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Selling Something Else in Your Ads
Does the Reader Really Get You When He is Given a 
Story and a Picture Instead of Obvious Trade Facts?

IT'S TRUE.
Psychology is the Biggest 

Thing in Business.
In fact, it is so all-hred big that 

it is crowding dull business out of 
print. I have it from indisputable 
sources that, to quote a contem
porary's headline, Sales Grow Best 
from Seeds of Science. And science, 
we know from Emerson, is but ex
perience, boiled down and har
nessed up.

Everything nowadays in adver
tising and sales revolves around 
science. But, curiously enough, 
sometimes the experience element 
is so obscure that often we have 
to be explained to, most unscien
tifically, to get the point.

So once in awhile there will be 
encountered the ignoramus to whom 
applied psychology is among the 
deepest of mysteries. He, like 
many of us, is stumbling along 
blindly- among more intelligent fel- 
!■ >ws.

It is not true that all salesmen 
and advertisers are orthodox psych
ologists—that is, psychologists who 
work regularly at it— nor is it a 
fact that all psychologists are sales
men and advertisers. Nor is it true 
that all psychologists are psycholo
gist.-. But it is sometimes hard to 
distinguish the real from the fan
cied. and separate them without in
juring someone’s feelings.

Enough dyed in the wool prac- 
t'Ooncrs of the science of mind
chaining exist, however, to set up 
quite a goodly cult. And if the 
pages of our publications and other 
media may be offered in evidence, 
ihe group has been extensive, con- 
\ incing and influential enough to 
-hove the material things of mer-

That Something Else

£JTRY advertiser strives to get in
to his copy and art that something, 
the most nude finable quality of 

them all. which makes his product stand 
out among all its kind as the desirable 
Inc.

But it not infrequently happens that 
in the effort to drag romance to the 
fore, one of two things occurs; cither 
the romance thus .infused completely 
conceals the real message because the 
wrong gdea has been employed, or poor 
judgment prompts the use of a too far 
fetched idea which creates an entirely 
-wrong impression of the product.

Admittedly the story and picture are 
vital factors in advertising, but their 
wrong employment is reactive, this writer 
seeks to show.

THE EDITOR

chandising fairly over the ridge and 
beyond the horizon.

everybody's doing it

Old campaigners are doing it. 
That ought to be testimony enough 
lo convince the most exacting jury' 
—even a jury of mere readers— 
that it is the right thing.

If you wish to advertise your 
product, either to keep alive reader 
interest during a period when your 
production is trying to catch up 
with orders, or when orders seem 
puny things as compared with ex
penses of operation, by all means 
try psychology and, if possible, 
avoid any crude, and possibly incon
gruous. mention of what vou have 
to offer, be it service or substance. 
There are better things to be dis- 
cu-sed by your salesmen and in 
your advertising space, than your 
own wares.

Whv advertise what vou have to 

sell? Now get me right: the ques
tion is not "Why Advertise.-'" but 
“Why not advertise something 
else ?”

As I said, it's being done — and 
done with SUCCESS, which is the 
great proof of the psychology pud
ding.

You take the Down East banker. 
Does he advertise banking? Mod
esty- forbid! He tells the world 
about Joseph Jenks, of Lynn, who 
in 1642 was the first worker in 
brass and iron on the American 
Continent, "making divers models 
for many domestic implements and 
common tools.” Tradition has it, 
he states, that the first article actu- 
allv cast was an iron quart pot.

“Although New England is rich
ly endowed with many natural re
sources,” he declares, “her pictur
esque mountains yield no raw ma
terials in iron and metals from 
which to manufacture the master- 
wrought implements and tools for 
which she is famed. \ et New 
England, dependent though she is 
on other regions for these raw 
materials, in the man-skill to fash
ion them has always stood in the 
lead.”

Accompanying the text is an ex
cellent reproduction of a piece of 
art showing the enterprising Joseph 
lenks holding out the first iron 
quart pot to an admiring and 
quaintly garbed group of friends, 
or patrons, as they may hare been.

It happens that New England's 
great banking concern, the Old 
Colony- Trust Company of Boston, 
like the descendants of Joseph 
Jenks, is thrifty and, whether actu
ated bv this spirit of thrift or a 
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last-minute backsliding from pure 
science, has inserted this para
graph :

"As a member of the Federal Re
serve System, the Old Colony Trust 
Company is prepared to handle all 
collections, often with a saving of 
lime and interest to its clients. In 
addition its world-wide banking 
connections enable it to finance for
eign trade enterprises, issue com
mercial credits, sell bills of ex
change and furnish reliable inform
ation on business conditions every
where." A guess might be haz
arded that the paragraph was in- 
>erted at about the time the first 
service hills began to come in.

Thus it will be seen that psychol
ogy may serve many purposes in 
the same advertisement. It may 
give Joseph Jenks a puff, say a 
word for Down East industry and 
put over a selling message for a 
commercial institution—the one that 
settles for the space used. This ad 
is of the ultra-scientific group and 
you can't help reading it, and re
membering Joseph Jenks.

ADVERTISING OTHER LINES
Upon the same principle it is 

sufficient, in advertising prunes, to 
show the portrait of a kindly vis- 
aged landlady, say a few words 
about a piece of old china and fin
ish uj> with a single flourish about 
the fruit in question. Or would it 
be better to leave out the fruit?

To advertise golf balls it would 
he good psychology merely to portray 
Rip Van Winkle and his little 
playmates at their favorite pastime 
of marking tip scores on a green 
shutter, and repeat the story with 
variations to suit the purposes of 
national or regional distribution.

To sell Palm Beach suits, jiar- 
ade a polar hear across the upjier 
right of your copy. Never mind 
what the text in this case savs— 
everybody knows that Palm Beach 
suits and polar bears are distantly 
related ami the connection, psycho
logically speaking, is established. 
A- mciation of ideas does it.

If you desire to "sell’ intelligence 
of any nature, picture an ape, 
swinging by the tail over a chasm 
of great and dizzy depths. The 
copy should link up well with al 
most any correspondence school 
campaign.

EASY TO "hold” IHE READER
Whatever you do .along that line, 

the READER is sure to catch the 
idea. He cannot miss it. Tn the 
first place, if he is not a psycho 
legist himself, his wife or his little 
daughter is. Somebody in the fam 
ily will see to it that the BIG 
IHGUGHT is captured. It is cs 

sential—I might almost say vital— 
to the interests of the READER 
and so it must be.

Salesmen who step in upon deal
ers no longer discuss drugs, diction
aries or dresses. It their line is 
medicines, they start out to narrate 
wonderful tales of how the cave 
men's wives gathered grass which 
served for bedding, clothing, car
pets, fuel and furniture. This 
creates the inference that when 
boiled the syrup or extract acted as 
a tonic after lumbago. The book 
agents sells whole editions by re
citing mythology—and the dispenser 
of dresses! The mere reading from 
a morocco bound Bible of the fas
cinating story of Eden is sufficient 
to gain distribution for an entire 
edition. Book dealers have no time 
to discuss or read of the merits of 
books.

Verily, psychology is SOME 
SC IENCE for swinging sales.

EASY TO DEMONSTRATE
And the truly gratifying side of 

it all is that it is, jiarticularly in 
advertising and salesmanship, a 
readily demonstrable science. It is 
being demonstrated on right and 
left hand pages, all about us. Its 
patrons are the most successful and 
prosjierous producers in the world.

It isn't anything to be scoffed at. 
It deserves the most profound re
spect—the most careful attention.

But it is like a variety of other 
ologies. It should be practised onlv 
by ologists.

A little too much, or not quite 
enough, may prove fatal. And the 
corpse, as often as not, may lie 
some hitherto healthy business in
stitution. There will be a solemn 
assemblage, a hushed air in the 
private office and, when the results 
are figured it will be found that 
"while the serum worked perfectly 
the patient could not stand the re
action.”

In other words, it is one thing to 
send your salesmen, whether in the 
flesh or in advertising form, out to 
the world with a well learned and 
highly interesting "story,” while it 
is quite another to expect them to 
put over something which just

Our Telephone Numbers
There is no great gain without some 

small loss, or words to that ilTect. In 
the somewhat complicated process of 
removal to larger quarters to accom 
inodate gains in business, ADVERTIS
ING & SELLING lost its Telephone 
Numbers. For the benefit of all con 
cerncd. we hasten Io announce them 
and they are: MADISON SQUARE 
1765. 1766 and 1767, ADVERTISING 
& SELLING. 171 Fourth Avenue, 
New York, N. Y. 

plain common sense should tell you 
will go right over the heads of 
ninety-nine out of every hundred 
auditors or readers.

"If I were a chair salesman I 
never would try to sell chairs,” de
clared one of the keenest bus
iness movers in America, in dis
cussing the subject of story-interest, 
which is the strong plav of the 
psychologists. "If I couldn't throw 
about my wares an atmosphere—the 
kind that suited my prospect and 
made him feel a kinshij) with that 
chair—I’d just quit my job and 
find an outlet for real salesmanship. 
No person ever purchased anything 
for itself alone. No person ever 
saw in an advertisement the type 
and art matter alone."

THE OLD, OLD STORY

Unquestionably, what we term 
story interest, in both advertising 
and salesmanship, is a paramount 
consideration. It is story interest 
which makes selling to women eas
ier than selling to men—story in
terest and the fact that, having 
heard the story, woman finds it 
hard, in the "closing phase” to sav 
NO. Of course any salesman 
knows that.

Just pretty stories and pretty 
pictures won’t do. The stories and 
the pictures have to "stick.” They 
have to fit. They have to be log
ical and they have to arouse more 
than passing interest. There must 
be a completeness—something sat
isfying and convincing in them.

In the eagerness to get copy be
fore the reader, jierhaps, sufficient 
consideration sometimes is not giv
en to matter of this kind and un
worthy, inadequate story subject-
are chosen, in the mistaken belief 
that they will, by association, strike 
a responsive chord. On the other 
hand some genuine masterpieces 
might be cited to j>rove the sound
ness of the method.

It is difficult to cure old adver
tising and sales promoters of life
time habits, no matter how injuri
ous those practices may be. But it 
it always easy enough to start new 
business rolling along in the right 
direction and if the parties respons
ible are REALLY RESPONS
IBLE, in the moral sense, they can 
cure some of the evils practised 
tinder the general heading of 
psychology.

But I sigh for the weak and the 
defenseless who fall into the 
hands of the "bugs" to whom good 
judgment in such matters is for
eign. And. if some of the copv 
running from time to time may be 
accepted as an indication, there are 
those who fall often and hard.
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The Chain Store in National Advertising
S. S. Kresge Company to Begin Full 
Page Kds in April Curtis Publications

By RALPH BEVIN SMITH

WITH the appearance on the 
newsstands of the April is
sue of the Ladies Home Journal 

and the April 3 issue of The Satur
day Evening Post, advertising men 
not “in on the secret" will be as
tonished to find that the S. S. 
Kresge Company, operators of a 
great chain of “red front" and 
"green front" stores covering the 
northern and eastern parts of the 
United States, have gone into the 
field of national advertising.

Full pages in these issues, util
izing both illustrations and copy, 
will begin a campaign that is to be 
carried on in the two publications 
week after week and month after 
month to tell to the consuming pub
lic the story of Kresge opportuni
ties and Kresge service.

This campaign, which will be 
handled by the Campbell-Ewald 
Company, Inc., of Detroit, is to be 
two-fold in purpose. It is designed 
to sell Kresge merchandising pol
icies and to sell the name of Kresge; 
to be in part direct sales copy and 
in part good-will advertising.

The initial page, which will not 
utilize illustration, is to accomplish 
the first purpose by explaining to 
the consumer “in one-syllabled 
wc rds.” the A. B. C. of the Kresge 
system—direct, large, quantity buy
ing. transferal of merchandise to 
the stores with a minimum of hand
ling and economical sales methods. 
Subsequent pages will ring the 
changes on the tale of Kresge econ
omies that make for consumer sav
ings; and will recite the history 
of the Kresge idea and the Kresge 
organization to impress upon the 
public tne dignity of the name of 
Kresge.

This starts the ball rolling. Once 
this company has taken the plunge 
into national advertising it is ex
pected that other chain store sys
tems which have neglected national 
opportunities will quickly follow 
suit, brought to a realization of the 
fact that, as Frank J. lampbell. 
Director of the Promotion Depart
ment of the S. S. Kresge Company 
expresses it. “chain stores are in 
a unique position to cash in on 
national advertising.”

“Our 180 stores are located in 
cities east of Lincoln. Neb., and 

north of Norfolk, Va.,” Mr. Camp
bell told me, “and 70 percent of 
the circulation of the national me
diums lies in these cities. The ad
vertising manager of a department 
store operating in one town, or 
with only two or three branches, 
could not advertise in national me
diums. In doing so he would be 
faced by a tremendous amount of 
waste circulation. We count on 
very little waste circulation.

WHO BUYS AT THE “5 AND io”?

"The Kresge organization, in its 
“red front” stores, handles 5, 10, 
15, 20 and 25 cent lines of mer
chandise; in its "green fronts,” it 
carries 25 cent, 50 cent and $1.00 
goods. The “red front” stores 
started as 5 and 10 cent stores, 
added 15 and 20 cent lines during 
the war, and put in a 25 cent line 
less than a month ago rather than 
let advancing prices force out of 
their stock classes of merchandise 
that customers have learned to ex
pect to find there. The “green 
front” stores added their dollar line 
on February 16. These stores draw 
their customers from every walk of 
life. It is estimated that 10 per
cent come from the very poor, who 
are forced to pinch hard on their 
nickels and dimes; <80 per cent from 
the two middle classes—families 
with incomes from $1,500 to $4,000 
a vear and families with incomes of 
from $4,000 to $10,000 a year; and 
10 per cent, again, from the wealthy. 
Consequently, any advertising done 
must make a very broad appeal.

"What we have to tell, and what 
anv chain store can tell to best ad
vantage, is the story of merchandis
ing policies. We have already at
tempted to tell this story to some 
extent in local advertising in the 
cities in which our stores are lo
cated.”

Here is copy from one of these 
local advertisements which explains 
the fundamental principles of the 
Kresge svstem and also indicates 
the fundamental principles to be 
followed in using the national me
diums.

“The Kresge Way is the modern wax' 
of merchandi?ing. It assures you the 
greatest possible value for your money.

“By purchasing in enormous quantities 

direct from the manufacturer for 180 
stores, the S. S. Kresge Company buys
and accordingly sells—at the lowest pos
sible price. Prices arc lowered still more 
by the Kresge system of handling mer
chandise, which eliminates waste, the ex
pense of making out sales slips, charge 
accounts, delivering, etc.’’

As Mr. Campbell puts it: "We 
will endeavor in our national ad
vertising to place before the public 
the old, old axiom that ‘a straight 
line is the shortest distance between 
two points’; and that Kresge meth
ods make a straight line between 
the manufacturer and the con
sumer.”

TELLING IT TO THE CONSUMER

That covers one phase of this 
revolutionary advertising campaign. 
The other is concerned with telling 
the story of the Kresge organiza
tion along the lines of good-will 
advertising. The Director of the 
Kresge Promotion Department de
clares that the consumer does not 
know enough about low price chain 
stores and that what he does know 
is. for the most part, erroneous. So 
these advertisements are to sing the 
epic of the building up, from a little 
5 and 10 cent store in Memphis, 
Tenn., of the great chain of 180 
stores, employing 7,500 women and 
2,000 men—an organization which, 
on a capital of $12,000,000, did a 
business of $42,500.000 in 1919 
and made a profit of $6,000,000. 
Thev will tell how today Kresge 
buvers go into the nation’s factor
ies and show the manufacturers 
how to turn out goods that can be 
sold at Kresge prices. They may 
recite the odyssey of S. S. Kresge, 
the founder, who developed his idea 
of chain stores economies while 
travelling over the country as a tin
ware salesman and observing the 
success of the Woolworth system 
along similar lines—a man born 
near Scranton. Pa., of old Pennsyl
vania-Dutch stock, who put him
self through business college and 
worked up to his present success 
from humble beginnings.

Other chain store organizations 
will follow with the closest atten
tion the methods used and the re
sults obtained by the new venture. 
The importance of the experiment 
cannot be too greatly emphasized
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The Vastness of tlie Canadian Market
There Is One Automobile to Every Sixteen Persons 
in the Dominion, Which Ought to Prove the Immense 
Purchasing Power of Our Northern Neighbors 

By JOHN A. COOPER
Dominion of Canada Bureau of Information

THE Dominion of Canada, ex
tending from the Atlantic to 

the Pacific, covers over 3,745,000 
square miles, constitutes one-twelfth 
of the land surface of the earth 
and covers a territory greater than 
the United States. Canada is essen
tially an agricultural country
western Canada primarily so.

When I speak of the Canadian 
West I mean the country from the 
Great Lakes to the Pacific ocean 
north of the international boundary 
line. The Canadian West deserves 
a great deal of study by Americans, 
especially by those who desire, and 
1 believe all do, the friendship of 
the Canadians, and who desire to 
extend their export trade into that 
country. That part of Canada 
needs real study.

My suggestion would be to 
Americans looking upon the Cana
dian territory for expansion of trade 
to study, and study closely, every 
condition, as customs, the habits and 
desires of the people and the man
ner of use to which your product 
will be put. You must supply them 
with what they want—not what you 
think they may need.

Let us look at a map of Western 
Canada. Here we have territory 
running from 300 to 400, 500 and 
sometimes boo miles north of the 
international boundary line and ex
tending some <400 to 1,000 or 1,100 
mi es from the eastern boundary of 
Manitoba to the Rocky Mountains. 
Tne territory is practically equal to 
that of the states of Indiana, Illin
ois, Iowa, Missouri. Nebraska and 
J' tnsas. We might also call those 
1 h<- Heart States” of agricultural 
production in this vast country, and 
they have a population today of ap
proximately 15,000,1x30 people. In 
th t Canadian West there are only 
01 e and three-quarter millions of 
people as compared to the 15.000.
000 in the ’‘Heart States” of the 
I ited States.

WHAT ’’WESTERN CANADA” 

MEANS

Because the lines of traffic within 
tl e United States practically do not 
touch the Canadian boundary, be
cause few people, those who live 
within too, 200 or 300 miles of the 
Canadian boundary. are the onlv

The Land of Promise and 
Fulfillment

CANADA is the great country of 
courage. of confidence and oppor
tunity. a land which. according to 

the -writer of this article, holds out no 
promises to American Business that can
not and will not be kept

Some ainazuig facts about Canada are 
contained in this and other articles in 
this issue of Advertising &- Selling, de
signed to acquaint manufacturers, advei- 
tisers and sellers -with a so-called foreign 
market lying at their very door.

THE EDITOR.

ones, comparatively speaking, fa
miliar with the Canadian conditions 
and because I believe that the 
Americans in the Southern parts of 
the country should know what the 
Canadian field holds forth, I am 
going to give you a rough survey 
of that great Western country, a 
survey I hope that will give you 
some idea of its possibilities.

I will give you some statistics. 
While I know statistics are dry, yet 
when we look upon them in the 
light of commercial development 
thev take on real life and become 
very interesting.

Western Canada contains three-fifths 
of Canada’s occnpiable farm land.

Western Canada’s farmers in produc
tion and capital worth rank 100 per cent 
ahead of the average for all Canada.

Over three-fifths of Western Canada's 
entire population live on farms.

The 1918 field crops valuation of the 
average Western Canadian farmer was 
nearly one-half more than the average 
for all Canada. His total livestock 
his farm holdings valuations run even 
higher.

There are eighteen wholesale dislrib- 
ntme centers in Western Canada total- 
lum in all 381 wholesale distributors.

Of the 10.951 retail stores in Western 
Canada, O.010 are in towns of under 500 
population.

Here is what 1 Tof. Shaw, one 
of the leading agronomists of the 
United States says: ‘‘One acre of 
average soil in the Canadian West 
is worth more than twenty acres 
of average soil along the Atlantic 
seaboard.”

