 
forms quite a contrast. As it is 
today the last cent is obtained for 
the grower, and it is most interest
ing to note that in normal periods 
the grower actually gets under the 
Skookum system two-thirds off the 
price the retailer pays for the fruit 
only omitting the freight charges 
from this calculation; this calcula
tion includes the wholesalers profit 
and all charges. The calculation al
so includes the advertising charge, 
or assessment on Skookum.”

ADVERTISING THE GROWERS’ 

REDEEMER

It is Mr. Leather's opinion that 
advertising has been and will be the 
salvation of the Northwest apple 
industry, and supporting this state
ment he says :

“Skookum is, of course, the dom
inant pack of the Pacific Northwest 
apple industry. It is advertised, 
nationally—it is a household word 
for the very best apples. Skookum 
advertising has opened up market 
after market—wholesalers and re
tailers where only before barreled 
apples were known have been en
couraged to try a first car or two 
because of the advertising. Later 

they have bought more. Advertis
ing has put Northwest apples, as it 
were, on the map. Skookums are 
more than mere apples—they are 
scientific, heavy with mineral con
tent—luscious, superb fruit. They 
are both a luxury and a staple. Ad
vertising drives all this home. The 
tremendous sales energy of the 
wholesale and retail fruit world 
focuses -on advertising. Skookum 
advertising has called forth won
derful dealer cooperation. It has 
been a tremendous help and stimu
lant to them. Further, the North
west apple is a long way from 
market, with heavy freight charges. 
It must sell, therefore, at a much 
higher price than the locally grown 
apples. Moreover it is sold under cold 
storage charges often, and always 
in boxes, each apple wrapped in 
tissue—higher cost. We must there
fore make our apples articulate 
their virtues or values to obtain 
price and acceptance—advertising 
must help here. Moreover, we have 
a very large crop (this year it may 
mean fifty millions of dollars out
put) and must have thin distribu
tion—that is, wide distribution; ad
vertising opens the markets to gain 
this for the crop.

“This is all obvious. But extrem
ei)' important, and no doubt novel 
to much of the advertising world 
is the part which advertising plays 
and is to play in unification or crys
tallization of the industry into still 

Box label showing combination of local units and Skookum trade mark.

further cooperation. Advertising 
here is to show tremendous, I 
might say almost inexorable force. 
I believe, in fact, that within a 
very few years advertising is to 
show the clear path to the entire 
Northwest industry, and that it will 
be the great force in final crystalli
zation.

EVILS OF DIVERSIFIED PLANS

“Let us assume that there are a 
dozen brands in the Northwest na
tionally advertised. Such advertis
ing would be abortive. Volume of 
pack would be missing — there 
would be lack of supply. Further 
there would be confusion—a dozen 
or twenty brands would confuse 
the consumer and confuse the deal
er; there would be a dozen sales
men as it were calling at once, 
more or less interesting according 
to the ‘supreme’ character of the 
organization. The dealer would, 
because of shortage of supply, be 
unable to concentrate on one brand; 
if he did his customers might be 
concentrating on the other; there 
would be the very antithesis of co
ordination, of pure scientific ad
vertising. It would be a fiasco.

“Further, there would be no uni
formity of pack. This would furth
er confuse the market. Today there 
are hundreds of different labels on 
Northwest boxed apples, and hun
dreds of varying quality within— 
thousands and thousands of boxes 
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going out to market labeled and 
stamped with grade mark, but 
which have had no efficient inspec
tion, and which wholesalers open 
up and buy on sample and not on 
reputation.

IMPORTANCE OF ONE PURSE

"But more important than all 
these considerations is the fact that 
advertising the Northwest apple in
dustry to its salvation must have 
one single great fund—one treasury. 
Twenty more or less brands adver
tised means, positively and abso
lutely, not advertising, but confus
ion and stultification—merely dis
tressing the consumer. Never in 
history has the true philosophy of 
advertising demanded ‘concentra
tion’ as this year, with a huge 
amount of advertising pressing on 
the public. Breaking up the fund 
into small, non-cooperating amounts 
would mean weak advertising; a 
small fund can buy very little space, 
and could not accomplish the great 
things that must be accomplished 
for the Northwest apple. That 
Skookum has been able to accom
plish true advertising has been due 
to its large pack, and large fund 
accordingly, and also due largely 
to its having the field alone—it has 
in advertising as it were stood out 
like a great star in the deep blue 
of the night, alone, the first apple 
advertised, and with a trademark 
and name which is generally re
garded as of the extreme in power; 
it has. too, commanded extreme co
operation.

“To cite an instance of the need 
of large fund: The Northwest ap
ple to ‘conquer’ New York needs 
to put on special displays of fruit, 
in magnificent style, under proper 
management. Northwest fruit 
should be exhibited all over the 
markets of the world, domestic and 
export, and should be advertised in 
foreign markets—this is an import
ant thing for the near future. 
C ountless things must be done 
which only a concentrated, large 
fund, can do.

CONTROL DEMAND AS WELL AS 
SUPPLY

“Furthermore, to obtain the max
imum price for the Northwest ap
ple tnere must be maximum de
mand. Regardless of prices now 
obtained, the Northwest is losing 
millions of money annually on the 
advertising deficiency account alone, 
because the maximum advertising is 
not done in the maximum, the most 
potential way, to obtain the maxi
mum demand which alone will 
bring the maximum price.

“And again, there is the other 
side, that is to say: The time is 
not far distant when other sec
tions than the Northwest will de
velop their apple marketing on a 
plane of modern efficiency. Not to 
anticipate this time is suicide on the 
part of the Pacific Northwest ap
ple industry, with its long freight 
haul, its high costs of production, 
its distance from market. Adver
tising, in a word, is the salvation 
of the industry, and advertising can 
only be efficient when the entire in
dustry is unified under one adver
tising fund. This again, will de
mand uniformity of pack and man

Minister Defends Use of 
Posters By Church 

At the Same Time He Warmly Com
mends the Use of Out-of-Door Advertising

REV. FREDERICK WINSLOW 
ADAMS, pastor of Trinity 

Church, of Springfield, Mass, in his 
pulpit recently defended the outdoor 
poster advertising campaign of his 
church, announcing that Jesus ad
vised going out into the highways 
and by ways after people to bring 
them to religion and that the "only 
publicity” he knew which fulfills this 
command is out-of-door advertising. 
Rev. Adams said in part:

"Two or three people have criti
cized Trinity Church in the public 
print for advertising by posters. 
Perhaps most people would consider 
this too insignificant to notice, 
but we like to be thought grac
ious enough to give 'a reason for the 
faith that is in us.’ I can remem
ber when churches were criticized 
for advertising in newspapers, and 
even today some ministers refuse to 
announce their sermons in print. 
They consider it undignified.

“The crime of Trinity, however, 
is not publicity, but the kind of pub
licity—poster advertising. First, 
the poster in front of the church 
has been criticized by two persons 
as unsightly. Granted. But, why 
was it not criticized last June when 
it advertised the Centenary cam
paign and the Liberty Loan? Then 
it was commended in the same pa
per that now ironically refers to it 
as ‘decorating’ Trinity Church.

CHURCH FOLLOWS GOVERNMENT’S
I.EAD

“Do the two critics recall that 
such posters were placed in front of 
public libraries, postoffices and va

agement—hence crystallization is 
focussed directly on advertising.

“Thus advertising demonstrates 
its unique power as a crystallizing 
force in a great industry. It is 
dominant. The Northwest will not 
get the maximum protection for the 
industry, insurance of its existence, 
maximum return, maximum distrib
ution, maximum goodwill and sta
bility, until it is unified under the 
force of advertising. You will 
readily grasp the importance of my 
recent tour throughout the North
west, by this statement, and also 
appreciate that advertising was the 
force that impelled that tour.” 

rious Government buildings all over 
this country, to help float the Lib
erty Loans ? They were temporary, 
of course. So is Trinity's poster. 
We are trying to build up a Sunday 
evening constituency in a downtown 
church. The poster will soon give 
way to a permanent and, we hope, 
‘artistic’ sign.

"The other criticism is that the 
Church should not use poster ad
vertising at all. But the very news
paper that criticizes Trinity for ad
vertising the ‘Love Stories of the 
Bible’ on the posters, advertised 
its own ‘Ludendorf’s War Story’ on 
the same posters last summer. Is 
it all right to advertise a newspaper 
out of doors, but wrong to adver
tise a church service through the 
same medium? Jesus said ‘the chil
dren of the world were wiser in 
their generation than the children 
of light.’ But why should they al
ways expect a monopoly of such 
wisdom ?

“One critic says, ‘What shall it 
profit to fill the church and offend 
the whole community?’ That is a 
fair question. Jesus raised it, and 
he again and again offended the 
whole community and thought it 
profited eternal life. Wesley of
fended the good taste of the whole 
community in his day, but histor
ians declare he saved England from 
the repetition of a French revolu
tion on English soil, and church 
historians declare he saved the then 
moribund Church of England itself, 
so it profited. The Salvation Army 
has shocked the whole community
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Twenty-four sheet illuminated poster displayed in front of a church in Springfield, Mass., the _ 
criticism of which brought forth a strong endorsement of poster and outdoor advertising from the pulpit.

for its publicity methods again and 
again, but who so prudish today as 
to say it has not profited?

"But I am not egotistic enough to 
accept such high praise as that 
Trinity has offended the whole com
munity by its outdoor publicity. 
Most of the community probably 
haven’t even heard of it and never 
will. But to use the critic’s phrase, 
‘What shall it profit the Govern
ment to raise the fourth Liberty 
Loan and offend the whole com
munity by its outdoor publicity, 
raise its Charity Chest and offend 
the whole community? Or the 
Methodist Centenary to raise $165,
000,000 and offend the whole com
munit}? Of course, the answer is 
obvious. They did not offend, 
though all three used the posters 
in their publicity campaign. Why, 
then, does Trinity Church offend in
using such a legitimate medium to 
invite people to church?

“ ‘Going altogether too far,’ the 
third critic is reported as saying. 
But certainly no farther than Jesus 
commanded, for He said, ‘Go out 
into the highways and byways and 
compel them to come in.’ Then we 
settle down in our smug complac
ency and say, ‘Well, here is the 
church, the doors are open, even
thing is dignified and if the people 
won’t come in it is their own fault.’ 
Rut Jesus said, ‘If they won’t come, 
go out into the highways and by- 
oys after them.’

THE MEDIUM OF THE HIGHWAYS 
AND BYWAYS

‘‘The only publicity I know that 
fulfils this command is out-of-door 

advertising- -the posters are in the 
highways and byways. On them 
Trinity has invited people to church. 
If this is a crime, then it is a crime 
for Christianity to go out to save 
the world.

"I am not forgetting that out-of
door advertising is considered by 
some folks unethic, but I am 
willing to defend the thesis that bill
boards are as artistic, honorable, 
ethical and economic as any other 
kind of advertising, such as news
papers or magazines.

"One critic says ‘the church 
should stand for all that is good or 
beautiful.’ Certainly, but the church 
doesn’t commit itself to the Repub
lican party politics, or the saloon 
interests by advertising in the 
Union, or to the Wilson policies or 
‘the national joy smoke’ by putting 
its church notices in the Republican. 
Then why should it be held respons
ible for any unethic features of 
a poster by putting a church no
tice there? The church is at least 
in as select company there, with the 
Government, Charity Chests and the 
very restricted class of advertisers 
as can be found in any advertising 
medium doing the same amount of 
business in America.

“No, I cannot believe the church 
is going to be open to any general 
criticism for publishing its invita
tions to attend church in as clean 
and democratic a medium as out-of
door advertising.”

Additions to MacMartin Agency
Arthur C. Janisch, recently with the 

Minneapolis Steel & Machinery Co., 
joined the copy staff of the MacMartin 

Advertising Agency, Minneapolis. J. C. 
Fabbrini, formerly with the Department 
of the Interior, has also been added to 
the copy staff. Porter E. Harder, for
merly in the sales department of the 
Minneapolis Steel & Machinery Copy, 
has joined the research department of 
this agency.

New accounts acquired by the Mac
Martin Agency are as follows: North
rup & King, seedsmen, Minneapolis; Un
derwood Farms, nurseries, Lake City, 
Minn., and the Motor Institute, school 
of automotive engineering, Minneapolis.

Howard Davis Has Additional Duties
Howard Davis, business manager, New 

York Tribune, has been elected treasurer 
of the bureau of advertising of the 
American Newspaper Publishers’ Asso
ciation.

Believes ( 00per Series Will Help 
Greatly in Securing Foreign Trade

AMERICAN MANUFACTURERS’ EXPORT 
ASSOCIATION.

165 Broadway, New York. 
President, Secretary,

W. L. Saunders. Robert F. Volentine.
December 22, 1919.

Editor Advertising & Selling:
Your letter to Mr. W. L. Saunders in which 

you enclose a full-page advertisement that will 
appear in the December 27th issue of Leslie’s 
Weekly has been referred to me. Both Mr. 
Saunders and Mr. Volentine are heartily in 
accord with your statement to the effect that 
the subject of foreign trade is vital to the 
general prosperity of the country and they 
believe that the series of articles which you 
plan to run will go a great way toward bring
ing this point home to the manufacturers of 
America.

The articles should prove extremely interest
ing and I personally will look forward to the 
pleasure of reading them in your valued pub
lication. Every American manufacturer en
gaged in foreign trade should, in my opinion, 
take advantage of this unusual opportunity.

The American Manufacturers’ Export Asso
ciation will be glad to co-operate with you to 
the fullest extent in securing information or in 
any other way that we may be able to serve 
you.

With best wishes for the success of your 
campaign, which I do not doubt for a moment, 
I am

Very truly yours,
AMERICAN MFRS. EXPORT ASSN., 

Frank Van Leer. Jr.,
Editor of Association’s Publications.
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The Men and Women Who
Make Our Mediums

EDWARD W. BOK

One of a Series of Informal Visits With the 
Leading American Editors and Publishers 
With the Object of Interpreting What They 

Mean to Advertisers.
By EDGAR MELS

ME mother wants a dime’s 
worth o’ rolls and see that 

there fresh,” said the little girl and 
the boy behind the counter of a 
P rooklyn bakery placed twelve rolls 
in a nice paper bag and received his 
money in exchange. That was 
many years ago, when rolls were 
cheaper—and labor, for the boy be
hind the counter was receiving the 
munificent sum of fifty cents a 
week.

Forty-three years later—that be
ing about January 1 next, the boy, 
now Edward William Bok, will re
tire as editor of the Ladies’ Home 
Journal, after a brilliant career in 
the journalistic-civic world.

So remarkable has been his ca
reer that this story should be a la 
childhood fairy tales: “Once upon 
a time.” The son of educated Dutch 
people who met financial shipwreck, 
born in the Netherlands in 1863, a 
resident of the United States since 
his sixth year, Edward Bok has 
conquered obstacles aplenty, and 
has materialized his youthful 
dreams. Editing a woman’s maga
zine, he has been a he-man, virile, 
pc sitive and a force in any sphere 
in which he happened to be.

But let us look at the man who 
made the periodical which stands a 
monument to his editorial genius. 
F rst of all, Mr. Bok is positive. 
I i.e writer knows this from an en
counter he had many, many years 
ago, when both of us were still 
young and beautiful. Mr. Bok had 
just established a newspaper syndi
cate. The writer had just returned 
from three years in South Africa. 
A letter to Mr. Bok, written on 
b 'th sides of the paper, came back 
a few days later, anotated at the 
bottom in the editor’s own fist: 
“You are newspaper man enough 
to know better than to write on 
both sides of a sheet.—BOK”

Years later the writer sought to 
become publicity manager of an in
ternational organization active in 
the war. Mr. Bok’s aid was en
listed and the writer travelled to 
New York on the telegraphic re-

Bon Voyage Brother Bok!
C EVERAL weeks ago an announce

ment appeared in these pages that 
effective January 1, 1920, Edward Bok, 
for thirty years vditor of the “Ladies’ 
Home Journal,” would retire at the 
height of his career to “devote his time 
to play and doing for others.”

“The average business man is afraid 
to retire because he wouldn’t know 
what to do,” said Mr. Bok.

The accompanying personality story 
of this leader in the editorial field, 
published coincident with his retirement 
from active work, was written by Ed
gar Mels, newspaper and magazine 
writer; for three years on the editorial 
staffs of the Philadelphia “Public” and 
“Evening Ledgers”; frequent contribu
tor to “Collier s” and “Leslie’s” week
lies; “Independent,” “Outlook,” “Satur
day Evening Post,” “Ladies’ Home 
Journal,” “Scientific American,” “Mun
sey’s,” etc.

At 19 was editor of the Johannes
burg, South Africa, “Daily News”; has 
written a number of photoplays for 
William Farnum, Pauline Frederick, 
Leah Baird, Alice Joyce, Olive Thomas, 
etc. During last year of war was in 
publicity department of American Red 
Cross at Washington; advertising and 
publicity manager of Lubin’s motion 
pictures, when that concern was the 
largest of its class in the world.

Again we say “Bon voyage,” Brother 
Bok, on your journey of the future.

THE EDITOR.

quest of the head of the New York 
branch. Arriving he found that 
the manager had left town. A day’s 
wait followed and then came the 
further discovery that the position 
had been filled within a few min
utes after the telegram in question 
had been filed. So the writer put 
in a bill for railroad and hotel ex
penses and waited—for four weeks. 
An appeal was made to Mr. Bok. 
Within twenty-four hours the New 
York manager sent the check. Just 
what Mr. Bok wrote, is not known, 
but that it was vitriolic, is certain.

For Edward Bok hates fraud and 
sham bitterly. Take as a passing 
instance his fight on patent medi
cines in the columns of his maga
zine. Pouring forth invective, 
based on facts, Mr. Bok pounded 

the patent medicine fakers into a 
state of semi-coma. The magazine 
refused to accept any such adver
tising, lost hundreds of thousands 
of dollars annually and—gained 
twice as much in consequence.

Then came the agitation for wo
man suffrage. The editor, married 
to the daughter of Cyrus H. K. 
Curtis, had fundamental ideals of 
womanhood. He had placed wo
men on the pedestal of worship— 
of motherhood. He recalled his 
mother—he was reminded by his 
wife. And so he pitched in tooth 
and nail, with pen and tongue. Us
ing the huge circulation of his pa
per as a medium of obtaining a 
consensus of opinions, he launched 
a national campaign Igainst votes 
for women—as unnecessary un
wanted and unwomanly. The re
sult was a storm of hurricane pro
portions. What the militants 
thought of him could never be re
peated in a familv paper. What he 
thought of them and their crusade 
he said explicitly and frankly in an 
interview in the New York Times 
in 1909. He declared that women 
were indifferent to suffrage but 
that they could get it any time they 
really wanted it. And then—listen 
to this and—dare to read it to some 
woman :

“The field of politics as a new 
excitement for a few restless Amer
ican women is barred to them by 
their own sex.” Then he quoted 
from a huge number of letters 
which had passed between him and 
thousands of women the country 
over. He proved to his own satis
faction that women did not want 
votes and wound up by saying:

“The ballot in woman’s hand 
would bring about a condition of 
political polemics that would be sur
prising even to its present sup
porters. We would have a feeling 
not only of sex against sex, of 
women against men, but you would 
create a feeling of sex against itself 
that would be anything but pic
turesque. A woman is relentless 
when it comes to her own sex . . .
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NOTICE TO ADVERTISERS
Owing to great shortage of 

print paper, The Globe has been 
compelled to adopt emergency rules 
limiting the space to be used by 
any’ advertiser until December 31.

At a time when hundreds of 
newspapers throughout the coun
try are without any paper, even 
such difficulties as our temporary 
shortage are insignificant.

To buy additional paper at from 
$180 to $240 per ton in the spot 
market would but further inflate 
the price and tend to deprive those 
without supply even of this des
perate recourse.

The above notice, inserted on the first page of the New York 
Globe, backed up by telephonic messages to all large local advertis
ers, that on and after December 16 no advertiser would be per
mitted to use over one page (8 columns) in any week, will enable 
The Globe to turn the year without going into the open market for 
many tons of paper at prices above 8200 per ton.

This step meant the sacrifice of many thousands of dollars of 
profit to The Globe, but it released just so much more print paper 
for those without supply. It will have an influence toward keep
ing the price of print paper just a bit lower and shows the way to 
other publishers willing to make similar sacrifice in the emergency.

Only one or two advertisers protested against the curtailment 
of space, but they were shown that any other course would ulti
mately lead to their paying for the high priced print paper,, through 
advance in rates, if The Globe permitted them to force it to buy 
spot paper on which to print their advertising.

THE NEW YORK GLOBE
JASON ROGERS, Publisher.
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(Copyright Ledger Photo Service)
Edward W. Bok, with two of his flogs, starts his playtime. Ue has resigned, effective Jan

uary 1st, as editoi of the Ladies' Home Journal, after thirty years’ service. He intends to spend 
the rest of his life helping others and' “taking things easy.”

Woe be to any people or condition 
that makes it possible for a woman 
to take it out of her own sex.”

WAS AVERSE TO WOMAN SUFFRAGE
Next he referred to the move

men as "an excitement, an out
break, an expression, and to my 
mind, an unnatural expression of 
an unnatural condition that goes 
much deeper than mere woman suf
frage.’’ Continuing in this strain, 
he said further: “Woman, by her 
very nature, is a personification of 
nervous energy', of emotion, of sen
timent. That nervous energy and 
emotion were given to her for ex
pression in a natural way—that of 
motherhood . . . But for a num
ber of years there has grown up in 
America a dangerous type of wo
man. a woman who, misunderstand
ing the modern currents of thought, 
ha believed that her work in the 
w rid lay outside the home, or 
who for some reason or other has 
developed a positive aversion to 
motherhood.”

Despite his opinions, expressed 
without fear or favor, his magazine 
and he himself retained the friend 
ship and admiration of women in 

general. He found a responsive 
echo in the hearts of many who 
looked upon suffrage for women as 
an experiment that might prove det
rimental to the home. And they 
were heart and soul with the edi
tor who held motherhood sacred 
and believed in the old-fashioned 
home, sans tiny-roomed apartments, 
sans impudent janitor, sans pet 
dogs, but—the real homes where 
children’s voices resounded and 
where the wife and mother ruled 
with gentle hand.

Mr. Bok's aversion to the mas
culinized woman was due perhaps 
to his Dutch ancestry—to the strug
gles of his vouth—to the examples 
of splendid womanhood with which 
he came in constant contact, both 
in Brooklyn and later in Phila
delphia.

His childhood and boyhood days 
were days of deprivation, akin to 
starvation. Many a cold winter 
day he stood in the streets of 
Brooklyn, selling newspapers; many 
a broiling summer day he jumped on 
the street cars—then horse cars - 
peddling ice water from a pail at a 
rent a glass. At the age of thirteen 

he became an office boy in the 
Western Union offices in New 
York, working at night as a re
porter on the Brooklyn Eagle. 
Clarence Cary, the attorney of the 
Telegraph (_ ompany, with a sense of 
keen perception, saw something in 
the boy and gave him an opportun
ity to study law in his office, in 
which was included stenography.

That was the real beginning of 
Mr. Bok’s career. Deserting the 
law he became a stenographer, and 
from that drifted into his natural 
sphere, journalism. He started The 
Brooklyn Magazine, which has 
since become famous as the Cosmo
politan. He founded the Bok Syn
dicate Press which issued and syn
dicated the first woman’s page in 
the history of modern journalism. 
Soon he attracted the attention of 
Henry Ward Beecher and became 
the literary helper of that famed 
preacher, editing the Beecher Me
morial, after the latter passed away.

Then came engagements with 
Henry Holt and Company and with 
Charles Scribner’s Sons, and then, 
in 1889, came the editorship of the 
Ladies’ Home Journal. The maga
zine became the life work—the ven
life, in fact—of the editor. Ab
solutely fearless, he dared to do— 
to materialize thoughts into action. 
His correspondence was enormous. 
Untiring as a worker, resourceful 
to an astonishing degree, he im
pressed himself upon the magazine 
until it became the foremost period
ical of its type in the world.

But editing a mere magazine did 
not take all the time of the editor. 
He lectured on a great diversity of 
topics; he took an active interest 
in the civic life of Merion, a suburb 
just outside of Philadelphia, on the 
famous “Main Line,” where he 
lives. In 1895 he issued his first 
book. “Successward.” following it 
with "The Key to Success” in 
1900; "Explaining the Editor” the 
following year and “Why I Believe 
in Poverty as the Richest Experi
ence That Can Come to the Boy,” 
in 1915.

HAS BEEN RECIPIENT OF MANY 
HONORS

Mam- honors have come to Mr. 
Bok. In 1007 Pope Pius conferred 
the degree of LL.D, upon him. 
President Harrison asked the editor 
to take the post of minister to the 
Netherlands, an honor which Mr. 
Bok declined. President Cleveland 
renewed this proffer, but again the 
editor stuck to his job. “Big 
enough,” he laconically said.