Of that population, 1,750,000 in 
the Canadian West, two-thirds live 
on farms—they are the real produc

ers of wealth, they take it from the 
soil, they help nature to bring it 
forth. For this very reason they 
are the producers of real wealth. 
The average crop value for Western 
Canada for 1915, 1916, 1917, and 
1918 was over $556,000,000 or 53 
percent of the total crop value of 
all Canada. Western Canadian 
fanners, being one-fifth of all the 
farmers in Canada, dwell on over 
one-half of the Dominion's occupi- 
able farm lands, own over two- 
fifths of her total farm property, 
over two-fifths of her livestock and 
harvest over half of her field crops.

Here is another point for you to 
consider; the farmers of the Central 
Agricultural States average a crop 
value of $2.331.04 per farm, while 
W estern CanBKs average crop 
value is $2,800.88. The average 
number of persons on the American 
farms is 7.75. in Western Canada it 
is 4.49, providing that the average 
Western Canadian farmer receives 
more money per crop than the best 
averaged American farmer, that his 
wage bill is less, that he must use 
more labor saving machinery and 
that he has more money to pay for 
it. His purchasing power is much 
greater than his brother to the 
South.

Here is another interesting com
parison. the ax erage American farms 
contain only- 138 acres, while the 
average Western Canadian farm 
contains 335 acres. And 82 percent 
of the farmers in Western Canada 
own their own farms. Do you see 
’.he possibilities for trade expansion 
as the country becomes more thick
ly settled, as the farms become more 
thickly settled, as the farms become 
smaller and as they are more thor
oughly cultivated, because of the 
greater population : Your advertis
ing will build up a “good will” in
vestment that will produce dividends 
for years to come.

Those of you who feel like spec
ulating in farm values, and the re
sults of the increase in price, just 
listen to these facts. Farms in 
Manitoba ( just look at the map 1 are 
worth on the average $32 per acre. 
Saskatchewan $20, Alberta $28. In 
the old Province of Ontario and 
Quebec the average is only $57 
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per acre. consider those values 
with the price of land in the Central 
States of the U. S. A.

I'here is probably no other one 
article that will show the prosperity 
of a country more than the use of 
automobiles. In August, 1918, there 
were 270,000 cars in all Canada. 
Over 101,000 in Western Canada— 
yes, and 55.041 were Fords. In 
other words, there was a car to 
every three and one-half homes
one car to every sixteen people. 
Canada is today the largest foreign 
buyers of cars that the American 
makers have. Out of fifty-nine 
farmers that replied to an enquiry 
in February, 1919, thirty-two owned 
their own automobiles.

W ith this great proportion of cars 
to the population you can readily 
see the purchasing power in this 
vast country of which only one
eighth is under cultivation. But the 
purchasing power is now at its low
est ebb. The great development 
will come in this territory in the 
next quarter of a century.
OF VITAL INTEREST TO MANUFAC

TURERS SELLING THROUGH
WHOLESALERS

For those of you who are dis
tributing goods through wholesalers 
or manufacturers' agents, here are 
points of vital interest. There are 
eighteen wholesale jobbing centers 
in that great Canadian West. Sur
rounding those jobbing centers are 
a great number of general stores. In 
fact it might be stated that the big 
trade done in Western Canada is 
done in the general store. This is 
the store that first opens up in the 
new towns. This is the store that 
grows with the community and 
eventually becomes a small or large 
departmental store as its trade war
rants. The basic lines handled by 
the general store are food stuffs and 
clothing, including boots and shoes. 
Sometimes hardware forms an im
portant division of its trade. It car
ries also a few well-known drug 
lines, such as toilet soaps, denti
frices. standard proprietary medi
cines. etc. Always, of course, it 
handles tobaccos and confections. 
Any conclusions concerning trade in 
these lines must take into account 
the general store as well as the 
stores specially designated under 
these headings.

The second point to note is that 
the great majority of stores are lo
cated in the smaller centers. In 
getting the true perspective of this, 
the number of general stores should 
be added in each case to the stores 
under the headings, grocery, hard

ware, clothing, tobacco and confec
tionery.

As to who are the chief custom
ers served by these stores there can 
be no question, since Western Can
ada's farm population constitutes 
approximately 05 percent of the 
total. For some tears the belief 
has been current that the farm trade 
has been even more than 65 percent

Specialized Advertising
Do you know that there are as 

many business papers in the coun
try as daily newspapers? Has any 
one ever told you that the salaries 
paid by business papers for ex
clusive editorial service average 
higher than those paid by any other 
class of publishers, liar none?

In the entire country we hat e less 
than 10,000 so-called national adver
tisers. Would it astonish you if I 
told you that there are 160,000 ad

I vertisers in trade and fechniWl pa
I pers? W ell, there were as many as 
i this five years ago. How many 
. more there are now I do not know. 
: Bear in mind that these thousands

of advertisers are using papers with 
5,000 and 10,000 circulations. There 
may be some who have allowed the 
glamour of big general circulations 
to blind them to the concentrated 
buying power of the average busi
ness paper reader. A certain busi
ness paper has completed an inves
tigation of the financial ratings of 
their subscribers as given by R. G. 
Dun & Co. The average was found 
to be $297,608. According to the 
last A. B. C. audit, this particular 

: paper had 15.000 such subscribers, 
: each with an average rating of 

nearly $300,000. The total annual 
turn-over of these subscribers would 
finance a world war if it didn’t Iasi 

? too long.
The buying power of ihe readers 

is what counts, not the number of 
them.—JESSE H. XEAL. in The 
Uoasf Ranker.

of the total trade done in this field. 
This belief was based on the known 
fact that the average annual income 
per farm was much higher than the 
average annual income per town or 
city home. Moreover, the average 
number of people ¡ter farm home 
(including children and hired help) 
is larger than is the case in urban 
centers, thus making more people 
per home unit whose wants must 
be filled.

111 spite of this condition, the farm 
field of Western Canada is prac
tically untilled (from the standpoint 
of trade expansion through advertis
ing) for food stuffs, clothing, tobac
cos, confectionery, hardware, drugs, 
jewelry and furniture. A little, of 
course, has been done, but nothing 

like the proportion which the trade 
would warrant.

One reason why you Americans 
should stud)' this territory very 
carefull)' is shown by some figures 
from the Canadian Department of 
Immigration. In April, May and 
June of 1918, out of a total of 16,
279 people who entered Canada, 
14,141 came from the States. In 
April, May and June of 1919, out 
of a total of 29,278 people who en
tered Canada, 17,429 came from the 
States. These people know your 
goods, because of your advertising 
in the States. The)- should make 
your Canadian advertising that much 
more productive.

Western Canada has a practical 
need for all farm machinery, in fact 
for all farm and home necessities, 
and what is more has the money 
to pay for it.

When you send your emissaries 
across that boundary, tell them to 
leave their braggadocio at the 
boundary line. Extend your hand 
to the Canadian and say to him that 
you are proud of what he has 
done, do not mention what you have 
accomplished, although your actions 
of the last two and a half years are 
worth)- of great praise. Let your 
travellers be students in that great 
land in which development is only 
beginning, as one might say. Let 
them extend the hand of fellowship 
and friendship wherever they go. 
Your welcome will be wholesome.

You men are moulders of thought 
and educators of. I might say, two 
great peoples. By knitting the 
friendship between these two coun
tries, you are going to secure one 
of the greatest assets in export 
trade that the world has ever 
known.

There is one language that every
body can understand, and that prop
erl)' executed is one of the greatest 
factors in education. Use it in all 
your foreign advertising—national-- 
dailies—trade papers—in direct ad
vertising—use pictures and use 
plenty of them ; the best plates you 
can get on the best grade of paper 
possible. For foreign advertising to 
any country, pictures will speak 
more plainly than language—thev 
will describe your products better 
than words. It is true our language 
is the same, that we read the same 
paper and magazines, and write let
ters in our mother tongue and yet 
colloquialisms may give your words 
a slightly different meaning. Be 
sure that your copy cannot be mis
understood. Do not exaggerate. 
Tell the Canadian what your prod
uct will do for him.
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Alfred, the Ad-Man, Sells By Direct Mail

I offer you one cosy home, complete 
with garage, front porch, best Shady 
moonlight, honeysuckles — THINK OP 
IT" must be Seen to be appre ci at ed .

"Dearest Prunella: This is YOUR CHANCE! 
Here is the offer you have been wait
ing for. All your dreams may come

। true NOW - if you act
AT ONCE !

In addition, if you act NOW, you will 
obtain one loving husband - 

ABSOLUTELY FREE ’
Seize this chance * Tomorrow 
may be too late .

The coupon below entitles you to 
one FREE ten-day trial engagement 
- NO OBLIGATION ' You have 
everything to ^ain and nothing’ 

to lose!

You have always wanted ¿l home, 
and now you. can have it.
REMEMBER.- YOU TAKE NO RISK’ 

Pay nothing till you are perfectly 
Satisfied.

Artist Stanley, of Advertising & Selling Staff, touches two familiar themes

You too can be happy, but you must 
ACT NOW- Mail the coupon today 
before this liberal offer is withdrawn.It MAY CHANGE YOUG WHOLE LIFE !

Tours hopefully.

Exporters Have Interesting Meeting— 
"Advirtise in Australia,” ( ommis 

sioner Sheldon Says
"Advertise in Australia" is the mes

sage brought to American manufactur
er-. by the Hon. Mark Sheldon, Com 
mi'sioner for the Commonwealth to the 
United States. Following bis address to 
members of the American Manufacturers 
Export Association at their March lunch
eon at the Hotel Pennsylvania last Wed
nesday. Mr. Sheldon told a representa
lm- of Advertising & Selling that one 
of the important factors in the success- 
tul competition of American goods with 
Japanese goods in Australia was Amer
ican advertising.

The United States and Japan have 
both increased their trade with Aus
tralia during the war by about the same 
percentage, Mr. Sheldon pointed out. Ju 
í M3, Japan's imports to Australia 
amounted to about 1.19 per cent of the 
total imports of the Commonwealth-, 111 
the same year the United States sent 
(382 per cent of the total. For the fiscal 
year 1019 Japan's import percentage had 
jumped to 11 per cent of the total an! 
America's to 25 per cent.

“American manufacturers arc pushing 
their lines in Australia by vigorous ad
v rlising work," Mr. Sheldon said. “Tin 
Japanese are not. Our Nipponese friend, 
to meet prejudice in Australia, is oh 
liged rather to suppress the ‘made in 
Japan’ idea. The American works un
ci -r no such handicap."

Mr. Sheldon spoke to the export man 
ufacturers on “American Exports to 
Australia Under Present Trade Condi- 

tmns.” William H. Ingersoll of Rob
ert Ingersoll & Bro. presided at the 
luncheon which was attended by about 
150 persons.

School Teachers Advertise
In their determination to push the Lock

wood-Donahue Bill through the State 
Legislature, the school teachers of New 
A’ork have turned to paid display adver
tising in the metropolitan dailies to give 
publicity to the reasons why parents 
should urge their representatives to vote 
lor this bill which provide. for a general 
increase in teachers’ salaries. The opening 
bell in the campaign was rung in the New 
A’ork Times of Monday, with money 
raised by assessment by the teachers of 
Stuyvesant High School. “The Teachers 
Are Leaving—the Schools Are Left," the 
first headline ran.

The Stuyvesant teachers enlisted the co
operation of fellow-educators in other 
schools in the city and upon our going 
to press plans were under way for an 
extended display campaign. 'The Hairy 
Porter Company is handling the account.

Clarence F. Bicknell Dies in Hospital
Clarence F. Bicknell, publisher of the 

I'ort Wayne jVcwj mid Sentinel, died on 
Thursday of last week in his 56th year 
m a Fort Wayne hospital after an illness 
of several weeks. He first acquired the 
Journal ill Gas City and later became pub
lisher of the Tribune in Terre Halite. 
W ith A. T. fleet and others he bought 
the .Vcre.r merging tin- Evening Sentinel 
with it in 1017.

Richard H. Waldo Resigns
Richard H. Waldo, president and gen

eral manager of the American Associa
tion of Foreign Language Newspapers, 
New A ork, has withdrawn from the as
sociation. His resignation which is effec
tive April I, was made, it is understood, 
for personal reasons. Major W aldo has 
not made any definite plans as yet, but it 
is believed that he will become associated 
in the publishing field in an international 
way.

T. B. Spencer, sales manager and Miss 
L. B. Carpenter, advertising manager of 
the association, have also resigned. Frank 
D. Garner, who has been at Chicago as 
western manager, has been appointed to 
succeed Mr. Waldo.

An “A. & S.” Article Helped Him 
In a Pinch

St. P.-uil. Minn.
Editor, Advertising & Selling:

Thought you might be interested to know how 
reading one of the articles in your magazine 
helped me out in a pinch. I refer to the article 
in the issue of September 13. 1919, headed “A 
Couplet from Kipling Helps Out One Copy
writer,” Thanks to your author it has helped 
out another.

1 took the copywriter at his word when he 
said every man in his line should remember that 
couplet. So 1 had it typed on a card and set 
it up on my desk. Then when the idea for a 
full page for Family Budget Day would not 
come I looked at that card. The enclosed ad
vert Cement is the result.

If the man who wrote that article is handy, 
shake hands with him for me ami tell him I’m 
much obliged.

Cordially yours.
RALEIGH E. ROSS
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Genuine Service
Appreciated

Extracts from unsolicited letters from advertising agents and 
manufacturers regarding the statistical charts issued by the 
New York Globe would seem to indicate that they constitute 
a genuine service which is appreciated.

Extracts From a Few Letters
“It only needs brains and 

application to make this ma
terial of great value to the 
national advertiser, and that 
is not your job but the job of 
the man in the agency."—From 
a leading advertising agency.

«

“I think the statistical 
charts afford the most usable 
basis for analysis that has 
come to my desk, and I wel
come the further ones you 
promise." — From a leading 
agent.

n

“These statistical charts and 
maps have real meat in back 
of them, and I am very glad 
that you have my name on 
your personal list and assure 
you I will look forward to 
receiving them, because they 
will give me no end of good 
information and supply me 
with necessary knowledge that 
will prove of great help."— 
From a large automobile man
ufacturer.

"I want to tell you that wc 
appreciate very much the maps 
and statistical charts you have 
been sending ns. They are not 
only in mighty convenient 
form, but they contain a 
wealth of information that is 
bound to be of considerable 
use to advertisers and adver
tisingagencies.’'—From an ad
vertising' agent.

U

“Thank you for the statist
ical charts, which unquestion
ably will be of a great deal 
of value to us/’-W-rom a lead
ing agent.

"We are very much inter
ested in these charts and an
ticipate considerable assistance 
from them as the series de
velops.”—From a large auto
mobile manufacturer.

“These charts are very in
teresting and the information 
will be of great service to 
us.”—From a leading adver
tising agent.

"Such valuable information 
as this should result in more 
localized national campaigns.” 
—From an advertising agent.

»
"This is certainly fine in

formation and you may rest 
assured that your efforts in 
getting it together, which we 
know must have been consid
erable, will be greatly appre
ciated."—From a leading ad
vertising agent.

a
“I find the charts very in

teresting and we shall be very 
pleased to receive more of 
them as they are issued from 
time to time.”—From an au
tomobile manufacturer.

n

“Your charts and the meth
ods you use in analyzing ad
vertising conditions are far in 
advance of anything I have 
ever seen.”—From a leading 
manufacturer.

Copies of the charts as issued will be 
mailed to any space buyer ot newspaper 
advertising writing on his business address 
stationery as long as the supply lasts.

A B C THE NEW YORK GLOBE ITay
JASON ROGERS, Publisher.
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Joftery tro/n Jhv^lstr^JtyTi 
to G is Sort

By S. DEWITT CLOUGH

I tear BuT Mollier writes me 
that you have landed a job in Xew 

ork. Good for you. I sort of 
had a hunch that vou were coming 
back and hit the old man for a 
job, as soon as vou got vour dis- 
। harge. W ell, you know vou can 
come back anv time vou get ready 
and the old job is vours. I'll be 
mighty glad to see vou. but I’m 
proud of you for wanting to learn 
a little something about the adver
tising game before vou step into 
my shoes.

It you don't make a better ad
vertising man than 1 am, I'll think 
your education has been wasted and 
your training sadly neglected, 'hake 
it from me, though, Hud. vou won't 
find any soft picking in Xew York, 
it won’t be like working for vour 
Dad. There are a lot of voting 
chaps, just out of the armv, who 
think they want to get into adver- 
lising—either that or selling bonds. 
I guess they've talked it all over 
at the camps, in the trenches and 
on the transports. They’ve sort of 
sized it up that there’s a lot of 
easy money in the advertising game. 
They think it sounds classv, too. 
xll they have to do to get rich, is 

to dash oft a few clever lines, now 
and then, and tell the other fellow 
how to make money. Thev think 
there’s a Uneeda Biscuit named 
evt ry day.

\\ ell. a lot of them will wake up 
sooner or later when it’s too late to 
get back into their old jobs. Twelve 
months fighting in Trance doesn’t 
make an advertising man anv more 
than running an automobile for a 
y va >• makes a expert mechanic out 
of a copywriter. But, I think 

you’ve got it in yiu Bud, t<> make 
good m your "chosen profession" 
as you tell Mother. You’ve got a 
good foundation in your education, 
which you will now begin to ap
preciate. I give you credit for a 
fair amount of common sense, 
though you're not to blame for that 

- it's hereditary on vour Mother’s 
side.

lour army training has given 
you the will to win, and the dis
cipline should teach vou self-con
trol. If you have any paternal 
traits, I hope its a pinch of perse
verance from your Grandfather, 
which will give you sticking qual
ities, and, right here, Bud, without 
appearing to be doing anv preach
ing, let me warn vou against the 
ad man's evil of changing vour base 
too often. It’s all right, I suppose, 
in military tactics, for an army to 
change its base if it keeps going 
forward, but don’t change just for 
variety , or to see the world, as the 
sailor says. I 'ick out vour objective 
and hammer away till you win that 
point, if it takes all summer. All 
the famous generals weren’t in 
Trance, you know.

\ouve probably learned to make 
out reports to your superior offi
cers in the war game. Let’s keep 
this up. Bud, remembering that I'm 
just your pal. boy, and not vour 
superior officer. 1 may be able to

ADVERTISING
Two streaks of rust and right-ob 

wa, do not make a railroad, any more 
than big space and a splash of color 
make an adwtisement. 

help you win your straps in the 
business of advertising.

(¡ive mv love to Mother. Ask 
her when she's coming home. Here’s 
a slap on the back and a hearty 
handshake from

DAD.

Dear Bud :—So you’ve hooked up 
with an advertising agencv, have 
you? Said they knew me, did they, 
and would take a chance on vou? 
\\ ell, they won’t be taking much 
chance I guess, You've done well. 
l>ut don’t think you know it all just 
because you are filing all the news
papers and magazines m the United 
States. If vou’re busv vou won't 
have much chance to read them. I 
won't blame vou for following the 
\\ orld's Series, but a couple of pa
pers, one in Chicago and one in 
Cincinnati. are enough for that.
I’ve always said that some experi

ence in an agencv is good training 
for a young man entering advertis
ing, so are the newspaper office and 
the printing shop.

Bv the wav, I want von to nose 
around among the ty pe some. Gel 
your hands dirty with a little ink, 
for it’s as powerful as a hand gren
ade. X on w ant to learn all about 
it before you start throwing any. 
Ask somebodv to show vou how to 
set a stick ol tvpe, what "ems" are 
and how many agate lines to an 
inch. When vou start figuring 
rates, your boss might call you on 
the carpet for anv errors in this 
direction. 1 believe there are a few 
Gordons there. If vou can bribe 
the shop foreman to let vou set a 
bit of copy during noon hours, or

(('(intiiim d on page 34)
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Canada Is Calling to U. S. Sellers
With $233 in Real Wealth Per Capita, Our 
Neighbors on the North Need American Goods 

By FREDERIC HL’DD
Canadian Bureau of Information

BUSINESS prospects in Canada, 
h a v e seldom presented a 

brighter picture than at present. To 
the investor, the manufacturer and 
the salesman, a country whose il
limitable resources have been de- 
veluped to so comparatively small 
an extent offers every opportunity. 
It cannot be doubted that Canada 
is destined to become the country 
ot the twentieth century just as the 
I nited States was the country of 
the nineteenth century in develop
ment of natural resources and in
crease of population.

One of the best evidences of the 
present prosperity of Canada is 
found in the circumstance that, not
w thstanding the purchase by the 
people of Canada of $699,291,095 
worth, or 77 percent, of all the se 
curities issued in the Dominion last 
year, the bank deposits showed a 
remarkable increase. In January, 
1019, demand and savings deposits 
were $1,613,919,495, and by the end 
ot November they had increased to 
$1,866,515,866. This represents $233 
per head of Canada’s population of 
8,000,000 as compared with $126 
per head of population in the Na
tional Banks of the United States.

No problem confronts Canada in 
the future that cannot be satisfac
torily solved. The war imposed 
great burdens upon the country, 
but nothing in the resultant unset
tled conditions is inconsistent with 
the continued development and 
prosperity of the Dominion.

The resources of Canada need 
only the touch of energy and cap
ital. The market for pulp and pa
per continues to expand; the de
mand for gold and silver adds to 
the value of the mines and the 
soaring price of coal is bound to 
hasten the development of those 
potential water-powers in which 
(Canada, in relation to other conn 
Iries, ranks second. Above all, ihe 
expected influx of settlers, notably 
in the West, will stimulate agricul 
I tral production, Canada’s main 
source of wealth at present, and 
ex end her market for home man 
ufactures as well as for the United 
States seller.

Trade between Canada and the 
United States during the last few 
years has developed phenomenally.

In the twelve months ending De
cember 31, last, Canada bought 
from the United States goods to 
the value of $740,580,225, nearly 
ten times as much as the Dominion 
bought from the United Kingdom. 
This figure represents over 75 per
cent of Canada's import trade with 
the world which totalled $941,007,
700. Canada, ever since 1890, has 
purchased more from the United 
States than she has sold, and there 
always has been a balance of trade 
against her. This rose to its high
est point in 1917, when the balance 
in favor of the United States was 
about $350,000,000. The balance 
last year was only $290,000,000 but 
it is sufficient to explain why there 
is an adverse rate of exchange

It is in the foreign market 
that the American developer of
ten meets his Waterloo. Too close 
study cannot be given to the 
fields that lie beyond our borders.

against Canada at the present time. 
When Canada could settle her 
United States accounts with Brit
ish Exchange, at par, the discount 
on Canadian bills did not exist, but 
this is not possible at the moment.

While Canada's purchases from 
the United States show a slight de
crease, as compared with 1917 and 
1918, her sales are on the increase. 
Exports to the United States from 
Canada in 1919 were $454,686,294, 
as against $433,182,149 in the prev
ious year, an increase of over 
$20,000,000. It will thus be seen 
that with the increase of produc
tion in Canada and extension of 
her exports, the existing adverse 
balance of trade with the United 
States gradually will be adjusted.

At the present time, Canada is 
the third best customer in United 
States markets. Great Britain and 
France being in the lead. C anada 
buys twice as much from the United 
States as all the South American 
countries combined and takes half 
as much of the totm exports of the 
I nited States as all other North 
American countries.

WHERE THE MARKET UES

Canada's exports to the United 
States are made up almost wholly 
of foodstuffs and raw materials, 
while her imports from the United 
States consist for the most part of 
manufactured articles. This is 
where the United States seller en
ters the field. His problem is to 
ascertain exactly what the Canadian 
buyer needs and this is best indi
cated, perhaps, by the figures show
ing the value of the principal ar
ticles sold to Canada by the United 
States during the eleven months 
ending November 30, of last year, 
which are the latest detailed figures 
available.

Coal, $39,174,000; cotton (raw), 
$21,172,000; cotton (cloth), $15.
525,000; steel sheets and plates, 
$18,298,000; oil, $17,510,000; auto
mobiles and auto trucks, $11,419,
000; bacon, $10,408,000; corn, $8.
993,000; oranges, $6,077,000; tobac
co, $7,823,000; tin plates, $6,058,
000; structural steel, $5,872,000, 
cotton seed, $6,162,000; leather. 
$4,382,000; furs, $4,586.000; metal 
working machinery, $3,404,000; 
gasoline, $5,518,000; binder twine. 
$3,840,000; wheat. $3,333,00; cop
per, $3,676,000; wool clothing, $2,
858,000; boots and shoes, $2,272,
000; eggs, $3,980,000; barbed wire, 
$1,986,000; other wire, $2,148,000; 
dyes and dyestuffs, $1,934,000; 
tanning extracts, $1,269,000; canned 
salmon, $1,421,000; plows and cul
tivators, $1,228,600; horses, $1.228.
000; prunes, $1,168,000; steel rails, 
$1,056,000; apples, $1,023,349; 
mowers and reapers, $404.395.

These statistics serve to show the 
commodities principally in demand 
by Canadian buyers in the United 
States markets. It cannot be doubted 
that the future will witness a de
velopment of trade between the two 
countries that it is now impossible 
to estimate.

A. G. C. Hammesfahr, Vice-President 
of the Martin V. Kelley Co.

\. 6. C Hammesfahr, formerly of the 
advertising- agency of Huck & Hammes
fahr, and former vice-president and gen
eral manager of C oilier's ll'eekly, has 
been made vice-president of the Martin 
\ . Kelley Co.. Toledo. Ohio. Mr. Ham- 
mv-fahr will make his headquarters in 
New York at the eastern office of the 
Kelley organization.
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One of your men iS 
spending 6 mourns in 

Americci

Verne Leroy Havens is traveling through 
Latin America in your interest. As editor 
of Ingeniería Internacional he is expanding 
the effectiveness of his publication in two very 
definite ways:

First—Mr. Havens is establishing direct contact 
with the readers of his paper: the engineers anil in
dustrial organizations served by Ingeniería Inter
nacional. He is studying conditions at first hanp; and 
his up-to-the-minute viewpoint is reflected in his 
publication.

Second—He is making certain that this contact will 
be maintained bv establishing a staff of resident edi
tors in all of the Latin American countries.

Basic thinking lies behind these comprehensive 
plans. Never in the history of export publishing has 
a paper been built upon such a foundation.

Ingeniería Internacional thus becomes not only the 
medium of engineering communication between the 
United States and Latin America, but also the me
dium of inttr-communication between the engineers 
in Peru, in the Argentine and in Cuba and Spam.

The engineering problems of all the Latin A.mei- 
ican countries are largely co-related. Through this 
resident editorial contact now being established. 
Ingeniería Internacional will give the utmost in this 
dual service of engineering publishing.

You can make this plan work for you by letting 
Ingeniería Internacional carry your sales message to 
the men who buy for these equipment-hungry mar
kets of Latin America and Spain.

onieria Internacional
One of the 11 McGrain-Hill Publications

McGRAW-HILL CO., INC.
London »c.Bo Bo.no, Ai,e, Phil.ddpl- S-*--
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Reuben H. Donnelley, the new president of the Associated Advertising Clubs of the World. Mr. 
Donnelley is the founder of “The Red Book,” the Classified Tekphune Directory, and has held 

a prominent place in the advertising world for many years.

Reuben H. Donnelley Chosen 
Unanimously to Succeed 

Ex-President Meredith
Thu unanimous election of Reuben H 

Donnelley by the executive committee of 
the Associated Clubs of the World to suc
ceed Edwin Thomas Meredith as presi
dent, places at the head of the national 
association a man who has been active in 
its work almost since the time of organ
ization. and a pioneer who, by his vigil
ance activities, has accomplished much 1'01 
advertising.

Reuben H. Donnelley was born in the 
village of Brantford, Ontario, Canada, 
August 20, 1864, and came to Chicago with 
his parents in October of the same year. 
He was educated in the public schools 
of Chicago, attending Hyde Park High 
School and the old Chicago University.

After completing his study at college 
he became associated with the Chicago 
Directory Company in which connection 
he first became interested in advertising 
In 1887 he became manager, later taking 
over the controlling interest in this busi
ness which he now owns.

In 1887 Mr. Donnelley sensed the com 

ing value and usage of the telephone in 
America and started the Chicago Clas
sified Telephone Directory, the pioneer 
book of its kind in the world as we know 
telephone books today. In fact, Mr. Don
nelluv fathered this idea, which has de
veloped in the last twenty-five years, into 
a tremendous business. This business was 
conducted as a personal undertaking un
der the name ol Reuben H. Donnelley, 
publisher, until the fall of 1917 when it 
was incorporated in the name of The 
Reuben H. Donnelley Corporation, of 
which company he is now the president.

Early in his business career he also be
came associated with his father and 
brother in the printing business conducted 
by R. R. Donnelley & Sons Company— 
“The Lakeside Press”—which connection 
he has always maintained, at the present 
tune being vice-president of that company.

Several years prior to 1905 he was a 
member of the firm—Knight, Donnelley 
& Company, LaSalle street brokers, and 
was a member of ihe Xcw York Stock 
Exchange, Chicago Stock Exchange and 

1 lie Chicago Board of Trade. He was 
vice-president of the Chicago Slock Ex

change for two years and president for 
Iwo years.

Mr. Donnelley, who was several times 
a member of the executive committee of 
ihe A. A. C. W served with distinction. 
He has been a member of the Advertis
ing Commission since the inception of that 
body, and at the A. A. C. \\ . convention 
m Xcw Orleans last September he was 
elected vice-president in charge of the 
Chicago district which includes Ohio, In
diana, Michigan, Illinois, West Virginia, 
and Kentucky. In Chicago, Mr. Donnel
ley has always given his closest attention 
to the interests of ihe advertising chib 
there, with the various committees upon 
which he has been placed from time to 
lime.

In the vigilance work of the A. A. C. 
W., Mr. Donnelley has ficen of great as
sistance. His work has lain largely in 
Chicago, and he has also been instrumental 
in obtaining strong financial support for 
ihe Xalional Association from the adver
tising interests of that city.

A number of years ago he was one of 
the men who go together to found the 
Association of American Directory Pub
lishers which was organized primarily to 
apprehend and prosecute the fakers and 
imposters who had crept into the busi
ness. In this connection he has given 
very libe rally of his time and money with 
the result that in the past fifteen years 
many of these people have been sent to 
the penitentiary and the directory publish
ing business has been freed to a ven' large 
extent uf the fakers.

Mr. Donnelley is a man who has al
ways been willing to give liberally of his 
time and substance in supporting the 
right kind of civic and business move
ments, and during the war was actively 
engaged in the work of the Red Cross in 
Chicago and also the civilian work at the 
ii rea t Lakes Naval Training Station, 
Créât Lakes, Ill.

Complaints Against Royal Baking 
Powder Advertising

Two complaints have been filed against 
the Royal Baking Powder Co., New York, 
by The Federal Trade Commission on 
charges alleging “false and misleading” ad
vertising. Other concerns, against which 
the commission has brought similar 
charges are: Story & Clark Piano Co, 
Chicago, III.; National Wire Wheel 
Works, Inc, Hagerstown, Md.; Big 4 
Grocery Co., Chicago, Ill. ; Plunkett Chem
ical Co., ( hicago. 111 ; Liberty Wholesale 
Grocers, ('hicago, Ill.; Waverly Brown 
(phonographs, Wilmette, Ill. Household 
Storage Co. (phonographs), Chicago, Ill.; 
U. A. Stark Piano Co., Chicago, Ill.; and 
Holland Piano M fg. Co.. Minneapolis, 
Minn.

$2,000 in Prizes for “Coffee Week” 
Window Displays

To tic up the national advertising cam
paign of the coffee trade, with dealer 
cooperation, the Joint Coffee Trade Pub
licity Committee and the executive com- 
miilcc of the Xalional Coffee Roasters 
Association have arranged to carry out 

a “Coffee W eek,’’ featuring a dealer con
test, lo beginning on Monday, March 20. 
Two hundred and forty-eight prizes 
amounting to $2,000, will be distributed to 
retailers all over the country who make 
the best displays. During the week the 
committee will show throughout the 
United States its motion picture entitled, 
“'rhe Gift of Heaven.’’
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Chicago’s 
Leading Evening Paper

THE CHICAGO EVENING AMERICAN

continues to increase its dominating evening cir
culation position. The net paid circulation of
the Evening American for February, 1920, was

419,892
leading the second evening paper's circulation 
(395,891) for the same month by (23,911) copies.

104,957
Gain in 14 Months
January. 1010............. 314.935
February, IO20........... 410,802
Gain for period......... 104.057

Only3 Evening Papers 
in the United States have more 
than 400,000 circulation : 
— the .V. } . Evening Journal 
-the Chicago Evening

.J merican
the Philadelphia Bulletin 

and two ol them arc HcarM 
newspapers.

Here is compact mass-movement 
personified for the national adver
tiser profitably to use:

( h i c a g o — the Great Central 
Market, and Chicago’s Leading 
Evening Newspaper to carry the 
advertiser’s message into 420,000 
prosperous homes.

The combination is unequaled—

Try it and see!

(J^Che Chicago Evening American
CHICAGO'S LEADING EVENING NEWSPAPER.

CHICAGO OFFICE: 
326 W. MADISON STREET

NEW YORK OFFICI 
2 COLVMBVS CIRCLE
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Why Not Association Magazines?
New Medium Suggested to 
Advertise Association Service

By A. F. N. THOMAS

AIRADE association, like an 
individual business organiza
tion has products to advertise. 'Ehev 

are its Information and its Service. 
If it is logical and profitable for 
(he members 'of such an organiza
tion, separately, to use the public 
press, national magazines and trade 
literature to obtain publicity for 
their products, why should it not 
be logical and profitable for the as
sociation to use the same mediums?

The Material Handling Manufac
turers Association, in which I am 
particularly interested, is composed 
of men who came together with the 
common thought that, in collective 
effort, they could more easily es
tablish contact with the thousands 
of industrial and commercial estab
lishments in this country that need 
their help today more than ever 
before.

To accomplish that object such 
an association needs some medium 
of publicity which it can direct and 
control.

\\ hy not an association maga
zine ?

An association magazine would 
establish contact with the natural 
sources of trade, bind the members 
in closer working relationship and 
provide capital for headquarters 
work.

Such a publication as I suggested 
to the Mechanical Handling Ma
chinery Manufacturers' Association 
at its February Convention in New 
York, 52 pages thick, 9 by 12 in
ches, could be turned out at a sub- 
''tanti.d profit. The accomplishment 
of its other aims would follow 
naturally.

I have compiled some figures 
r-pre-enting expense to publish and 
amount of profit to be derived. 
'I hese figures have been obtained 
from reliable sources and can be 
ac< epted as fairly accurate, based 
on an issue of 25.000 copies per 
month :
Lost of printing anil mail

ing 12 issues...............$31,734.00
i 'i b>rial management.... 3.000.00 
Maintenance of mailing de

[ rtment ...................... 1,500.00

Total expense per year. .$30,234.00 
Revenue from advertising

(33 pages inside and lliree
cover pages monthly L. $66.30^x1

These figures show a net revenue 
of over thirty thousand dollars—a 
very substantial profit available to 
carry on association work.

Instead of calling upon member 
companies for donations in addi
tion to regular dues, the money can 
be raised in a manner that will dis
tribute the burden equally and at 
the same time give each full value 
for money in high class publicity.

CAPPER FARM PRESS 
1,100,000 SUBSCRIBERS 

A powerful Midwest 
Medium, thru which 
to reach the Worlds 
Greatest Farm Market

I believe that an Association mag
azine will do more to develop and 
maintain the interest and constant 
cooperation of member companies 
in the organization than anv other 
one influence that can be put to 
work. A magazine circulating 
among members as well as the pub
lic at large will act as a constant 
reminder that the Association is 
functioning properly in their indi
vidual interests.

I am anxious to see such a mag
azine published by the Material 
Handling Machinery Manufacturers 
Association. The title I suggested to 
the New York convention was "Me
chanical Labor Savers." It could 
be handled entirely at the New

the next p^e 
pives a reason-
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York headquarters of the Associa
tion under the supervision of the 
secretary. It would give visible 
evidence that the printed word, the 
greatest moulder of public opinion, 
the mightiest agencv for the dissem
ination of educational information, 
has put the makers of standard and 
specialized classes of conveying ma
chinery into touch with those who 
can profit most by their practical 
use.

Michigan Inter-City Advertising Asso
ciation Formed—Many Practical

Addresses at Stale Conference
The first annual gathering of the asso

ciation of advertising clubs of the State 
of Michigan was held at Kalamazoo, 
Mich., last Thursday, March 18, for the 

_____ THE CAPPER, FARM PRESS is one 
medium with one policy and co-ordinated 
by one purpose. Yet it is published in 
five distinct sections, each with an inde
pendent editorial staff located in the terri
tory which it serves.

This policy enables its 24 editors to come 
in the closest possible contact with their 
readers, to get a “close-up" of their work, 
to know and be known first hand. It en
ables them to give timely advice. What is 
seasonable in the north may be a month 
aid farther south. Advice on growing 
spring wheat does not interest the cotton 
grower.

THE CAPPER FARM PRESS is not only 
a symbol but a synonym for Midwest rural 
and agricultural progress. The strap
hanger and the city clerk do not read it, 
but the farm folks of the Midwest look 
upon these papers as their very own their 
buying guide.

Your advertising can be placed before more 
than a million worth-while farm families, 
with all the force that goes with such an 
enormous circulation plus the added power 
from the localized reader-interest main
tained by the sectional plan of editing.

CAPPIR FARM PRESS 
(MEMBER A.B.C.)

Arthur Capper. Publisher-----Marco Morrow, Asst.Publisher
Topeka. Kansas. 
- sSECTIONS-

Cappcr's Farmer (Mid-West) . Monthly
Kansas Farmer and Mail and Breeze. Weekly 
Missouri Kuralisl Semi-Monthly
Nebraska F ami Journal Semi-Monthly
Oklahoma F armer Senn Monthly

purpose of pushing advertising in Michi
gan and organizing advertising chibs in 
some of the smaller Michigan cities. 
James Buswell, Kalamazoo, was elected 
the first president of the organization, 
which adopted the name of the Michi 
gan Inter-C ity Advertising As sociation. 
Charles Koethen, assistant sales manager 
of the J. I. Hudson Company, Detroit, 
was elected vice-prc dent, and Charles 
Morath, advertising manager of the Home 
Furniture Company, Kalamazoo, was made- 
secretary-treasurer.

One hundred and twenty-one buyers, 
sellers and writers of advertising copy 
from all over the state attended the con
ference. The program of the new organ
ization calls for three conventions every 
year. The next state convention will lie 
held in May and the third in September 
in cities not yet chosen. Addresses were 
delivered by Cliff Buttleman, president of 
the Kalamazoo Advertising League, who 

welcomed the delegates and explained the 
purposes which prompted the formation 
of the Michigan League; by Ruben H. 
Donnelley, newly elected president of the 
A. A. C. W.; by Robert E. Ramsay, 
former editor of .-Advertising & Selling. 
and now director sales promotion and 
advertising manager of the American 
Writing Paper Company; by- Homer J. 
Buckley, of Chicago, president of the 
Buckky-Demcnt Company, who discussed 
the value of state organization; Fred 
Gage, treasurer of the United Typotheta? 
of America, whose subject was “Properly 
Illustrating Advertising Matter"; Edward 
AA'cir, advertising manager of the Round 
Oak Stove Company, on "Primary Appeal 
in Sales and Advertising.”

Detroit Advertising Man ( times East
John A. Drake, assistant manager of lh< 

copy department of Campbell-Ewald, left 
Detroit last Saturday to take a position 
with the Martin Ar. Kelley .Advertising 
Agency, at their New York office.

Mr. Drake is well known in Detroit ad
verti sing circles, particularly in advertis
ing pertaining to the automotive industry. 
While with the Campbell-Ewald Com
pany for the last three years he handled 
among other automotive accounts, Delco 
Starting, Lighting and Ig nition, United 
Motors Service, Bearings Service anil 
Covert (.Tear transmission advertising. He 
spent nearly a year in the service. Pre
vious to his agency axperience he was in 
the advertising department of the Stude
baker Corporation, and has had sales and 
publication experience.