Theodore Roosevelt was a warm
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admirer of Mr. Bok, and President 
V\ ilson likewise has a warm spot 
in his heart for him—due to the 
editor’s fight on patent medicines. 
Tut his fame was not limited to this 
country. It was not so long ago 
that the late William Waldorf As
tor offered the editorship of the 
famed Pall Mall Gazette to Mr. 
Bok.

Honors he could have had a 
plenty, but he preferred the life he 
had laid out for himself—the con
structive work of helping the Amer
ican woman in her trials and trib
ulations, big and little—in construc
tively guiding his readers into a

How is This For Modesty
TN the original copy of this manu

script which was submitted by us to 
Mr. Bok for vise there was a statement 
to the effect that few men understood 
women as he does. It went on to say 
that he had analyzed them, dissected 
them, transliterated them, and so on. 
This paragraph was eliminated by Mr. 
Bok with this characteristic comment 
penciled on the margin: “Isn’t true. 
Don’t know anything about women—no 
man does!”

How is that for modesty after edit
ing a women’s magazine for thirty 
years, during which period it became 
one of the leading women’s publications 
of the world?

finer, cleaner and more human at
mosphere.

Personally, Mr. Bok is very much 
of a man. True, he wrote for 
women and about them; true, he 
studied their wants, their likes and 
dislikes; true, he was the editor of 
a woman’s magazine, but—

Edward William Bok, retiring 
editor of the Ladies’ Home Journal, 
is a thorough man, who love® his 
fellow man—who, being a positive 
male, with masculine mental pro
cesses, sees things through male 
eyes. Pie has a strongly' developed 
sense of equity, of weighing in the 
balance. With his associates he 
worked in harmony and true friend
ship. With friends and acquaint
ances he played fair and square.

Such is the editor—soon to be 
editor emeritus. That he will stay 
retired is inconceivable, for Ed
ward Bok has too active a brain 
too energetic a nature, to stay in 
even s<> beautiful a home as his, to 
potter about—perchance to—well, 
sa y to read the Ladies’ Home 
J urnal, after January 1, 1920.

H r I'M-j, Advertising & Selling Co., 
Inc. AH rights reserved.)

The Four Principles of Effective 
Expression Summarized

By JOHN B. OPDYCKE
Author of “Advertising & Selling Practice”

_ (Editorial Note: This is the third and final 
instalment of “A Recipe for Writin’,’’ the first 
two instalments of which appeared in the two 
preceding issues. In this concluding article Mr. 
Opdycke summarizes all his arguments as to the 
four principles of effective expression.)

SUMMARY

NOW, I do not mean to say that 
these four principles—CHAR

ACTER, ADAPTATION, MOVE
MENT, PEPSONALITY—are the 
be-all and the end-all of effective ex 
pression in writing. But I do insist 
that failure to observe the things 
they7 stand for on the part of busi
ness writers is the cause of more in
effective business writing than the 
business world dreams of. More, 
the close observance of these prin
ciples in a piece of writing will get 
it across, even so the mere conven
tionalities of composition be ignored 
or violated. And it must be insisted 
also, that in order to secure them to 
expression, a writer must BE them. 
If he has marked character, if he 
can adapt himself readily, if he con
ducts himself and his affairs in 
straight and direct lines, why, these 
traits will come out through tongue 
and pen, and all the king’s horses 
cannot stop them, nor can the king’s 
men. Effective expression in writ
ing is chiefly within ourselves, and 
our whole job lies in the broadening 
of our culture and our experience, 
so that we may' worthily release it 
We must read omnivorously and we 
must practice indefatigably. These 
are the two biggest words in the 
lexicon of the literateur.

READING

We read, not only to learn but to 
live. Reading has become as neces
sary to life as food and clothing and 
shelter. We iiave to 1 i in order 
to be more worthy of being read 
when our time comes to write, if we 
do write; just as we travel in order 
to be more worthy to stay at home, 
when we do stay at home. Some 
fifty or sixty years ago Walter Bage- 
hot said that the reason there are so 
few good books is because so few 
people that can write know anything. 
But there have always been good 
Ixioks and there has been a tremen
dous production of good books since 
he made this “causticism.” There 
are his own, for instance, which are 
read far too seldom and should be 
much better known. And business 
people have the satisfaction of know

ing that most of the best -in literature 
deals with or is related to some 
phase of trade. The great writers 
of all periods have gone to trade to 
a very large extent for the subject 
matter of their works (though the 
highbrows do not like us to dwell 
upon 1',). This fact, to my way' ot 
thinking, adds an extra zest for the 
business man and woman to the 
whole question of reading and liter
ature. You remember that Balzac 
said: “The world began with trade, 
for didn’t Adam sell Paradise for an 
apple? It 'fid not turn out a very 
good speculation by the bye.” Well, 
literature too legan with trade then, 
has dealt with it persistently down 
the centuries, and will never be able 
10 resist its lure and its enlighten
ment. And it has proved an excel
lent speculation, hasn’t it ? Would 
you have a story about print
ing? Read Bennett’s “ Clayhanger.” 
About the newspaper? Read Bar
rie’s “When a Man’s Single.” About 
department shops? Read O. Henry’s 
“The Trimmed Lamp.” About a 
book shop? Read Leacock’s “Meth
ods of Mr. Sellyer.” About selling 
in general? Read A. R. Taylor’s 
“Mr. Squem and Some Male Tri
angles,” and the Ferber stories. And 
this is only the start at the begin
ning of the introduction of such a 
trade fiction list as could easily be 
compiled. The man or woman who 
does not love reading, who does not 
love books, who does not own and 
reread many, may' entertain very 
little hope of ever being able to at
tain to effective expression in writ
ing. Intelligent reading helps to 
make effective writers, but it does so 
in an intangible and unaccountable 
wav. It does it not at all by means 
of imitation or example, but rather 
bv inspiration and absorption. Read
ing teaches one to write very' much 
as water teaches one to swim. But 
it must be guided and consecutive 
reading, not haphazard or desultory 
reading. It must be reading that has 
permanent and lasting ideals. It 
must be reading that fixes itself “for 
keeps” in a library small, personal, 
choice, select. He who reads be
cause he cannot help it will uncon
sciously collect a library. The best 
libraries, like the best galleries, are 
those that are unconsciously col
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lected. The best books, like the best 
pictures, are impossible of financial 
ownership. No man really owns a 
book until he has paid for it with his 
mind or heart or soul, or with all 
three. And he can no more make a 
list of the best hundred books than 
he can make one of his best hundred 
enemies. But this does not prevent 
mj recommending to every business 
man and woman I meet five particu
lar authors. You will think them a 
strange company, perhaps, but they 
are a good company beyond all par
ley. They are Walter Bagehot, for 
character; Stephen Leacock, for 
adaptation; O. Henry, for move
ment ; Elbert Hubbard, for pepson
ality, and Kickero, for everything.

PRACTICE

Also, one of the best autobiog
raphies in existence is George 
I liot’s, compiled after her death by 
means of the chronological arrange
ment of her letters. It consists of 
three volumes, as edited by her hus
band, W. J. Cross, and every page 
porcupines with interest. This un
usual woman set herself the task of 
writing at least one letter even’ day, 
in order, as she said, "to keep her 
hand in.” This was a stoic exercise, 
but it kept her hand in, didn’t it?

I know a young business chap 
with literary ambitions who writes a 
letter to himself every day, just to 
keep himself expressionally fit, he 
says. He has a wonderful time. He 
gets a letter every morning. Some
times he adds a spice by enclosing 
some tobacco coupons or theater 
tickets for himself. He thus deceives 
himself in order to detach himself, 
and—he’s coming on.

Our great diarists wrote letters to 
themselves when they wrote their 
diaries. They thus kept themselves 
in trim for bigger things, which they 
almost invariably accomplished. H. 
W. Boynton reminds us that there 
have never been many writers of the 
first order—none in America—who 
from first to last have depended con
sistently upon their art for subsis
tence. Lowell was a teacher; Ar
nold a school inspector; Hawthorne 
a customs clerk; Lamb a bookkeep
er; Bagehot a banker; and so forth. 
Those who have gone in for effective 
expression in writing have been 
slave and drudge to their ambition, 
I ut usually on the side. Practice, 
infinite practice, whenever, however 
time could be stolen for it, was the 
price they had to pay for success. 
But if these could scale the heights 
of literature, struggling, as they did. 
in off moments, is it not possible, 
think you, for us to glimpse the sum

mit of the foothills? Of course we 
must practice and hold down; cheat 
at the same time. But there is no 
other talisman. What is more, it 
must be practiced with a gourmand 
waste-basket at the elbow. "Tons 
of waste for every syllable that suc
ceeds” is the way an old Oxford 
professor used to put it.

It is worth every one’s while, who 
feels within him a driving force to 
written expression, to set aside a 
certain time every day for uninter
rupted and concentrated practice in 
writing. Let him steal the time from 
his firm, if he will. Let him be 

Philadelphia
is the third largest market in the U. S. 

for Automobiles and Accessories

E. .1. Cattell, Chief Statistician of the City of Philadelphia, 
reports that there are, within the city limits of Philadelphia, 
approximately 6,000 private and 1,000 public garages. To this 
may be added the many thousands of private and public gar
ages in the suburban and country districts in the Philadelphia 
trading territory.

It is also reported that there are in use in the city limits 
of Philadelphia about 55,000 passenger automobiles and 16,000 
trucks.

Your own knowledge of the Automobile and Supply busi
ness can quickly visualize this concentrated market as a field 
in which your article may be exploited and sold.

Dominate Philadelphia
Create maximum impression at one cost 

by concentrating in the newspaper 
“nearly everybody" reads —

The Bulletin
The daily circulation of The Bulletin is the 
SECOND LARGEST in the United States.

November Copies
Circulation A a day

The Bulletin is the only Philadelphia newspaper which 
prints its circulation figures regularly each day.

No prize, premium, coupon or other artificial methods 
of circulation stimulation have ever been used by The 
Bulletin.

caught in the act, too. Then per
haps the firm will fire him, yes. But 
perhaps it will provide facility for 
the functioning of his ambition and 
thus help him to find himself. It 
might be a tremendous ultimate 
benefit for the firm itself to set aside 
a scribbling laboratory—a scribbla- 
tory—for those of its employees 
upon whom devolves the output of 
house literature.

CONCLUSION
These two items—READING and 

PRACTICE—are really the only 
things worth remembering. Forget 
everything else. Ignore every must. 
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Pay little heed to rules writ down in 
books. Rules may be corrective, but 
they neither nourish nor stimulate. 
1 hrow Hunyadi to the hounds I 
Fight with yourselves to be natural. 
We have till been artificialized by 
the vast amount of advice that has 
been administered on the subject of 
effective expression. I have helped 
the fatal cause along—am doing it 
now—and 1 am properly humble. It 
i ; absurd for any one to think he can 
express himself effectively in writ
ing by sitting down to it and saying 
to himself. “Go to. now ; I will be 
direct and coherent and emphatic.” 
It has never been done this way. It 
ought to be so much easier to sit 
down and write what we feel and 
think and know and ARE. If we 
are any thing worth while; if we 
know truly; if we think and feel 
deeply and sincerely, our expression 
will mold itself around our message 
worthily.

But remember this: Given aver
age education, everybody can write 
effectively if he wishes to strongly 
enough. Our contemporary authors 
know this. That’s why they dare not 
strike in these striking times. They 
are well aware, that there is an army 
of effective writers qualified to ar
rive the very moment an opening 
presents. Unconscious strike-break
ers these would be who write as ef
fectively, I have no doubt, as those 
we know and have become accus
tomed to. And they write well be
cause they have desired hard. De
sire in the abstract is an attitude of 
mind. In the concrete it is hard 
work. Laziness is the onlv cow

ardice. Lack of courage may be 
pardonable. Laziness should be 
punishable. Most of us fail because 
we are lazy—too lazy to take the 
wind and the storm into our service, 
and turn stress and danger and diffi
culty into ministers of fortune. 
■‘Proportionate to the abysmal depth 
of our difficulties are the heights 
celestial to which we may attain,” 
wrote some poet or other. W e may 
not achieve a sublime sonata in 
words, a divine symphony in phrase, 
a perfect duetto in diapectio. But, 
I repeat, every one of us can express 
himself effectively if he hungrily and 
starvedly wants to. There are so 
many targets at which to aim; there 
are so many different kinds of a>m 
to be taken that the marvel of the 
matter is how so many can fail of 
effectiveness on some range or other, 
how there can be so much bad 
marksmanship. You know Kipling’s 
couplet:

There are nine and sixty ways of con
structing tribal laws,

And every single one of them is right.

Well,

We’ve a thousand kinds of hunch guaran
teeing little spunk,

And each and every one of them is 
wrong.

And also—

We’ve a thousand kinds of knack for 
securing little smack,

And every single one of them is right.

So tee are right or wrong, just ac
cordin’.

Couldn’t Resist Reproducing A. & S. 
Article

ARMSTRONG CORK COMPANY 
Pittsburgh, Pa.

December ‘8, 1919. 
Editor, Advertising & Selling.

Sometime ago you published a very good 
article by F. Edson White, of Armour & Com
pany, entitled “What I Would Do If I Were a 
Salesman.” This article is so practical that we 
would like to reprint it with your permission 
in our house organ, “The Armstrong Jobber.” 
which we send each month to something like 
1,500 jobbers and jobbers’ salesmen in the floor 
covering trade. Of course we would give Ad
vertising & Selling full credit for the article, 
and we hope some of our readers may be in
terested enough to subscribe for your magazine.

While it is our thought to avoid using the 
scissors very much whenever we do find an 
article in your publication that may appeal di
rectly to our particular audience, would you 
have any objection to our quoting from it, in 
each case giving flue credit?

Yours very truly,
Armstrong Cork Company. 

S. E. Conybeare.

Firestone to Have Canadian Plant
The Firestone Tire and Rubber Com

pany of Canada, Ltd., is to erect a fac
tory at Hamilton, Ont., manufacturing 
tires of all types. The erection of this 
factory is to be primarily to meet tlTe 
Canadian demand for Firestone products, 
but it will also share in the American 
Firestone's export business.

Automobile Newspaper
The first daily newspaper published 

exclusively in the interest of the auto
mobile industry, so far as reported, is 
the Datly Automobile News of San 
Francisco. It is a little four page paper 
published by the Ramsey Oppenheim Co. 
and carries the California daily automo
bile registrations and trade gossip..

France Requires an Enormous Amount 
of Our tioods

According to a French representative 
at the Atlantic City Trade Conference, 
France will require goods from the 
United States to the amount of $5,000,
000,000 a year.

Another Cover Design Entirely From Type
Our issue of September 20th carried a 

cover design made up entirely from type 
material and was received with consider
able interest, many of our readers asking 
for further suggestions.

Simplicity and dignity have been 
combined in a pleasing manner in the 
cover design of this issue. It graphically 
illustrates the adaptability of type ma
terial for the production of distinctive 
typographic designs that are by the way 
of pleasing changes from the usual maga
zine cover printed from color plates, for 
"variety is the spice of life.”

Every bit of the front cover of this 
issue, with the exception of the hand

drawn lettering of ADVERTISING N 
SELLING is made up from popular 
type faces, decorative material, borders, 
rules, etc., and is the product of the Typo
graphic Service Department of the 
Lanston Monotype Company of Phila
delphia.

While, under ordinary circumstances, 
the cover could have been printed di
rectly from the metal itself, which could 
in turn be melted down and cast o\er 
again, in this case on account of the neces
sity of shipping the design a distance, 
electrotypes were made of the two forms 
and our cover is printed in purple and 
green from these plates
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Making Up Lost Time
EVERYONE knows how the railways have fallen behind 

in necessary facilities during the past four years. 
Everyone realizes that with their return to private con

trol—a step soon to be taken —the purchase in large quantities 
of the innumerable articles which they need to adequately 
handle the commerce of the country, is a certainty.

What’s that? You have had that in mind? No doubt you 
have, but don’t forget that right at this moment while you are 
considering how best to reach the men who must direct this 
vast investment, those very’ men are preparing their plans to 
make up lost time in bringing up to date those facilities which 
America’s commerce demands.

Exactly! Right now is the time to place your sales’ message 
before them. There is no doubt about that, just as there is no 
doubt that the most direct way to do so is afforded you by the

RAILWAY AGE
RAILWAY MECHANICAL ENGINEER
RAILWAY ELECTRICAL ENGINEER

RAILWAY SIGNAL ENGINEER
RAILWAY MAINTENANCE ENGINEER

Those publications, which are known to railway men every
where as the Railway Service Unit. That Unit which is read 
dav bv day by them because of its real reader interest—that 
factor which assures real publicity value to your sales message. 
That Unit with its circulation of 30,000 copies.

Remember advertising is the most potent weapon in 
commercial life, and don’t forget the most potent way to 
secure the attention of those men who direct railway 
purchases, is through the group of publications they know as

The Railway Service Unit
Charter Members

Audit Bureau of Circulation. The Associated Business Papers, Inc.

SIMMONS-BOARDMAN PUBLISHING CO.
Woolworth Building, New York

Chicago Cleveland
Cincinnati Washington London
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What Readers of Modern 
Business Papers Look For

Forward Looking Men Prefer 
Progressiveness to Orthodoxy

By an EX-AGENCY MAN

NOW that the specialized journal 
has risen to a place of power 

and extensive influence in the realm 
of business, and is so broadly instru
mental in shaping methods of 
distribution, the character of its 
contents has become a matter of 
interest to every factor in the com
mercial world.

That these media of business in
formation may reach their maximum 
usefulness and influence is today the 
concern of every person interested 
in efficient distribution of the 
world’s products. It is, therefore, 
fitting that business men demand of 
their trade journals—and trade jour
nal editors seek diligently to supply 
---that kind of reading matter that 
spells progress; that kind which 
points to new and better ways rather 
than rehashing the old.

When I say trade journals, I refer 
to class periodicals generally, the 
journals from which special classes 
get their technical news and infor
mation, whether they include phys
icians, lawyers, advertising men, hat
ters. grocers, or any other profes
sion. trade or industry.

THE writer’s VIEWPOINT

]' ly own interest in class journals 
has been from varied viewpoints; 
my opportunities for studying their 
usefulness numerous. At one time, 
as purchasing agent of a manufac- 
tming concern, it was necessary for 
me to assiduously read the trade 
journals in the textile field. At an
ol her stag« of my career, in the ca
I acity of advertising manager of an 
automobile accessory house, I found 
it advisable to keep “read up’’ on 
m tor car matters and subscribed to 
nearly all the automobile publications. 
] ter, as an agency executive, as 
well as in previous associations, of 
course, I read the advertising maga
zines as my “trade” journals; and in 
connection with different accounts 
have been more or less a reader of 
class journals in almost every line.

1 have observed that, with refer
ence to textual characteristics, all 
trade journals can be divided into 
two distinct classes—the progres
si' es and the stand-patters. The dis
tinction is clear because the selection

What Do You Think
Q OMETHING tells us that some of 

our readers are not going to agree 
with all this writer says.

Let us tell you how this article came to 
be written. One day we lunched at the 
Advertising Club. We nut there a man 
with many years exper.ence in the ad 
vertising field who commented at some 
length in no uncertain language about 
the “duties of the modern business 
paper.”

Later we asked that man to put on 
paper his views, for they were interest 
ing to us, though in some degrees we 
did not entirely agree with him. He 
finally agreed with the proviso that we 
should not run his name in connection 
with the article.

Read this and then write us—espe
cially you business paper editors and 
your business paper readers—(and who 
is not one or the other these days) 
your views.

READERS: Do you prefer YOLTR 
business paper to publish “looking for
ward” or “historical” articles?

EDITORS: What have you found 
your readers prefer?

THE EDITOR.

of material for their reading pages 
is influenced, yes, determined, by the 
editor’s conception of the trade jour
nal’s purpose; whether he looks upon 
it as a chronicler of fact merely, or, 
in addition, a discoverer and dissem
inator of new ideas. He is either 
orthodox or liberal; a stand-patter or 
a progressive.

THE ACID TEST GENERALLY USED

If the editor is orthodox, then 
nothing but what has been is accept
able for his columns. New ways by 
which things might be done, and 
done to advantage, are taboo to the 
stand-patter. He may not believe 
that “what was good enough for 
grandfather is good enough for me,” 
but al least he acts upon the principle 
that it is dangerous to exploit an 
idea that has not been worn thread
bare in use.

Some editors are so obsessed with 
the idea that only that which has 
actually been put into practice is 
practicable, that they are, apparently, 
willing to be fooled; for they will 
turn down an article that tells how 
an existing method might be im
proved, but accept the same idea 

camouflaged as an experience story. 
If a contributor sends in a story sug
gestive of a different way of mer
chandising, he will receive the manu
script back with a nice little rejec
tion slip; but if he writes that John 
W anamaker inaugurated the method 
and has increased sales ’steen per
cent by doing so—and poor John is 
blamed for a good many things he 
never did—the same editor will ac
cept the article and make a big fuss 
about it.

Nor are class journal editors the 
only guilty ones on this count of in
consistent conservatism. You will 
find the make-believe fact story 
quite conspicuously featured in some 
of the general magazines. Often the 
name of some industrial or financial 
giant will be appended as author, 
when all he had to do with the story 
was to approve what had been im
agined by some experienced journal
ist. All this “spoofing” just so ed
itors can fool themselves into believ
ing that they are strictly orthodox.

But, lo, the editor who can use his 
own imagination and let contributors 
do the same is beginning to have his 
day, and that's one reason why' trade 
journals are being more carefull)' 
read by forward-looking men who, 
as all business leaders must do, are 
living in the morrow while their fol
lowers and subordinates of less im
aginative mould are carrying on the 
work of today as if today’s methods 
were a finality.

All hail to the class journal editor 
who realizes that one cell must pro
duce another if there is to be 
growth; that the thoughts of man— 
the forerunner of his actions.—must 
reach out beyond present knowledge, 
beliefs and methods if tomorrow is 
to find us farther advanced. Our 
“objectives” cannot be taken if we 
fear to venture beyond our front
line trenches: in fact there can be 
no objective until imagination is 
brought into play and given oppor
tunity to create one.

THE PRIVILEGE OF THE READER

It is the privilege of every- trade 
journal reader, aye, his duty, to de
mand that he be supplied with new 
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ideas; suggestions of improvement, 
not mere recitals of what has been.

Applying this dictum concretely, 
when I read an advertising journal, 
I have a right to expect that a hear
ing be given the man or woman who 
can look beyond today’s way of 
doing things and point out what dan
gers may lie ahead, why it were bet
ter to change the accepted and usual 
course, no matter how firmly en
trenched.

History, even though current, is 
not the end of business literature, 
illuminating and helpful though it is. 
Pure prophecy may be faulty and 
unreliable, but forecast based upon 

'good reasoning and sound informa
tion is essential to progress. Present 
methods of distribution—and that of 
course includes advertising—are de
cidedly not a finality. Improvement 
is very much in order. Let us give 
ear to the fellow who has a sane 
suggestion looking toward a change 
fur the better.

Personally I believe that smug 
satisfaction and orthodoxy have 
ruled the business world with too 
powerful a sway, for which we are 
today reaping the reward. Had we 
given more consideration to how 
things might have been done instead 
of being so serenely satisfied .with the 
w ty vve were doing them we might 
not now' be threatened with violently 
forcible methods of bringing about a 
change. The present unrest in labor 
circles is an accumulation of re
pressed dissatisfaction which might 
have been alleviated by earlier con
sideration of what then appeared 
“radical” ideas, but which are today 
accepted as matters of course.

let’s OPEN OUR EYES

To come closer to the subject in 
hand as it applies to the type of class 
journal in which this artcle appears, 
unless vve open our minds to how ad
vertising might be more efficiently 
done, vve are in for a bump some of 
these days. We may' be worshipping 
orthodoxy too devotedly. We may 
be resting too easily upon the belief 
that today’s advertising ideas will 
prevail forever. We may be too 
prone to think that a merchandising 
pun is a faultless ideal to pattern 
after just because “The Billion Dol
lar Corporation spent fifty-seven 
million dollars in double spreads in 
sixteen magazines having a com
bined circulation twice as numerous 
as the entire adult population.” For 
such boastings the advertising world 
may yet be called to account and 
asked to show why such advertising 
is not a waste of the consumer's 
money!

A sample of the advertising for use in the 
Thrift Drive.