Newark “Star-Eagle” Advertising 
Manager Starts for Himself

Joseph J. Fiske, who has been advertis
ing manager of the Newark, N. J.. Star
Eagle since the- present owners acquired 
the property, has resigned to engage in • 
the advertising business for himself. Edit
orially in the Newark paper last week. 
Mr. Fiske was credited with a remark
able record of having doubled the volume 
of advertising, and was extended the best 
wishes and appreciation of the publishers 
and his former associates.

O'Donnell Special Agency Incorporates
The O'Donnell Special Agency was 

formed in New A ork last week with a 
capital of $100,000 for the purpose of 
engaging in advertising. R. F. R. Hunts
man. D. 1 Adams |r., R. I. O'Donnell. 
15 Hawthorne street, Brooklyn, are named 
as the organizers.

Big Population Gains in Ohio
Ohio has been growing rapidly, accord

ing to the new census figures. Here arc 
some Buckeye State and other late re
ports :

Dayton, Ohio. 153.830, an increase of 
37,253, or 31.1 percent over 1010.
' Parkersburg, W. A’a., 20,039, increase 
2,107, "r 12.3 percent.

Middletown, N. Y„ 18.420, increase 
3,107, or 20.3 percent.

AA’arrcn, Ohio, 27,050. increase 15.960. 
or 144.1 percent.

Trenton, Mo., 6,051, increase 1.205. or 
22.0 percent.

Junction City, Kan., 7,516. increase 
1.018, <>r 34.3 percent.

Kewanee, Ill., 16.026, increase 6,710. or 
72 2 percent.

Anniston, Ala., 15.700. increase 2,015, or 
22.8 percent.
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There Is But One Way 
To Reach Railway Officials 

through printers’ ink; and that is, by using publications 
devoted exclusively to railway subjects.

SAFETY GUARD 

1W;S suppo^

JT IS a simple matter to draw 
a chart showing that an iron 

and steel paper, for example has 
a 100 per cent circulation on some 
railways if it is assumed that the Purchasing 
Agent, the official frequently of least import
ance in buying power, is the sole subscriber; 
or to claim that a paper devoted to machin
ery for making all kinds of things with a 
few hundred subscribers in railway shops, 
or one which deals with engineering subjects 
generally with a comparatively small following 
amongst railway engineering department 
officers, covers that particular branch of 
railway service.

‘'k'ehanieal Ei^ineer

The railway field is the second largest

BOAS;'

Railway
Sidrval LiypaeFr
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industry in the world and none is more highly specialized. 
It functions by departments; and some of those departments 
are in themselves as large as whole industries. That is 
why we publish five different railway papers and why no 
paper wherein railroading is incidental can have anything 
more than an incidental following in the great railway field.

Put your problem squarely up to us. Remember—“Railways 
buy everything from pins to locomotives and from feather 
dusters to real estate”. We will tell you just which paper 
or combination of papers to use and how to use it.

And remember, too, that during the next three 
years, the railways of this country alone must 
pay out more than six billions of dollars for 
capital purchases alone, to say nothing about 
ordinary maintenance expenditures, which run 
into millions each year.

The Railway Service Unit
Railway Age. Railway Electrical Engineer.
Railway Mechanical Engineer. Railway Signal Engineer.

Railway Maintenance Engineer.

Simmons-Boardman Publishing Co.
Woolworth Building New York
Chicago Washington Cleveland
Cincinnati London

All five members of the Railway Service Unit are members of the 
Audit Bureau of Circulations and Associated Business Papers
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Making the Welkin Ring With "'Winnipeg”
High Class Publicity That Is Selling the Ad
vantages and Markets of a Live City to the World

By J. M. DAVIDSON
Winnipeg Board of Trade,

THE Board of Trade of Winni
peg, Manitoba, is a body of 
dreamers.

This isn’t an indictment; it's a 
boast.

"Where Dreams Come True" 
runs the title of a little booklet 
that is giving world-wide publicity 
to the attractions of the premier 
city of the western Canadian prair
ies. That’s what a bibliographer 
would call a "short title"; carried 
out in full, it ought to read : "Where 
Dreams Come True Because Men 
Know How to Dream.”

There is dreaming and dream
ing. Our "castles in Spain” are 
castles in Winnipeg and they are 
going up, stone by stone, in Winni
peg coincidently with their weaving, 
thread by thread, in the texture of 
our dreams.

Winnipeg is being sold to the 
world; sold because men have been 
dreaming and making their dreams 
come true long enough now to con
vince the world that they are going 
on successfully along the same lines 
so long as W innipeg is, and that 
they are going to earn7 Winnipeg, 
and all who come to Winnipeg, 
with them.

What has this kind of dreaming 
done for Winnipeg.7'

Developed it from a village of 
215 persons in 1870 to a metropolis 
of 262,000 today, spread over an 
area of 15,289 acres. Made it the 
grain clearing-house of Canada, ami 
the largest grain market in the 
world, set in a business field cov
ered by 16,000 miles of railways, 
with 27 railway lines radiating from 
ihe city itself in every direction. 
B ’ought to it more than 425 factor
ie-, employing 20,000 hands. Re
sulted in a wholesale turn-over ex
ceeding $200,000,000 annually, bank 
clearings of $2,316,724,063, and as
sessments of more than $325,000,
000. Equipped it with water, light, 
power, educational and recreation 
facilities that are far in advance 
even of the remarkable growth of 
rhe city.

That, briefly- -too briefly -is what 
we in Winnipeg have to market to 
the world. How are vve getting 
it across?

Advertising a city or town has 
become one of the recognized pro-

The “Chicago of the North”
IT WINNIPEG imported for cousmnp- 
yy tion in the first eight months of 
r F 1919, $28,420,764 worth of Hier- 
chatidis*—more than any other Can
adian city except Montreal and Toronto 
—of which 63.9 percent came from the 
United States.

lUorkinginen -who bought this mer
chandise in the province of Manitoba, 
of zchicli H'innipcg is the capital, made 
a higher average wage in 1019 than 
-workingmen in any other ( anadian prov
ince except Alberta and Saskatchewan. 
(1916) figures showed $601 a year, but 
they are far above that figure now.)

Salaries paid office zvorkers m Man
itoba over-top those paid anywhere else 
in Canada except in Ontario and Quebec.

Manitoba's annual zeealth production 
per family is higher than in any other 
western Canadian province.

Manitoban prosperity is indicated by 
the fact that building permits issued m 
li'innipeg in the last four years have 
amounted to $19.(166,900—more than the 
aggregate in any other Canadian cities 
except Toronto and Montreal.

THE EDITOR.

fessions. It is not enough in these 
days of progress that a city be on 
the map. Where it is, what it is, 
how it came about, and what lies 
before it are all matters of import
ance to the man or firm seeking 
a new location and looking over the 
ground in advance as engineers sur
vey and map the country for a new 
fine of railway. It is necessary to 
gather facts, t<i find out what has 
been done, to investigate resources 
and measure accomplishments, and 
finally to spread the result of this 
work before the people of other 
parts so that they may have a full, 
accurate and reliable report of the 
city, town or country, which they 
are looking over.

THE FIRST CAMPAIGN

Such work was started in 11)07 
by the Winnipeg Industrial and 
Development Bureau under the di
rection of a commissioner. With 
29 civic organizations behind it, 
including the City Council, Board 
of Trade, Grain Exchange, Manu
facturers’ Association, Bankers’ As
sociation, Retail Merchants’ Asso
ciation. and other bodies, the name 
of Winnipeg, then holding the high
est place in .America for rapid and 

substantial growth, was rung to the 
four corners of the globe.

Our first effort was a general 
advertising campaign including di
rect letters, pictorial folders, leaf
lets, broadsides and magazine ar
ticles. Committees planned and se 
cured conventions; conducted trade 
trips through the western provinces : 
made frequent trips direct to manu
facturing centers in the United 
States in the interests of industrial 
development. We organized the 
"Imperial Home Reunion Associa
tion” to bring British workingmen 
to Winnipeg. In the year 1909 
alone we answered 15,680 direct 
inquiries, sent out 28,915 letters, 
distributed 1,575,000 books and 
folders and furnished the press an 
aggregate of 482,000 lines through 
our press service.

That was the flying start.
Then we did something that was 

really worthy of our dreams. Not 
content with bringing to the city 
settlers of a permanent character, 
the Bureau determined to make 
capital of Winnipeg’s unique geo
graphical situation by establishing 
a permanent reputation for -Winni
peg as the greatest convention cen
ter of all Canada. To that end 
there was erected on the main thor
oughfare of the city the Industrial 
Building—the largest building of 
its kind on the continent—contain
ing the Bureau offices, a conven
tion hall with a seating capacity of 
4,000, lecture hall, museum, art gal
lery, and elaborate display rooms 
for “made-in-Winnipeg” products.

That was a follow-up with a 
punch.

THE WAR INTERFERES

Then came the war and, with it. 
retrenchment in every line of bus
iness. great and small. Like all 
Canadian cities, Winnipeg set her 
heart upon the great task. She 
went to war in men. money and re
sources. During the period of the 
conflict Winnipeg’s organization for 
advertising was maintained, but its 
resources were entirely diverted to 
the national emergency. So far as 
advertising the city was concerned, 
our problem at the end of the war 
was to take things up as they had 
been left on August 4, 1914.

But vve were dreaming bigger
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NEW YORK'S FASTEST GROWING NEWSPAPER

J^ESPITE the combination, 
February 1st, of two New

York morning newspapers, the 
New York Tribune maintained 
its position of second in total 
volume of week-day display 
advertising during February.

Figures for February 
From Eve. Post's Statistical Department

DISPLAY 
WEEKDAY 
LINEAGE

TIMES - - - 808,254
TRIBUNE - - 431.569
SUN-HERALD - 383,906 
WORLD - - - 289.872
AMERICAN - - 261.500

New Dork tribune
FIRFT TO *nrr - TUE tmith : MEWZ - EMTORIMZ - RDVERTIZEMEMTZ
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dreams than ever by this time, be
cause we had seen big dreams come 
true; and we cast about to find the 
best way to set other people dream
ing about Winnipeg and its oppor
tunities. In July, 1918, the Winni
peg Industrial and Development 
Bureau and the Winnipeg Board of 
Trade had combined, so we had 
behind the seven men who had ex
ecutive charge of publicity the full 
power of the Greater Winnipeg 
Board of Trade and its Publicity 
and Convention Bureau. 87 strong, 
fl I is was organized just seven weeks 
after the signing of the armistice.

A New Busy Corner In New York
7th Avenue & 34th Street—near the great Pennsylvania 
Station at the gateway to the famous shopping district. 
In New York there is a ready response to outdoor displays. We 
have locations in every section of the metropolitan district.
Set aside a part of yonr appropriation for outdoor advertising. 
Do not neglect inquiring into our facilities we are at your service.

F The 0. J.Gude C0..N.YÛ

(H I DOOR ADVERTISING EVERYWHERE
550 West 57th Street 

Nrw York City
< IM IXWII ST. LOI is run \ih LPHiA

Then we started out to make the 
welkin ring with "Winnipeg," to 
the end that there might flock t<> 
Winnipeg men and industries hav
ing serious purposes ; capitalists in 
search of investment opportunities: 
high class laborers seeking employ
ment in a city where civic attain
ments had been large and where 
educational advantages are superior ; 
progressive thinking men—men who 
would "fit in" the progressive life 
of western Canada.

Our plan has been to scrap glit
tering generalities and bombastic il
lustrative publications. We are re-

People's (Jas Building 
Chicago. Ills.

im 11 mom > vh.vnta 

ly ing on the pulling force of simple, 
forthright facts gotten up in con
cise form with limited illustration. 
These are embodied in a folder 
series, each folder dealing with one 
subject concerning Winnipeg. The 
folder is followed up with incisive 
arguments in letter form mailed di- 
rectlv to a selected list of manu
facturers most suitable for this 
locality.

SELLING WINNIPEG BY FOLDER

First came a twelve-page folder 
printed in two colors on a coated 
stock, entitled "Winnipeg's Water 
Works—A World’s Wonder." This 
tells the story and describes the ex
cellence of Winnipeg’s marvellous 
Shoal Lake Water System, which 
has brought soft water to Winnipeg 
and revolutionized \\ innipeg’s pow 
er to attract the manufacturer. 
This booklet with its data on "Win
nipeg Spirit," "Engineering Prob
lems," “Cost Statistics," “Economic 
Savings," "What Winnipeg Offers 
Manufacturers,” etc., was distrib
uted to tanneries, shoe factories, 
pulp mills, dye-houses, pottery man
ufacturers—the specific industries 
which might be directly interested 
in the city as a manufacturing cen
ter and to whom pure soft water 
would offer a particular induce
ment. I;olders were also sent to 
libraries, colleges, newspapers, mag
azines. Boards of Trade and Cham
bers of Commerce, and inserted in 
the outgoing mail of a selected list 
of local business houses.

A similar folder on Winnipeg's 
developed and potential water 
] >ower, shewing in an emphatic 
manner that there is sufficient power 
available along the Winnipeg River 
to supply five, and possibly eight 
or ten, times the present require
ments of the city, was distributed 
in the same way.

Those are two punches that we 
have delivered. We have in re
serve. about ready to let loose, 
others equally effective in folders 
on "Markets KAilahle," “Transpor
tation and Sites.” and “Living Con
ditions in the City of Winnipeg." 
They hit hard, they go straight, 
and they are as free from waste 
energy as we know how to make 
them.

Ami lhe\ AKE making the welkin 
ring with ' \\ innipeg."

Remington Arms Appoints Bogart 
\ssistant Advertising Manager

I Albert Bogart has been made assisl 
ant advertising manager of 'he Remington 
\rms L'nion Metallic Cartridge Compam. 
Inc,. Xew York, with whom he has been 

so, 1.aed for the past two years.



I 
I

M vmu .y. 1020 Page 23

Graham Director and Treasurer of 
"Kurai ( anada”

P W. Graham, who has been the 
advertising director of the Continental 
Publishing Co., Ltd., publishi rs of Every- 
jc man's World. La Canadienne. Every- 
woman's Needle .raf I Companion. etc., has 
resigned to join the Young C anada Pub
lishing Company, publishers of Rural Can
ada. with wliich he was formerly con- 
nvcled as advertising manager. In his 
renewed connection with Charles C. Xix- 
uii and the Rural Canada organization 
Mr. Graham is to have a large part in the 
new national movement for building up 
Canada and the bringing of town and 
country people closer together, partic
ularly through the presentation of exact 
information on the great economic and 
agricultural needs of Canada, including 
the situation on revenue and the protective 
tariff.

As a background to this work the or
ganization of Young Canada Societies is 
being proceeded with, ft is expected nl- 
timaiely to have thousands of these in 
Deal centers from coast to coast, all build
ing for a bigger and better Canadian spirit 
and directed very carefully from the na- 
ttui.d executive offices in Toronto.

Mr. Graham joins the Young Canada 
Publishing Company as a director with 
the office of treasurer. He will have 
charge of advertising and technical serv
ice end of the publishing of Rural Can
ada and other publications shortly to be 
announced

Class Journal C o. Augments Chicago 
Staff

f . G. W illcox, formerly with McGraw
Hill Company, representing Power in Chi- 
cag". has recently become a member of 
the western staff of the Class Journal 
Company, in the merchandising service de
partment.

Louis H. Sebbs. formerly manager of 
the sales promotion department of the 
( ucago Pneumatic Tool Company, has 
also become associated with the merchand- 
kuv service department of the Class 
Journal Company in Chicago.

Turner W agener Increase Copy staff
J Frederick Lowes has been added to 

the copy staff of the Turner-Wagener 
Company, Chicago. Mr. Lowes, previous 
to his present connection, was a member or 
the advertising department of the I'. S 
Gypsum Company, and before that was 

<iatcd with building materials adver
tising and had a period of work in the 
I dd of electrical engineering.

Campbell. Blood & Trump, a Detroit 
Advertising Agency

The advertising agency of Campbell, 
P od & Trump, has opened headquarters 
i' the Penobscot building, Detroit, with 
H wey Campbell, former president of the 
\pel-Campbell Company, as president. 
Wallace BLuM. former secretary of the 
Brotherton-Knoble Company, is vice-presi
dent, and Hal Trump, from Campbell
I wald Company, is secretary-treasurer.

Former Packard "sales Promotion 
Manager Forms t ompany

Harry Lepp, former sales promuion 
man ;er of the Packard Motor Car Con 
' my, Detroit. Mich., has formed the Au- 
"m cm Products Corporation, San Fran

o handle lines of g'""ls for eastern 
makers

"Pictorial Review” Secretary 
\< quitted

Jav A. W eber, secretary of the Pictorial 
Review Co., was acquitted on Friday ol 
last week by a Federal District Court jury 
on the charge of attempted bribery grow
ing out irf an inquiry by internal rev tune 
agents into the income tax returns of the 
company.

W eber was charged with having offered 
$25,000 to Xathanicl W . Gropper, internal 
revenue agent, in an effort to bribe Grop
per to certify alleged false income lax rc- 
lurns of the Pictorial Review Company 
from 1014 to 1017. He was also charged 
with giving Gropper $500 as first payment 
in the alleged $25,000 bribe offer. Weber 
had said this was merely a loan. On 
the first jury ballot, it is said, the panel 
was unanimous in a decision that no $25,
000 bribe offer was made. There was a 
little deliberation in regard to the $500 
Ioan. But the second ballot unanimously 
exonerated Mr. Weber on both counts.

The columns of 
the Standard
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tising because 
Brooklyn today 
is the personifi
cation or industry.
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Where money 
burns in the pocket
there’s trade.
Why wait?

Joined the Fred M. Randall Company
W L. Austin, for the past five years 

associated with the I. Walter Thompson 
( ompany, and recently in charge of the 
copy and production departments of their 
Detroit office, ha become affiliated with 
The Fred M. Randall Company, advertis
ing agency, Detroit, Michigan. Previous 
to his connection with the Thompson 
C ompany, Mr. Austin spent about si?: 
years as advertising manager of the Gray 
Motor Company and Detroit’ Lubricator 
Company

Middleton In Charge of Sales and 
Advertising of Kelly Metals

Ray J. Middleton has become vice
president and director of sales and adver
tising lor the Kelly Metals Company of 
Chicago, Detroit, and Los Angeles. He 
resigned as general sales manager of th< 
Standard Steel Castings Company, of 
Cleveland, to accept the new office.
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Ydu can dampen a fire 
with a scattered spray

Aim a scattered 
spray at a fire and 
you hit the mark*— 
with 5 or 6 percent of 
the stream. But that 
5 or 6 percent doesn’t 
put the fire out.

*If you sell anything that is used 
in civil engineering, mechanical 
engineering, electrical engineering, 
mining engineering or chemical 
engineering your mark is the 
maximum number of buying en
gineers and engineeringexecutives.

The 11 McGraw-Hill Publications
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But a straight stream 
puts it out !

When you want to 
reach the buying en
gineers and engineer
ing executives* the 
straight stream of the 
Eleven McGraw-Hill 
publications is better 
than a spray.

*McGraw-Hill publications do 
not reach chauffeurs, or baseball 
players or female elevator oper
ators. But they do reach buying 
engineers.

Electric Railway Journal, for 
instance, reaches executives con
trolling 99 per cent of the electric 
railway mileage of this country.

Electrical World
Journal of Electricity 
Ingeniería Internacional 
Power
American Machinist

Chemical &

Electrical Merchandising 
Electric Railway Journal 
Engineering News-Record 
Coal Age
Engineering Sc Mining Journal 

Metallurgical Engineering

McGraw-Hill Co., Inc.
Tenth Avenue at 36th|Street 

NEW YORK
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Mrs. William the Conqueror 
Is Selling Shirts

How an Advertising Man and an Artist Have Put 
Famous Characters ol History on the Sale’. Force

By W ALTER M. STEIN

WH XT would you think of a 
corporation th;it could put 

on its sales force: Charlemagne; 
Matilda, who was W illiam the Con
queror's queen; an ancient Chinese 
emperor and his spouse; dignitaries 
of old Egypt; and autocrats of 
classic Rome."

Worthies like these are selling 
Eagle Shirts for Jacob Miller Sons 
& Company, of Philadelphia.

Perhaps you have seen them at 
work in the Saturday Evening Post 
posing in picturesque elegance in 
ihe color compositions of Edward 
B. Edwards. After you have drunk
in the reposeful beauty of the illus
tration your eye may have wan
dered to the text. Being an ad
vertising man, you probably have 
reversed the process. But if you 
have caught in your quick glance 
only the qualities of the picture and 
ihe caption, that is all the adver
tiser asks.

There has been some criticism of 
the new full-page color campaign 
that this company has launched.

"But,” objects the old-line ad
vertising man. "Mr. Edwards' art 
work seems so remotely connected 
with the product. W hat has the 
Bayeux Tapestry, for example, to 
do with shirts—plain, ordinary 
shirts?”

The answer would be that 
these shirts are not “¡»lain ordin- 
ar\ shirts”; and it is this fact that 
we are trying to get across in this 
campaign.

The association in the consumer’s 
mind of the qualities suggested in 
Mr. Edwards’ pictures with the 
goods offered, accomplished bv the 
juxtaposition of the picture and 
I he product name, is the means to 
that end.

Before one criticizes this cam
paign. he should consider our 
premise: that the function of 
rational advertising is to de
velop ‘‘consumer acceptance.” not 
’’consumer demand”: that national 
ad .-ertising should be used to mould 
public opinion in favor of a prod
uct. not to try to line consumers up 
at the dealers’ counters. W'e are 
the weavers of the majority of the 
fabrics from which we fashion our 
shirts. An exhaustive retail field 
analysis made not long ago devel

oped that pattern,’weave, and color 
are the prime factors in shirt sell
ing.

Therefore, the national phase of 
our campaign confronted us with 
the problem of conveying by pic
ture (i) the atmosphere of quality, 
(2) the idea of beauty, (3) the 
thought of exclusiveness, (4) the 
fact that we weave our own cloths.

ANCIENT SELLING MODERN

Edward B. Edwards was con
sulted and commissioned to execute 
a series of page subjects in color. 
He is a student of the ancient in 
the field of art who finds there 
manifold examples of the great love 
of the people for the beautiful as 
it is expressed in weaving. He be

The type of Art used in the Eagle Shirt campaign

lieves that this appreciation is alive 
today.

See, then, the force of appealing 
to this perhaps latent appreciation 
through beautifully picturing epi- 
>odes in the development of wear 
ing in years gone by. Note how 
this capitalizes what we found to 
be the chief appeal in shirt selling: 
beauty of pattern—ingenuity of 
weave- artistry of color.

The rest develops as smoothly a> 
a proposition from Euclid. Since 
the public mind is to lie impressed 
with the thought of a parallel be
tween Eagle Shirts and beauty. ex
clusiveness, quality and individual 
weave, the illustrations must be 
(1) beautiful pictures, (2) uncom
mon in subject, (3) fine of execu
tion and reproduction, (4) on top
ic> connected with weaving.

Then you decide on a series, of 
which each subject shall illustrate 
a definite incident in the history of 
the development of weaving as a 
fine art, use skillful copy to link 
up subtler the ancient perfection of 
weaving with the modern perfec
tion expressed in Eagle Shirts.
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GETS THE WOMAN BUYER

One of the reasons that other 
advertisers have found for favor
able comment on this campaign is 
its appeal to the woman reader, 
who, as was pointed out in the 
March 13 issue of Advertising & 
Selling, buys, according to a New 
York department store estimate, 35 
percent of the men's shirts sold, 
while in smaller towns she is at 
least consulted in 66 percent of 
such sales. What woman reader of 
the Saturday Evening Post is like
ly to skip the picture of Matilda at 
work on the Bayeux tapestry de
picting the glory of her husband’s 
conquest ?

With this advertising to accom
plish the creation of "consumer ac
ceptance” we are carrying out a 
direct campaign in the stores to 
stimulate custom in the same way. 
Full color reproductions are placed 
in the dealer's hands two weeks be
fore their appearance. These are 
for window display. XV ith them 
are sent neat, gilt-edged cards for 
display with the color subject, de
scribing the historic incident illus
trated, as well as giving a brief 
biography of the artist’s career- 
two stories, you see, to stir up inti
mate acquaintance. With them, 
very often, go suggestions that the 
retail display manager build a 
"period” window around the pic
ture—sing his ‘‘song of the shirt’ 
to the quaint old air that Mr. Ed
wards suggests.

Out in Podunk, Uncle Si, driv
ing into town to buy a new Sunday- 
go-to-meeting shirt consistent with 
his big touring car and with the 
modern farmer’s income and up-to- 
date ideas of style and quality may 
be saying:

"Don’t e’zactly know what the 
histTy picture are all about, but 
they’re mighty pretty. I guess 
EAGLE SHIRTS must be the real 
goods, judgin’ from the way they’re 
advertised.”

If he is, there’s no question about 
the value of the new campaign.

Sphinx (Hub Will Dine Representatives
The 167th dinner of the Sphinx Club 

will be held in the Grand Ball Room of 
th Waldorf- Astoria, on Tuesday evening-, 
March 30, at 7 o’clock.

The members of the Representatives’ 
Club will be the guests of the Sphinx Club 
on this occasion.

The speakers will be: Hon. Abram I. 
E-lkus, Judge of the Court of Appeals and 
funner Ambassador to Turkey; Dr. Royal 
S Copeland, Health Commissioner of 
Ni’v York City, and W. Morgan Shuster, 
J resident, The Century Company, and 
former Treasurer-General of Persia. 
President George Ethridge will preside.

Page Sales Manager of Maxwell- 
Chalmers Truck Division

B. F Page has been appointed sales 
manager of the truck division of the Max
well-Chalmers auto plant, Detroit. Mr. 
Page was long associated with the Four 
Wheel Drive Auto Company, of Clinton
ville, Wis., and also with the Oneida Mo
tor Truck ( ompany, of Green Bay, Wis.

Llewellj n M. Bickford Dies
The intelligence of the death of Llew

ellyn M. Bickford, vice president of the 
Oxford Paper Company, on Monday, 
March 22, at his home in New York 
City-, will be received with deep sorrow 
by a host of friends and acquaintances 
in the paper industry, with which he had 
been connected for nearly a quarter of a 
century.

Mr. Bickford was born in the suburbs 
of Portland, Me. In 1892 he associated 
himself with Hugh J. Chisholm, presi
dent of the Otis Falls Pulp Company, 
of Portland. Me., and was shortly after

Hearst's
Magazine

My dear £lr -

The new April Hearst's cells at 35 cents.

This is no sudden jump to catch up with rising costs, but 
a part of a carefully worked out plan to make Hearst's the 
acknowledged leader among magazines.

For two years we have been building towards this higher 
price, and, if any magazine is worth 25/, Hearst's -- with 
Kipling, Bennett, Shaw, Ibanez, Maeterlinck, Hall Caine — 
is certainly worth at least 35/.

Won't you get a copy and check it up for yourself ?

Incidentally, the new 35-cent Hearst's is interesting as 
marking another distinct epoch in magazine history.

PubllBhlng costs, as you know, have advanced 100#; adver
tising rates only 20^.

Now, to stay in business, every publisher must either -

Cheapen his product, or
Increase his price either to reader or advertiser,

Hearst's, of course, has not only not reduced the editorial 
quality but is improving It every issue; for our judgment' 
tells us that the reader should pay a fair price for hia 
magazine, and our experience that he will pay it — when 
ths paBazlne is good enough !

This, in fact, is the principle that led us two years 
ago to discontinue all return privileges to the newsstand 
trade and to restrict subscription sales to the full pub
lished price.

wards made treasurer and director of 
this company.

On the starting of the International 
Paper Company in January, 1898, Mr. 
Bickford was made manager of pur
chasing and was associated with and as
sisted Mr. Chisholm in many of the im
portant affairs of the company. In the 
latter part of 1908 he resigned from the 
International Paper Company and went 
with Mr. Chisholm to the Oxford Paper 
Company, being chosen vice president 
and general manager, positions which he 
held up to the time of his death. It is 
not too much to say of Mr. Bickford 
that he was largely- responsible for the 
great success achieved by the Oxford 
Paper ('ompany since that date.

J. C. Martin R< turns From Europe
J. C. Martin, of the Curtis Publishing 

Co., has returned from a two months 
trip in Europe, where he established 
branches for the Curtis publications in 
the leading capitals.

March la, 1920
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Women Like Poison Copy 
In Very Small Doses

One of the Weak and Nervous Sex Tells 
Why “Fright” Stills Her Buying Faculties

By MYRTLE PEARSON

WHAT does a woman think of 
the legitimacy of "fear” copy? 
The average woman—and we 

must deal with her—is a person of 
very positive opinions generally, 
even if she doesn’t know why they 
are positive. Just as she is not 
very good at climbing fences, she is 
not frequently found on the fence, 
'i et in the controversy which has 
been going on in advertising circles 
since Mr. Whitsett’s denunciation

of "poisonous" copy in Advertis
ing & Selling the women seem at 
the outset to be perched right on 
the top rail.

A concensus of opinions received 
from women who have discussed 
the moot question reads at first 
glance like this:

“ ‘Fear’ copy is both good and 
bad; it can be used to advantage, 
and then again it cannot be.”

At first glance, I say, because

And this principle then, as now, was baaed upon the belief 
that advertisers will be unwilling to continue Indefinitely 
to subsidize, through.higher and higher advertising rates, 
the very circulations they -themselves have Just made possible.

In other words, wa believe that all publishers must sooner 
or later follow Hearst’s example and make the public buy 
their magazines at prices which oover production costs, 
rather than continue -

to charts the advertiser the differential between 
wnat the magazine coats"to publish and what the 
publio ia willing to pay for It.

That Hearst's sort of circulation — cash down by the man 
who gets the magazine -- is far more valuable than ordinary 
circulation — subsidized very largely by the advertieer — 
will, probably, be conceded by everyone.

S"or example, what would yoq say half a million people, who 
walk up to the newsstand regularly each month to pay 35X 
for Hearst's, are worth -- in comparison with the old- 
fashioned, miscellaneous, advertiser-subsidized circulation ?

I honestly think we have found the real solution to a 
problem all publishers and all advertisers must solve one 
way or another. I would be tremendously Interested in know
ing very frankly how far you agree.

Thanking you In anticipation of any answer you care to 
make, I am

Very sincerely, 

T- 7?.
Business Manager

ZHC’V

when you look over their letters 
a second time and read between the 
lines—as you must so often with 
a woman’s letter—you find that your 
corrected impression is quite dif
ferent from the original one.

What they are saying is: “Legit
imate ‘fear’ copy is legitimate.” 
What they are doing is to take a 
sane middle course, which is prob
ably what most of the men will do 
when the question has been thor
oughly threshed out in all its 
phases.

Legitimate negative copy does 
get across to women. Simon pure 
"fear” copy does not. No woman 
will buy a different brand of wash
ing powder, a new kind of corset, 
or switch from coffee to Postum 
unless you can make her believe 
that she is not getting along well 
enough without these things. On 
the other hand, a brazen attempt to 
scare her into changing her pur
chases or her habits is certain to 
arouse her hostility. A woman has 
got to be shown; not frightened. 
Judicious negative advertising to 
women will show them why they 
cannot do without your product. 
"Fear” copy may attract a few from 
among the unstable and weakly 
credulous, but it will not get the 
shrewd, careful, loyal woman buyer 
whose custom you are after.

as to "nerves” and copy
The ungallant man who first 

compared women to cats probably 
was right in about as many ways 
as he was wrong. With the fire
side cat, woman appreciates and 
relaxes in an atmosphere of com
fort, cheerfulness and tranquility. 
That is why, after all, whenever 
the advertiser is in doubt as to 
whether to appeal to women buyers 
bv negative or positive copy the 
best bet should go on the latter.

By far the great majority of pa
tients who crowd the nerve special
ist’s office today are women. How 
would you advertise a proprietary 
article that would appeal to these 
women? Writing on this point H. 
|. Wood. Director of Service for 
Scott & Scott, Inf., of New A'ork. 
says :

"The picture and accompanying 
text which depict the sad case of 
uncured nervousness do not have 
the selling strength of the picture 
and text showing the person of 
tranquil nerves and cheerful man
ner who has become so since using 
some reliable proprietary article.

“This principle is not stated by 
us on theory. We know it is cor
rect as to general selling in numer
ous cases with which we are statis
tically familiar."
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Day by day more women are go- 
mg out ot the home into business, 
and year by year the night schools, 
the extension courses of our uni- 
versitio, and our correspondence 
schools are reporting more women 
'indents in their business courses. 
()f these institutions, the corres
pondence school is, of course, bv 
far the most important advertiser. 
\\ hat kind of advertising, do vou 
think attracts women to the corres
pondence schools?

W. Raymond Schick, of Will
iamsport. Pa., who is an authority 
on this kind of copy, writes me in 
''1011g indorsement of Mr. Whit
sett’s article:

Canada's Magazine for 
Sales and Advertising Executives

Announces

"There is a well known (the best 
known) correspondence school that 
advertises heavily. Up to six or 
'even years ago. they emphasized 
the "fear" motive. 1 heir copy was 
destructive instead of constructive. 
Then they changed and turned to 
constructive copy. Today, they do 
not let a prospective student think 
of defeat. They point out former 
correspondence school students who 
have won success in the business 
world and induce in the prospect's 
mind the ambition to follow these 
examples. The results obtained as 
a result of the change constitute an 
imdebatable truth. Only construc
tive advertising is true advertising 

ami only constructive advertising is 
good advertising. In my experience 
in handling advertising for this 
school I found that if I pictured a 
man carry ing a dinner pail at 50 
and dependant on relatives at Go 
because he had neglected the op
portunities offered by our courses, 
I induced in him a morbidness that 
cramped his faculties and made 
him magnify his shortcomings to 
the extent that he momentarily lost 
confidence in himself. And how 
could I sell him education, when I 
had scared him out of it?"

Xow that goes just as far, or a 
bit further, in dealing with women. 
A frightened woman is a numb 
woman, a helpless woman—and a 
poor prospect. Mr. Advertiser. That 
is not the kind of response you 
want from the person who buys 85 
percent of all the retail goods sold 
in the country.
()n the other hand, remember that 

she is on the middle course in 
this controversy. If you cannot 
FRIGHTEN her to advantage, you 
can SH( )W her with profit—show 
her the disadvantages of doing 
without what vou have to sell her. 
If that be destructive advertising, 
to paraphrase Patrick Henry, make 
the most of it.

Ross-Gould Engage Hugh L. Wood— 
Will Enter Advertising Agency Field 

in a National Way
Hugh I.. Wood, who for several years 

held various writing and editorial execu
tive posts on the St. Louis Republic, is 
now advertising counsel for the Ross
Gould Company, of St Louis. After 
leaving The Republic, Mr. Wood was 
field representative for the Mississippi 
Malley Association, a group of industrial, 
financial ami commercial interests which 
is fostering a movement to bring about 
a self-contained financing and foreign 
trade program for the twenty-six states 
of the Valley.

The Ross-Gould organization, long es
tablished in the direct mail advertising 
field, also has entered the publication and 
outdoor advertising agency business in a 
national way.

\ E. ST. ELMO LEWIS
\ as contributing Editor

.Marketing \ I K- LEWIS. beginning- with the number for March.
53 Yonge StneA 1 1920, just published, will contribute seven to eight
Toronto. Canada X pages of his highly original, authoritative and sugges- 

' live comment on sales, advertising, marketing- and
X general management problems. Me will have the 

Ente r my subscription \ assistance of several executives with whose work 
for one year at $2.00. ho is in personal contact.

S uhseriplioii per vear
Vam(’ ------- x W. A. Lydiatt, Publisher

. .">3 longe Street Toronto, Canada
Address x --------------------------------------------------------------

The Only Way to Keep a Line on
Ad vert isi n g Happeni n gs

460 Wesl 147II1 St.,
Xew York Cily.

IjHimR, Advertising & Selling:
rherv is only one way to know what is going 

on and that is to be a ready regular reader of 
Advertising & Selling. Consequently I send 
my check for a year’s subscription, and want 
you to send ihe January 31 number and all 
others to »my home.

Mi seven years* work with the International 
Motor Company, of New York, as Advertis
ing Manager, has been intimately linked up 
with Advertising Selling, from which pub- 
licuimn I have drawn many helpful inspirations, 
nod now that 1 am free to look on from the 
outside before becoming active in the field 
again, 1 cannot afford to miss the friendship 
of even a single issue of Advertising it Selling.

Sincerely,
I) (). SKINNER.



March 27. 1020 1’age 31

Pull-Togetlier Campaigns 
Help the Consumer

How Cooperation and Good Will Enabled the Scott 
Coinpain to Reduce the Cost of Its Product

By WVKD GEDNEY

THIS is a trank confession of 
the "ups and downs" of the 

Scott Paper Company—where the 
"ups" are on production and the 
"downs" on prices.

Here is a manufacturer, a na
tional advertiser, who has actually 
succeeded, in these dubious times, 
in lowering the cost of his product 
to the consumer: and his product 
is paper! It is paper made to be 
thrown awav. It is paper made 
into a form, where, in one case, 
it must compete with an older ma
terial, away from which the con
sumer can lie pried only by the 
f >rce of strong, consistent, educa
tional advertising. 

handed back to the American pub
lic. The management, after a very 
close analysis of the cost of Scot
Tissue Products, found that if sales 
could be increased to take the out
put of the plant, the cost could be 
lowered to such an extent that a re
duction in price could be made as 
great as five cents on our 15 cent 
inni 25 cent rolls of paper; if the 
consumers, jobbers and dealers 
would coperate in making this in
creased production possible.

"Realizing, therefore, the great 
chance of reducing the cost of liv
ing, in so far as our products were 

concerned. we called the sales or
ganization into convention in Aug 
list. 1919. and explained the plan 
to them. After securing pledges 
from each one of these men that 
thev would secure their quota of 
sales, the management and the sales 
organization were so confident of 
the support which the jobbers and 
consumers of America would give 
to this plan. that thev started the 
next dav to run the pkmt at capac
ity in order to lower manufacturing 
costs. The salesmen, primed with 
confidence and belief in the pro
gram, went out to the jobbers and 
dealers to secure their cooperation 
in making this reduction in the cost 
of Scot-Tissue Products permanent.

THE DEAI.ER HELPS OUT

"So great was the support which 
the jobbers and dealers gave this 
plan that thus far, through in
creased sales and production in view 
of rising costs of raw materials, 
the company has been able to main-

Many have been asking James G. 
J amb, secretary of the Scott Paper 
( ompany, who is in charge of the 
company's advertising, how he and 
his associates have succeeded in 
lowering the cost of Scot-Tissue 
Products to the consumer in the 
face of rising manufacturing costs. 
Advertising & Selling has per
suaded him to reveal the secret.

COOPERATION GOT RESULTS

"It simply has been a matter of 
cooperation between the company 
on one side and the salesmen, job
bers. dealers, and consumers on the 
other,” Air. Lamb said. "We are 
not familiar with the possibilities 
of reducing manufacturing costs in 
every industry, but what the Scott 
Paper Company did in August, 
1919, and did again on January 1, 
¡920, is interesting because it is 
different from the procedure—per
haps necessary- -being followed by 
some manufacturers.

"Due to the let-down in demand 
during the war. we found it neces- 
sa y for the Scott Paper Company 
to cut production to four days a 
week. Inability to manufacture 
Scot-Tissue Products more than 
four days a week increased the cost 

< \ Scot-Tissue Products in propor- 
:’on. We were not able to get the 
elf. iency from our machines, which 
is possible when we can run them 
twenty-four hours a day on one 
brand of paper.

"It seemed, therefore, that this 
condition would not right itself un
til the cost of Scot-Tissue Products 
could be lowered, and that saving

\RTHUR F. THURNAU

Arthur Thurnau s u c- 
ceeded his brother Will 
m my Chicago office, and 
succeeded him so well 
that he is now my West
ern manager. I have en- 
joved his association in 
business as well as his 
friendship for over twelve 
vears.