Selling Thrift As a 
Business Proposition 

National Thrift Week to Promote Well 
Organized Domestic Affairs Endorsed Widely

JANUARY 17 is to be the first day 
of the national campaign of the 

Y. M. C. A., designed to “sell” the 
American people on the necessity' for 
thrift not only, but applied eco
nomics in the home which entails a 
business-like arrangement and or
ganization of domestic affairs. Na
tional Thrift Week, by' which name 
this eight-day period will be known, 
is the fifth part of a “Y” program 
of religious, educational, physical 
and social aims. It has for its ob
ject the desire to help a man fit his 
income and abilities into the pur
poses of a well rounded life, and one 
of the features which is to be em
phasized is that the drive is solicit
ing nothing except thought.

In order to organize that antic
ipated thought so it w'ill do the most 
good, the eight days will be each 
treated as individual campaigns: 
Bank Day is the first, and the effort 
here will be to emphasize the service 
a bank renders a community. This 
will he Saturday, January 17; Sun
day will be “Share with Others 
Day” ; and the rest of the week will 
include National Life Insurance 
Day. Own Your Own Home Day. 
Make a Will Day, Thrift in Industry 
Day, Family Budget Day, and Pay 
Your Bills Day. The names are self- 
explanatory.

The campaign is to be operated in 
two ways: through the Y. M. C. A.

at 3Q

fj ONOMY 
MAKES HAPPY HOMES 
AND SOUND NATIONS'

Haslujigfan

One day of the week will concentrate on the 
own your home thought.

organization which will work from 
its local branches, and with the co
operation of the communities and 
business men the country' over. The 
first method will find “Y’s” in 500 
cities and at 200 points covered by 
railroad branches of the “Y,” work
ing individually' and with the respec
tive municipal and private interests. 
The other angle is finding hearty 
support on the part of many' varied 
industries. The American Bankers’ 
Association at their St. Louis con
vention passed a resolution cordially 
endorsing the movement, and such 
other organizations as : the LTnited 
States League of Building and Loan 
Associations, the National Federa
tion of Construction Industries, the 
National Association of Real Estate 
Boards, the National Association of 
Life Underwriters, the Canadian 
Life Underwriters Association, the 
National Credit Men’s Association 
(Wholesalers), the Retail Credit 
Men’s National Association, and the 
Retail Commercial Union have also 
endorsed the Thrift Week plan.

To make their encouragement 
more specific, eight concerns provid
ing advertising service to financial 
institutions have volunteered to sup- 
plv a page advertisement for the use 
of those interested. This offer was 
made at a luncheon given recently 
by Adolph Lewisohn, Chairman of 
the Thrift Week Committee, and in-
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National Thrift Week
Beginning January 17 lb,

IO Share withOthcrs

Economic Program

Teach Economy, that is one of 
the first and highest Virtues 
«Abraham Lincoln —•

One of the series of cuts furnished by the “Y” showing the Ten Financial Commandments.

eludes the Raw! Banking Service, 
New 1 ork ; the Landis Christmas 
Savings Club Company, Harrisburg, 
P. ; Edwin Bird Wilson, Inc.; Har
vey Blodgett Company, St. Paul ; 
Voorhees & Company, New York; 
B nkers’ Service Corporation, New 
York; Thrift Systems Company, 
'Jew’ York; and Albert Frank & 
< oni]Lin\ . New York.

I irther cooperation and help has 
been assured by the Savings Divi- 
”"ii of the United States Treas- 
urv Department, through William 
Mather Lewis, the director.

> listing Air. Lewisohn on the 
National Thrift Week Committee 
are 31 other prominent men. includ
ing Herbert S. Houston, vice-presi
dent Doubleday Page Company, and 
past president of the Associated Ad
vertising Club; Hon. Henry J. Allen, 
r vernor of Kansas : Homer L. Fer- 
gu on, president of the Chamber of 
< nmerce of the United States; 
I rank R. ( hambers, president of

Ten Commandments 
to Help Men and Boys 
Master Money Matters
1 Work find Earn 6 Make a Will

7 Own your 
own Home

2 Make a Budget

3 Keep a Record 
of Expenditures

4 Have a
Bank Account

8 Pay your
Bills Promptly, 

9 Invest in Government 
Securities

Rogers Peet Company, New York, 
and others well known to the adver
tising profession. Arthur AI. East is 
secretary of the committee, and E. 
A. Hungerford, associate.

The entire campaign is based on 
the sound fact that men’s lives, just 
like men’s business activities, must 
be properly financed before society 
moves properly. The man who is 
not getting what he should out of his 
wages is not only wasting his money 
but his day’s work which brought 
him that money. He suffers, vet it 
goes beyond that—his community 
sutlers, too: the business men, the 
bankers, the builders, the insurance 
people all help pay for the wasteful 
ness of the careless man. There
fore the conversion of the wilful 
w.wter is a matter of communitv im- 
pr<>\enjgnt. but the aim of the people 
behind this drive is to remove that 
idea as much as possible. The whole 
thing is to be presented to the in- 
iliiidnal as for his own personal 

benefit—the benefits to society and 
the business community can take 
care of themselves, if he will take 
care of his own.

The general good thought isn’t 
neglected, but it is not the basis of 
the campaign.

The advertising will be done by 
the interests and merchants inter
ested in the movement. Cuts, elec
tros, copy, slogans, movie slides, 
trailers, animated cartoons and men 
are being furnished by the Y. Al. 
C. A., and space is being donated by 
those cooperating with the associa
tion. Department stores and other 
retail merchants are giving part or 
all of their advertising for the week 
to the cause, and are conducting a 
variety of tie-up plans which will 
strengthen everybody's part in the 
plan. Some of the illustrations that 
will be used are illustrated herewith.

Beginning on the birthday of Ben
iamin Franklin, the campaign has an 
appropriate “opening night’’ for its 
effort to sell the idea:

“Master money matters or they 
will master you.”

McClure’s Magazine Changes Hands
After negotiations of two months’ dur

ation it was announced Christmas Day by 
Frederick L. Collins, President of Mc
Clure’s Publications, Inc., that McClure’s 
Magazine had been sold to Herbert Kauf
man the author and editorial writer. Mr. 
Kaufman is probably best known for his 
editorials which have appeared in many 
magazines thruout the country for the 
past 10 years. Since 1918 he has been 
Asst. Secretary of the Interior in active 
charge of the .Americanization program. 
From this position he resigns effective 
January 1st, when he will assume the 
editorship of his new enterprise. The 
entire stock of the publishing company 
has been acquired by Mr. Kaufman and 
associated with him he has George L. 
Storm, Chairman of the Board of Di
rectors of the American Safety Razor 
Co., Leon Schinasi, the cigarette manu
facturer, J. F. Bresnahan, Vice-Pres, of 
the American Chicle Co., J. O’Hara Cos
grove, at one time managing editor of 
Everybody’s Magazine, Edgar Sisson, 
formerly managing editor of the ( O-- 
mopoktan Magazine, and Frederick Col
lins.

No change in the present staff of the 
magazine is contemplated.

Roneo Ltd. Publish House Organ
The Ronco. Ltd., Co. of London, Eng., 

manufacturers of office equipment, are 
publishing an attractive house organ 
called the Ronco Salesman. Its object 
: . to create interest in its products.

Lamport-MacDonald Has Two 
New Men

V R. MacDonald of newspaper and 
advertising experience, and II. R. Pax
ton, formerly of the advertising depart- 
nieni of the International Harvester 
Company, have joined the staff of the 
Lamport MacDonald Company, advertis
ing agency, South Bend. Ind. Mr. Pax
ton will be in the agricultural depart
ment.
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SUNTHE
HUGO QUICRT FIEED 

cniufpu BiniselaWOOD INDORSED Canton Lumber Wharvea

TO LEAD G. 0. P.' And State Oyster Steamer 

IN 1920 RACE Are Pjestroyed By Fire

Wilson Devotes His Message
lo The Pressing Problems 

~............................. 'ing

CUUSLE. WOOMBED.
UETOWD BI POSSE

I am the National Advertiser of Building Materials. The 
Baltimore market looks better to me than any I know.

In the first eleven months of 1919, Baltimore issued 3,377 
building permits contemplating an expenditure of $9,751,279 
for homes alone. And there were 11,730 other permits issued 
contemplating expenditures of $10,442,041 more!

One contractor is putting up 2,500 houses on a single street. 
Another is building a $1,200,000 apartment house. Scores of 
other big building projects are under way in busy Baltimore.

LUMBER

‘ <c

New industries appropriated $33,975.000 from June 1, 1919, 
to November 30, 1919, for the purchase of real estate and plant 
equipment. The Columbia Graphophone Manufacturing Company 
(employing 6,000), has chosen Baltimore as the site of its new 
factory. The plant of the Eastern Rolling Mills Company, the 
largest exclusive manufacturers of automobile body and stove 
sheets in the country, is rapidly nearing completion. More new 
homes.

One reason manufacturers are flocking to Baltimore is be
cause Baltimore has no labor troubles. Nearly half of the families 
own their homes. Bolshevism never thrives among home owners.

I’m going after some of Baltimoe's big business. I can 
get it through the Sunpapers alone. The Sunpapers will take 
my message to most oi Balt more's bes' buyers—owners and build
ers of homes and business properry with quick results because

Even] thing in Baltimore
Revolves around the Sun 1
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Making Two Lines Out of One
Fifty Years’ Experience in Barn Machinery 
Develops a Demand for Overhead Factory 

Equipment

By ROY R. LOUDEN
Advertising Manager, The Louden Machinery Company

THIS business was established 
in 1867, and for almost fifty 

years we manufactured nothing but 
barn equipment, which includes 
such articles as steel animal pens, 
feed_ and -Uter carriers, power 
noists, mangers, hay tools, barn and 
garage door hangers, ventilators, 
and "so on. The position we at
tained in this field is a very grat
ifying one. but the burden of our 
story here is the growth of an en
tirely new line of endeavor which 
grew out of the company’s original 
idea.

During the past ten or twelve 
vears we have received a great 
many calls for overhead carrying 
equipment to be used in factories, 
warehouses, garages, etc. These 
demands were entirely unsolicited 
and became so frequent that sev
eral years ago we ourselves in
stalled the complete equipment 
throughout our entire plant. Even 
then none of us realized the great 
possibilities of the line. It was not 
until an accounting was made at 
the end of the season that it was 
found that the installation had re
sulted in the payment of over too 
percent dividends on the installa
tion costs.

SOLD OURSELVES

Right then and there our eyes 
were opened to the possibilities of 
this line for other manufacturers 
and it is interesting to remark that 
the Louden Machinery Company 
enjoys the rather unique experience 
of having been unconsciously sold 
thoroughly on its own line before 
it ever attempted to introduce it to 
the industrial market. Our own 
satisfaction with the operation of 
I he overhead carrying system for 
f ctory work coupled with the 
number of unsolicited calls referred 
Io previously, prompted the thor- 
cugh development of the line and 
the resolve to exploit it nationally 
in the most thorough manner pos
sible.

It so happened that all these mat- 
ter= came to a head at a very oppor
tune time—about a year ago when 
the labor shortage was so acute— 
ar d we agree that the timeliness

One of the typical Louden advertisements, 
showing the machinery in operation.

of the debut aided materially in 
the successful beginning of the 
campaign. But there can be no 
doubt but that the quality of the 
product has been the big influence, 
working hand in hand with adver
tising, which made it necessary for 
us to take this new line out of the 
hands of the barn fixture salesmen 
and build up an organization of 
technically trained representatives 
to handle the line of overhead car
rying equipment separately.

Naturally, with such a big de
mand, our thoughts turned to the 
publicity end for the furthering of 
this line. Primarily the object of 
our national campaign is to make 
clear the wide range of usage that 
the Louden system might be installed 
for, and to show that it is not only 
economical in operation but that its 
first cost is very low when com
pared with the ordinary overhead 
system. Whether it is for forty 
pounds or two tons the Louden sys
tem can be made to show mighty 
big dividends on the investment.

Heretofore, the man with a small 
load to lift as a rule couldn’t af
ford the expensive overhead carry
ing equipment that was on the mar
ket. For that reason a great many 

factories are moving material by 
trucks that could well afford such 
a system but who know nothing 
about it. Our national campaign 
is to educate them along this line. 
And, secondarily, it is to establish 
in the minds of our readers the 
fact that we are not only manufac
turers of barn equipment but man- 
facturers of factory equipment as 
well. Due to our long experience 
in the barn equipment field the 
executives of a great many factor
ies who were really our prospects 
never thought of us as manufac
turers of equipment other than that 
for barn use—and this is one thing 
national advertising is doing. It is 
firmly establishing us as the makers 
of a overhead carrying equipment 
for industrial work.

One salient feature in this drive 
is the need for the equipment we 
are nationalizing. If we could show 
you the questionnaires we have re
ceived from a number of users of 
Louden Overheads, showing the 
tremendous saving in time, speeding 
up of operation, elimination of con
gestion and prevention of injuries 
to workmen, you would easily ap
preciate the possibilities of the 
field.
BOTH GENERAL AND CLASS PUBLICA

TIONS USED

We are going after these pros
pects not only through the medium 
of their trade publications, but 
through the general magazines in 
conjunction with the trade press. 
That seems to be the logical thing. 
The men who read trade papers 
also read the general magazine: if 
they read our advertising in one, 
the chances are they see it in both. 
We reach them by two routes, so 
to speak, and we get them both at 
work and at home. Full page space 
is our rule in these media, consist
ing mostly of illustrations which 
give an understandable idea of the 
working of the system, usually by 
showing one large photograph of a 
factory or mill where it is in opera
tion, plus several smaller pictures 
of other representative users work
ing under different conditions en
tirely.

The copy is not exciting. It is 
plain, matter-of-fact, but convinc
ing. 1 have an advertisement be
fore me. It reads:

Whether handling coal and ashes 
for the boiler room or transporting 
materials, machinery parts or fin
ished products in the factory, Lou
den Equipment is equally efficient 
—handles forty pounds to two tons 
with equal safety and expedition. 
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Tracks and carriers go everywhere 
—pick up and deposit loads ex
actly where wanted- keeps floors 
and aisles clear.

Louden Equipment represents a 
new and surprisingly simple econ
omical and efficient application of 
the track and trolley method of 
conveying — different from any 
other. It is not costly, not cumber
some. requires no engineering, no 
alterations in building. Track can 
be curved cold on the job to meet 
any service requirements from the 
simplest to the most complicated.

Then, too. yve usually manage to 
find room for a feyv little bits of 
evidence like this:

“Equipment costing $150 at Stout’s 
Garage. Beggs, Okla., makes a sav
ing of $50 per week.

“A $700 equipment at the Appala
chian Poyver Plant, Bluefield, W. 
Va.. saves $100 a month in labor.

“An $880 installation saves the E. 
& W. Manufacturing Company, 
Mihvaukee, Wis., $6,240 per year.’'

OUR ADVERTISING BENEFITS OTHERS

Our distribution is also con
ducted through factory supply 
houses as well as direct. And in 
this field, we have made connec
tions yvith some of the largest in 
this country. For example, we 
might mention the Fairbanks Com
pany, with main offices in New 
York City and branches in all of 
the principal cities of the country. 
Our national advertising benefits 
them as much as it does us in the 
propagation of the faith, and a 
great many of these houses are car
rying a large stock of our equip
ment and pushing it in the terri
tories in which they operate.

In conjunction with this national 
publicity yve have made moving pic
tures showing the operation of the 
system. Our salesmen carry small 
projectors and in this way we put 
the point over in the best possible 
way. The nature of the line is 
such that yve cannot very well have 
the men carting samples around— 
they couldn’t handle them—and the 
motion picture is the best possible 
sample case yve could think of.

This, as briefly as possible, is the 
story of the development and 
growth of the Louden Overhead 
Carrying System.

Largest Furnace Advertiser Reduces 
Prices

The Monitor Stove Company, manu
facturers of Caloric furnaces, Cincin
nati, O., has announced a substantial de
crease in dealer prices for 1920. “In

A reduction of a full page insertion showing Louden machinery at work in five different plants. 
The copy is characteristic.

spite of higher costs of labor and ma
terials,” says the statement, “the com
pany has been able, by marketing a 
quality product through aggressive adver
tising and selling methods, to build a 
business to the point where quantity 
production has enabled it to reduce 
prices. It is the largest advertiser in the 
furnace business.”

“If the present industrial situation 
continues,” says the statement further, 
“the commercial supremacy yvhich Amer
ica won during the war will be lost. 
Some manufacturers seem to be endeav
oring to maintain the high prices and 
exorbitant profits of war days by re
stricting their output, so as to keep the 
supply less than the demand.”

Van Deventer and Cleland Leave 
McGraw-Hill

Harry E. Cleland, for many years the 
Advertising Counselor of the McGrayv- 
Hill Company, has resigned his position 
to enter the agency business under the 
name of Cleland, Inc.

John H. Van Deventer, formerly editor
in-chief of the American Machinist, is 
president and treasurer of the new con
cern and Mr. Cleland is vice-president 
and general manager.

The nexv agency will specialize in those 

accounts which its principals are peculiar
ly fitted to handle, namely large engineer
ing industrial firms.

The agency announces that oyving to 
the pressure of business already secured, 
it will be impossible at this time to handle 
any other.

The “Gyrenes” Pick Dippy & Aitkin
The Dippy & Aitkin advertising agency 

of Philadelphia has secured the account 
of the United States Marine Corps' re
cruiting campaign. The space used will 
be entirely newspaper and will work in 
conjunction with a Marine bank and a 
company of “Gyrenes” travelling through 
the country.

The same agency has also secured the 
account of the Tirometer Valve Corpor
ation of America, Charleston, W. Va., 
and yvill use general magazines and 
class publications in the campaign.

Blanchard Leaves New York Ad Club
Frank L. Blanchard, secretary' of the 

Neyv York Advertising Club, has ten
dered his resignation, yvhich has been 
accepted and which will go into effect 
on the first of January. Mr. Blanchard 
is not prepared to announce his future 
connection just yet.
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“Stars and Stripes” Preaches 
Americanism

Robert F Ward, New York and Chi- 
cag< . publishers’ representative, makes 
¡he following announcement regarding 
the Stars and Stripes:

“The Stars and Stripes, which was for 
■ght en months published by the Army 
in France as ‘the official newspaper of 
th< American Expeditionary Forces,’ is 
now being published in Washington, 
I C., by many of the men who pub
lished it in France.

“The Stars and Stripes is 100 percent 
/ merican and its aim will be to preach 
Americanism and to keep ex-service men 
constantly in touch with their ‘buddies,’ 
w th public affairs throughout the land, 
with the nation’s capitol, with the yes
terday of war, the today of peace and 
th ' tomorrow.”

W. C. Bristor Joins Export Magazine
William C. Bristor has joined the ad- 

\ i rti-ing department of the American 
Exporter, New York. Mr. Bristor was 
1 irmerly with the National Advertising 
Service. Chicago.

W. R. Hotchkin With Street and 
Finney, Inc.

W J Hotchkin, formerly advertising 
counsel of the New York American and 
f irmerly advertising manager of John 
Wanamaker, has become a member of 
tl < staff of Street & Finney, Inc.

Advertising Stirs Building in Indiana
H intington, Ind., where an advertising 

cami tign has been conducted two years 
tc encourage home building, reports that 
during 1918 more new houses were built 
there in proportion to population than 
in any other Indiana city. The cam
paign was managed by the Huntington 
Community Development Club, formed 
by supply dealers, lumbermen and build
ers. Full pages have been used in the 
two dailies of the city.

N. Y, “News” Appoints Ad Manager
Arthur Nyhrun has been made adver

tising manager of the New York News. 
Mr. Nyhrun was formerly on the adver
tising staff of the Chicago Tribune.

Critchfield Gets France Milling Account
Critchfield & Co., Chicago advertising 

agency, has secured the account of the 
I rance Milling Company, Cobleskill, 
X Y. It will be handled by the New 
York office. -------
Editor Says Press Is More Independent

Waldo L. Cook, editorial director, 
Springfield, Mass., Republican, addressed 
ih.- recent fourth annual convention of 
Si< Iowa newspaper men at the Univer
i' of Iowa. He said that the daily 

pr ss of today is more independent than 
formerly of sordid influences of politicans 
and part interests. Mr. Cook denied the 
statement that many editors “don’t dare 
>< 11 the whole truth because the corner 
d • parment store will withdraw its adver
tising if they do.”

N. Y. Newspapers to Raise Price
As a result of the request of the House 

Committee on Postoffice and Post roads 
tl . newspaper publishers immediately re
duce the consumption of newsprint papir 
10 percent below normal in order to re 
ii< ve the shortage, all New York news- 

paners or or before January 4th, 1920, 
will raise the price of their Sunday edi
tions to 10 cents in the country districts. 
I* was announced also that the publishers 
of all but one New York evening paper 
had decided to issue no paper on New 
Year’s Day.

London Papers Change Hands
A South Wales syndicate has pur

chased the following London publica
tions: The Daily Graphic, The Graphic 
Weekly and The Bystander Weekly. The 
syndicate also owns, among other per
iodicals. the London Sunday Times.

W. R. Winter With Representatives
W. Rodger Winter, who has had long 

experience in newspaper and advertising 
work, has joined the selling staff of 
Payne, Burns & Smith, publishers, rep- 
resentath es. Wr. Winter was for many

W. R. Winter.

years associated with George Doane 
Smith on the Morning and Evening 
Star, Newark, N. J., continuing the con
nection after those dailies were merged 
into the Star-Eagle under the present 
management. He left the Star-Eagle to 
become advertising manager of the 
Newark Ledger.

H. I. Browne Joins Food I ompany
Horace I. Browne has been appointed 

advertising manager of Garrett & Co., 
food products, Brooklyn, New York, 
succeeding W. W. Cribbens. Mr. Browne 
was general manager of Bonfort’s Cir
cular, a beverage magazine.

C. J. Dockarty With Biscuit Firm
C J. Dockarty has been appointed 

sales manager of the Sawyer Biscuit 
Company, ( hicago. Mr. Dockarty was 
formerly with the Chicago Elevated Ad
vertising Company.

Buys Interest in Simms Petroleum
A large interest in the Simms Petroleum 

Company has been acquired by the Amer
ican International Corporation, which will 
be represented on the board of directors 
and the executive committee. Announce
ment has also been made that the directors 
of the Simms company have recommended 
an increase in authorized capital stock to 
a total of 1,000.000 shares of no par value.

New Name for Chicago Agency
Slavrum, Thomson & Bennett, Chicago 

advertising agency, has changed its cor
porate name to Slavrum & Shafer. No 
change of policy or management is in
volved.

Columbus Editor Dies
( oloncl Edward S. Wilson, editor of 

the Ohio Stale Journal, died at his home 
in Columbus, O., December 18 at the age 
of 79. From 1865 to 1899 Colonel Wilson, 
who was a Civil War veteran, was owner 
and editor of the Ironton. O., Register. 
In 1905 he resigned as LTnited States 
marshal of Porto Rico to become edit c 
of the Journal.

Elliot-Fisher Head Resigns
P. D. Wagoner has announced his resig

nation as president of the Elliot-Fisher 
Company, makers of office machines, Har
risburg, Pa.

Additions to N. Y. Edison Staff
Joseph Pearman, recently discharged 

from government service, has returned 
to the advertising staff of the New York 
Edison Company. Mr. Pearson will be 
editor of Edison’s Weekly. Other for
mer members of the department who 
have come back after service are Nor
man Preston, now assistant advertising 
manager, and Romaine Benjamin. E. B. 
Hill has'been added to the staff.

J. F. Barry Back from Amazon Trip
John F. Barry, former assistant adver

tising manager of the Evening Post. New 
York, has returned from a 10,000-mile 
journey on the Amazon River and its tri
butaries, where he collected information 
as to the means of developing the natural 
resources of the, Amazon valley. Mr. 
Barry is now connected with the industrial 
department of the “Port of Para.” New 
York, and is writing a series of articles 
on his trip in the New Y'ork Commercial.

Holiday Greeting on Cover Saves Paper
The Atlas Portland Cement Company, 

New York, whose custom has been to 
send holiday greetings to dealers and con
tractors on a special holiday card, this 
year issued its December house organs 
with a special cover and mailed them in 
the middle of the month. In this way the 
company helped in reducing the consump
tion of paper products and in keeping 
down cost of operation.

Wisconsin Ad Students Continue Club
The Advertising Club, at the L'niver- 

sity of Wisconsin, has been reorganized 
with a membership of thirty. It was 
suspended for a year during the war. 
The chib holds semi-monthly meetings, 
for which outside speakers are secured.

Camden, N. J„ “Courier” Changes 
Hands

The Camden Daily Courier was sold 
December nth by George A. Frey to J. 
David Stern who is to become editor and 
publisher. Mr. Frey has been the owner 
of the paper for 30 years.

Hubbell Gets New Farm Journal 
Advertiser

The House of Hubbell, Cleveland, O., 
has secured the account of a new ad
vertiser, the Adjustable Spring Seat 
Company, Cleveland, for which it will 
conduct a campaign in farm journals 
and implement dealer publications. The 
company makes a tractor and imple
ment seat with resilient features which, 
it is claimed, will revolutionize imple
ment riding.
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You couldn’t call him shiftless, for he 
shifted all the while.

Each year or so some new concern was cap
tured by his smile.

A marvel he at mixing—couldn’t list him 
with the snobs.

He simply was a genius—in the art of get
ting jobs.

The leather in his swivel chair was scarce
ly nice and warm,

His work was barely starting in at run
ning true to form,

When wanderlust would seize him and he’d 
get a better place,

And ne’er again his erstwhile desk would 
see his sunny face.

The stuff he wrote was bully stuff; his 
language was a dream;

His hunches were so brilliant you could 
fairly see them gleam.

His front was ultra-jovian, his manner 
full of charm,

From off a wooden Indian he could talk an 
oaken arm.

A superficial knowledge of the thing he 
strove to sell

He’d gather at a sitting so he told it fairly 
well.

But right away some other job would sing 
its siren song

And off to it he hastened—but he didn’t 
hold it long.

Result? Just what you might expect—he 
. always had the name

Of being “quite a comer,” but alas, he 
never came!

His head and hand were loyal to the cause 
he had espoused,

But owing to his flitting ways his heart 
was never roused.

He flashed about the surface of the many 
jobs he got,

But down within the depths of them you’d 
seek and find him not. •

Some day he’ll grow embittered o’er his 
failure to advance—

He doesn’t stick ’round long enough to give 
himself a chance!

GOTHAM STUDIOS
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The Science of Approach for Speci* 
v i\ Salesmen. By Wilson M. Tay- 
¡'■r. published by the author. 61 pages. 
I ustrated by fourteen diagrams.

This little booklet—for it is pocket 
sized—seeks to explain the scientific 
m hod of mind training which will en
able salesmen to become successful 
specialty salesmen and to quote the fore- 
v ord : “provides a system of mental drill 
which, if systematically applied, will in- 
crcasc your selling ability one hundred 
percent and broaden your intellectuality.”

The author is himself a successful 
salesman, and he has endeavored to bring 
down to a usable basis many of the cur
rent theories of sizing up prospects from 
appearances. One might be inclined to 
di. igree yvith some of the rules set forth, 
but a thorough reading of the yvorth leads 
us to believe it is yvell yvorth its price 
for any man who is specializing in selling 
specialties, through an improved “ap
proach.’' The author also offers personal 
service to any purchaser in the way of 
answering specific problems and assisting 
in the application of the principles.

“The specialty salesman may knoyv 
everything about his project, but, if he 
fails to understand his prospect and lacks 
tact in his approach, he will fail as a 
salesman,” says Mr. Taylor in the open
ing paragraphs of the yvork, adding that 
“specialty salesmanship is like a pod of 
P’s—poyver to persuade plenty of people 
to purchase your products at a profit.”

Mercantile Credits and Collections. 
1 * Charles A. Meyer. Published by 
the Macmillan Company, New York. 
254 pages, illustrated with charts, dia- 

and examples and supplemented 
b an appendix of valuable information 
about credit laws in different states.

This is an advanced course on the com
plex and interesting problem of credit 
m: lagement, touching on all of the rami
fi rations. of the mercantile procedure 
7 he book is written by a man of practical 
experience in the work who approaches 
the subject from the proper angle of pre
venting loss to the maximum degree pos
sible by being xvell informed beforehand. 
7 he book not only shows the student 
hoyv to gather the knoyvledge necessary 
f 3r credit and collection yvork, but also 
j asses along to the experienced credit 
n 1 much material yvhich will be of ser- 
\ ice to him.

The volume covers such points as the 
f indamental principles of credit, methods 
of securing reliable information, obtain- 
1112 customer and salesman good xvill, 
r-ading financial statements, passing 
j idgment on orders, unique methods of 
pn venting loss, and the bankruptcy law. 
It is strictly a business man’s book—not 
a thesis on economics or a primer of 
theories.

le'.iM.e. soai in Labor Manage
m i *. i. By Neil M. Clark, Managing 
I ,i. System. Published by Harper 
; Blethers.

Twenty years ago this book would have 
been misunderstood, but today' it is not 
only timely but vital. It represents the 
findings of a man yvho, in his position as

Book Reviews
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the editor of a magazine devoted to man
agement, is in close contact yvith the prob
lems of business, and has seen first hand 
the results of the wrong and right meth
ods of getting along yvith employees. In
dustrial unrest cannot be laid to any 
specific class, but to a general frame ot 
mind, and when that mistaken attitude 
has been corrected, as it has been in the 
examples cited in this volume, the results 
are self-selling.

Mr. Clark says: “I have tried to bring 
into clear definition the more important 
relations betyveen employers and em
ployees yvith an appraisement of methods 
proved successful in harmonizing them. 
... I have gone to experienced man
agers . . . my task has been one of se
lection and formulation.”

The book is not a sob-sister tale about 
the oppressed yvorkingman—it is a review 
of some cases where everybody is happy. 
The sooner our employers read it the 
better.

Today's Short Stories Analyzed. By 
Robert W. Neal, A.M., author of 
“Short Stories in the Making.” Pub
lished by American Branch, Oxford 
University Press, New York City.

7'his is a companion book to the one 
reviewed just folloyving this. It is an in
formal encyclopedia of short story art as 
exemplified in contemporary magazine 
fiction.

Twenty-two comparatively recently pub
lished narratives are taken and reprinted 
yvith a careful analysis.

For example, the first story in the 
volume, entitled “What the Vandals 
Leave,” contains only' 99 yvords for the 
complete story. Yet that story epitomizes 
the plight of Northern France and most 
of Belgium as well as a twenty-minute 
playlet yve recently saw, or as yvell as 
any of the many longer stories yve have 
read on the subject. Mr. Neal’s analysis 
of this story is several times the length 
of the story itself.

This first story could well offer in
spiration to a copy writer who had as 
the task the yvriting of a story’ for a fire
extinguisher that yvas to be published 
with some such title as “What the Fire 
Demon Left.”

Other stories are equally helpful to 
those looking for “outside” but relevant 
vieyvpoints.

Short Stories in the Making. By 
Robert VV. Neal, A.M. Published by 
American Brandl, Oxford University 
Press, New York City. 260 pages.

This book is designed as a yvriter’s and 
student’s introduction to the technique 
and practical composition of short stories, 
including an adaptation of the principles 
of the stage plot to short story yvriting.

It is revieyved here, and its perusal sug- 
msted to all yvho yvould perfect their 
c >py writing ability because of the ever 
in. ri nsing influence the matter of story
writing is having on advertisement com
position. Almost every issue of a gen
eral magazine is replete yvith examples of 

advertisements that have a story to tell— 
a very real story, and yve are not hyper
critical when we say all too often the 
story' is spoiled in the telling—from a 
story standpoint. -

“Plot is indispensable to the true short 
story” the author says in the introduction 
to the book. Plot in a slightly different 
sense is necessary for every well-planned 
story-telling advertisement. Of course 
not every advertisement is intended to be 
a story-telling advertisement, some are 
“special articles,” some are “history,” 
others are “neyvs,” and so on paralleling 
the terminology, of literature, but to those 
yvho have the production of story-telling 
advertisements as a part of their yvork 
yve recommend Mr. Neal’s yvork.

The book is divided into four main 
chapters, yvhich are in turn subdivided. 
Chapter I. takes up the theory of the 
short story type, covers its aim, type, 
dramatic qualities, singleness of effect, 
atmosphere, etc. Chapter II. takes up the 
theory and practice of plot. Chapter III. 
the compositional construction of the 
short story, and this chapter alone offers 
some good suggestions to copywriters. 
The closing chapter is devoted to other 
problems of fiction writing.

The Selling Process: By Norval A. 
Hawkins. 364 pages, including appen
dix and questionnaires. Published by 
the author.

A handbook of salesmanship principles 
yvhich, as the author says, “May be neyv 
to most readers, are not mere theories. 
They all have been demonstrated and 
thoroughly tested in actual practice dur
ing my twelve years’ experience as gen
eral sales manager of the Ford Motor 
Company, in the course of yvhich time 
Ford sales yvere increased from 6,181 to 
815,912 cars a year. The principles and 
methods I have used successfully in 
selling automobiles yvill yvork equally as 
well in any business, and yvill fit any 
salesman or saleswoman.”

The first three chapters of the book 
deal yvith SALES—the first factor— 
MAN—second factor—SHIP—or art, the 
third factor. The folloyving nine chap
ters handle the various steps in selling: 
preparation, prospecting, approach, and 
so on, doyvn to the get-away. The 
second portion of the book is taken up 
with questions on the preceding chapters.

Newspaper Has a Little Brother
\ ol. 1, No. 1, of the Amsterdam Eve

ning Recorder, Jr., has appeared, pub
lished by the Amsterdam, N. Y., Evening 
Recorder. Its object is to keep local mer
chants informed on advertising matters. 
The Junior is a four-page publication 
yvith newspaper make-up. On the first 
page is an interview yvith an Amsterdam 
merchant, yvho says that the advertising 
of his store has great influence on the 
esprit de corps of his personnel.

Directory Number Quite Valuable
S. F. BOtVSER & COMPANY, INC.

Fort Wayne, Ind.
December 12, 1919. 

Advertising & Selling.
Your letter of the 6th, also the Trade and 

Technical Paper Directory Number of Novem
ber 15 reached me promptly.

The Directory is quite an aid to me at this 
time, and I appreciate your courtesy in for
warding a duplicate copy to replace the first 
issue that went astray.

Wishing for Advertising & Selling con
tinued prosperity, and with the season’s greet
ings. Most cordially,

C. H. DaviES, 
Manager Publication Dept.
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“Returns at lowest
cost”—in Collier’s

Collier’s helps launch another new 
product with gratifying results.

The first full-page advertisement 
for "Shavaid,” a new Bauer & 
Black product,appeared inCollier’s 
for September 20th. A small trial 
tube was offered by means of the

coupon, which you will notice in 
lower right-hand comer of the op
posite page. Read what Mr. 
Smith, the Advertising Manager, 
has to say about the returns.

“When talking with you the other day about 
direct returns from coupons in the full-page 
Shavaid ad that appeared September 20th 
in Collier’s, I expressed the belief that this 
publication had brought ret urns at the low
est cost. Have checked these fig?ires over 
just recently. The result proves that I was 
correct.

“The number of coupons received from the 
date of appearance up to and including 
October 15th was 7,347, making the cost 
per inquiry a fraction over 34c. I have 
an idea that the subsequent appearance of 
similar copy will bring even better returns.

Yours truly,
BAUER & BLACK

(sgd.) H. Strong Smith
Adv Mgr."

Collier’s
THE NATIONAL WEEKLY

J. E. Williams, Adverthing Manager

BULLY for Collier’s No wonder they advertised as above 
in Printers’ Ink, December 11, 1919

BUT READ THIS —
YOU GUYERS of Advertising Space

Replies from Colliers’ cost 
a fraction over - - - -
Replies from National 
Sportsman cost only - -

34c
31c

NATIONAL SPORTSMAN
100,000 Net Paid (A. B. C.) All-Man Circulation produces RESULTS 
for advertisers of articles appealing to men, unequalled by any other 
publication.
Additional Evidence, Advertising Rates and Sample Copy gladly 
mailed on request.

National Sportsman Magazine, 221 Columbus Ave., Boston, Mass.

I
Dec. 11/19.

National Sportsman, 
Boston, Mass.

“On the Shavoid copy I plan to continue [ 
in your publication which is practically [ 
the only one in the outdoor field that is | 
bringing results at a rate we can afford. 
You are now getting inquiries for us at 
31c.”

Yours truly
Bauer & Black,

(Signed) H. Strong Smith 
Adv. Mgr.

Later.
Dec. 18/19 we received order for 12 Full 
Pages on Shavoid Copy to be inserted 
during 1920.
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USE MORE 
Nationally Advertised

FOOD
Pfwljicts

ASK YOUR 
GROCER

unsound judgment in putting thousands 
upon thousands of dollars into creating 
a demand through adicrtising for a 
product he could not hope to remain 
permanently upon the market and enjoy 
an increasing rather than a decreasing 
demand.

Each of Macon’s

Retail Grocers Have Been Displaying This' Week

Nationally Advertised Food Products
These displays have been m»de in order that you might become more familiar with the goods that arc being extensively advertised Displayed because your 
grocer has faith in the product he sells and is glad to place these goods before you for your Inspection and trial Once you try many Nationally Advertised 
Food Products it becomes a household necessity with you—buy them—use them—they are Quality if they remaih on th-- nurh'i l.mg m a time The »bwr 
wirfdows are shewn as examples of the splendid manner in which Macon Grocers co-operated in the featuring Of these hu.m-. r... i- Hi„d Prd u.j.

Buy FOODS That
ARE

Nationally 
Advertised

The aim of the modarn manufac- 
■‘jt- r is "the satisfied user" for that 
concern which wins the greatest 
number of satisfied users has the 
greatest and most lasting business 
a -ei .’W amount of advertising 
can Jong continue to sell success
fully merchandise that is poorly

GOODS OF MERIT
alone con ctand the glare of pub
licity. Therefore the first step of 
the manufacturer is to determine 
whether through public trial or use 
there will be prompt recognition 
that his product possesses certain 
distinctive merits or varies or 
truths.

You can depend upon the product 
that is backed by national publicity 
to have these Qual it ies— F or without 
them the effort to create a lasting 
demand would prove fatal to the 
manufacturer

BUY MORE
NATIONALLY ADVERTISED

FOOD PRODUCTS

Alexander Hamilton Institute Salesmen 
Outsell Their Competitive Ratings
Several years ago the enthusiasm of the 

sales staff of the Alexander Hamilton 
Institute, New York, prompted the estab
lishment of the "Thousand Point Club” 
lor the men turning in at least that num
ber of points each year. According to 
John G. Jones, sales manager, the privi
lege of being listed in that body has al
ways been regarded highly and fought 
for most keenly. The latest development 
is the organization of a Two Thousand 
Point Club, a Three Thousand Point 
Club, and a Four Thousand Point Club.

Fourteen men are in the Two Thou- 
saud class now: three are in the Three 
Thousand group; and two in the Four 
Thousand pointers. Mr. Jones says that 
98 percent of the staff are now num- 
bvrid among the One Thousand Point 
men, and at least 4 percent will be in the 
highest class this year.

The special significance of the added 
point organizations is that the men, by 
their own advancement and progress, 
have forced the later clubs on the in
stitution of their own accord.

Your Grocer-Will Gladly Rec omraend Any Nationally Advertised Food Product
Mtny Food Product« are Beiag Continually Advertised la The Macon Newt- Retd Thete Advertitmenta

The newspaper page used to start the campaign pushing advertised food products in Macon.

Others Are Asking This Same Question
LESLIE’S

225 Fifth Avenue 
New York City

December 15, 1919.
Editor. Advertising & Selling.

I was simply delighted with that -rauikal 
morsel by George Moiehill, December 11 issue. 
Please tell me who he is. He certainly has the 
knack of putting over delightful lines in humors 
and satire. And how he can bring in a series 
truth in a facetious garb!

Sincerely yours,
Felix Orman.

Genuine Service By a Newspaper

ABIT of genuine cooperative 
service to national advertis
ers has been shown by the Macon, 

Ga., Nezus, through its service de- 
pariment in the successful initiation 
of a Nationally Advertised Food 
Pi iduct Week—a period set aside 
for promoting a greater use of 
foods that are being advertised in 
national media.

The campaign was handled by 
S. 1 Speer, Jr., director of the 
paper’s Service and Merchandising 
department, and ran during Novem
ber 23-29. Liberal space was 
given to the proposition in the pa
per, running from six inch, double
column insertions to full page ad
vertisements. featuring the products 
and dealers carrying them.

During the week several windows 
were dressed by the Service De
partment. and a twelve-inch adver
tisement appeared each day in the 
Nezus calling attention to the win 
dow and ' counter displays. The 

full-page insertion ran on the last 
day of the campaign, Sunday, No- 
\ ember 30, and showed how the 
dealers cooperated in boosting the 
goods. The entire expense was de
i rayed by the paper, and the nec
essary time and talent was supplied 
at its expense.

The angle from which the desir
ability of nationally advertised 
foods was approached was that 
they were naturally worthy of con
sideration by virtue of the fact that 
constant publicity compelled them 
to keep "up to scratch.” The ar
gument is best explained by the 
text of one of the advertisements 
which read:

What’s the Big Idea? Why all this 
talk of: Buy Nationally Advertised 
Foods. No doubt you have asked your
self this question. Well! This is the 
big idea-

In order for Foods to be listed among 
the Nationally Advertised it is necessary 
that these foods possess qualities that 
arc distinctive—qualities that can stand 
the “acid test”—for without these qual
ities the manufacturer would be using

Answers Protest Against Tourist Ads
Vice-president Howard K. Brooks, of 

ihe American Express Company, in an 
answer to the protest against European 
advertising made by the Northern Cali
fornia Hotel Association, calls its atten
tion to the fact that the company’s ad
vertising which promotes European travel 
is only part of the American Express 
campaign to stimulate travel throughout 
the world. Mr. Brooks points out also 
that much money has been spent adver
tising the wonders of the West and that 
a great deal is being spent in European 
papers to promote travel to America 
from abroad.

“The American Express Company has 
spent more money for the promotion of 
domestic travel than any other corpora
tion or individual in the United States ex
cepting the Federal Railroad Administra
tion,” according to Mr. Brooks’ statement, 
“and has expended ten times as much 
money in advertising the Pacific Coast 
than all the hotel men of that section put 
together.”

Bayless Joins von Poettgen Agency
B. H. Bayless, who served in the war 

as a Lieutenant in the Flying Service, 
has joined the Carl S. von Poettgen 
Agency of Detroit. Mr. Bayless’s for
mer advertising connections have been 
with the Proctor & Gamnle Co., and the 
Champion Spark Plug Co.
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Hie Week in Washington From an 
Advertising Viewpoint

PJ-' ington Bureau, Advertising & Selling. Riggs Building

Poindexter Asks for Reforestation
T! • staggering cost increase of 633 

perc nt in 20 years and 159 percent in
crease in consumption of pulpwood for 
n king print paper in the United States 
is shown in a statement issued by the 
American Forestry Association, which is 
urging the passage of the Poindexter 
Bi 1 providing for a plan of reforesta
tion of pulpwood lands.

“From these figures, says Charles 
Lathrop Pack, president of the Ameri
can Forestry Association, “the need of 
quick action on the newsprint situation 
is imperative and a policy in this regard 
will le^d to a national forest policy. 
Our forests are like a bank. We must 
deposit in them if we expect to draw 
out.

“In 1899 the pulpwood industry used 
one million, nine hundred and eighty-six 
thousand cords (1,986,000).

“Ten years later, in 1909, four million 
(4,000,000) cords were used.

“For the last five years the average 
has been five million, three hundred 
thousand cords (5,300,000) per year, and 
in NONE of these years was the cut of 
domestic wood sufficient.

“During the last nine years the mills 
have used nine million, two hundred and 
sixty-four thousand cords (9,264,000) of 
IMPORTED pulpwood, an average in 
excess of one million cords a year 
MORE THAN WAS CUT IN THE 
UNITED STATES.

“While the total quantity of pulpwood 
used increased 159 percent from 1899 to 
1918, the cost increased 033 percent.”

Would Limit Paper (onsnmption to 
Last Year’s Amount

Immediately following the appeal of 
the House Committee on Post Office and 
Post Roads to the newspaper publishers 
of the United States “to reduce con
sumption of newsprint paper by at least 
10 percent during the next six months, 
(hereby averting the threatened injury 
and obviating the necessity for repres
sive measures in the future,” Congress
man Homer Hoch, of Kansas, has intro
duced a bill to regulate the use of 
newsprint by newspapers and periodicals.

This bill differs from the Anthony 
mea ure in that it provides “that until 
July 1, 1920, no newspaper or periodical 
shall be carried in the mails at the rates 
provided for second-class postage unless 
the publisher shall have filed with the 

1 itmastcr at the postoffice where such 
newspaper or periodical is deposited for 
transmission in the mails, a pledge in 
writing that there will not be used in 
tl publication of such newspaper or 
[ eriodical during the period within 
which this Act shall be in force an 
aggregate amount of newsprint paper in 
excess of that used in the publication 
of such newspaper or periodical during 
the corresponding period of the preced
ing year. Provided, that any such ex
cess due solely to an increase in circula
tion of such newspaper or periodical 
shall not be considered a violation of 
such pledge. Provided further, that in 
lieu of such pledge the publisher or pub

lishers of any such newspaper or period
ical not published during the correspond
ing period of the preceding year shall 
file a pledge in writing that every rea
sonable effort will be made to conserve 
newsprint paper in the publication of 
such newspaper or periodical.”

Section 2 of the bill makes it obliga
tory upon all publishers to file, thirty 
days subsequent to July 1, 1920, with 
ihe Postmaster General a sworn state
ment showing the aggregate amount of 
newsprint paper used by the newspaper 
or periodical during the period within 
which the proposed law shall have been 
in force and during the corresponding 
period of the preceding year.

In case any such statement should dis
close a violation of the pledge the third- 
class postage rate would be held to ap
ply to the newspaper or periodical in 
question, and the publisher would be 
held liable for the difference between 
that which would have been due at the 
third-class postage rate and that which 
was paid at the second-class rate during 
the period in question.

Any publisher failing to file the state
ment provided for would be held liable 
in such amount as would have been due 
at the third-class rate in addition to any 
amounts that had been paid upon the 
newspaper or periodical at the second- 
class rate during the period of the life 
of the proposed law.

The bill authorizes and directs the 
Postmaster General to prescribe such 
rules and regulations as may be neces
sary for carrying these provisions into 
effect.

Japan Advertising Report Issued
A complete report, in which advertis

ing methods in Japan are discussed at 
length, has just been received by the 
Far Eastern Division of the Bureau of 
Foreign and Domestic Commerce of the 
Department of Commerce from an 
American newspaper man in that coun
try. Copies of the report have been 
made by the division, and will be dis
tributed upon request. Persons inter
ested in the matter may secure copies 
by referring to file No. FE-51.

Newspaper to Print on Wrapping Paper
Owing to the shortage of white news

print paper the East St. Louis Daily 
Journal, according to an announcement 
of its publishers, will be forced to print 
on light brown wrapping paper until the 
white variety can be procured.

Has the Proper Spirit
RIVERSIDE CLUB

TICK-TALK
Waltham, Mass.

December 19, 1919.
Editor, Advertising & Selling.

Noting the request of the Goldwyn Institute 
for copies of your February 22 and August 23 
issue. I have today ma;led to them these copies.

As a rule I like to keep all back numbers of 
your valuable magazine, but believe that they 
will be of assistance to more people in this In- 
stituti than filed away for only one individual.

Yours very truly,
George F. Brigden, 

Managing Editor Tick-Talk.

New Orleans “Item” Breaks Ad Record
The New Orleans, La„ Item, with the 

issue of December 14. published an edi
tion of 116 pages. The edition contained 
, '8 columns of advertising, breaking the 
p.evious year’s record of 572 columns, 
and was called by the newspaper a “Com
plete Christmas Catalog.”

A New Idea
A rather unique method of advertising 

is being done by a Texas flour company 
in carrying on a localized advertising 
campaign. They are reproducing line 
drawings made from photographs of the 
residences of well known citizens in 
whose homes they have ascertained their 
flour is being used.

I oal Strike Hits Christmas Trade
The coal strike cut heavily into the 

Christmas retail trade, according to re
ports from many sections of the country. 
Chicago retailers, for example, estimated 
that a loss of from $2,000,000 to $3,000,
000 a day was suffered owing to the 
shortened hours of business made neces
sary by the scarcity of coal.

Novelty Maker Incorporates
The Star Novelty Manufacturing Com

pany has been incorporated as manufac
turers of novelties of all kinds at Wil
mington, Del. The incorporation is for' 
$100,000.

Keeping Up With 
The Times

A FACT A WEEK

Stripped of all non-essen
tials. the Washington news
paper situation in the evening 
field, is this:

No one paper covers 
the field. If it did there 
wouldn’t be a second 
paper.

The Washington Times 
covers so large a pro
portion of the field that 
it cannot be ignored by 
any advertiser who wants 
to sell his product in the 
Washington market.
Washington is a two-paper 

town and The Times is one 
of the two.

The Washington Times
WASHINGTON, D. C.
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Canning The Inferior Canner
Organization of the Drive Recently Begun 
in the Newspapers to Popularize Canned Goods

By A. A. MANN

MANY of us will recall the old 
story, "Brewster’s Millions”— 
in which was described the genuine 

difficulty of spending a million dol
lars without throwing it away. Ad
vertising men who have occasion to 
handle large appropriations know 
the theme of that story could well 
be applied to their tasks, and when 
the figures run into several millions, 
the nature of the accomplishment 
becomes more complicated.