Newark 
Star-Eagle
I question if there are many 

newspapers that have made 
greater strides in the last five 
vears than has been made 
by the NEWARK STAR
EAGLE. At that time, when 
it came into the hands of its 
present owners it was not 
much of a property. The 
STAR-EAGLE, then called 
the “Star," had but a little 
mt re than 20,000 circulation 
daily. Today it has over 
70,000 daily and in the city of 
Newark (as the A. B. C. fig
ures show) 11 outsells its 
nearest competitor by about 
10,000. From a losing ven
ture five years ago it has be
come a pronounced financial 
success through ils great in- 
tbu nee as a newspaper and as 
an advertising medium.

Serial Adv. No. 
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tain the prices put into effect in 
August.

"Having demonstrated that the 
consumers and distributors would 
support a plan to reduce the cost 
<>f living, in December, the Sales 
Department at their annual meeting 
were told that the same principle 
would be applied to Scot-Tissue 
Towels and a further revision could 
be made on Scot-Tissue toilet pa
per, if sales could be doubled on 
these two products.

“Because of a most efficient mill 
equipped with efficient machinery, 
and best of all, a group of 100 per
cent loyal employees who are work
ing hard to reduce costs, this great 
step was made possible. It has 
been successful because the plan 
has been sold to the distributors as 
a cooperative plan to reduce the 
cost of living; it is a practical 
answer to those who say that the 
cost of living on all products will 
be reduced when production is in
creased. In our case, costs were 
lowered and production was in
creased.”

Keeping Up With 
The Times

A FACT A WEEK

When a paper had two 
editions a day, and sus
pended one because of in
ability to get enough paper, 
wouldn’t it be reasonable 
to expect there would be 
enough drop in circulation 
to relieve the situation 
somewhat.

The Washington Times, 
however, with one edition a 
day now has a larger cir
culation than it previously 
had with two editions.

Evidence—and pretty em
phatic evidence — of the 
growth of The Times habit 
in Washington.

The Washington Times
WASHINGTON, D. C.

Some Things A Salesman Should
Stop talking price. Service and quality are far more 

effective selling arguments.
Keep in mind the needs and desires of the customer and 

make all benefits derived from an order mutual.
Sell nothing that cannot be produced and delivered; 

make no promises that cannot be kept.
Be able to analyze, reason and decide customers’ needs 

before trying to effect salt'.
Have confidence in the house he represents and the 

service or goods it deals in; confidence in himself and con
fidence in his prospect.

See that his line is such as to render service, sell at a 
profit and give satisfaction.

Know that an order, to be a real order, must be sold 
right, taken right, made right, delivered right, look right, 
be right and collect right.—Oliver L. Wroughton, in “The 
Typothetae Bulletin.”

WHERE GOOD WILL EXTERS

That sounds simple—almost too 
simple; but wait. There’s more to 
it than that. Behind the Scott 
Paper Company's success is the 
story of the policy that made pos
sible the cooperation that made pos
sible the success. That's another 
secret which Advertising & Sell
ing succeeded in uncovering by 
going to R. E. Tweed, Manager of 
Sales Promotion of the Richard A. 
Folev Advertising Agencv of Phil
adelphia, which handles the Scott 
account.

"You can bet there is more to the 
storv than Mr. Lamb’s modesty will 
allow him to tell,” said Mr. Tweed}-. 
There are three important features, 
at least, that he has left out. First 
comes the perfect understanding be
tween companv and employees. 
Everyone on the Scott payroll has 
been woven into a big hapjjy fam
ily. The men who steer the or
ganization make it a point to know- 
all the workmen personally. No 
wonder the}- get 100 percent loyalty 
from their employees.

“Then follows the company’s 
frank, open policy with its sales 
force. At a Scot-Tissue Quota 
Club sales meeting vou will find the 
executives and salesmen talking 
over costs, troubles, difficulties, good 
news, money in the bank, as these 
things are discussed in no other 
business organization. A Scot
Tissue salesman knows where he 
stands all the time.

“Last but not least, you must add 
in the close, cordial, enthusiastic re
lations between the company and its 
jobbers and distributors. The com
pany realizes the important part the 
jobber plays in its business and en
deavors to make him as near a 

partner as it possibly can. In fact, 
its jobbing connection is more like 
a branch office.

“ 'Open covenants openly arrived 
at' between the companv and its 
workmen, salesmen, jobbers and 
consumers—that's the rest of the 
secret of the success of the Scott 
Company’s price reduction policy.”

I'ainted Bulletin Advertising Asso
ciation of America Establishes

The Painted Bulletin Advertising As
sociation of America was launched at a 
meeting in New York on Friday, March 
ID, by a score or more of leading paint 
bulletin men. W. Rex Bell, of the Nord
hem Service Co., formerly the G. G. 
O'Brien Company, of Pittsburgh, Pa., was 
elected president, and C U. Philley, of 
St. Joseph, Mo., was chosen secretary
treasurer.

The slogan of the new organization is 
“Standardized Painted Bulletin Displays 
Throughout the United States.” The new 
body is to be a clearing house for its mem
bers in all parts of the country, and for 
the immediate present an intensive educa
tional campaign is to be conducted. The 
next meeting is to be held late in Tune 
or the first part of July. Selling organ
izations represented at the meeting in
cluded the O. J. Gude Company, the Ivan 
B. Nordhcm Company. United Advertis
ing Corporation, and others.

.-All interested in the new organization 
are to communicate with W. Rex Bell, of 
Pittsburgh, Pa.

An Electric Account for Nichols- 
Moore .

The Adams-Bagnall Electric Company, 
manufacturers of fans, motors and re
flectors, have recently placed their adver
tising account with The Nichols-Moore 
Companv, general advertising agents. 
Cleveland.

Mrs. Humphrej Ward Dead
Mrs, Humphrey Ward, termed by Brit

ons “Our Later George Eliot,” and widely 
known for “Robert Elsmere” and other 
novels, is dead, of heart disease, in a Lon
don hospital.
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Engineering Xdvertisers Association 
Elects Officers

The first milestone of the Engineering 
Advertisers' Association, of Chicago, was 
passed on March o al the Xuditorium 
II. .tel, at which time the following officers 
w re elected for th, ensuing year:

A H. Hopkins, advertising manager, C. 
F Pease C , president; J. H. Arnsfield, 
advertising manager, Fairbanks - Morse 
C< vice-president, U, S Hamilton, ad- 
x ertising manager, American Steam Con
veyor Corporation, secretary; and E. I. 
Pratt. advertising manager. Kellogg 
Switchboard & Supply Co., treasurer.

The following directors were elected to 
serve two years: E L. Gcrstenberger, as
sistant general manager, Imperial Belting 
Go; I. B. Patterson, district manager, 
P H. & F. M. Roots Co., and G H. 
Eddy, advertising manager. Green En
gineering Co.

The directors who have another year to 
serve are: P. A. Powers, advertising man
ager, Benjamin Electric Mfg Co.; H. 
W. Clarke, advertising manager, Chicago 
Pneumatic Tool Co., and J. C. Kingsley, 
secretary, G. M. Davis Regulator Co.

The retiring president, H. L. Delander, 
advertising manager. Crane Co., was 
elected ex-officio member of the Board ot 
) .¡rectors, and the following standing com
r tecs were appointed—Publicity: H. L. 
D ander. Crane Co., chairman; K. J. 
I ms. Jos. T. Ryerson & S< n. and A. R. 
Maujer, Industrial Power. Membership: 
Il \\. Clarke. Chicago Pneumatic Tool 
Co., chairman: R. E. Juergens, Crane Pack
ing Co., and H. E. Haase, Cameron Can 
Machinen- Co. To increase production is 
lh< topic of the hour and the Engineering 
Advertisers' Association in its efforts to 
improve the methods of advertising and 
selling engineering products will accom
plish an object worthy of attainment and 
vital to every one.

The present membership of the Associa
tion s one hundred. Any man engaged 
in advertising or selling engineering prod
ucts is eligible to membership.

Junior Editors Discuss the Front 
Cover \d

I e'ting the young idea “shoot” made
tip the program of the New York Edit
orial Conference and Luncheon for March 
held at the Automobile Club, 247 West 
Fifty-fourth street. New York, on March 
19. The discussion following the lunch
eon was placed entirely in the hands of 
th juniors on the various editorial staffs 
rt presented, and the topic, especially per
tinent, was—“If I Were Editor.”

R. K. Tomlin, Jr., of the Engineering 
A --Record led out on “Advance Plan- 
nmc of Issues” and E. C. Donegan, o’ 
th Dry Goods Economist followed with 
a talk on “Service, Accuracy, Timeliness, 
and Preparation of Copy.” Mr. Tom- 
bn’~ plea for the editorial use of the 
front, cover drew scattered fire from the 
150 men and women present and much of 
th discussion that followed was con
cerned with this old point of controversy 
between the editorial and the busines- 
-taff- rhe decision declared a draw

C. W. Foss, of Railway , 1 gc, acted as 
critic, and S. H. Ditchett. of the Dry 
Goods 1c nomist. vice-chairman of the 
Conference, presided.

Mfg Co . Chicago, makers of Rayfield car
bureters. Steward was formerly advertis
ing manager of the McDougall Co., Frank
fort, Ind., and previously for more than 
six years was in the advertising depart
ment of th* Presto-O-Lite Co., Indiana
polis.

Publishers of "La Hacienda” Move 
Eastern ' Iffice

The W. F. Wendt Publishing Co., pub
lishers of La Hacienda, American Black
smith. Auto & Tractor Shop. have moved 
their Eastern office in New York City 
from 52 Broadway to 8-12 West 40th st. 
H. M. Porter is the advertising and east
ern manager of the company.

Chicago Agency Changes Title
The advertising agency of Erwin & 

Wasey, located in the Garland Building, 
Chicago, is now to be known as Erwin, 
Wasey & Company.

Clifford Bleyer's Father to Run 
Agency

Colonel Charles E Bleyer, whose son 
Clifford Bleyer, president of the Cliffor 1 
Bleyer Advertising Agency of Chicago, 
was killed in Chicago recently, will take 
his son’s place in the agency. Colonel 
Bleyer had retired from business, but upon 
the death of his son agreed to go back 
into business in order to protect the inter
ests of his son’s widow.

Steward Will .Manage Rax Held 
Carbureter Advertising

F. P Steward has been appointed ad-
vertising manager of the Benke & Kropi - . .......... . - —----
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Letters from an Advertising 
Man to His Son

(Continued from page lo) 
;fter hours, and then lock up a 
form, put it on the press and run 
off a few sheets, it will give vou a 
lot of confidence in yourself when 
talking to printing salesmen.

If you take after vour Dail at 
all, you will love the smell of the 
sheets as the)- come off the press. 
5 ou’ll revel in the atmosphere. The 
clatter of presses was alwavs music 
to my ears. Some old-timers got 
along somehow without an intimate, 
first-hand knowledge of tvpe faces.

When You Plan to “Cover”

CANADA
REMEMBER:
51f< of Canada’s population is rural.
88g of Canada's farms are owner-operated.
600 of Canada’s automobile^ are owned by fanners.

Recognition of the volume 
and importance of farm 
trade in Canada is an es
sential of any well-bal
anced merchandising- plan.

The Canadian farmer is 
wealthy, optimistic a n d 
confident. He is organized, 
a man of affairs, interested 
and influential in the po
litical and business life of 
the country.Farmers Magazine

Canadas National Farm. Magazine
reaches the cream of this coun
try trade and influences the 
buying of 35,000 prosperous 
farm families whose buying 
power is awav over average.

FARMERS’ MAGAZINE gives 
value. It is splendidly edited, 
practical, instructive, entertain
ing. interesting to every mem
ber of the farm family. It 
gives the same quality in sup
ercalendered paper, illustra
tions, color printing, as any

Circulation guaranteed for 1920 - 30,000
Press run March 15th issue ________ 35,000
Bonus Circulation _____ . 5.000

Members of the A. B. C.
Let us send you complete details and sample copy

The MacLean Publishing Company, Ltd.
143-153 University Ave., Toronto, Canada

yer hands dirty a hftle ^»infers ink 

border effects and engraving lore. 
Thev have to soak up a lot of this 
knowledge, but you'll find yourself 
better equipped if you know these 
things right at the jump off. I've 
>een too much good copy, in my 
time, butchered bv unimaginative 
compositors. Only about one in

He represents tremendous 
buying power. His custom 
is of utmost importance to 
dealers and retailers of all 
commodities. Co-operation 
with Canadian dealers re
quires the careful cultiva
tion of this trade.

The direct route to the 
farmer is through the 
farm press—

general magazine of the better 
class. The subscription rate is 
$2.00 per year.

74$. of expiring subscriptions 
in 1919 were automatically re
newed—12G for a period of 
two years at full subscription 
price.

The prestige and influence of 
FARMERS’ MAGAZINE will 
strengthen your sales appeal. It 
should stand first on your list 
of Ganadian farm publications.

every three conijiositors is a prac
tical ad-setter. I guess not that 
many—at least when they work 
without an intelligent lay-out and 
some suggestions as to faces and 
sizes of tvpe to use.

A bunch of monev that is now- 
charged to "Corrections" can be 
s;ived bv careful planning and def
inite instructions to the printer 
when the job is handed out. You 
can't always blame the jioor printer 
if he isn't a mind-reader and, be
lieve me, he has to lie on some ad 
copv I’ve seen.

If vou aren't pretti sure vou've 
got the right dope on tyjie, don’t 
iittemjit to ask the jirinter to use 
14 point type in a 28-line single 
column ad. Better send your copy 
without instructions to an expert 
ad-setter, until you know (did Eng
lish from Cheltenham bold.

Don’t be discouraged about your 
salary, or rather the lack of it. 
You're taking vour Post-GraduaH 
Course now. Bud. and getting paid 
for it. I'll make up the difference 
if the H. C. L. gets you. I know 
little old New York isn't the cheap
est place in the world to live, but T 
hope you don't frequent the Gay 
White Way much, and are not 
thinking of getting married, at 
least not right away.

Mother sends her best and a new 
picture of Edith, who was over 
here the other evening, inquiring 
about you. Aunt Ellen says to keeji 
vour head cool, vour heart warm 
and your hands busy.

Am sending you those books and 
magazines on advertising, you asked 
lor. Don’t expect promotion too 
soon, but keep looking and work
ing for it. I'm beginning to look 
forward to the time when we’ll add 
"and Son" to the firm now bearing 
onlv the name of vour affectionate 

FATHER.
Note—Further letters of this fond father 

will appear in forthcoming issues of Advertis
ing & Selling.

Milie Goes to James Agency
Frank A. Milic, formerly with Frank 

Seaman, has joined the contract and rale 
department of the H. E. James Advertis 
ing Agency, New York.

( holmeley-Joncs Mill Stay As War
Risk Bureau Head

.According to a statement which has 
been made by Secretary of the Treasury 
Houston, 1\. G. ( hohnclcy-Jones, well- 
known advertising man who is director ot 
the War Risk Bureau, will not resign hi' 
position as reported by a recent press dis
patch from Washington, The newspaper 
reports to that effect, that the affairs of 
the Bureau were in a state of collapse. 
Secretary Houston said were “false and 
without the shadow of foundation.’’
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Lincoln Daily Star” an A. N. P. A. 
Member

The Lincoln. Neb., Daily Star, has been 
elected to active membership in the Amer
ican Newspaper Publishers' Association.

New Miller Falls Sales Manager
George I'. H itch, recently appointed 

i "’u > d sales manager of the Alillers Palls 
Company. Millers Falls, Mass., assumed 
his new duties March 1. His extensive 
experience in sales work fits him well 
for the new responsibilities which include 
both sales and advertising Mr. Hatch 
was formerly sales superintendent of the 
W inchester Repeating Arms Company.

Tucker President 01 New Apel
Tucker Co.

\>rne W. Tucker has been made presi
dent and general manager of the new 
Apcl-Tucker Company, advertising artists, 
of Detroit, following the resignation of 
H< nry J. Campbell. Mr. Tucker was vice
president for the last three ye ars. Albert 
1 Apel will continue as secretary-treas
urer and art director.

The International Magazine Agency
The International Magazine Agency has 

commenced business in Detroit and W ind- 
< >r, Ont., just across the Detroit River. 
The concern, which has a capital of $3,000, 
i acting as circulation agent of magazine 
and newspaper publishers in Michigan and 
Ontario, Canada.

Advertising Appropriation Doubled
The Northern Hemlock & Hardwood 

M mt facturers’ Association has decided to 
double its 1010 advertising appropriation 
v hich was $53,000. This move wjs made 
through the success in advertising "Old 
Faithful" hemlock and “Beautiful Birch." 
The advertising is carrie l on through a 
bureau of promotion headed by Af. P. 
McCullough.

Parker General Manager of Sales
O. C Parker, formerly general manager 

of the Bullock Tractor Company, has be
come associated with the Franklin Trac
tor Co., Greenville, Ohio, as general man
ager of sales. A new factory which the 
company is erecting at Greenville, Ohio, 
is now nearing completion.

Bvtkman Now In Charge ot Vlotor 
Truck Advertising

James W. Beckman, former writer of 
publicity for the International Motor Co , 
New York, manufacturer of Mack Motor 
Trucks, has accepted a position as assist
ant sales manager of the O. Armledvr 
Co., Cincinnati, Ohio, manufacturer of 
Armlcdcr motor trucks Mr Beckman 
will also have charge of the advertising 
of Armlcdcr motor trucks.

K nill-Burke Rt pri st nt Mary land 
Pa pers

Knill-Burke, Inc., publishers' represen
tatives of Chicago and New York, have 
been appointed national advertising man
ager of the Hagerstown, Md., Morning 
1 ferald and Evening Mail.

Kay Man Xow With Mc.luukin
David Horwich, formerly with J. Rol

and Kay Company, (. hicago, is now as
sociated with the McJunkin Advertising 
Company, Chicago, as a member of their 
copy staff.

Philip Kobbe Co. Obtains Two New 
Accounts

The Philip Kobbe Co., New York, is 
now handling the advertising accounts of 
the Technical Products Corporation and 
of the Hercules Engineering Company.

Sale» and Advertising Manager Goes 
With Newspaper

Douglas Jackson has loit his position 
as manager of sales and advertising for 
the Jackson Hardware Co., Bardolph, Ill., 
and has become a member of the adver
tising staff of the Peoria. III., Joiirnal- 
Transcri/'t-

Colgate A Company Accused
Charging violation of the Sherman an

ti-trust law, an indictment containing fifty- 
six counts has been returned by a Fed

Circulation—Plus
Audited figures are only one element of newspaper cir

culation—the cold, hard matter-of-fact statement of con
crete, determinable quantity.

Behind the figures is another element—a human ele
ment—that cannot be reduced to numbers.

That element—a driving, pulsing toi ce that vitalizes 
circulation figures—is reader confidence and reader influ
ence. It is a newspaper’s reputation and prestige. It is 
the cumulative effect of years of constructive work in 
building up an active, responsive reader following.

Circulation value cannot be gauged by figures alone. 
For one newspaper, circulation means so many copies sold 
—nothing more, nothing less. For another it means direct 
and influential appeal to a great body of human beings, 
keenly responsive to every line of news or advertising 
published in their favorite paper.

The circulation of The Chicago Daily News for the 
month of February, 1920, was 395,981. 94G of this was 
concentrated directly in Chicago and suburbs, exceeding 
by nearly 100,000 the circulation of any other Chicago 
daily paper in this all-important territory.

These are the cold, provable figures.
Back of them, vitalizing them, stands the 44-year rec

ord of clean-cut business methods, fair play, and the high 
ideals of newspaper-building that has established The Daily 
News as a nationally recognized institution and created 
for it a reader loyalty and respect unsurpassed by any 
American newspaper.

It is not circulation alone, but the reader influence be
hind that circulation that makes

THE DAILY NEWS
FIRST in Chicago

eral Grand Jury al Trenton. X. J., against 
Colgate A Companv, of jersey City, N. J., 
manufacturers ol toilet preparations. '111. 
indictment claims the company illegally 
fixed resale prices ol its products to 
wholesalers and jobbers.