There are numerous possible out
lets for the appropriation of the Na
tional Canners Association, which is 
a minimum of $500,000 annually 
for a period of years. The trouble 
again is not in getting rid of the 
money, but in investing it most ad
vantageously—with an eye to maxi
mum returns. This organization of 
1,140 canners has a definite objective 

to attain in the quickest but most 
lasting manner possible. The ob
jective is simply to present the truth 
of the industry to the American pub
lic in such a positive manner that 
the old and well-rooted prejudice 
against “tinned” products will be 
destroyed.

High scientific authority has said 
that “canned foods are the safest 
foods that come to the table,” and 
the modern housewife should know ' 
of the wholesomeness and healthful
ness of these commodities. The As
sociation feels that the misunder
standing is so widespread that its cor
rection would bring about a national 
consumption of canned goods fully 
twice as large as exists today. And 
to bring that about the Association 
is standing behind a he-sized adver
tising campaign (the preliminary de

tails of which were described in our 
issue of August 9) that will reach 
every nook and cranny of the coun
try for the coming four years in the 
most efficient manner available.

In establishing a working plan 
for the drive, an organization has 
been worked out that is best de
scribed by the chart reproduced be
low. Interpreting it we find :

THE EXECUTIVE AND EDUCATIONAL
END

At the top (A) the Executive and 
Educational Committees of the Na
tional C anners Association with the 
Association's Secretary.

Sweeping around to the left is one 
line of activity, and sweeping around 
to the right is another; both leading 
to the same objectives—the objec
tives which have so long been before 
the leaders of this great industry, 
and which, when finally attained, 
mean a maximum in quality of prod
uct. in production and in public good 
will.

Looking at the chart, we find the 
Executive and Educational Commit-

I'hc organization chart showing the distributed functions of the different divisions of the 
National Canners* Association, as explained in the accompanying article-.
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The Representatives Club
announces its

Thirteenth Annual Dinner
Friday Evening, January 9, 1920

at Seven o’clock

At the Waldorf Astoria
New York City

••
The year 1919 has evidenced a better understanding and 

a greater use of advertising than any previous year and we 
might properly call this our Victory Dinner. No matter 
what it be called the Representatives Club wishes all men 
in the advertising business to consider this affair as theirs. 
Therefore it is suggested that you feel free to invite to it 
those friends of yours whose presence will enhance your 
pleasure and ours.

The Waldorf will strive to seat all who send their ac
ceptance and their check, but may we suggest that you form 
your partv early and in making reservations state not only 
the number but the names of your dinner associates, so that 
the committee can make the seating arrangements with pre
cision and satisfaction to you.

Send your checks and reservations to 
Mr. GEORGE ALPERS

Mctropolitan Magazine
432 Fourth Avenue. New York City

Tickets, Seven Dollars

Toastmaster: Mr. George S. Chappell

List of Speakers

George W. Perkins Dr. W. E. Aughinbaugh
Wilbur D. Nesbit Robert Benchley

SPECIAL FEATURES

This page by courtesy of The Christian Herald
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fees at a point supervising and ap
proving all activities. They are sur
rounded by the interests of which 
they are center (Ai, 2, 3, 4, 5, 6 and 
/). They represent a definite posi
tion of responsibility towards the in
dustry itself, and their hands are 
held up at every stage of proceeding 
of the campaign by a carefully 
pl.- nned organization.

W hat kind of an organization is 
this which translates into action the 
ambitions for the industry, of the 
Executive and Educational Com
mittees ?

In the first place, one secret of 
success in a great campaign of this 
character is thorough organization 
01 the part of the Association itself. 
Sim-- 1 only possible through the 
working out of the complete plan, 
;‘>i I no jn.-in can be complete without 
provision for those activities, which 
naturally center in the organization.

And so we find that the left of this 
' li'ci is the organization of the A-- 
ycripon. ooiied at Washing! < in. 
D. C. and with definite duties a< 
'’-U' li to em li 111 v 1 -1 < 111. There will 
I"' -i re-pon-ible directing head of 
'hi- r.mc.in < R), there will be a de
i' liinK n: for gathering all kinds of 

authentic and interesting informa
tion, (Bi), putting it in concrete 
form and having it available for the 
use of anyone who may be inter
ested. There have been so many 
calls from members of the Associ
ation. from the general public, from 
editors and others for authentic in
formation of this kind that it has 
become necessary to systematically 
provide for these calls, and have the 
information available whenever it 
may be asked for.

Another division of this work is 
the personal activity of a domestic 
science expert in a Home Economics 
Division (B2). who. through lec
tures, addresses, etc., will bring to 
the people of this country, with a 
note of authority, and through per
sonal contact, a keener and keener 
appreciation of the value of these 
foods.

But the “corner stone,” so to 
speak, of the activities of this bur- 
>111. looking to greater development 
of the industry, will be found in 
the general term—

promotion (i?3 )
I his work will be invaluable for 

I tilting the industry in the right 

light before the classes of people 
indicated on this section of the 
chart. This work will be of an 
exceedingly active nature. It will 
serve to brush away existing mis
understandings, and prevent new 
ones. It will serve to make full 
capital out of the many strong as
sets surrounding canned food and 
the industry producing it. In short, 
this work represents the main chan
nel of organized activity within the 
Association itself toward the main 
great objectives of the campaign.

Now, let us look for a moment 
at the right side of this chart.

Here we find another channel of 
activity (C), leading to the com
mon goal. This represents the ac
tual advertising campaign conducted 
for the Association by the Black
man-Ross Company, of New York.

The trend of all activity in this 
division is immediately evident, the 
provision for thorough investigation 
(Ci) will at once be seen, the prep
aration of necessary literature (C2) 
has obviously been provided for.

(C3)
The campaign of advertising it

self is plainly the main channel 
of action, with the other activities 
contributing as complimentary parts 
and providing a sound foundation 
'for the campaign. There is in
volved, above all else, the necessity 
for clear vision in connection with 
the policy of appeal. It must so 
present the TRUTH concerning 
canned foods and the methods of 
producing them, that canned foods 
shall win in every home the friend- 
they deserve.

Following this clear thinking, 
and consequent determination of 
advertising policy, there comes the 
actual producing of text and illus
tration designed to best carry out 
the general purposes in view. 
Furthermore, mediums must be se
lected which shall best carry these 
messages to the greatest number of 
people of the kind we wish to 
reach, and all the activity incident 
to getting the campaign under way 
and keeping it moving in an effic
ient. business-like manner along 
lines definitely decided upon at the 
outset, is involved in the work re 
presented by this side of the chart.

So much for the whole organ
ization. The activities of the 
Bureau at Washington will be of 
the greatest importance as that will 
be the ¡»oint of contact for the en- 
11 re industry.

THE MEDIA AND THE PRICE

Referring to the actual produc
ing of the advertising material, we 
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again approach an interesting phase 
of the job. The money, first of all, 
to pay for the campaign will be 
raised by the assessment plan—so 
many cents per case on all goods 
produced under the Association’s 
inspection service. For at least 
three years it is contemplated that 
about $500,000 a rear will be in
vested.
NEWSPAPERS PAVE WAY KOR OTHER 

MEDIA

A second point is the me
dia: the drive has begun in the 
newspapers, in order that quick ac
tion could be obtained, and will 
continue in the dailies until Janu
ary, when space in national maga
zines will be used. This gives the 
papers a clean two months period 
in which to prepare the field for 
the general periodicals to come. In 
this group will be included prom
inent national weeklies and month
lies, particularly the women’s pa
pers; farm publications, to reach 
the growers of the country, but 
approaching them both from the 
standpoint of consumers and as 
producers of the crops which are 
the foundation of the canning in
dustry. Class publications will be 
used to reach the hospital, dietetical 
and medical fields, and trade pa
pers representing the canning in
dustry will also be utilized.

The advertising will carry defin
ite references to the inspection sys
tem maintained by the Association, 
which assures uniform practices 
of the most up-to-date, sanitary and 
in every way desirable kind. Stand
ards of practice are set up, and the 
inspection system assures their ob
servance. Ultimately there will ap
pear on each can of food prepared 
by canners supporting this move
ment a certificate of character. It 
will be some months before the 
industry is ready to exploit the 
certificate, and in the meantime the 
advertising will lay a secure foun
dation for such exploitation so that, 
when the time is ripe, the one thing 
the housewife will want to know is 
how she can identify food produced 
under this modern system. She will 
then be told of the certificate, and 
if will be exploited in many effec
tive ways. With the certificate and 
a knowledge of what it means firm
ly established, the advertising will 
develop into strong merchandising 
mt ssages, backed by the increased 
good will already won.

HINGES ON A SLOGAN

The slogan of the campaign is, 
“The Miracle on Your Table,” and 
thi ; slogan crystalizes the thought 

that will be behind all advertising. 
This thought is that canned food 
of today is literally a modern mir
acle inasmuch as it brings to us, 
wherever we may live, the finest 
products of the world’s markets, 
gardens, dairies and fisheries which 
we are privileged to have on our 
table at any season of the year. It 
is believed that once canned food 
is really appreciated for what it 
is, the objectives of the campaign 
will come as a natural course.

Also, the scientific work con 
ducted by the Association through 
fully equipped laboratories, staffed 

SYSTEMS BOND
‘ TheRag-contentLofi-driedPaper  al the Reasonable Price"

AN IMPORTANT ADVERTISING MESSAGE
is often overlooked in sending out your mail.

Some men know all about their product, but unfortunately 
in their work of selling the) miss many sales—because— 
they credit prospects and customers as well as their sales
men with an equal amount of knowledge.

Many Sales Managers seldom allow’ a letter to go out that 
does not contain a simple yet forceful sales argument pre
pared in the form of a leaflet for an enclosure.

ADD PRESTIGE TO YOUR MESSAGE.
When you send out a sales message give it every chance 

, to win. Do not send it on a letterhead or leaflet that will 
not be a credit to your firm.

Imagine the National City Company sending out a sales
man, dressed in a ten dollar suit, to sell a million dollar issue 
of Bonds. It is just as important for your message to be 

i well dressed as it is for any of your salesmen, and you will 
always be sure of this if you use SYSTEMS BOND.

Write us for samples of neatly designed enclosures printed 
on SYSTEMS BOND.

Eastern Manufacturing Company
General Sales Offices:

501 Fifth Avenue New York
Mills at Bangor and Lincoln, Maine

by specialists, is at this time un
known to the public although wide
ly recognized in scientific circles.

Therefore, this great advertising 
machine has been constructed, as
sembled, oiled and polished so that 
the power it generates will com
municate these important things to 
the customers and prospective cus
tomers of the American canning in 
dustrv.

London Office for Chicago “Tribune”
A new advertising office is being es

tablished in London by the Chicago 
Tribune.
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Sydney K. Clarke New Secretary for 
New York Advertising Club

Announcement is made by George \V. 
Hopkins, President of the New Y'ork Ad
vertising Club, of the election of Sydney 
R Clarke as the club's new Secretary 
succeeding Frank L. Blanchard whose 
resignation is recorded elsewhere in this 
issue. Mr. Clarke has had a vast experi
ence in the world of business and adver
tising.

New York Purchasing Agents 
Association Hold Dinner

The Executive Committee of the New 
Y'ork Purchasing Agents’ Association 
held a dinner in the private dining room 
of the Bush Terminal Sales Building, 
December 23rd.

ELEGANCE
STERLING "ADPLATES" POS
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attention of the pur
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The Way to Better Advertising
How Advertisers May Help to Upbuild 
the Industry and Also Sell More Goods

By HARVEY
Director, Bureau of Foods, Sanitation

I HAVE been in the advertising 
business now for about fifteen 

years. I think I have one unique 
distinction. My activity in adver
tising has not been in soliciting 
copy, nor in writing it, but in keep
ing advertisements from being 
printed. In that respect I have had 
great success, as you may easily find 
out by talking with some of our 
advertising solicitors.

Just the other day came a beau
tiful full page color advertisement 
of cocoa. This, measured by the rates 
charged by our magazine, meant 
a very tidy sum to the exchequer, 
which, indeed, would be very ac
ceptable at the present time of 
strikes among the printers and the 
hunting of new places for printing 
the magazine. I have no objection 
to advertising cocoa or chocolate 
for the use of grown persons. This 
particular advertisement pictured a 
fond and happy mother bolding in 
her left hand a delighted babv and 
in her right a spoon full of cocoa 
just ready to drop into the waiting 
and expectant mouth of the baby. 
I have perhaps a very foolish no
tion that milk is the only suitable- 
diet for an infant and that a bev
erage which contains an active al
kaloid particularly inimical to the 
nerves of an infant should be dis
carded from the infant dietary. It 
was “good-bye” to a big advertising 
fee.

My first work in this line was 
in helping to censor the advertising 
in the Journal of the American 
Medical Association. Some fifteen 
years ago it was decided by the 
directors of that magazine to ap
point a council of pharmacy and 
chemistry for the express purpose 
of passing upon advertisements of
fered for the pages of the Jouma! 
Nine experts were chosen on differ
ent specialties. I was the one 
chosen for the food advertisements. 
An extra copy of the Journal was 
sent to each of the nine members 
of the council with the request to 
blue pencil any advertisement the\ 
found therein which they t hough I 
was not up to the proper standard. 
The editor was amazed to find that 
practically every advertisement car 
ried by them was blue pcncillol.

Abstract of an address to the Poor Richard 
Club, Philadelphia, at their November meeting.

W. WILEY
and Health of Good Housekeeping.

It looked like a huge loss of reve
nue and the directors experienced 
for a time a severe chill in their 
pedal extremities. Nevertheless, 
they decided to take a chance. The 
result is today an advertising pat
ronage three or four times as large 
as it was fifteen years ago, and 
every single one of which has 
passed the lynx-eyed council of 
pharmacy and chemistry.

WE LIKE GOOD COMPANY •

Advertisers are human beings; 
they like to be found in good com
pany. If you go into a city and 
build a beautiful house on its east 
side, for instance, or anywhere 
among the slums, you will find 
great difficulty in renting it to any
one or in selling it. The house is 
all right ; it has marble steps, white 
enameled bath rooms, brilliant elec
tric lights, polished oak floors and 
a pleasing exterior, yet no one 
wants to live there. The man who 
has something good to advertise 
does not care to see his advertise
ment next door to Dr. Quack’s Vi
tal Essence, with a certificate from 
one of his patrons which runs as 
follows :

“Dear Dr. Quack: My mother
in-law was at death’s door ; she 
took two bottles of your remedy 
and it pulled her through.”

The man therefore, who has a 
good thing to advertise seeks good 
companionship for it. When he 
finds a newspaper or magazine that 
refuses to print lying or deceptive 
advertising, there is the place he 
wants to go.

The great trouble with food ad
vertising is not so much that the 
foods are not good, but that such 
wholly extravagant and impossible 
claims are made for them. Almost 
every food proprietor has a little 
"Way to Wellville” all his own. 
The strong point in all this ex
travagance is to decry all competi 
tors. I, for one, am not in favor 
of giving coffee to children, and 
especially to infants, but if a grown 
person desires to take a little ex
cellent aromatic coffee or tea I 
should not like to deprive him of 
seeing an advertisement which 
would lead him to get what he 
wants. W hen I see a man trying 
to sell another beverage by knock
ing coffee or tea I consider that 
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his literature is unethical and should 
not be countenanced. We have two 
fundamental rules which we apply 
to all food advertisements in our 
magazine. The first is. the adver
tisement should tell the truth. The 
second is, that he should not de
nounce any competing product.

I'he very yvorst form of adver
tising, in my mind, is that yvhich 
strikes at the very cdadcl of life, 
health and welfare of the individ
ual. I have not looked through 
the Philadelphia neyvsp''pers this 
morning, lint I did cut a lot of dis
reputable advertisements out of the 
newspapers that I read on the train. 
Knoyving the town from yvhich I 
came. I need not tell you where 
these neyvspapers yvere printed. I 
have here a double hand full of 
them, every- one of yvhich is un
truthful, deceptive and harmful to 
the victim. I have here four dif- 
t erent advertisements to promote 
digestion each one of yvhich claims 
io be the only remedy for acid 
stomach or gas on the stomach 
knoyvn to humanity- Here is an 
advertisement yvhich seeks to con
vince the reader that he is ill. It is 
a typical one. I yvill illustrate it 
by saying, as iif I was the advertiser 
of the medicine:

"If you have a dark brown taste 
in vour mouth on rising in the 
morning it shows that your liver is 
jazzed. Then you must take Dr. 
Bull’s Essence of Bouillon three 
times a day until healed. Do not 
be discouraged if the first bottle 
does not effect a cure; your trouble 
is so deep seated that the second, 
third or fourth bottle is needed, but 
if you keep it up long enough you 
will be well. Price $1.00.”

When I read these which I hold 
in my hand, insuring you against 
influenza the matter begins to be 
pathetic. Not so much this year 
as it yvas last, yvhen so many thou
sands were dy ing daily of this ter
rible and unknown disease which 
had baffled the most skilled, yvisest 
and best of the medical profession. 
Hoyv utterly absurd it is to assume 
that someone who is probably not 
even a physician has discovered the 
sovereign remedy.

Just a feyv days ago I had a let
ter from a correspondent in Seattle. 
He told me he had discovered the 
real cause of influenza. It yvas for
maldehyde joined yvith another 
chemical. He said, “If you will 
only discover yvhat that other chem
ical is you and I will rid the yvorld 
of this dreadful plague and make 
untold millions of dollars.” The 
other chemical yvhich he wanted me 

to seek for was simple plain lye.
Even the religious press is not 

free from crimes of this particular. 
Some of the most deceptive patent 
medicine advertisements 1 have ever 
seen have been in the farm and re
ligious journals. Naturally the har
vests yvlrch are gathered bv quacks 
in agriculture, religion and politics 
depend altogether on the crop of 
suckers, of yvhich it has been said 
that one is born every second.

THE DUTY OF THE PRESS

It is the duty of the press to set 
its face firmly against being a party 
to this deception. It is bad enough 
yvhen it leads to empty pocketbooks 
on the one hand and full pocket
books on the other, but it becomes 
a crime of the deepest dye when 
the victim is led to neglect proper 
medical treatment in the vain hope 
of securing relief from the quack 
remedy. It is a thousand times 
worse to sacrifice human life for 
gain than it is property.

The advertising clubs of the coun
try have done much to remedy this 
harmful practice. There are many 
magazines and neyvspapers that re
fuse to carry certain kinds of ad
vertisements for sexual diseases. 
Just now there is a great recrudes
cence in the advertisement of rem
edies containing alcohol. Alcohol 
is deemed by a great body of physi
cians as an entirely useless remedy 
and generally a harmful one. It 
has been left out of the present edi

The Indianapolis News is a man’s 
paper. It is read by the men of 
Indianapolis. It is used by those 
advertisers who want to get their 
message to the men of the Indian
apolis Radius.

Send for a copy of “The Man’s Paper of 
Indianapolis.” It will interest you. 
Copies available at New York or Chicago 
offices or at The Indianapolis News.The Indianapolis News

New York Office FRANK T. CARROLL
DAN A. CARROLL Advertising Manager 

Tribune Bldg, 

tion of the U S Pharmacopoeia on 
the ground that it is no longer suffi
ciently used in medicine to yvarrant 
its retention. Until the regulations 
lor the enforcement of the prohibi
tion act are in full force there yvill 
be a fertile field for selling alcohol 
muler medicinal auspices. Fortu
nately- there is also a very large 
number of newspapers and maga
zines yvhich refuse to carry medici
nal advertisements of alcoholic 
preparations.

In many cities the advertising 
club has a board of censors, yvhose 
duty it is to look after the adver
tisements carried in that city and 
to carry- to the proprietors of the 
newspapers their objections to the 
printing of such advertising ma
terial. '1 he clouds yvhich obscured 
the ethical sun from the advertising 
fields of newspapers are gradually 
fading and many patches of blue 
sky are already visible.

I congratulate the advertising 
clubs of America on the great work 
they have already done and have 
tried to point out some of the tasks 
yvhich are still unperformed.

Ad Women “Break” Girls Into 
Advertising

A “junior league” for girls of New- 
Orleans, yvho are interested in advertis
ing, has been formed by the Women’s 
Advertising Club of New Orleans. The 
members are being formed into classes 
for talks on advertising and for advice 
as to the choice of subjects in school. 
Junior members are admitted to all gen
eral sessions of the club.

Chicago Office 
J. E. LUTZ 

1st NatT Bank
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Advertising Methods and 
Mediums in Italy

By Trade Commissioner H. C. MacLEAN, Rome

THE success or failure of an 
advertising campaign is gov

erned by the same principles wheth
er it is conducted at home or 
abroad, and there is no fundamen
tai reason why America’s genius for 
advertising should not produce re
sults in Italy as well as in the 
United States, provided the methods 
adopted are based upon a compre- 
1 ensiie understanding of the Ital
ian character and of Italian social 
and commercial life.

Advertising is essentially a psy
chological problem and must be 
studied objectively rather than sub- 
jectiveh. The all-important factor 
is the reaction produced upon the 
person to whom the advertising ap
peal is directed, and in the case of 
foreign countries this reaction may 
be quite the reverse of that pro
duced upon the person by whom 
Ihe advertisement was originated. 
Neither ideas nor phrases can be 
translated, and, consequently, the 
very best, straight American adver
tising will probably’ lose most of its 
effectiveness when pushed out from 
its home atmosphere into strange 
company. Successful foreign ad
vertising must be preceded b\' a 
painstaking study of the tempera
ment and habits of the people whose 
interest it is desired to stimulate,

Ninety Per Cent Renewals
For the fourth consecutive year 
over ninety per cent of the ad
vert i si ng contracts with THE 
ROTARIAN have been renewed. 
Could anything indicate more 
c learly the great advertising value 
of The Magazine of Service?
When an advertiser becomes sold 
on THE ROTARIAN he stays sold 

THE

ROTARIAN 
C/jc Magazine of Service

Published Monthly by the International .Association of Rotary Clubs
CHICAGO

! -fresentatwe, Wells W. Constantine Advertisiito Manager. Frank R. Jennings 
E. 17th Street, New York pio So. Michigan Ave., Chicago

( - at Britain, Titos. Stephenson. 6 So. Charlotte St. Edinburgh, Scotland 
MEMBER AUDIT BUREAU OF CIRCULATIONS

and having this basis to work upon, 
there is no reason why effective 
copy and pictures cannot be pro
duced.

MOST PROGRESSIVE ITALIAN CON
CERNS ARE ADVERTISERS

Generally speaking, advertising in 
Italy is still in an elementary stage 
of development. At the same time, 
there is an increasing tendency on 
the part of important firms to ad- 
\ertise, and there is every reason 
to believe that this tendency will 
gather momentum as time goes on. 
Peculiar as it may seem from the 
American point of view the great 
Italian commercial banks are among 
the largest advertisers, and on the 
billboards and in the newspapers 
and magazines their advertisements 
are ever present. In the industrial 
field advertising activity is by no 
means confined to a particular class 
of products. While certain popular 
brands of shoe polish are constantly 
kept before the public by means of 
advertising, the same is true of the 
output of the Ansaldo Co., the 
largest industrial organization in 
Italy, whose products, ranging from 
raw steel to finished steamships, are 
hardly adapted for popular con
sumption. In Italy opinions differ 
—some firms advertise and some do

because he has learned that the 
circulation of THE ROTARIAN 
is a one hundred per cent buying 
power circulation—51,000 copies 
of the January issue are being 
printed. T H E R O T A R I A N is 
growing rapidly in circulation and 
in the esteem of National Adver
tisers. 

not. It is believed, however, that 
among the advertisers will be found 
the establishments which are most 
aggressive, and those which are 
making the greatest progress.

In Italy, as elsewhere, it is of 
course, impossible to lay down any 
general rules for advertising which 
would apply alike to machinery and 
patent medicines. Presumably each 
article to be sold is designed to fill 
a particular human need and to 
possess certain advantages over 
similar products in the' satisfaction 
of that need. Each advertising 
campaign must be considered on its 
own merits, after a careful stud}' 
of the psychological factors in
volved in the distribution Of the 
particular commodity under consid
eration, anti of the advertising me
diums which are available-.
POSTERS EXTENSIVELY USED----NEWS

PAPER ADVERTISING

In comparison with other forms 
of advertising, posters are exten
sively used in Italy. In many cities 
billboards have been erected by the 
municipal authorities at favorable 
locations, including the railway sta
tions. In addition, the walls of 
many buildings are covered with 
posters extolling the merits of a 
new brand of vermuth, the ubiqui
tous shoe polish, or whatever it may 
be. These commercial appeals ap
pear side by side with the numer
ous official and political pronounce
ments. which aie read by the great 
majority. For articles of popular 
consumption, it is believed that pos
ter advertising can be made very 
effective, and this method has even 
been extensively employed in the 
campaign for placing a large bond 
issue of the Iha Co., the steel trust 
of Italy.