The company was indicted in 1918 lor 
fixing resale prices, but because of a tech
nicality a demurrer to the indictment was 
sustained on the ground it did not charge 
that the companv made any price fixing 
agreements.

The grand jury's action recently quotes 
alleged correspondence between the com
pant' and its selling agents and dealers in 
its products.

Colgate & Co., in a statement given out 
after the indictment was issued, denied 
price fixing agreements were mad! with 
dealers.
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Spread Ou 11
The history of thousands of American businesses 

is that they began by doing business in the territory 
near their factories and ended by doing a national 
business.

And that is the ambition cherished by nearly 
all business men who have not yet achieved 
national distribution.

It is getting easier of accomplishment every 
year. The country is more closely knitted together. 
That tendency was progressing rapidly before the 
war, and the war gave it a great impetus.

Never was America so truly a nation? You 
seldom hear the Mason and Dixon line mentioned 
any more. And the hard and fast distinction 
between East and West is disappearing.

A business that can be successful in one territory, 
can, by the same methods, extend its success every-
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where. There are many brands of all sorts of 
utilities that are known in every household in all 
parts of the country. They are equally appreciated 
everywhere.

Farm Life, the All American farm paper, is the 
medium best adapted to this modern business sit
uation for the reason that it has the most national
of farm paper circulations, paralleling the dist
ribution of American farms and American farm 
income.

It is the paper for the business man who finds 
his nearby market saturated and incapable of further 
development, and for all those far-sighted men with 
man-sized ideas, who are not going to be satisfied 
short of national success.

THE FARM LIFE PUBLISHING COMPANY
JOHN M. BRANHAM COMPANY

A Avert is ing Re pre sen t alive s

New York Chicago Detroit Atlanta St. Louis
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The Men and Women Who 
Make* Onr Mediums

J (HIN P. IT. H.I.ACE

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 CHESLA C. SHERLOCK

LOOKING at a bicycle, one 
would not immediately see a 

connection between it and the be
ginning of a successful publishing 
career, especially if the bicycle was 
ot the t\pe so common twenty-five 
\ ears ago.

John P. Wallace, co-publisher 
and advertising manager of Wal
lace's Farmer of Des Moines, Iowa, 
used to ride one of these high-al
titude bicvcles .and w hat is more it 
had everything to do with the start
ing of W allace's Parmer.

Twenty-five y ears ago, at Ames. 
Iowa, he was confronted with the 
necessity of leaving college and go
ing to work. His brother was con
nected with a little dairy paper m 
that town as editor and p.art owner 
and John had been putting in odd 
hours keeping the advertising rec
ord.- for it.

It is only natural, then, that he 
should turn to the dairy paper, 
when in need of a job.

"Hovy- much salary do you want .'” 
they asked.

"One hundred and twenty-five 
dollars a month and expenses.” he 
replied. “Or.”—and here is the 
"joker,'’ as the lawvers would say— 
“I'll take sixty dollars a month and 
an option on one-third of your 
■ tock.”

Not having an over-supply of 
capital, they engaged Mr. Wallace 
on the latter basis. Kight here you 
have Point Number One in the suc
re - of John W allace. It is the 
keynote point. He knows what he 
wants in this world, definitely, cer
tainly and without question. And 
knowing what he wants, he has 
half of the battle won.

He entered into the work with a 
will. He was to solicit advertising 
at the rate of $12 per inch per year. 
It was necessary for him to visit 
business men. manufacturers, stock 
raisers and dairymen. But he had 
no funds to furnish transportation. 
Most youngsters would have de
manded expense money then and 
there, or they would have moved on 
io greener pastures.

John Wallace had a bicycle and 
he used it. lie got on it and

Biking for Business
Jfl ERYBODY has a friend who used to 
jf make ¡<>>11/ pilgrimages, although the 

feat now seems impossible, on those 
high-wheeled bicycles of years g^nc by. 
Hut here is a man -who began his business 
career -with one of the infernal contrap
tions as his only vehicle.

John P ITallacc. evidently, is a man 
who -will take a chance and the article re
veals that he did. more than once. And 
out of his success gre-w one of the imtum's 
most effective farm journals.

THE EDITOR.

started out on a "business trip.” 
Advertising has been solicited and 
won in manv different wavs, but I 
doubt whether any advertising man 
ever before had started out on a 
business trip with a bicycle as the 
sole means of transportation.

“One night I got into a town 
rather late," he said, reminimently. 
"I had a time raising any one. 
Finally, -omebodv across the street 
from where I was knocking, stuck 
a head out of the window and 
asked: 'What does thee want?’

BICYl LING FOR BIO. BUSINESS

“I replied that I wanted lodging 
for the night. The good old Ouaker 
found room for me. I went to bed. 
It was one of those old-fashioned 
feather bed.-. When I got in. all 1 
could see was the ceiling.

“In the middle of the night 1 
woke up and heard it raining. I 
turned over with a grunt and in 
the morning, when 1 got up, I 
found that it was snowing—and 
here I was. seven miles from a rail
road, with only mv bicycle for 
transportation.”

But John W allace did a good bus 
iness on that trip iust the same. 
Do not lose sight of that fact. And 
a short time later he made his first 
trip to Chicago. In one week he 
wrote $2,500 worth of advertising 
contracts.

"I thought mv forluwe was made 
then and there.” he said, with a 
chuckle.

I he Wallace family has been 

prominent in the agricultural field 
for more than a quarter of a cen
tury. John's brother, it will be re
membered, was editor of the dairy 
paper which later grew into Wal
lace's Farmer. His father, the kind
ly. beloved old Scotchman, Henry 
Wallace, had been editor of the 
Iowa Homestead for a number of 
years.

Henry Wallace left the Iowa 
Homestead, bought another third 
interest, and the three of them cast 
their fortunes together. From that 
day to this, the entire interests of 
the Wallace family have been cen
tered in agricultural journalism.

“We couldn’t have fitted ourselves 
better for the work,” he said, "had 
we deliberately planned it. We had 
all lived on the farm. My brothel 
had been through Ames College and 
was made Professor of Dairying, 
and I had been at Ames, too, be
fore I took up work on the pa
per.”

Those of vou who know anything 
about agricultural journalism know 
of Henry W allace and the place he 
has won for himself in the hearts of 
all who think and plan and work 
concerning the welfare of the people 
who live in rural communities.

It was Henry Wallace who gave 
Wallace’s Farmer its famous motto: 
“Good Farming, Clear Thinking, 
Right Living." Had he done noth
ing else, he would have set a high 
goal for others to follow.

Talking to John Wallace, about 
Wallace's I’armer, and his own ex
periences. the first thing that strikes 
you is his willingness to submerge 
himself and to accept the moulding 
influence of his father.

Des Moines is full of public- 
spirited citizens—chock full of 
them. Out of this great collection 
of public boosters, John Wallace 
-lands to the very forefront.

For years he has been a great in
fluence in the \ oung Men’s Christ
ian Association. I do not recall his 
title but I do happen to know that 
he is a leader down there. Xt the 
time the war broke out the YoungW 
Men’s Christian Association was 
$120.000 in debt. John XX’allace 
wanted to put on a campaign for 
contributions among the people of 
Des Moines and wipe out that debt.

His business associates and ac
quaintances were worried. They 
tried to discourage him. They ad
vised putting it off. But John W al
lace is not built that way. as I 
have hinted before.

“The X'oimg Men's C hristian As- 
-ociatioii is a public institution and 
the people of Des Moines are its 
stockholders,” he said. “The log
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The Richest Field
Most Easily Reached

GREATER Pittsburgh, with her 1,500,000 people and 
greatest per capita earnings and assessed value of real 

estate of any city, is an unexcelled market most easily reached 
with the Pittsburgh Post and Sun Combination.

In the changed status of Pittsburgh Newspapers, the 
Pittsburgh Post and the Pittsburgh Sun lead with a combined 
non-duplicated circulation of 140,000 at only 20c per line— 
the lowest cost per line per thousand of any medium in the field.
By advertising in the Post and the Sun you reach Pittsburgh’s 
discriminating people and ultimately influence the buying 
habits of the entire district.

PITTSBURGH 
POS T»SUN 
COMBINATION

Gives ¡40,000 Pittsburgh II orth-W hile Circulation at 
a rate of 20 c. Best space buy in the field.

CONE, LORENZEN AND WOODMAN, Publishers Representatives
NEW YORK CHICAGO KANSAS CITY DETROIT
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JOHN P. WALLACE

ical place to go for funds to wipe 
out an indebtedness is to the stock
holders, isn’t it?"

The campaign was put on. Friends 
of the Young Men’s Christian .Asso
ciation were organized into teams 
to canvass the city. So thorough 
was the plan that not a single cit
izen was to escape. Noon-day 
luncheons at the "Y." were features 
of this stunt. The teams met, re
ported and indulged in the keen 
rivalry of an effort to collect the 
mt st money. Well, they got their 
$120,000 in six davs !

'That isn’t all. I luring the war there 
wen many campaigns, and in everv 
Mte of them, all of which went over 
th top. the organization that John 
Wallace had created in the first 
drive was employed.

What sort of a person is |ohn 
I’ Wallace personally?

Well, he's an easy fellow to meet ; 
plain unassuming, jovial, good- 
natured. 'There is none of that 

studied quality of reserve about 
him, although I imagine that he has 
a lot of things up his sleeve that 
don't belong to you or me.

He works with his coat off and 
his sleeves rolled up, the year 
around. I mentioned that the Wal
laces are Scotch. Need it be added 
that they are among the best golf
ers West of the Mississippi? He 
has a son who is dangerously near 
state champion out in Iowa—or is 
the lad his nephew? We have an 
awful time keeping the Wallaces 
straight out here in Des Moines. 
That is, telling which is which. No 
danger along the other line!

I Ie is the sort of a man vou'd 
call on it vou had a hard job to 
get done and wanted to be abso
lutely sure that it would go through. 
11 John Wallace ever undertakes 
such a job for vou, just lie down 
lo pleasant dreams or go fishing, 
for there will be not the slightest 
doubt that he’ll do it.

Tri'ti i ■ Exhibition May to Jun«" 1
The American Institute ol Graphic Arts 

announces an exh 1 >ition of printing at the 
Gallerii s el the National Arts Club in 
Granule« Park, New 'l ock, from May 5 
to June 1. The purpose of the exhibition 
is to assemble a representative collection 
of contemporary American printing del 
initely indicating the standards attained 
by the printing art 111 this country. In
cluded in the exhibit will be books, cat
alogue.-, booklets, circulars, stationery, 
calenders, labels, wrappers, display cards, 
cards, folders, poslcrs (typographic), 
prints (typographic), color printing and 
advertisements. The board of judges will 
award gold, silver and bronze medals lo 
exhibits in each class according to merit, 
and the American Institute Gold Medal 
will be awarded to the most important 
specimen in the exhibition.

Graphic Art from everywhere in North 
America is invited, and should be sub
mitted before April 15. To defray in part 
the expenses of the exhibition entry fees 
will be charged for exhibits accepted and 
displayed, five dollars for the first speci
men, and two dollars and a half for each 
additional specimen. An important fea
ture of the showing will be a section de
voted to the history of printing. A cat
alogue giving the names of all the exhibit
ors, a list of prizes and prize winners, will 
be issued, and arrangements to have the 
printing exhibit displayed in other citie= 
throughout the country arc anticipated 
The headquarters of the exhibit commit
tee are at IIO East 19th street, New 
York, and O. W. Jaqui h, Jr., is secretary.

Restaurateurs to Advertise
Proprietors of famous eating houses in 

New York City, which had no difficulty 
whatsoever to exist in the days before 
prohibition, have come to the conclusion 
that advertising, cooperative and indivi
dual. is the solution of ihe grave problems 
of making ends meet.

At a big meeting of the New York So
ciety of Restaurateurs it was decided to 
formulate a policy of pooling all adver
tising interests and embark upon a cam
paign of some sort to be determined after 
conferences with experts in the publicity 
field.

Restaurant advertising in the Metro
polis has in the past been done in a hap
hazard manner, with one or two leading 
establishments putting forth some really 
interesting and appealing copy, but, 
strange to relate, the others making little 
or no effort to follow the example.

Wooden Shoes for Milady?
The news Hoats in from somewhere in 

trade circles that an effort is being 
launched in the Netherlands to put 
wooden shoes into popularity in America. 
It is stated that with leather shoes at 
from $20 to $50 a pair the wooden prod
ucts offer a sure even if not luxurious 
solution of the problem. The Dutch 
manufacturers are said to be on the point 
of attempting to invade the American field 
with their sales and advertising forces.

The idea appeals to ihe imagination. 
But the sabots do not appeal to the feet.

IlolTnian Is New York A. B. C.
Manager

The Audit Bureau of Circulations ati- 
nomices the appointment of W. F. Hoff
man as New A'ork manager of tin- bureau 
lo lake the place of !.. I. Delaney who 
resigned.
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TTTHPM FVFRY PUBLISHER has a com- 
IV 1 plete and efficient system 

* ’ of records and knows positively the facts regarding the 
circulation of his paper—

And when every publisher is willing to give these 
facts to advertisers without dissimulation—

It will be because every publisher is a member of 
the Audit Bureau of Circulations.

But all publishers have not an efficient system of 
records and all are not guileless.

To protect themselves against unfair competition 
and to inform advertisers in regard to their business methods, 
“above board” publishers join the Audit Bureau of Circula
tions. Advertisers know that no unfair publication can qualify 
for membership.

Every straightforward paper mav belong to the 
A. B. C.

Most of them do belong.

Advertising Selling is one of them.
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Spring Gambol of League of Adver
tising Women Voted a Huge Success

The Annual Banquet and Dance of the 
I eaguc of Advertising Women, which 
was designated this year as a Spring Gam
bol, was held at the Hotel Astor on Tues
day crening, March 16. It was as repre- 
'.entative a gathering of advertising men 
and women as could well be imagined. 
There were over four hundred people 
crowded into the North and East Ball
rooms and the President, Miss Jane J. 
Martin, advertising manager of The Sper
ry &• Hutchinson Company, prophesied 
that hereafter these affairs, because of the 
large attendance, will have to be held in 
the Grand Ballroom.

The entertainment was high class in 
every sense as well as unique. The fa
ir. us Russian Dancer, Roshanara, gave 
an interpretation of an East Indian Spring 
Dance and several of her pupils inter
preted the Assyrian Dance and that of 
the Magic Slipper. Evan Davies, of The 
Odorono Company, gave his famous imi
tations of Harry Lauder and the Vir
ginian Judge.

Miss Edna Ferber, the author of sev
eral books, her character of Mrs. Mc
Chesney being well known to all advertis
ing people—made a plea for American 
authors. Monsieur Febre, of the Metro
politan Opera Company, rendered a fa
mous aria from one,of the operas. Mr 
Figaro, of the Old Masters’ Studio, made 
several cartoons of some of the advertis
ing people present.

Altogether the affair was voted a tre
mendous success and, as is usual with 
ihe affairs of the League of Advertising 
Women, all felt they were in the at
mosphere' of real friendliness and good 
comraderie. Miss Martin claims that 
there are two affairs at which every ad
vertising man and his wife and every ad- 
eertising woman—and her husband—must 
be seen. They are, she says, the- society 
events of the Advertising \\ m id—viz., 
1 he Sphinx Ladies’ Night and the Annual 
Banquet of the League of Advertising 
\\ omen.

Patter for Letterheads

1 ETTERS but they can never be best 
MAY BE unless they are written on 
FETTER the right kind of paper.
BERKSHIRE TYPEWRITER PAPERS

A Business Paper For Every Business Use

EATON CRANE & PIKE COMPANY

New York Pittsfield Poston
San Fran elf co Chicago

Blotters

" To make Better Letters 
Use Our Better Blotters ” 
Famous World and Reliance Brands

THE ALBEMARLE PAPER MFG. CO. 
Richmond, Va.

Mailing Lists

Mailing Lists
Commercial, Automobile, Investors or 

any classification wanted

TRADE CIRCULAR ADDRESSING CO.
166 W. Adams St.. Chicago 

References: Agency Books or any bank or busi- 
iii-- house in Chicago.

Writing the Modern-Day 
Sales Letter

By CHARLES H. BAKER, Jr.

HL’M ANN F.SS is to the dictator 
what style is to the author. Il 

is the putting of your personality and 
feeling into your letters. A letter 
may be a model of courtesy and 
clearness, vet be cold and unconvinc
ing so far as lasting results, or un
usual results are concerned. Ouite 
often the largest sales are the direct 
result of some one small point or idea 
—acting upon the impulses of the 
buyer, influencing the buyer’s com
pany.

Read the experiences of the big
gest salesmen of the country, 
whether they be bankers, insurance 
men, bond salesmen, or trained serv
ice men in the machine tool game. 
To them the saying of the deciding 
word is instinctive—a lightning flash 
of intuition ; whether it clinches an 
immediate sale or injects the germ of 
thought necessary to make that sale 
possible in the future; which last 
method is being used by many of the 
best. Vou can call this faculty ‘‘in
stinct," or a ‘‘hunch;" l>ut whatever 
it is it can be developed to a remark
able degree and is not always born in 
a man.

The ax erage dictator has of course 
no means of knowing the individual 
hobbies or characteristics of his 
reader, other than what he has 
gleaned from letters, liven should 
he know some of them he cannot al
ways bring them into the written 
words of a business letter, for obvi
ous reasons. A salesman can talk 
fishing, baseball and jinker, but such 
discussions do not often look xery 
well down in black and white in a 
filing cabinet. Ihe dictator then 
must follow the policy of not playing 
upon any especial characteristic of 
his reader and adopt a simple, friend- 
Iv, human attitude toward him. If 
this be the case, offense never can be 
taken and good w ill result. Human
ness is not a thing to lie corralled 
Iw anv set of rules, but is the result 
of training and common sense. Be 
natural and human with unexagge
rated statements. Never try to write 
a "clever” letter, for if you do it will 
appear unnatural and forced, thereby 
losing m value; for humanness is the 
direct result of training, a sunny dis
position and good digestion; express
ing itself in [>ure, simple, non-slangy 
English.

SHOULD HAVE CLOSE-UP VIEW

A dictator who handles the cor
respondence of any sizeable accounts 
would find it a great help in analyz
ing the character of his most import
ant readers if he would enlist the aid 
of the salesman who covers that dis
trict. It only takes a few words to 
describe a man’s personality, yet it is 
seldom that this is done by the in
side man, except perhaps where there 
has been a loud kick on the custom
er's part and the dictator is anxious 
to know whether it is bite or just 
bark.

This question of humanness in let
ters has not been held as worthy of 
much attention until recently. From 
personal experience I can say that it 
is one of the greatest helps that a 
salesman can receive from the dic
tators in his home office.

A letter that shows this friendly 
attitude strikes response in your good 
natured reader and helps break down 
the reserxe of those somewhat more 
crusty. It is never a confession of 
weakness or an attitude of humility 
on the part of the writer to cater to 
a customer in this way, it is everyday 
citizenship.

Ouite often the reply to a bid, or 
request for quotation, is either a 
form letter or a very dry series of 
facts and figures. Here is an unap
preciated opportunity for the point 
in mind.

POINTS TO HE AVOIDED

There is one point that should be 
avoided in following out this prin
ciple -that of oxer-apology. If your 
companx' is responsible for a delay in 
shipment or a mistake in entering an 
order, a sincere apology is due of 
course ; but in cases beyond your con
trol be careful about the "we regret" 
and "we are sorrv." For in restless 
times such as these —full of strikes, 
fires, and other conditions beyond 
control -such letters are apt to be 
somewhat frequent ; and if many 
happen to go to a single concern in 
a short space of time, a very bad 
impression may lie given. This may 
come in a variety of ways: that al
though vou are not responsible for 
the occurrence perhaps, you wish to 
curry favor by words when delivery 
is what hurts; that you are a concern 
without enough backbone to appreci
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ate that such cases are beyond con
trol; and finally some official in the 
customer's firm who is not familiar 
with all the details of the case in 
hand, upon seeing a group of pro
fusely apologetic letters in your tile 
folder an<l written on your com- 
panv's letterheads, naturally thinks 
that where there is so much smoke 
there must be fire, and that there is 
something radically wrong with your 
policy or manufacturing ability -and 
therefore you are somewhat unreli
able as a source of supply. These 
“apology letters" are luckily few in 
any concern, but nevertheless require 
thought.