The Italians are newspaper read
ers (although it must not be for
gotten that a large percentage of 
the population is illiterate 1 -and 
many of their papers have a large 
circulation. In Italy, however, as 
in most continental European coun
tries, the newspapers bear little re- 
sembkmce to those that we are ac
customed to in America. Composed 
of four or in some cases of six 
pages, they contain little o'f what 
we would consider real news and 
much of what we would classin as 
editorial comment. The amount of 
advertising carried is small, but 
covers a wide range of commodi
ties, from patent medicines to rail- 
wav cars. Although it is a difficult 
matter to estimate the tangible re
sults to be obtained from newspaper 
advertising, for general publicity
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such publications as the C irriere 
della Sera of Milan should be val
uable, or, where it is desired to 
reach commercial circles, Il Sole, 
of Milan, which is the standard 
daily devoted exclusively to busi
ness interests.

POPULAR PERIODICALS AND TRADE 
JOURNALS—CIRCULAR LETTERS, ETC.

The American weekly or monthly 
magazines, which are so widely 
used as advertising mediums, find 
no real counterpart in Italy. Among 
the weeklies, L’Hlustrazione Itali
ano. Il Secolo Illustrate and II 
Monde circulate among the upper 
classes while La Domenica del 
Corricre. and similar publications 
selling for the equivalent of 2 cents 
a copy, are widely read. The 
monthlies are decidedly inferior, 
both in their make-up and in their 
reading matter, and occupy a posi
tion of little importance. On the 
other hand, there exists a well-de
veloped trade and technical press, 
among which most of the principal 
branches of industry are repre
sented — agriculture, machinery, 
electrical goods, textiles, chemicals, 
etc. The-e trade publications carry 
a considerable volume of advertis
ing. and there is every reason to 
believe that this advertising is 
worth while where it is desired to 
reach the dealer rather than the 
consumer.

Direct advertising by means of 
circular letters, 'folders, etc., is not 
widely used, and perhaps for that 
reason it might be especially effec
tive in certain cases.
ILLUMINATED SIGNS AND WINDOW

DISPLAYS—ADVERTISING AGENCIES

Illuminated signs, so popular in 
America, are still for the most part 
unknown in Italy, and it seems 
doubtful whether they will ever find 
a place. So far, moving pictures 
have not been used to any great ex
tent, but might well be; and this is 
also true of window displays, which 
should prove especially effective. 
After all is said and done the ar
ticle itself should he its own best 
sales developer. Furthermore, the 
Italian likes to see what he is buy
ing. and the more attractively an 
article is presented the better the 
chance of arousing his interest.

The machinery for the prepara
tion and distribution of advertising 
tv- terial. which is provided in the 
United States by the advertising 
agencies, does not exist in Italy. 
One firm. L’lmpresa Moderna, at 
Milan, specializes in the scientific 
study of advertising problems and 

in the preparation of pictures, copy, 
etc It does not, however, under
take to distribute the material 
which it prepares. There are a few 
agencies that control the privilege 
of soliciting advertising for small 
groups of publications, among 
which may be mentioned the Unione 
Pubblicità, which represents a long 
list of newspapers throughout Italy. 
But for the most part, the various 
periodicals receive their advertising 
direct, without making use of inter
mediaries.

Advertising an American spe
cialty, can render valuable service 

■i

THEY DIDN’T KNOW

NATURALLY as we receive a raft of business 
from the agents we must admit that we think 
they know all there is to know. Yet an agent 

wrote us the other day asking if certain equipment 
having to do with steam could be sold to the paper 
manufacturers. HE DIDN’T KNOW that this stu
pendous industry is the second largest user of steam 
power in the country; and we bet a flock of our 
advertisers don’t either. Yessir! the paper crowd 
sure use a bunch of steam and all the junk that 
goes with it. If you advertise boilers, stokers, 
pumps, packing, valves and the million and one other 
items that are used around a power plant you should 
certainly join our personally conducted tour to the 
buyers of this stuff in the paper mills. Write us for 
all the dope.

PAP
1.31 EAST 2.3 ST . N. Y. C.

Up to Jan. ist you can buy 420 inches ot adverti - 
in< space for $210. A good investment, say we.

t

in connection with the introduction 
and establishment of American 
merchandise in Italy. However, as 
is also true with reference both to 
goods and to selling methods, it 
must meet the local requirements, 
no matter how peculiar they mav 
seem from the American point of 
view. One must be prepared to 
learn from his prospective custom
ers and to give them what they de
mand rather than to assume that 
what is good enough for the United 
States is good enough for the rest 
of the world.—From Commerce Re
ports.
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Successful Salesmen Are Saving 
Salesmen

(Continued from page 4) 
reived a telegram reading: “Where 
is my salary check of last month?” 
To this telegram we made no reply. 
Finally, one day when I went to 
my office, I found this salesman 
waiting for me. He was very red 
in the face. Before my arrival he 
had been to the cashier and asked 
zbout his salary, but as I had posted 
the cashier he had answered him 
smilingly without giving him any 
definite information. I let him tell 
his story about how he had been 
inconvenienced by the lack of mon
ey. Finally, when he stopped to 
catch his breath, I cast the remark: 
“Our cashier is just like you. He 
is a good cashier, just as you are 
a good salesman, but sometimes he 
is just a little careless about send
ing out salary checks, just as you 
ere careless about replying to let
ters. even from the president of the 
company.”

WHY THE CASHIER FORGOT
He looked at me and then he 

said slowly: “Did you tell that 
cashier not to send my salary?” I 
answered very slowly and gently 
that I was accustomed to getting 
answers when I wrote our salesmen 
asking questions and that when the 
answers did' not come, then the 
cashier forgot to send checks.

“I’m on,” he said. . “I zvill go out 
and answer your letters and tell 
that cashier to give me my check.”

We never had any trouble with 
this salesman afterwards. He not 
only continued to sell a large vol
ume of goods but he managed 
somehow to answer all the various 
letters from the several depart
ments.

Procrastination is one of the 
worst bad habits any business man 
can have. Always being late is 
simply a bad habit. A salesman 
who is late in keeping his engage
ments with people in the house 
does not keep his engagements with 
hi customers. Being tardy is a 
bad state of mind. It is careless
ness of the rights of others. Have 
you ever seen a committee or a 
board of directors sit waiting for a 
tardy member (and it is always the 
same member who is tardy) ? I 
remember I was on one board of 
directors where a certain man was 
always late and then he had the 

nerve when he came in to take out 
his watch and remark: “Well, gen
tlemen, let’s get down to business.” 
He happened to be a large stock
holder in the company, but one day 
the chairman of the board ‘‘blew 
up" and said a few things that 
would not look well in print.

Practically all houses of any size 
these days send their salesmen Gen
eral Letters. These letters should 
be read and studied on the trains. 
You should carafully study the pol
icy of your house. You should try 
to figure out why they are doing 
certain things. Every salesman 
should keep himself in training to 
be a sales manager himself and best 
way to do this is to carefully study 
all the letters, pamphlets, booklets, 
catalogues, General Letters and 
other literature you receive. You 
should even memorize good sen
tences and paragraphs for future 
use.

KEEP YOUR ENGAGEMENTS

A habit that the salesman should 
form early and one that he should 
stick to all the time that he is on 
the road is to try if possible io 
keep his postal card engagements 
with his customers. If for any 
reason you are delayed you should 
immediately write your customers 
another postal card advising them 
of the delay and making another 
calling date. Nothing is more irri
tating to a merchant than to hoH 
an order for a salesman and have 
this salesman delay his call or never 
turn up.

Some salesmen dodge the settle
ment of claims. The handling of 
claims, of course, is disagreeable 
work, but often a salesman can 
settle claims with less danger of 
losing the account than there is in 
having the customer correspond 
with the house on the subject. Un
fortunately, differences between the 
house and the customer will arise 
and it should be part of the equip
ment of a good salesman to settle 
such differences. The manner in 
which a good many salesmen settle 
claims is, of course, a joke in the 
house. They can only see the cus
tomer’s side of the argument. When 
this is constitutional with the sales
men it shows a decided weakness. 
A salesman should always remem
ber that he is the representative of 
his house. He should not conduct 
himself so as to merit the definition 

of salesmen as given by a certain 
merchant. He called them “an or
ganized army of purchasing agents 
for their customers.”

WE don’t WANT TO WORK
Let me conclude by saying that 

my experience leads me to believe 
that the average man does not want 
to work and will not work unless 
he is compelled to do so, either by 
want or ambition. This fact is 
borne out in all history. In the 
ancient world, most of the work 
was done by slaves. The best 
people were warriors and hunters, 
but they would not do any work. 
They captured their enemies and 
made them build such works as the 
pyramids. In Rome, only bond-men 
worked. This idea in regard to 
work went all through the Middle 
Ages. In Russia the serfs did 
the work. In England it was the 
fashion to go into the church or 
into the army, but you could not 
keep jour social standing if you 
went into trade. All aristocracy 
in the history of the world has 
been based on the idea of letting 
the other fellow do the work. Of 
course, in modern times, there has 
been a change. V\ e have found 
out that our greatest happiness 
comes from work. We have learn
ed that to be idle sooner or later 
means trouble. The nations in the 
last hundred years that worked are 
the nations that have made prog
ress. The United States has pro
gressed because we have been a na
tion of hard workers. We have had 
no humorous aristocracy and almost 
everybody has had work to do.

Now, of course, the pendulum is 
swinging back. Labor is getting 
tired of working. Labor wants 
shorter hours. As a matter of fact 
what is back of this is the age-old 
desire of man to shift the work on 
somebodv else. The Indians let the 
wonjen do the work. The cannibals 
in the South Sea Islands lived a 
most delightful life, their hardest 
work being to be massaged about 
three hours every day. Curious— 
isn’t it—to read that the Marques
ans, who were the most beautiful 
race physically that the world has 
produced, were massaged for sev
eral hours even' day with cocoanut 
oil ?

One of the best ways I have 
found to make work easy is to turn 
work into a game and then have 
everybody playing the game to win.

The roads to success are not run by the R. R. Administration. Truly, not chains of enchantment.
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Some intermediary, he is.

SALM*-

“There’s a reason” v'hv the sales manager sometimes fails to write.

The way to apply this to salesmen 
is to compare the results of each 
salesman every month with other 
salesmen. This means competition 
and when you get a force of sales
men competing with each other 
then there is a lot of fun. Of 
course, in addition to the fun there 
should be substantial rewards for 
the successful men. When tired 
salesmen with bad habits are put 
up against a real competitive sys
tem, they either change their habits 
or they resign.

We are all complaining of the 
high cost of living. Work is the 
only thing that can possibly reduce 
this cost; yet we all want to do less 
work, thinking that through some 
form of economic alchemy, we can 
without hard labor obtain that 
which all human experience has 
proved can be obtained only through 
hard labor. A current writer has 
summed up the present situation 
succinctly thus:

‘‘Imagine a family living in 1880. 
There is a father, a mother, two 
sons, and a daughter. The parents 
each work twelve hours a day, and 
the children each ten. In a week 
the family has accomplished what 
would be 374 hours of work for a 
single person. Their recreations 
consist in going to church on Sun
day, in occasional walks or buggy 
rides on a moonlight evening, or 
in a little skating, coasting, and 
sleighing in the winter, with a lim
ited amount of sweethearting for 
the young people on Saturday and 
Sunday nights only. All this costs 
practically nothing. Here is a typical 
picture of today: In a similar fam
ily the father and older son work 
forty-four hours a week, the mother 
forty-two hours a week, the young
er son and daughter not at all. 
Their total weekly output amounts 
to 130 hours of work for a single 
person, or a little more than a third 
that of the 1880 family. Their us
ual diversions are expensive clothes, 
dining out, theatres, movie shows 
and automobile trips, costing them 
weekly tire pay for about thirty-five 
hours of work. This leaves some 
ninety-five hours of work to sup
port them, or about one-fourth as 
much as in the case of the other 
family. In the main they are hap
py. but they are ven’ much worried 
about the high cost of living.”

Magazine Absorbs Bates Service
The Bates Advertising Service, New 

York, well known among retail advertis
ers, has been taken over by the retail ad
vertising department of the Dry Goods 
Economist, New Y’ork, and will be issued 
as a part of the Economy and Merchant 
Services of that magazine. The announce
ment says that the Bates service has suc
cumbed “to the greatly increased cost of 
printing, engraving and electrotyping.”

Apropos of the Shortage of Newsprint
Paper

One explanation for the shortage of 
newsprint paper may be had in the claim 
that a large percent of the “silk” stock
ings now being sold in the United States 
and exported at the rate of 15,000,000 
pairs a year to foreign countries are 
made out of woodpulp, the same sub
stance which forms the basis of news
print paper.

The Important Part Business Papers 
Can Play In an Advertising Campaign

As Evidenced by the Lesher, Whitman & Co. 
Campaign Which LTsed the Domination Method 

By HAROLD A. LEBAIR

IN studying and planning the ad
vertising and merchandising 

problems of any manufacturing or 
selling organization, one of the 
three, and usually the primary one 
of the three general classifications 
to consider, is the trade side of the 
problem.

The presentation of your message 
to the trade, the supplying of helps 
to the trade through which they 
can present your message to tire 
consumer, and your direct mes
sages to the consumer, are all very 
important parts of a big National 
campaign.

But there is nothing more fun
damental than the carrying of your 
message to the trade, and many 
small advertisers, those just start
ing, must use this method before 
they are ready to take on the prob
lem of consumer advertising.

Firstly—the better and more rep
resentative business paper publish
ers in their respective fields are able 
to be of material assistance to ad
vertisers and advertising agencies 
in supplying them with helpful in
formation and cooperation regard
ing fundamental sales details when

Productive Advertising
A Logan, Utah, furniture dealer states 

that by placing a popular make of 
graphophone in a barber shop and by so 
doing furnished entertainment to cus
tomers, resulted in a $30,000 business in 
his phonographic department

Others Should Take This Tip
THE INTERNATIONAL DISPLAYS CO. 

CLEVELAND, OHIO
Chicago, Ill.

December 16, 1919. 
Advertising & Selling Co.

Please enter my subscription for Advertising 
& Selling, starting with the first issue of 1920:

Roy McGee, Room 614, 333 So. Dearborn St., 
Chicago, Ill.

I find Advertising & Selling of great value 
to me in my work selling Cardboard Window 
and Counter Displays, and having missed a few 
issues because the newsstand had sold out, I 
take this means of insuring receipt of every 
copy.

Please send me the bill and I will remit.
Sincerely yours,

Roy McGee.

studying their problem in a prelim
inary way. The work that has been 
done by the Associated Business 
Papers and the American Associa
tion of Advertising Agencies is 
more and more making the up-to- 
the-minute business paper publisher 
place the knowledge and experi
ence of his organization at the dis
posal of advertising agencies and 
advertisers in a cooperative way 
with the result of more advertising 
for the business papers because 
they are getting better advertising 
when it is prepared by a represen
tative agency, and hence more fruit
ful advertising with the final natu
ral increase in volume.

The campaign of Lesher, Whit
man & Co. on their Granite Double
End Men’s Lining Fabrics is a 
concrete evidence of the above gen
eral statements.

Lesher, Whitman & Co. have for 
some years manufactured lining 
fabrics for men, as well as fabrics 
for women’s garments and draper
ies. upholstery, etc.

Beginning in 1919 a careful study 
of conditions in the men's lining 
field was made.
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A Coat That Holds
Its Shape

“Saigk EraT bungs bel the itmgth and fanne» to retain 
the opinai outhm oi the pnnenl It taka a Inuog of body 
Mid aabattMca to bafLcp permanently the ihapellnus that 
underlie the style oi a coat Such a fining a

COAT LININGS
The exclusive ind inimitable comtnxtsoo oi tfa lma< explain 
its nipet-exceUencr oi quality. Each “filling thread a laid 
Ova tux (not aoe) and under two (not ooe) warp threads, 
producing a weave d body and beaiMy that holds the ganneat 
up and always appears no* to the last day.
Su additional openttam are embodied in the coniUucUoa 
oi Granite Doubt End. But the remlu fusbiy the paua 
1nrL-w-ent colorings will be the vogue thn leasan. Granite 
Doubt End tn true-dyed color comfarabatu a the only lining 
fabric drat matrfas ha/mcauouily the seasonable cloth patterns.

LESHER, WHITMAN & CO., Inc.

Great«v reduced full page trade journal advertisement of Lesher, Whitman & Co. An 
u-ual illustration is secured in this case by enlarging a swatch of cloth six times, though 
striking effect is lost in the reduction.

As a result many interesting facts 
were developed through the cooper
ation of certain members of various 
business paper organizations, as 
well as through independent inves
tigations of our own. This united 
investigation enabled the manufac
turers to find market possibilities 
for their double end men’s linings, 
and a keynote argument was found 
in the construction of the fabric, 
setting forth as their goal the mak
ing of this lining fabric the uni
versal men’s wear lining.

A campaign of dominant space 
wifi technical messages that the 
trade understood, talking in the 
bmyuaqe of the trade in leading 
publications in that field was 
planned.

DOMINATION IN TRADE PRESS

F ght here, I wish to emphasize 
I he fact that domination and suffic
i' i t use of advertising space is just 
as vital, if not more vital, in ad
vertising in a trade publication, 
than in consumer publications.

The leading trade publications 
wer : chosen and it was figured out

un
the

how much space was necessary to 
dominate in the second paper on 
the list, in the third paper on the 
list, and they went as far as their 
appropriation would permit in the 
number of papers used, but in 
every instance insisted on using 
dominating space.

For example, a series of page 
advertisements in one daily trade 
publication was ordered—the pub
lisher of this paper came to see the 
advertiser and asked if he did not 
feel that it was proper to use the 
smallest units possible with greater 
frequency, as he felt it was too 
wasteful to use pages in his publi
cation, it had never been done.

/Xs they were desirous of getting 
the smashing effect of this domin 
ant advertising, however, they re
tained their page schedule, with 
the result that the publisher of the 
paper himself was dumb- founded al 
the immediate response which was 
received.

While the unique copy and illus
tration which took the trade into 
full confidence as to manufacturing 

details, was a very important con
tributor to the success of this cam
paign, I believe that the fact that 
the goal which it was not antici
pated could be reached in two years’ 
time was reached in less than six 
months, is due in a large measure 
to the use of page space in this 
one publication and big units of 
space in all of publications used.

THE RESULTS

In less than six months’ time 
every clothing manufacturer in the 
United States (with a few excep
tions) were using Granite Double 
End Linings in their garments. 
Apart from the mercantile success 
of these linings, two very tangible 
results were achieved by this cam
paign—one is a new and better ap
preciation of advertising on the 
part of those connected with the 
campaign; the second is the better 
appreciation of the value of his own 
publications on the part of the pub
lisher and his organization as evi
denced by the number of other ad
vertisers, who, as a result of this 
campaign, are now using a page, or 
in any event, large space units in 
this publication with tangible re
sults.

A study of the reproduction 
shown herewith of one of the page 
advertisements in this campaign is 
self-explanatory as to the way the 
copy thought was handled in this 
campaign.

One point that I have not men
tioned, but which should not be 
overlooked, is the fact that it is 
also not only possible but very de
sirable to use even consumer pub
lications from a trade standpoint in 
the Lesher-Whitman campaign. A 
large national weekly was one of 
the publications on our list used 
primarily for its trade influence and 
only secondarily for its consumer 
influence, but the results from this 
publication have been just as tan
gible in their trade results as have 
been the results from out and out 
trade publications.

Look What Santa Brought Us.
CHARLES C. SPINK & SON

St. Louis
December 17, 1010.

I .ditor. Advertising & Selling.
Lt so happens that very little recognition is 

shown at times of one’s efforts.
After looking over a copy of your issue of 

December 13, and having noticed the tremendous 
improvement and development of the interest
ing articles contained in your publication, may I 
extend to you my bit of congratulation on get
ting out such a fine paper. I am sure that you 
ne going to enjoy the success that you justly 
deserve.

Respectfully yours,
Charles C. Spink & Son.

J. G. Taylor Spink.
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As to Women Readers

“Leslie’s is being read more and more by women—not the ‘ham
mock’ variety of women, but thinking women, the kind of women 
who are heads of families, who influence other women, the type 
of women 11 ho would be interested in the advertising of reliable 
merchandise.

“W ith its many informative articles and reports from staff cor
respondents, and with its far-famed Pictorial Digest of the 
World’s News, Leslie's has a forceful appeal to intelligent men 
and women readers, and is used as a text-book on current events 
in many schools.”

“But it is also true,” added the Leslie’s man, “that over go per 
cent, of the copies of Leslie’s issued every’ week go direct into 
homes, which means that a news and pictorial journal like Les
lie’s is read by every member of our half-million families.

T. K. McIlroy, Advertising Manager P. F. Buckley, Western Manager 
225 Fifth Avenue, New York Marquette Building, Chicago

An Aoa'M"

Typical pages from recent issues of Leslie’s having a direct interest for women readers.

WE recognize the fact,” said the Advertising Agent, “that 
Leslie’s is especially interesting to the man of action.”

"That is true,” replied the Leslie’s representative. “A very con
siderable proportion of the subscribers to Leslie’s are business 
and professional men.

“With the changing status of woman, there is a great need of a 
publication that interprets public policies, current events and 
trends of thought. Intelligent women who want to keep abreast 
of the times are reading Leslie’s. Since the passage of the Fed
eral Suffrage Amendment, the number of Leslie’s women sub
scribers has materially increased.

•V

Illustrated Weekly Newspaper

A Blue List Circulation in a Half-Million 
American Families
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Ross-Gould
R^diling ■

I isTs St. Louis

» Training ^òr/luthorship

tu

Ho'V to virile, vJhal to vJritc, 
and vVhere to sell.

Cultivate your mind. Develop 
you»-literary gifts. Master the 
art of seip express ion. Make 
your spare time profitable. 
Turn your ideas into dollars.
Courses in Short-Story Writ
ing. Versification, Journalism, 
Play Writing, Photoplay 

. Writing, etc., taught person
Dr. EsenxVein ally by Dr. J. Berg Esenwein, 

for many years editor of Lippincott’s Magazine, and 
a staff of literary experts. Constructive criticism. 
Frank, honest, helpful advice. Real teaching'.

One pupil ha» received over $5,000 for »tone# and 
articles written mostly in spare time—“play work," he 
calls it. Another pupil received over $1,000 before 
completing her first course. Another, a busy wife 
and mother, is averaging over $75 a week from 
photoplay writing alone.

There is nq other institution or agency doing so much 
for writers, young or old. The universities recognize 
this, for over one hundred members of the English 
faculties of higher institutions are studying in our 
Literary Department The editors recognize it, for 
they are constantly recommending our courses.

We publish The Writer'» Library. We also publish The 
Writer'» Monthly, especially valuable for Its full reports of 
the literary market. Besides our teaching service, we offer a 
manuscript criticism service.

150-pagc illustrated'catalogue free

Tfie Home Correspondence Schoo!
Dep't. 37 Springfield, Mass.

By Specifying

REX OFFSET
Your lithographer is as
sured maximum production

REX PAPER COMPANY
KALAMAZOO MICHIGAN

SAMPLES SENT ON REQUEST

Retail Advertising Percentages
The Alert Syndicate Service, Chicago, 

has issued a 64-booklet called “Reprints,” 
which is a collection of articles on re
tail advertising, written by I. R. Parsons, 
advertising manager of Carson Pirie 
Scott & Company, Chicago, and re
printed from the subscribers’ portfolios 
of the Alert service. Following are ex
cerpts from the booklet—

“What are the rules for good copy? 
There are none but these—First have a 
thought, then put it in a few well-chosen 
words. Think much, write little.”

“White space and typography, copy 
and illustration are concrete considera
tions in an advertisement by which to 
measure results. The advertiser who 
crowds into a given space item upon item 
until the sides of 'the advertisement seem 
almost to burst pays for his ‘economy’ 
in the lessening of good effect, one of 
the biggest elements of pulling power 
any advertisement can have. You can’t put 
two quarts into a one-quart measure.”

The booklet includes a chart of per
centage figures which are based on the 
gross retail sales and include newspaper 
advertising, direct-by-mail and other 
forms, as well as donations and display 
window expense. The chart is to be 
used more as a guide than as an iron
clad list of advertising costs on which 
appropriations should be based. Local 
conditions and individual needs and aims 
will affect the percentages given. The 
chart as given in the booklet is as fol
lows—

Yard Goods and Accessories
Advertising

Department Percentage
Silks and Velvets................................ 1V2
Dress Goods ....................................... 2
Wash Goods .......................................... t-A
Laces and Embroideries..................... I
Ribbons ................................................ I
Trimmings .......................................I
*Notions and Dressmakers’ Supplies..!

Dress Accessories
Veilings ................................................
Gloves .................................................. 1)4
Handkerchiefs ...................................... 1)4
Women’s Neckwear .............................I

Hosiery' .................................................2
Knit Underwear (cotton or wool)...2
Knit Underwear (silk)........................3
Parasols and Umbrellas........................3
Jewelry .................................................3
Hair Goods . .......................................... 4
Leather Goods ...................................... 3
*Toilet Articles ...................................2

Household Lines
Furniture (including pianos, etc.)....5
Linens ....................................................IA
Carpets and Rugs .............................. 3
Blankets, Bedding, etc....-............... 3
Lace Curtains ..................................... 3
Art Needlework ...................................1)4
Silverware .............................................3
China and Glassware.......................... 3
Trunks and Bags................................. 4
Housefurnishings ................................ 4
Books ....................................................3

Ready-to-Wear Apparel for Women 
and Children

Women's and Misses’ Suits................ 3
Women’s Dresses ................................ 4
Girls’ Apparel ......................................3
Women’s and Misses’ Coats................ 3
Shoes ....................................................3
Waists .................................................. 3
Separate Skirts ....................................3
Millinery (in season)...........................3
Petticoats .............................................2)4
Lingerie .................................................2)4
Negligees .............................................. 3
Infants’ Wear ......................................2)4
Corsets ...................... ............................3
Furs (in season)..................................3

Ready-to-Wear Apparel for 
Men and Boys

Men’s Clothing ....................................5
Boys’ Clothing ..................................... 4
Men’s Shoes ......................................... 3
Men’s Furnishings .............................. 3
Men’s Hats ...........................................4

Restaurant ..............................................1)4
Groceries and Meats..............................I

Total Advertising Cost.................... 2%
This figure, being reduced by business 

done by departments not advertising, will 
undoubtedly come within the 2)4 percent 
limit. Departments marked with an 
asterisk (*) are often used for promo
tion purposes. In this case any definite 
advertising percentage would be hard to 
estimate. Such departments as restaurant 
and groceries are really promotion and 
service departments. They seldom make 
money. The advertising percentage de
pends, therefore, on how far a store 
wishes to go to attract attention through 
these departments in the theory that they 
will bring business to the store generally.

Spark Plug Campaign Expands
The Porter Spark Plug Company of 

Chicago is to extend its advertising cam
paign into other cities, following a very 
successful campaign which has been con
ducted in Chicago. Cleveland is likely to 
be the next city to be included in the 
Porter advertising list. The advertising 
is placed through the Brandt Advertising 
Company, Hartford Building, Chicago.

Gives Hotels Advertising Advice
Harry C. Moir, president of the Hotel 

Morrison, Chicago, in an interview in the 
Nezu York Hotel Review, summarizes 
that hotel’s publicity method and offers 
his advice to other hotels. "Advertise," 
he says, “only- what you can deliver. Use 
good mediums and turn down all others. 
Choose your advertising manager as care
fully as you do your chef, and then leave 
it to him.”
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SELLING to the WHOLE WORLD
THE THEORY THE PRACTICE THE RESULT

You, in common with thousands of other Amer
ican manufacturers, have long dreamed of the day 
when your products would find their rightful place 

i in foreign markets—when you would help make 
American products familiar to every merchant in

I the civilized world.
You KNOW that now is the time to make that 

dream a reality!
You KNOW that your product is right for foreign 

consumption—or can be made right!
You KNOW that at last, America has a Merchant 

Marine plying the Seven Seas!
Bui
Do you know the conditions to be encountered in 

these alluring new markets—the buying hab
its of the people, their commercial ethics, their 
merchandise requirements ?

Do you know how these conditions will affect the 
marketing of your own particular product?

Do you know what American Manufacturers have 
already accomplished in these markets, so that 
you can benefit by their experience?

All these things you must know, for the golden 
opportunity is ONLY for the man who knows 
how to take advantage of it.

ADVERTISING & SELLING
The National Weekly of Modern Merchandising

will tell you all these things. Never before has 
such a fund of practical, authentic, up-to-date in
formation on Foreign Trade been available to the 
American Manufacturer as this great magazine of 
American business has provided for its readers.

“HOW TO BREAK INTO FOREIGN 
TRADE ALL OVER THE WORLD”

is a title none too comprehensive for the series of thirty
seven (37) vital articles written for Advertising & Selling by

CLAYTON SEDGWICK COOPER
Noted Writer, Investigator and Foreign Trade Expert

Mr. Cooper is the author of a dozen standard works on 
Foreign Countries, among them “Understanding South 
America,” “The Modernizing of the Orient” and other 
books of such recognized authority that the United States 
Department of Commerce recommends their study by 
American Consular Agents.

; In the course of his investigations, Mr. Cooper has twice 
circled the Globe. He writes from first-hand information. 
As Editorial Director of W. R. GRACE & COMPANY, he 
receives every week hundreds of letters and cablegrams 

■ reported rhe changes in business conditions throughout the 
World. He tells what those conditions are TODAY.

Mr. Cooper’s articles will appear every other week in 
Advertising & Selling, beginning with the issue of Jan

i uary 3rd.

Their wide scope is indicated by the following list of sub
jects which will be covered:

TOPICS
AMERICAN FOREIGN TRADE

(Series of articles by Clayton Sedgwick Cooper—Author of “Understand
ing South America,” “The Brazilians and Their Country,” “The Modern
izing of the Orient,” etc.)

1. Present Condition and Growth 
of American Commerce Abroad.

2. Why Advertisers and Advertis
ing Men Should Study the 
Foreign Trade Field.

3. The Different Methods by 
Which a Manufacturer Can 
Begin the Sale of His Products 
in Foreign Markets.

4. The American Traveling Sales
man in South America.

5. The Training Needed for Man
agers of Foreign Trade Posts 
Abroad.

6. The Importance of Securing 
the Point of View of People 
in Foreign Countries, With 
Whom We Wish to Do Busi
ness.

7. Advertising in Latin-America.
8. Method of advertising in China.
9. The American Bank as a 

Factor in Foreign Trade.
10. Export Financing and Trade 

Acceptances, Credits, etc.
11. The Export Merchants: His 

Problems and His Service to 
Foreign Trade.

12. The Latin-American Peace-Con
trast With the North American 
Newspaper.

13. India as a Market for Ameri
can Goods.

14. Cable and Telegraphic Service 
as an Adjunct to Foreign 
Business.

15. The American Consul and 
Other Government Agencies as 
Assistants to the American 
Manufacturer.

16. The Automobile in South Amer
ica and Growth of Possibilities 
of Business.

17. American Shipping and Our 
New Merchant Marine.

18. Language Requirements for 
Foreign Trade Success.

19. The Spanish Language and Ad
vertising.

20. China’s Interest in American 
Trade.

21. The Opening for American 
Commerce in Russia.

22. Economic Conditions in Central 
America.

23. Politics As a Factor in Latin- 
American Business.

24. American Trade Openings in 
the Near East.

25. The German Influence Upon 
Trade in S. A.

26. The Market for American Ma
chinery Abroad.

27. What the Latin-American 
Thinks of the North-American 
Business Man and His Methods.

28. The Railways and Transporta
tion Problems of S. A.

29. South-American Products—Cof
fee, Cocoa, Mate, Rubber, etc. 
—Finding a Market in the u. s.

30. Foreign Trade Merchandising.
31. The Various Ways by Which 

Successful Foreign Trade Firms 
Advertise Their Products.

32. The South Sea Islands as an 
Opening for American Com
merce.

33. American Investments Abroad, 
Necessary Changes in Conse
quence of the War.

34. Co-ordination Between Govern
ment and Business in the 
United States

35. Mutual Markets Between Amer
ica and Japan.

36. Organization of Future Ameri
can Trade for Concerted Action. 
Tariffs, Commercial Treaties, etc.

37. Trade and Marine Insurance.

FOREIGN MARKET POSSIBILITIES 
OF SPECIFIC PRODUCTS

By DR. E. E. PRATT
President E. E. Pratt & Co., Inc.

Former Chief of U. S. Bureau of Foreign and Domestic Commerce

Dr. Pratt, who recently resigned his position with the 
Government in order to engage in the Export Business, 
will discuss the PRACTICE of Foreign Merchandising. 
Probably few other men in America today can speak so 
authoritatively upon this subject. His articles will he based 
upon specific questions submitted by the subscribers to 
Advertising & Selling. He will tell YOU how to solve 
YOUR problem.

Dr. Pratt’s articles will appear every other week, alter
nating with and supplementing those of Mr. Cooper.

WHAT AMERICAN MANUFACTUR
ERS HAVE ALREADY DONE

will be told in frequent issues by the well-known writer, 
JOHN L. BIND A, who was for many years engaged in 
Consular and Diplomatic Service and is a world-wide 
traveler.

Mr. Binda will describe in detail the methods used by 
those American Manufacturers who have already succss- 
fully penetrated foreign markets. He will show how these 
methods can be adapted to meet the new conditions result
ing from the war.

It is hoped that Mr. Binda’s articles will develop into a 
FOREIGN TRADE FORUM, which will be a regular 
weekly feature of Advertising & Selling.

Advertising & Selling Company, Inc., 131 E. 23rd St., New York
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CLASSIFIED ADVERTISING
An important national magazine published in 

Xew York City is looking for a live and ag
gressive advertising man to relieve its advertis
ing manager of certain duties which the in
creasing demands of his position make it 
difficult for him. to handle.

A younger man who is “coming” rather 
than one who has already arrived is desired.

This job calls for real advertising ability 
along magazine promotion and selling lines. 
An abundance of personality, tact and execu
tive ability is requisite. The man who secures 
this position will be paid all he is worth and 
will have a real future before him. Box 215, 
Advertising & Selling.

POSTAGE
25c monthly magazine that tells 

how to transact business by mail— 
Advertising, Selling, Collecting, Catalogs, 
Booklets,Circulars, Letters,Office Systems, 
Money Saving Ideas. Send $1 for 6 mos. 
POSTAGE, One Madison Ave., New York

LOS ANGELES

EVENING HERALD
Circulation greater 
than the combined 
circulation of its two 
evening competitors.

Charter Member A. B. C.

We »penalize in house to house distributing of

Advertising Literature
«nd Advertising Sample#

We solicit your account

JAMES T. CASSIDY
206 North Front St.. PHILADELPHIA, PENNA.

Write for our paper “FACTS”

THE EVENING NEWS 
Buffalo, N. Y.

The newspaper that voices 
the thoughts of over 80 per 
cent, of the English speaking 
families in Buffalo and vicin
ity — and is therefore the 
recognized power in its home 
town. Advertisers, general 
and local, give it marked 
preference and they get won
derful results.

Value of Montgomery Ward’s Good 
Will

Montgomery, Ward & Company, Chi
cago, which was established in 1872 as 
the first mail order and catalog house 
in the United States, estimates that its 
good will is equal to the entire assets 

of the company, though no actual value 
is placed on the good will in the firm's 
balance sheets.

An announcement signed by the 
president, Robert J. Thorne, "that the 
company has been in business for nearly 
fifty years without interruption and that 
millions of dollars have been expended 
in advertising and in distributing cata
logues, and that hundred of thousands 
of customers have dealt with us con
tinuously for years, it is clear that the 
good will, the catalogues distributed and 
the list of customers (more than 6,000,
000) are of immense value.

Five hundred and ten thousand shares 
of common stock, having no par value, 
are being offered to the public. The 
company manufactures good products, 
harness and saddles, toilet preparations, 
stock foods, candy, lubricating oil, paints, 
wallpapers, gas engines, and many other 
lines at economical cost. It has a large 
business in a territory that is being served 
by all its existing and proposed plants, 
and upon their completion will have bal
anced facilities for distribution that will 
cover the entire country economically and 
efficient.

Wayne Thomas Joins Jacksonville 
Agency

Wayne Thomas, who recently retired 
as publisher of the Pensacola, Fla., Jour
nal, has become field representative of 
the Thomas Advertising Service, Jackson
ville and Tampa, Fla. Although he is not 
related to Jefferson Thomas, founder and 
head of the agency, Wayne Thomas has 
long been a close friend of the former.

Edwin S. Wadworth, of the Thomas 
Advertising Service, has been made 
assistant general manager; Charles F. 
bownum, assistant to the treasurer, has 
been made head of the forwarding de
partment. Frank Key Anderson is now 
devoting his full time to the agency’s 
Tampa office, having sold the Bartow, 
Fla., Courier-Informant.

A. W. Pinnell Joins Coni Belt Dailies
A. W. Pinnell, formerly at the Kansas 

City office of the Capper Farm Press, 
and more recently with tire Beckwith 
Special Agency, has joined the advertis
ing staff of the Corn Belt Farm Dailies, 
covering the Western territory.

Better Letter Trophy Offered By 
La Salle Extension University

In order to stimulate the interest in 
and to further the development of busi
ness letter composition the La Salle Ex
tension University, of Chicago, has of
fered a bronze trophy in a contest open 
to all which will end on the 30th of 
June, 1920.

Hon. Philip B. Kennedy, director of 
the Bureau of Foreign and Domestic 
Commerce, Department of Commerce of 
the United States, formerly a professor 
on the faculty at New York University, 
and more recently U. S. Commercial at
tache to Australia, has been elected 
judge. He will be assisted by the gov
ernors of the Direct Mail Advertising 
Association.

The trophy is the work of one of the 
pupils of the renowned Rodin, the 
creator of the internationally famous

“Thinker.’’ It depicts Opportunity pre
senting the tools of his profession to the 
one who has proved master of it, and 
was done by Antoinette B. Hollister, ex
hibitor in the Paris Salon of 1907 and 
winner of several notable awards.

The rules governing the contest are as 
follows—

Award to be made to the one who produces 
the most effective business letter during the 
year ending June 30, 1920. RESULTS bal
anced by conditions to decide the contest.

Letters to be addressed to Department of 
Business Letter-Writing, LaSalle Extension 
University, 4046 South Michigan Avenue, Chi
cago, Ill., U. S. A.

Letters submitted to be accompanied by 
sworn statement of RESULTS, signed before 
a Notary Public by the author of the letter 
and by one other responsible individual, 
wherever possible the head of the house for 
which the letter was produced.

Letter to be accompanied by statement giv
ing a complete account of the plan in which 
the letter was a part and the precise purpose 
which it was intended to accomplish.

Everybody, without regard to race, sex, 
creed, or color to be regarded as eligible.

Vulcan Detinning Earns 95c. a Share
The Vulcan Detinning Company has 

earned for the quarter ended September 
30, 1919, after charges deducted, $14,277. 
This is an equivalent of 95 cents per 
share on the $1,500,000 preferred stock. 
Net income in the corresponding period 
of 1918 was $30,367.

Stromberg Shares Earn $2.04
The Stromberg Carburetor Corpora

tion has returned for the quarter ended 
September 30. 1919, a surplus, after 
charges and Federal taxes, of $102,342. 
Dividends of $50,000 have been dis- 
tribiited. The earnings were equivalent 
to $2.04 share on 50,000 shares of capital 
stock.

Francis J. Best Leaves Macy’s to Go to 
Franklin Simon and Company

After four years service with R. H. 
Macy & Co., New York, as advertising 
and sales manager, Francis J. Best will 
discontinue his service this week, and 
after a vacation in Cuba, will take up his 
new duties as advertising director of 
Franklin Simon and Company on Janu
ary 12th. F. W. Cawlishaw for ten years 
private secretary to Jesse Isidor Straus, 
will assume Mr. Best’s duties.

After studying at the University of 
Michigan, Mr. Best came to New York. 
Shortly' thereafter he became advertising 
manager for Bonwit Teller & Company, 
remaining with that department store for 
three years. He then became advertising 
and sales manager for Lord and Taylor, 
remaining there a year, and then joining 
Macy’s in the same capacity. During the 
war Mr. Best served as a first lieutenant 
in the Motor Transport Corps.

Illegal Signs Removed from State 
Highways

The Pennsylvania Poster Advertising 
Association has -expressed its approval 
of the order of the Pennsylvania State 
Highway Commission relating to signs 
along the state highway, and has pledged 
its cooperation in the removal of those

“GIBBONS Knows CANADA” | —---- ---- —---- —--- ---—
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Signs which are construed as illegal. 
This does not refer to billposters and 
billboards, but to wooden, metal, cloth 
and painted signs which are put on 
walls, fences, rocks and poles. Boards 
within the property' line du not come 
tinder the classification of illegal adver
tising. A report of the state highway 
department shows that the law has been 
obeyed to the letter.

Agents Appoint Committees
The Association of American Adver

tising Agents has appointed the follow
ing standing committees:

Agency Service—Chairman: Mac Martin, 
Mac Martin Advertising Agency, Security 
Bldg., Minneapolis; E. M. West, Calkins & 
Holden, Inc.. 250 Fifth Ave., New York; A. 
E. Greenleaf, The Greenleaf Co., 41 Mt. 
Vernon St., Boston; Herbert M. Morris, Her
bert M. Morris Advertising Agency, 400 Chest
nut St., Philadelphia; Mac Martin, Mac Mar
tin Advertising Agency, Security Bldg., Minne
apolis; Jefferson Thomas, The Thomas Adver
tising Service, 219 Heard Bldg., Jacksonville.

Agency Systems and Forms—Chairman: New
comb Cleveland, The Erickson Company, 381 
Fourth Avenue. New York; Newcomb Cleve
land. The Erickson Company, 381 Fourth 
Avenue. New York; Walter B. Snow, Walter 
B Snow & Staff. 136 Federal St., Boston; 
Charles Blum. Charles Blum Adv. Corpora
tion. 00S Chestnut St., Philadelphia; David C. 
Thomas, Husband & Thomas Co., 56 E. Wash
ington St.. Chicago; St. Elmo Massengala, 
¡Massengale Advertising Agency, 17th floor, 
Kandler Bldg., Atlanta.

Mechanical Production—Chairman: Ben S. 
Nash, Frank Seaman, Incorporated, 470 Fourth 
Avenue, New York; Jos. A. Hanff, Hanff
Metzger, Inc., 95 Madison Ave., New York; 
A. W. Ellis. A. W. Ellis Company, 40 Cen
tral St., Boston; Edward S. Parry, Tracy- 
Parry Company, Lafayette Bldg., Philadelphia; 
F. G. Cramer, The Cramer-Krasselt Co., O-K 
Bldg., Milwaukee; Thomas E. Basham, Thomas 
E. Basham Company, Inter Southern Life 
Bldg., Louisville.

Circulation—Chairman: A. W. Erickson, The 
Erickson Company, 381 Fourth Avenue, New 
York; Perry Walton, Walton Advertising & 
Printing Company, 141 Milk St., Boston; Eu
gene McGuckin, The Eugene McGuckin Co., 
1211 Chestnut St.. Philadelphia; Geo. H. Scho
field. The E. H. Clark Advertising Agency, 28 
E. Jackson Blvd., Chicago,- Thomas E. Basham, 
Thomas E. Basham Company, Inter Southern 
Life Bldg., Louisville.

Magazines—Chairman: William H. Johns, 
.George Batten Company, Inc., 381 Fourth 
Avenue, New York; George N. Merritt, George 
Batten Company, Inc., 10 State St., Boston; 
John H. Hawley, Hawley Advertising Com
pany, Inc., 19 West 44th Street, New York; 
George W. Edwards, Geo. W. Edwards & Co., 
•328 Chestnut Street, Philadelphia; Carl P. 

[‘Johnson, Johnson. Read & Company, 203 So. 
¡.State Street, Chicago; John H. Cecil, Cecil, 
; Barrete & Cecil. Inc., Mutual Bldg., Rich
' mond, Va.

Newspapers—Chairman: Collin Armstrong,
Collin Armstrong, Inc., 1463 Broadway, New 
York; Collin Armstrong, Collin Armstrong, 

jlnc., 1463 Broadway, New York; Cleveland 
A Chandler, Amsterdam Agency, Inc., 35 

i Congress St., Boston; Wm. B. Tracy, Tracy- 
Parry Company, Lafayette Bldg., Philadelphia; 
Ernest I. Mitchell, Mallory, Mitchell & Faust, 
189 W. Madison St.. Chicago; Morton Cald
well. The Chambers Agency, Inc., 616 Maison 
.Blanche Bldg., New Orleans.

E Agricultural Press—Chairman: H. H. Charles, 
Charles Advertising Service, 23 E. 26th Street, 
New York; H. H. Charles, Charles Advertis
ing Service. 23 E. 26th Street, New York; C. 
A. Pike, Hoyt’s Service, Inc.. Little Building, 

5’Boston; Wm. W. Matos, Matos Advertising 
Company. Inc., Bulletin Bldg., Philadelphia; 
F. William Thurnau, Vanderhoof & Co., Mar
quette Bldg.. Chicago; H. L. Staples, Staples 
& Staples, Inc., 6th floor, Mutual Bldg., 
Richmond. Va.

Business Papers—Chairman: Robert Tins
man, Federal Advertising Agency, Inc.. 6 East 
39th Street. New York; Robert Tinsman. Fed
eral Advertising Agency, Inc., 6 East 39th 
Street. New York; H. B. Humphrey, H. B. 
Humphrey Company, 58* Boykston St.. Bos
ton; W. R. McLain. McLain-Hadden-Simpers 
Co.. 210 W. Washington Sq.t Philadelphia; 
Walter W. Hoops, Hoops Advertising Com
pany, 7 S. Dearborn St.. Chicago; L. D. Wal
lace. Thos. E. Basham Company, Inter South
ern Life Bide.. Louisville.

Outdoor and Street Car Advertising—Chair
man: G. C. Sherman, Sherman & Bryan, Inc.,

79 Fifth Avenue, New York; R. P. Claybur
ger, Calkins & Holden, Inc.. 250 Fifth Avenue, 
New York; E. E. Ayres, Horace E. Ayres & 
Company, 164 Federal St., Boston; H. R. 
Whitcraft, Ciark-Whitcraft Company, 527 Pen- 
Held Bldg., Philadelphia; W. D. McJunkin, 
McJunkin Advertising Company, 5 So. Wabash 
Ave.. Chicago; W. R. Massengale, Massengale 
Advertising Agency, 17th floor, Candler Bldg., 
Atlanta.

Finance—Chairman: C. R. Erwin, Erwin & 
Wascy Company, 58 E. Washington St., 
Chicago.

Export—Chairman; Bayard W. Barton, 
Critchfield & Company, 223 W. Jackson Blvd., 
Chicago.

Membership—-Chairman: Paul E. Faust, Mal
lory. Mitchell & Faust, 189 W. Madison St., 
Chicago.

DID you ever consider exploiting 
your proposition before the 
6,000 retail cutlery and hard

ware dealers who read the official 
exponent of the cutlery makers of 
America?

Live, progressive, studious mer
chants. Consider the low cost per 
capita.

Sample Copy on Request
THE AMERICAN CUTLER
15 PARK ROW NEW YORK

With best wishes—
Managing Artist

GOTHAM STUDIOS INCD 
1133 Broadway, New York

Good. Better.Best.
Never let it rest;
Till the Good is Better 

And the Better Best.

0
"'Gotham for Art Work"



r \œ 46 December 27, 1919

Glenn Muffly Joins Lees-Bradner
Glenn Muffly has been made sales 

mana; r of the Lees-Bradner Company, 
C h veland, O., manufacturers of gear 
hobbing machines. Mr. Muffly formerly 
sold this line by mail for another manu
facturer.

Certified Circulations
Some Mediums in Several Classes Whose Audits are Made by the

AUDIT BUREAU OF CIRCULATION
War Prisoner Likes Our Articles

An Austrian prisoner of war in Bel
gium, William Fuhrop, has written to 
Saunders Norvell, whose articles having 
been appearing in Advertising & Sell
ing. Mr. Fuhrop, who was at one time 
managing director of the Austrian Ex
port & Import Company, Europe, Asia 
and South America, said that he likes 
Mr. Norvell’s articles very much.

Newspaper Man Goes with Motor Firm
Theodore Metcalfe, former newspa

per man, has been appointed advertis
ing manager of the Douglas Motors 
Corporation, makers of pleasure cars 
and farm trucks, Omaha, Neb.

Says Importance of Foreign Trade Is 
Better Understood

Foreign trade has now come to be bet
ter appreciated by the people of this 
country-, said Edwin F. Sweet, acting 
Secretary of Commerce, before the 
Southern Commercial Congress held at 
Savannah, Ga., December 8. “At the be
ginning of the war in Europe,” said Mr. 
Sweet, “when our foreign commerce was 
temporarily interrupted, we had a taste 
of what would happen without foreign 
outlets for the surplus products of our 
firms and factories. The object lesson 
w ' > so convincing that we will never 
an in fool ourselves with the belief that 
all we need is our home markets.”

Takes Issue with an Advertiser
CHARLES SCRIBNER’S SONS 

New York
Fifth Avenue at 48th Street 

SCRIBNER’S MAGAZINE ARCHITECTURE
November 1, 1919.

President, Advertising & Selling.
In a recent issue of Advertising & Selling 

there appeared an advertisement of Leslie’s 
Weekly, entitled “The Significance of Leader
ship.” From this advertisement we quote as 
follows:

“ . . . Leslie’s Weekly occupies the pre
eminent position of leadership in financial in- 
vistmetit advertising in all weekly and monthly 
periodicals, . . .”

In support of the above claim, Leslie’s adver- 
ii < ni< uf contained a list of 15 periodicals and 
indicated the lines of financial investment adver- 
tLiny carried by each of them for the first six 
months of 1919. The tabulation showed Leslie’s 
Weekly first with 12,096 lines and SCRIBNER’S 
MAGAZINE fourth with 7,384.

As a matter of fact, for the first six months 
of 1919, SCRIBNER’S MAGAZINE carried 
14,857 lines of financial investment advertising, 
more than twice the amount credited to us by 
the advertisement of Leslie’s Weekly and nearly 
3,000 lines more than Leslie’s claimed that they 
carried. The accuracy of our figures can easily 
be proved by referring to the financial columns 
of SCRIBNER’S MAGAZINE for the first six- 
months of this year.

Cordially yours,
Charles Scribner’s Sons,

Challiss Gore, 
Manager Financial Department.

U. S. Rubber A<1 Manager Resigns
R. W. Ashcroft, advertising manager 

of the United States Rubber Company, 
resigned from that position December I.

“Publishers, advertisers and advertising agencies, in our estimation, cannot 
afford to ignore the market benefits which the A. B. C. holds for them individu
ally and collectively.”

McJunkin Advertising Co.

CLASS TRADE AND TECHNICAL
AERIAL AGE WEEKLY, New York

The National Technical, Engineering, 
and Trade Authority of the aeronautic 
industry. The foremost aeronautical 
magazine in America in point of qual
ity, circulation, and authoritative edi
torial contents.

THE AMERICAN ARCHITECT, 
Member A. B. P. Inc. New York

The weekly business * newspaper of the 
architectural profession subscribed to 
at $10.00 per year by practically every 
worthwhile architect. Published every 
week since 1876.

AMERICAN EXPORTER, New York
The world’s largest export journal.
Carries 1,400 continuous advertisers. 
Circulates every month through Eng
lish, Spanish, Portuguese and French 
editions among leading firms abroad 
that buy American . manufactured 
goods. Member Associated Business 
Papers, Inc.

THE ARCHITECTURAL RECORD, 
New York

National professional monthly estab
lished 1891. Average net paid circu
lation exceeds 9,500. Member Associ
ated Business Papers, Inc.

THE ARCHITECTURAL REVIEW, 
New York

Established 1887, is an ably edited, 
progressive monthly for the architects, 
basing its appeal to both its sub
scribers and advertisers on quality.

AUTOMOTIVE INDUSTRIES,
New York

The only journal dealing with en
gineering and industrial problems in 
the third largest industry. Published 
weekly. Subscribed to by manufac
turers. engineers and other industrial 
officials, allied industries, foreign man
ufacturers, etc. Net paid circulation 
8,519. Member Associated Business 
Papers, Inc. .

BAKERS WEEKLY, New York City 
Leading paper in the baking industry. 
Member A. B. C. and Associated Busi
ness Papers, Inc.

BOOT AND SHOE RECORDER,
Boston

“The Great National Shoe Weekly.’’ 
The indispensable advisor. on shoe 
styles and shoe merchandising of the 
best-rated retail shoe merchants in 
this country. Circulation 10,000 copies 
weekly. First choice of the advertiser 
of shoes, leathers or shoe-store goods. 
Member Associated Business Papers, 
Inc.

BUILDING AGE, New York
Established 1879. Published monthly. 
Subscribed to by the men who do the 
building construction of the country.
Circulation almost exclusively among 
those who purchase materials as well 
as tools.

THE DRY GOODS ECONOMIST,
New York

The Dry Goods Economist, a national 
dry goods weekly for retailers and 
jobbers, is the accepted, authority of 
the dry goods trade. Eight issues of 
each year are World Wide numbers 
with over three thousand added for
eign circulation. Type page 8^x12%. 
Published Saturdays—forms close Wed- 
nc^d.-tv preceding. Member of the As- 
«acini rd Business Papers, Inc. The 
Dry Goods Economist, 231 West 39th 
Street, New York City.

EL COMMERCIO, New York City 
The first and oldest Export Journal 
in the World. Established 1875, pub
lished monthly. In considering export 
advertising do not overlook El Com
ercio. Under the same management 
for 44 years. Send for free sample 
copy, rates, etc.

EXPORT AMER. INDUSTRIES,
New York

Monthly English, French, Spanish and 
Portuguese editions reaching foreign 
business men interested in the United 
States as a source of supply for their 
industrial and mercantile requirements. 
Official International Organ of the Nat. 
Assn, of Mfrs. 60,000 circulation guar
anteed.

THE GAS RECORD, Chicago
Semi-Monthly. Edited by practical gas 
men. Reaches builders and operators 
of artificial and natural gas plants, and 
makers and sellers of gas-consuming 
appliances. Member A. B. C. and A. - 
B. P. Eastern office 51 E. 42d Street, 
New York.

HARDWARE AGE, New York City 
An inspiration to better merchandising 
in hardware, house furnishings, sport
ing goods and kindred lines. Estab
lished 1855. Circulation exceeds 17,000 
copies weekly. First in paid circula
tion, in editorial merit and' in volume 
of advertising. Member Associated 
Business Papers, Inc.

THE IRON AGE, New York
“The World’s Greatest Industrial Pa
per,” established 1855; published every 
Thursday; forms close eight days pre
ceding; type page 6%xn"; one-time 
rate $88.00; 52 pages a year, $60.00; 
member A. B. C. and A. B. P. The 
Iron Age represents the operating and 
commercial side of the iron, steel, 
foundry, machinery, automotive and 
other metal-working industries. Its 
readers are men of the executive type 
with real buying power.

MARINE ENGINEERING, New York
Guarantees more paid individual sub
scribers among shipbuilding companies 
and their officials, also among steam
ship and steamboat companies and 
their officials, than all other marine 
publications in the country combined- 
Member Associated Business Papers, 
Inc.

MERCHANTS’ TRADE JOURNAL, 
Des Moines, Chicago, New York. Boston 

Published monthly—subscription price 
$3.00 per year. Sworn, paid national 
circulation among retail merchants, ex
ceeds 24,000 (rate based on 16,000). 
Maintains trade investigation bureau.

METAL WORKER, PLUMBER & 
STEAM FITTER, New York

Established 1874. Published weekly. 
Recognized authority on heating, 
plumbing, roofing and sheet metal 
work. Devoted particularly to the in
terests of the buyers of materials in 
the above lines—the combination shops. 
Market Report an important feature. 
Member Associated Business Papers, 
Inc.

MOTOR AGE, Chicago
The Weekly News and Service maga
zine of the automotive trade. Editor
ially, it specializes on the maintenance 
of motor cars, trucks and tractors and 
is devoted to the interests of motor 
car. truck and tractor dealers who 
make up over 50% of its more than 
30,000 paid subscribers. Member As
sociated Business Papers, Inc.



December 27, 1919 Page 47

Classified Circulations
Some Mediums in Several Classes Whose Audits are Made by the 

AUDIT BUREAU OF CIRCULATIONS
“’the A. B. C. furnishes one authentic source through which definite true inform 
(nation can be obtained.”

The Richard A. Foley Advertising Agency, Inc.

MOTOR WORLD, New York
Subscribed for and read by the big 
percentage of dealers, jobbers and 
garage owners who study merchandis
ing and are interested in the profit 
side of their business. Net paid cir
culation in excess of 22,000 per week. 
Member Associated Business Papers, 
Inc.

RAILWAY SIGNAL ENGINEER,
Chicago

Founded 1908. Read by signal en
gineers and their staffs, signal super
visors, inspectors, maintainers, fore
men, batterymen, wiremen, towermen, 
lampmen and grade crossing engineers.
Monthly, Average circulation 5,500 
copies. Member Associated Business 
Papers, Inc.

MAGAZINES

THE MODERN PRISCILLA,
A magazine designed for thrifty wo
mankind, Devoted to the three im
portant topics of Needlework, Clothes 
and Housekeeping. A practical maga
zine for practical women. 97% of its 
readers are housekeepers; 83% are 
mothers. Over 90% of its readers 
keep back numbers indefinitely for ref
erence. Rate $3.50 per line.

NEWSPAPERS

THE COURIER NEWS.
Fargo, N. Dak.

Published in the heart of the famous 
Red River Valley wheat growing sec
tion, has the largest circulation of any 
daily newspaper in the state. Adver
tising rates 4 cents a line. Govern
ment wheat guarantee makes North 
Dakota the best field for advertisers in 
the nation this year.

THE BRITISH WHIG,
Kingston, Ontario

Only A. B. C. paper in city of 25,000. 
April average 6,424. City circulation 
3,950; country, 2,474. Carries many 
exclusive news features. 14 to 22 
pages, something unique in newspaper 
annals, daily. Write for house organ, 
“More Pep.’*

CLASS TRADE AND TECHNICAL

RAILWAY’ AGE, New York
Founded in 1856. Read by executive 
officers and heads of the operating, 
traffic, financial, legal, purchasing, me
chanical, engineering and maintenance 
departments. It reaches direct the 
final buying power of railway supplies 
and equipment. Weekly. Average cir- 
cuia'ion 9,250 copies. Members Asso
ciated Business Papers, Inc.

RAILMAY ELECTRICAL
ENGINEER, New York

Founded in 1908. The only paper de
voted exclusively to steam railway 
electrical problems. Of special inter
cut to mechanical and electrical en
gineers. heads of electrical departments 
and their staffs, electric welders, third 
rail men, power house, sub-station and 
car lighting men. Monthly. Average 
circulation 3,300 copies. Member As
sociated Business Papers, Inc.

RAILWAY MAINTENANCE
ENGINEER, Chicago

The only publication devoted to the 
problems of track, bridges, buildings,, 
terminals, water and steam heat ser
vice of the steam railways. Reaches 
all railway officers concerned with 
maintenance of way problems. Monthly.
Average circulation 8,900 copies. Mem
ber Associated Business Papers, Inc.

RAILWAY MECHANICAL
ENGINEER, New York

Established in 1832. Devoted to sub
jects pertaining to motive power, roll
ing stock, power house, shop and 
roundhouse problems. Read by all 
officials interested in the repairs or 
renewals to motive power and rolling 
stock. Monthly. Average circulation 
11,400 copies. Member Associated 
Business Papers, Inc.

THE RETAIL LI MBERMAN, 
Kansas City, Mo.

The dominant trade paper in the retail 
lumber and building material field. It 
furnishes lumber dealers with building, 
advertising and sales service, and is a 
high class advertising medium. Total 
net paid circulation in excess of 5,000. 
Ask for statement. Member Associated 
Business Papers, Inc.

SHOE AND LEATHER EXPORTER,
Boston

For 61 years the most influential and 
intensive paper in an industry rated as 
fourth in the country’s business. Car
ried 147 more pages of 1917 advertis
ing than its chief competitor and at 
higher rates. Published each Thurs
day. World-wide circulation at $5 a 
year. Member Associated Business Pa
pers, Inc. Ask for A. B. C. Report.

THE SHOE RETAILER, 
with which is consolidated THE 
SHOEMAN and Boots & Shoes Week
ly; circulates exclusively in the retail 
shoe field, in well-rated stores and de
partments among those who are inter
ested in matters of style, trade situa
tion and store management. Members 
of A. B. C. and Associated' Business 
Press.

TEXTILE WORLD JOURNAL,
New Y’ork

The dominating publication of the tex
tile industries. Its readers are mill 
men who control purchasing of sup
plies for this country’s second largest 
industry. Over 750 industrial adver
tisers using space under yearly con
tract. Member Associated Business 
Papers, Inc. One Time Page rate, 
$100.

AGRICULTURAL

NATIONAL STOCKMAN &
FARMER, Pittsburgh, Pa.

“ 130,000 guaranteed. Covers Ohio, 
Pennsylvania, West Virginia. $1.00 
per year cash. It does not believe in 
the advertisers bearing all the expenses 
of a publication.”

THE CAPPER FARM PRESS,
Topeka, Kansas

Five distinct editorial staffs, located in 
and knowing their respective territories 
do not try to serve a heterogenous 
group with one edition—what is sea
sonable in one state may be a month 
old in another; advice on cotton does 
not interest the winter wheat farmer. 
An unusual opportunity to reach the 
prosperous farmers of the great mid
dle west —the winter wheat belt, alfalfa 
belt, corn belt, hog belt, and tractor 
belt—the country’s ready money belt. 
May we show you graphically how to 
fit your sales plan to this wonderful 
farm market?

FARMER AND BREEDER,
Sioux City, Iowa

Devoted to the interests of the capi
talistic farmers and breeders of the 
Golden Egg Territory — southeastern 
South Dakota, northwestern Iowa, 
northeastern Nebraska and southwest
ern Minnesota. Circulation 90,000. 
Rate 50 cents an agate line.

THE ROTARIAN, Chicago
(The Magazine of Service)

The official publication of the Interna
tional Association of Rotary Clubs, 
with a paid-in-advance circulation of 
45,000 leading business and profes
sional men in 550 principal cities, with 
a combined personal income of 500 
million dollars annually, representing 
unusual buying power. Over 35,000 
automobile OYvners. Gross advertising 
rate 45c per line.

ELECTRICAL RECORD, New York 
“The Business Paper of the Electrical 
Field,” 114 Liberty street, New York, 
published 1st of each month for cen
tral stations, industrial and other iso
lated plants, electrical jobbers, dealers 
and contractors, manufacturers and 
consulting engineers; advertising forms 
close 20th preceding month; type page 
size 7x10^ inches; 100% more adver

tisers than any other electrical paper.
Subscription price, $3 per year. Mem
ber Associated Business Papers, Inc.

THE BLAST FURNACE AND STEEL 
PLANT, Pittsburgh, Pa.

The only monthly technical publication 
devoted exclusively to the operating 
officials of the Iron and Steel Indus
try and is reaching just the men your 
salesmen have to call on in all the 
blast furnaces, steel mills, rolling mills 
and steel foundries in this country and 
Canada, circulating upwards of 4,500 
copies per month. Rate per page 
$65.00 one time, $50.00 per issue on a 
tYvelve-time contract.

PENNSYLVANIA FARMER,
Philadelphia

The only farm paper devoted exclu
sively to the local needs and condi
tions of the farmers of Pennsylvania, 
southeastern New York, New Jersey, 
Delaware and eastern Maryland. Com
bination rate with Ohio Farmer and 
Michigan Farmer.

Praise Indeed!—from John E. 
Ke nnedy

JOHN E. KENNEDY,
The Commodore, New York City.

December 6, 1919.
Editor, Advertising & Selling:

The continuous improvement in Advertising 
& Selling, notwithstanding the serious han
dicaps of the printers’ situation, is a matter 
of much satisfaction to one who is as inter
ested as I am in its success and in the good 
fortune of its President and Editor.

Sincerely yours,
JOHN E. KENNEDY.

A. N. A. Elects New Members
Firms which have recently been elected 

to membership in the Association of Na
tional Advertisers are;

The Duplicator Manufacturing Co., 
Chicago, Ill., makers of “DITTO—The 
Quickest Way to Duplicate.” R. K. Rus
sell, general sales manager, represents his 
company in the Association.

The Service Motor Truck Co., Wabash, 
Ind., will be represented by Rolfe C. 
Spinning, advertising manager.

The Standard Oil Company of New 
Jersey. Charles L. Bowman, general 
manager of the Nujol department, is the 
representative.

The Rubberset Company. Newark, 
N. J., a subsidiary of the Rubber and 
Celluloid Products Co., makers of Rub
berset brushes of various kinds, will be 
represented by the manager of sales and 
advertising, William M. Neal.

H. E. YY’eissberger Addresses the 
Baltimore Advertising Club

H. E. Wcissberger. president of the 
Advertising Artists, Inc., recently spoke 
before the Baltimore Advertising Club. 
Mr Weissberger explained the principles 
of Advertising Art and club members 
confessed it to have been the most in- 
(«resting talk given for some time.
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Calendar of
Coming Events

I nder this standing heading ?d”ertising & 
Seli >g will run regularly the dates of all 
Future conventions of any association or other 
b )dy that has any direct relation to the field 
of advertising, salesmanship and allied lines.

The officers of all such organizations are 
requested to keep Advertising & Selling ad
vised of the dates of future conventions.

The following are, therefore, by no means 
a1l of those occurring in the near future, or 
on which dates have been set but will be sup
plemented in forthcoming issues as the inform
ation reaches our editorial office:

January 8-9—Annual convention of the 
American Association of Whole
sale Hatters, Philadelphia.

January 14-16—Convention of the Na
tional League of Commission 
Merchants of the United States, 
Hotel Statler, Cleveland, Ohio.

January 15-16-17 — Annual Newspaper 
Institute, University of Wash
ington School of Journalism and 
the. Washington State Pi ess As
sociation, Davenport, Wash.

January 16-17—Convention of the West
ern Paving Brick Manufactur
ers’ Association, Kansas City, 
Mo.

January 19-21—Annual Conference of 
the National Boot and Shoe 
Manufacturers’ Association, Hotel 
Astor, New York.

January 20-23—Convention of the Pacific 
Northwest Hardware & Imple
ment Association, Davenport 
Hotel, Spokane, Wash.

January 26-31.—Annual Convention, Na
tional Canners Association, 
Cleveland, Ohio.

Argentine Trade Discussed at 
Luncheon

“Our Future Trade Relations with the 
Argentine,” was the subject of discussion 
at the luncheon-conference held under 
the auspices of the American Manufac
turers' Export Association at Hotel Mc
Alpin, New York, December 17. Dr. 
7. A. LeBreton, the Argentine ambassa
dor, said that the principal factor in se
curing and maintaining regular foreign 
trade is a powerful merchant marine 
' Df the steamers that entered the port 
of Buenos Aires in 1918,” said the am- 
Ib 11. "only ten percent were under 
the American flag. Up to the present 
ti me not a single packet boat has been 
P1'.»u iwm. New York and Buenos 
A res. The United States Shipping 
1 oard has just announced the first ship 
1 >r this purpo-' "

Arthur H. Titus, vice president of the 
Nat.onal Gity Bank. New York, in 
charge of Latin-American branches, said 
tl t in November, 1919, a higher propor- 
ti«>n of American goods was imported 
into Argentina than of European. In 
five years, he said, a product can be 
w ell estal Ji Jud 1 lu re.

I’Inlij. B. Kennedy, director of the 
1 ureau of foreign and domestic com

January 27-28—Annual meeting of the 
National Pickle Packers' Asso
ciation, Hotel Statler, Cleveland, 
Ohio.

January 27-30—Convention of the Ore
gon Retail Hardware & Imple
ment Dealers’ Association, Im
perial Hotel, Portland, Oregon.

January 28-30—Thirty-second Annual 
Convention of the Southwestern 
Lumbermen’s Association, Muehl- 
bach Hotel, Kansas City, Mo.

February 11—Annual mteting of the 
National Association of Wool 
Manufacturers, Copley - Plaza, 
Boston.

February 16-20—Annual Convention, Na
tional Brick Manufacturers’ As
sociation, Deschler Hotel, Col
umbus, Ohio.

February 18-20—Ninth Annual Conven
tion, National Dry Goods Asso
ciation, Hotel Pennsylvania, New 
Y ork.

February 20-28—Fifteenth Annual Motor 
Boat Show, Grand Central Pal
ace, New York, under the aus
pices of the National Associa
tion of Engine and Boat Manu
facturers.

February 23-25—Twenty-seventh annual 
convention of the New England 
Hardware Dealers’ Association 
in conjunction with the “Ter
centenary” Hardware Exhibi
tion, Mechanics Building, Bos
ton.

March 10-11—Meeting of the National 
Basket and Fruit Package Man
ufacturers’ Association, Orlando, 
Florida.

merce, Department of Commerce, who 
was also a speaker at the conference, 
said that whatever our country is be
hind in at the present moment, it is go
ing ahead in the export business.

L. H. Mason Represents Movie Paper
L. H. Mason has been made Chicago 

representative of the Motion Picture 
News, in charge of advertising and edi
torial work. Mr. Mason was recently 
editor of the American Coal Journal, 
Chicago.

R. W. .Johnson Leaves Shoe Firm 
for Agency

Roy W. Johnson, for a year advertis
ing manager, Ames, Holden. McCready, 
makers of shoes, Montreal, has been 
added to the copy and service staff of 
Collin Armstrong, agency, New York.

N. Y. Agency Appoints Canada 
Representative

Adam F. Smith, of R. C Smith & 
Son, Toronto agency, has been appointed 
Canadian representative of Murray 
ilowe & Co.. New York advertising 
agency.

Will Advertise Jewelry Cleaner
The Green-Lucas Company, agency, 

Baltimore, Md„ has secured the account 
of the Jem Klcno Company, Washing
ton, D. C., makers of a scientific jewelry 
cleaner, and will conduct an initial test 
campaign in Washington and Baltimore.

H. E. James Gets Three Accounts
The H. E. James Advertising Agency, 

New York, has secured the three fol
lowing accounts: the Bauer Chemical 
Company, makers of Sanatogen and 
Formamint; the Woman's National Pub
lishing Company, Atascadero, Cal., pub
lishers of the Illustrated Review, and 
the Elkhart Carriage & Motor Company, 
Elkhart, Ind.

Parrott Water Heater to Advertise
The P. T. Gould Advertising Agency, 

Detroit, has obtained the account of the 
Parrott Automatic Instantaneous Gas 
Water Heater, Detroit.

W. M. Riddick With Rubber Company
William M. Riddick, former assistant 

advertising manager of the Spotless 
Company, Richmond, Va., has been ap
pointed sales and advertising manager of 
the Diamond Holfast Rubber Company, 
makers of auto accessories and rubber 
goods, Atlanta, Ga.

O. S. Annable Joins Franko Flashlight
O. S. Annable, formerly of the But

terick Publishing Company, New York, 
has been appointed advertising manager 
of the Interstate Electric Novelty Com
pany, makers of Franko flashlights and 
batteries, Brooklyn, N. Y.

E. A. Adler Rochester’s Historian
Elmer A. Adler, advertising manager, 

L. Adler Brothers & Company, Roches
ter, N. Y'., manufacturers of Adler
Rochester clothes, has been appointed 
city historian by the mayor of Roches
ter.

Two New Accounts for Scovill
E. Medley Scovill, advertising agency, 

New York, has secured the accounts of 
the Anglo-South American Bank, Lon
don, and of the Merchants’ Shipbuilding 
Company, Harriman, Pa.

More Business for Canadian Agency
The Hamilton Advertisers’ Agency, 

Hamilton, Canada, has secured the ac
counts of the John Deers Manufacturing 
Company, Welland, Ont.; Canadian 
Foley Traction Rim Company, 1'oronto, 
Ont.; Canadian Wax Paper Manufac
turers' Association.

South Dakota Papers Merge
The Aberdeen, S. D., Daily American 

has absorbed the Daily News of that 
city. 7’he News will continue as the 
afternoon edition of the American. The 
Sunday American will continue to be 
issued and the Weekly News will come 
out on Thursdays. 7’he rising cost of 
business was given as the reason for 
the merger.

Boston Bureau Gets Investment 
Account

The Boston Publicity Bureau, Boston, 
Mass., has obtained the advertising ac
count of A. B. Durell & Co., investment 
bankers. Boston.
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Being Sure You’re Right
On that offset job, check your copy, your type, your 

art-work, your colors—of course, they’re all 
important. Whether it’s a catalog, a fold

er, a broadside, a calendar, or a book
let, you know your PAPER will 

run true to form—for you ’ve 
specified

Equator Offset
“Made as a Specialty

You know that the first and last sheets—and all those in between— 
will be of the same close, even texture.

You know edges will be smooth, even, easily counted, simply opened.
You know that you’ll get a clean, uncrumpled job, for the printers 

won’t have trouble with Equator.
You know that your cuts will stand out, that no details of type or 

ornament will be lost, that no color values will be smudged, no matter how 
big the run is.

Equator is your clean, smiling, well-groomed Mail-Salesman.
Equator has proved its case and has become standard practice.
For the man who isn’t yet acquainted, we’ve striking samples of 

results. Cheerfully, sir, in the next mail.

SEAMAN PAPER COMPANY
Paper Manufacturers

CHICAGO 
208 So. LaSalle St.
St. Louis 

St. Paul

NEW YORK 
200 Fifth Avenue

Minneapolis Milwaukee Buffalo
Philadelphia Cincinnati