Some of the ultra-modern letter 
writing reformers advocate carrying 
the point of friendly address a little 
too far for the dictated letter. They 
say, for instance, if you know the 
man you are writing to why not open 
your letter with "Dear Bill" or “Hel
lo Bill”? For such a beginning thev 
claim is certainly a step along the 
way toward creating the personal 
human atmosphere. This perhaps is 
true, but tends to defeat its own ends 
for this reason: If the letter deals 
with any question of importance, the 
chances are that Bill will not be the 
only person to read it. Also the 
chances are about even that this of
ficial is one higher up than Bill is. 
Will he view this familiarity in the 
same light as you do? Or will he 
consider both you and the policy of 
the concern behind you as being of a 
smart and somewhat flippant type, 
and not to be depended upon where 
serious business matters are being 
dealt with ?

LOOKS LIKE FORWARDNESS

It tends to create an impression 
that you are trying to assume a fa
miliarity which is not justified. It 
is a pretty safe plan to think well be
fore adopting any oddities of form 
merely for the purpose of attracting 
attention, that is in dictated business 
correspondence.

These are the main objections to 
an idea that does not accomplish anv 
definite or certain advantage, nor sat
isfy a long-felt want in the writing 
of dictated business letters. It is the 
contents of a letter which impresses 
its individuality more than any other 
thing. The "Hello, Bill,” even if 
used, is only a formality just as you 
would sayr “how-dye-do” to a person 
on the street. Here your accompa
nying smile brings the results not 
what you say, and in a letter you can
not smile. It is also weak to lead 
riff with a “Dear Bill” and then break 
tl e news that his order won’t be ship
ped for five months yet.

Gibson Said to Have Paid $900,000 
for “Life”

Charles Dana Gibson, the nrtist, who 
early this week purchased the controlling 
interest in Life, the humorous weekly, is 
said lo have paid $<too,oco. G. B. Rich
ardson and George Utassy will be asso
ciated with Mr. Gibson when he Likes 
active charge on April I, of the publica
tion lo which hi sold his first drawing 
thirty-four years ago for $4. Mr. Gibson 
purchased the magazine from the widow 
of John A. Mitchell, former editor of 
Life, who died in lime, 1918. Andrew 
Miller, secretary and treasurer of the pub
lication and a large owner of its stock, 
died on December 31, of last year. Life 
was established in 1885.

Cockrell Placed on Advertising 
( ounselors’ Staff

The McGraw-Hill Co., Inc., announces 
the appointment of F. M. Cockrell to the 
.Advertising Counselors’ Staff. He will 
give particular attention to the problems 
of advertising agencies in handling tech
nical accounts and coordinating the adver
tising in business and professional pa
pers with that in general mediums.

Mr. Cockrell has been with the Mc
Graw-Hill Company for the past four 
years, having been manager of the Chi
cago service department, Cleveland man
ager of Electrical World and Electrical 
Merchandising, and more recently in New' 
York making analytical studies of the elec
trical industry. He is an electrical en
gineer and was previously connected with 
the Westinghouse Electrical it Manufac
turing Company.

A. B. I . Takes Important Steps
At a meeting of the board of directors 

of the Audit Bureau of Circulations, held 
in New York last week, it was advocated 
in order to save paper that all members 
of the A. B. C. carry no subscriber in 
arrears more than six months. A more 
complete classification and analysis of cir
culation was determined upon by having 
the publisher answer several more ques
tions in his report. The directors made 
an appropriation for the maintenance of 
special field workers. In addition to the 
visits made by the A. B. C auditors, 
other representatives will make special 
calls in publishers' territory.

Open Shop tor Engravers I pheld 
by Court

The open shop was upheld by the full 
bench of the Supreme Court of Massa
chusetts at Boston, when it ordered a 
permanent injunction to issue against pho
toengravers’ local and international unions 
restraining them from interfering with 
the business of Wright & C >. and the 
Folsom Engraving ( ompany. Refusal of 
the companies to comply with a union de 
maud to conduct their shops on a closed 
basis had resulted in a strike declaration.

Direct Mail Advertisers lease 
Building

Kuhl &■ Bent, direct mail advertising 
company of Chicago, now located at 732 
Sherman street, ha-, c leased a four-story 
building at Market and Washington 
streets and will establish their agency in 
that location as soon as necessary build
ing changes have been made

telephone 
numbers

Madison 
Square
8517
8518

GOTHAM STUDIOS INC 
111 East 24tb Street 

New Yorhj
MARTIN ULLMANQrtUiL
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Illinois Papers Form Syndicate
J hrec papers owned by L. C Copley, 

ill" Aurora Beacon-Xezes. the Elgin 
. n 'it and the Joliet Herald Xews. all 

evening weekday and Sunday morning pa- 
l'i 1-, have formed a syndicate which will 
lie know n as “The Northern Illinois Group 
of Daily Newspapers."

A. M. Snook, who has been president 
and manager of the Aurora Bcacnii-Xcws 
lor a dozen years, and for the past four 
tears general manager of that paper and 
the Elgin ( ounce, will be general man
ager of the “Northern Illinois Group." 
The advertising will be handled in di- 
parimcnts, each under one general head

J. K. Groom will manage the national 
advertising department ; Chas. W. Hoefer, 
the local display, and Frank L. Lee, is 
to be in charge of the classified depart
ment. Charles D. Chaffee will manage 
the circulation of the three papers, and 
ihe general office of the companv will be 
with the Bcacon-Xews at .Aurora, Ill.

1 he syndicate began with the purchase 
of the old Aurora Beacon which absorbed 
the Aurora A ("aw. Then the Elgin Courier 
was acquired. The Joliet A’ca'j and Joliet 
Herald were now bought, and the two 
consolidated. Later the Beacon-Xcws and 
the Elgin Courier were syndicated and 
now with the Joliet papers thee are un
der one management.

A. A. of A. A. to Have Meeting on 
Labor

I he New York Council of the Amcr- 
i'-an Association of Advertising Agencies 
will hold a meeting at the McAlpin, Fri
day, April 2, at 12 o’clock, which w’ill be 
devoted to addresses on labor. Orders 
for tickets, $2.00 each, should reach Wm, 
T. Mullally, secretary, 108 Broadway, New 
A ork, before March 31.

Sperry & Hutchinson Co. Move
The home office of the Sperry & Hutch

inson Co., 2 West 45th street, New York, 
will be located after Monday, March 20, 
at 114 Fifth avenue. This means that 
headquarters of the president of the 
League of Advertising Women, Miss Jane 
J. Martin, the well-known advertising 
manager, also changes to the latter ad
dress.

Frank Is Advertising Manager, 
Dubbelbilt Clothes

J. A. I • nk, formerly with the .Amer
ican Lithographic Co., is now the advertis- 
mg manager of Dubbelbilt Boys’ Clothes, 
Inc., New York. Air. Frank succeeded 
Miss Florence G. Kramer, who acted as 
manager of the advertising' department 
Street &• Finney are handling the coni 
[my s national advertising

Meier Becomes Rankin Space Buyer
I"-, ph A. Meyer, who is now enter 

it"' upon his fourteenth year in tin '-pace 
buying department of the William II 
Rankin < r . ( hicago, has been appointed 
nuui.wi r to sue । > d Frank B. Beath who 
died recently. .lie will have complete 
eh.o r buying space in newspapers, 
magazines, farm papers, trade papers and 
lb. .lire programs. Under Air. Meyer. Air 
Gcslcr will have chai", of ib. newspaper 
rbvision and Air Nothacker of the mac 
w:, ic department.

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

AUDIT BUREAU OF CIRCULATION
“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, 
anil 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 A ork

The weekly business newspaper of the 
architectural profession subscribed tn 
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 i8qi. Average net paid circu
lation exceeds 0,500. 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 
nes> 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 week
ly. First choice of the advertiser of 
shoes, leathers or shoe-store goods. 
Member Associated Business Papers,
1 DC.

BUILDING AGE, New York
Established 1879. Publish cd 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 Din GOODS ECONOMIST,
New York

Phe Dry Gomis Economist, a national 
dry goods weekly for retailers and 
jobbers, is the accepted authority of 
the dry go oris trade. Eight issues of 
। ach year are World Wide numbers 
with over three thousand added for 
eign circulation. Type page 8^ । x 1. 1 t 
Published Saturdays—forms close Wed 
nos day preceding. Member of the As 
sir iat< d Business Papers, Inc. The 
Dry < ¡nods Economist. 231 West 30th 
Street, New York City.

EL COMMERCIO, New York City
The first and oldest Export Journal 
in the World. Established 1875, pub- 
Iwhud monthly. In considering export 
advertising do not overlook El Com
mercio. 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 requirement.-. 
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 gastconsuming 
appliances. Member A. B. C. and A. 
B. P. Eastern office 51 E. 42d Street. 
New York.

HARDW ARE 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?4xii"; 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, rail
road, shipbuilding, farm implement 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’ TR ADE 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 &
S I E AM UTTER, New York

Established 1874. Published weekly. 
Recognized authority on heating, 
plumbing. roofing and sheet metal 
work. Devoted particularly to the in
terest- of the buyers of materials in 
the above lines— the combination shop
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 
¡ally, 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 
3<>....... paid subscribers. Member A-
-ociated Businv-s Papers. Inc
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Certified Circulations
Some Mediums in Several Classes Whose Audits are Made by the

AUDIT BUREAU OF CIRCULATION
“The A. B, C. furnishes one authentic source through which definite true infor
mation can be obtained.'

The Richard A. Foley. Advertising Agency. Inc.

CLASS TRADE AND TECHNICAL
MOTOR WORLD, New York

Subscribed for and read by the big 
percentage of dealers. jobbers and 
garage owners who study incichandis 
mg and are interested in the profit 
side of their business. Net paid cir- 
ctd.ition in excess of 22.000 per week. 
Member Associated Business Papers. 
Inc.

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
culation 0,250 copies. Members Asso
ciated Business Papers, Inc.

RAILW lY ELECTRU VI
ENGINEER. New York

Founded in iqo8. The only paper de
voted exclusively to .-.team railway 
electrical problems. Of special inter- 
r-t 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- 
'ociated Business Papers, Inc.

RAILWAY MAINTENANCE
ENGINEER. I hicago

The only publication devoted to the 
problems of track, bridges, buildings, 
terminals, water and steam heat serv
ice of the steam railways. Reaches 
all railway officers concerned with 
maintenance of way problems. Monthly.
Average circulation 8.000 copies. Mem
ber Associated Business Papers, Inc.

RAILM YY SIGNAL ENGINEER, 
C hicago

Founded roo8. 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 PR1SI 1L1 \

A magazine designed for thrifty wo
mankind. Devoted to the three im- 
pdrtant topics of Needlework. Clothes 
and Housekeeping. A practical maga 
zinc for practical women. 97% of its 
vaders arc housekeepers; 83% are 
mothers. • Over 00% of its readers 
keep back numbers indefinitely for ref
- rtiue. Rate $4.00 per line.

NEWSPAPERS
THE ( Ol RIER NEWS.

I argo, N. Dak.
Published in the heart of the famous 
Red River Valley wheat grow in 2 c 
'inti, has the largest circulation of any 
daily newspaper in the state Advcr- 
tisin r rates 4 cents a line. Govern
ment wheat guarantee makes North 
Dakota the best field for advertisers in 
the nation this year.

THI BRI I L- H W HIG,
Kingston. Ontario

Only A. B. C. paper in city of 2;..... .  
April average 6,424. City circulation 
i.'iw; country, 2.474. Carries many 
exclusive news features. 14 to 22 
i auvs. »»nu thing unique in newspaper 
annals, daily. Write for house organ.
“More

RAILW VI MECHANICAL
ENGINEER, New York

Established in 1832. Devoted to sub 
juris pertaining to itnotive 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 REPORTER,
Boston

For 03 years the most influential and 
intensive paper in an industry rated as 
fourth in the country’s business. Dur
ing iqiq the REPORTER carried 4,000 
pages of paid advertising, which is 454 
more pages than its chief contemporary. 
Published each Thursday. World-wide 
circulation at $5 a year. Member As
sociated Business Papers. 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 matter of style, trade situa
tion and store management. Members 
of A. B. C. and Associated Business 
Press.

TEXTILE WORLD JOI R\ \L,
New York

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
N \TIONAL STO( km \n &
1 \RMER, 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 sca- 
»mablr 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 IND BREEDER,
Sioux City. Iowa

Devoted to the interests of the capi- 
farmers and breeders of the

Golden Eg? Territory — southeastern 
South Dakota, northwestern Iowa, 
northeastern Nebraska and southwest 
ern Minnesota. Circulation oo.ooo. 
Rate 50 cents an agate line.

Former Manager of “Southern 
Ruralist” Dies

<). Blodgett, for many years manager of 
the Ruralist Tress, publishers of the 
Southern Rnralisl, one of the largest farm 
publication in the South, died recently at 
his home in Atlanta. He was forty-fill 
years of age, death being caused by in- 
lliienza He was manager of the Byrd 
Printing & Publishing Company al the 
time of his death, having assumed that 
position only the first of the present year. 
A great deal of the success of the Rural
ist Tress is due to the management of Mr. 
Blodgett. He was w ith the company from 
the time of its establishment, his service 
covering a period of seven years.

Truth in Fabrics Bills Cause Hurry 
in Wool Trade

Congressional pre-occupation with the 
so-called “Truth in Fabrics" Bills now be
fore the House Committee on Interstate 
and Foreign Commerce, has caused a flur
ry of alarm in the wool‘trade which w ill 
be especially affected by the passage of 
any of the measures now under consider
ation, aimed at the penalization of tier- 
sons "causing to be applied any false de
scription to any goods, wares, merchan
dise or other things.''

The bills which haie been introduced 
are of two separate classes — the 
Rogers, Barkley and Kreider bills, which 
do not provide for compulsory markings 
and the French and Rainey measures 
which would make proper markings of 
cloth compulsory on manufacturers. The 
chief purpose of all bills is to prevent the 
representation of fabrics made of shoddy 
as made of virgin wool.

Opposition to the bills, which is led by 
the National Association of Wool Manu
facturers, is based chiefly on the argument 
that such a measure would place a pre
mium on fabrics of virgin wool no matter 
how inferior their quality and decrease 
the demand for better fabrics in which 
worked wool is employed.

The Rogers bill, which is receiving most 
attention, provides penalties ol a fine of 
not exceeding $1,000 or imprisonment for 
not more than Iwo years for persons mis
representing goods.

Rufus French Leaves “McClures” to 
Devote Time to Agency Work

Rufus French, who during recent 
months has been doing special research 
work for the advertising department of 
McClure's Magazine, has relinquished his 
connection to devote his time to his agency 
organization, Rufus French, Inc.

Shoe Men Plan Publicity
One hundred representatives of the re

tail and wholesale show dealers in attend
ance at a meeting at the Hotel Aslor on 
Tuesday, adopted a resolution to take the 
public into their confidence through the 
medium of publicity.

Various groups reported in favor ol the 
proposal lo institute at once an intensive 
publicity campaign. It was announced 
ihat details of the campaign would be 
threshed out in each of the allied l i andn - 
and reports quickly made, giving views 
and submitting methods. Each groin ml! 
name a member of the Ways and Means 
Committee, which will be charged with 
financing the campaign.
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Assistant to Account 
Executive

pROMINENT New York adver
tising agency. We want a young 

man of say 26—30 years, aggressive 
but well balanced, tactful but force
ful, poised and alert, big enough to 
assume increasing responsibilities 
and to thrive under them. He should 
be acquainted with advertising 
methods, familiar with mechanical 
phases o; advertising and preferably 
should have had experience in an 
agency handling national adver
tising. He should have education 
and background that will enable 
him to express himself in person 
and by letter. If you fill the speci
fications, address: J. W. R., Box 40, 
Postal Station “F,” N Y. C.

Calendar of Coming Events
April 6-8—Annual Meeting, Thu Manu

facturing Perfumers’ Association of 
the United States, Hotel Biltmore, 
New York.

April 21-22 Annual Convention, Amer
ican Newspaper Publishers’ Associa
tion, W’aldorf-Astoria, New A’ork.

April 2b—National Association of Hosiery 
and Underwear Manufacturers’ Con
vention and Annual Exhibition, Phila,

April 27-28—Meeting of the Ohio Whole
sale Grocers’ Association Co., Colum
bus, Ohio.

April 27-29—Eighth Annual Meeting, 
Chamber of Commerce of the United 
States, Atlantic City, N. .1.

April 28-30—National Association of Cot- 
1011 Manufacturers’ Convention, Bos
ton, Mass.

May 12-15—Seventh National Foreign 
Trade Convention, National Foreign 
Trade Council, San Francisco, Cali
fornia.

Max 18-20—Animal Convention National 
Association of Manufacturers of the 
United State" of America, New A’ork 
City.

Ma\- 19-20—Second National Convention 
Tobacco Merchants’ Association of 
America, New Hotel Willard, Wash
ington, D. C.

Max 25-27—National Confectioners' As
sociation of the United States, .Annual 
Convention, St. Paul, Minn,

Letters f rom Our Friends
ARTIST

Large manufacturing corporation in the Middle 
West is in need of an artist for its house organ 
--a man who has had experience in magazine 
work, story illustrating, and cover designs. A 
thorough knowledge of photographic layout work 
is desirable. This is a splendid opportunity. If 
you are interested, write at once, stating qualifi
cations and salary wanted. Also submit samples 
of work. Box number 271, care Advertising & 
Selling.

We specialize in house to house 
distributing of

Advertising Literature 
and Advertising Samples

Wc solicit your account
JAMES T. CASSIDY

206 No. Front St.. PHILADELPHIA. TA.
Write for our paper "FACTS’'

lu every large institution THE 
S A L E S M A N A G E K - M o n t h 1 y 
will be found on the desksL,**** 
of "Sales Mana ger a

Better 
selling means 

better pay.J>J^****^ 25c a copy—$3 a year 
he William Edward Ross Service, Inc. 

1414 Sun Bldg., New York City, N. Ÿ.

because it makes^**'^ » " 
them better,^****^iti A- 
sellers^ n_ —

YOU CANNOT BUY OUR IDEA 
UNLESS IT WILL StO -OUR GOODS

BaB Sign Co. INC.
541-547 F. Oh Ave N.Y

Advertising Signs Window Displays
Counter-Display Cases

OSTAGE
The monthly magazine that tells 
how to transact business by mail— 

Advertising, Selling, Buying, Collecting,
Letters, Office Systems. A necessity in every 
business office, 6 mos.,$1.00; I year,$2.00. 
POSTAGE, Room 297, MetropoGlan Building, New Yorii

Can You Help Mr. Richardson?
THE HOUSE BEAUTIFUL 

Boston, Ma>s.
Advertising & Selling, Inc., 
471 Fourth Avenue, 
New X ork, N. X.

ATTENTION of circulation depart Ml-.NT 

Gentlemen :
A month or so ago Advertising & Selling 

had an interesting article concerning the cam
paign of Bramhall, Deane Company. Kindly 
forward a copy of that edition to Mr. R. 11. 
Babbitt, the Weir Stove Company, 'Taunton, 
Mass., and also one to the writer at the ad
dress above.

Very sincerely yours,
THE HOUSE BEAUTIFUL.

H. H. Richardson, 
New Englund Representative.

Mr. Smith Reads the XX hol< Paper 
XX ith lnt< rest

II. W. JOHNS-MANVILLE CO.
New York. 

Editor, Advertising & Selling.
Answering your letter of January 23, will say 

it is just impossible for me to add anything 
more to a schedule which is already so over
crowded that I hardly know how 1 am going to 
keep up with it for the next few months. Then 
I also think I ought to say that the things 1 
do not know about advertising would make a 
very much more interesting article than the 
things 1 do know.

I have read Mr. Ogden Armour’s article and 
indeed the whole paper with interest. It is 
splendid and you arc doing good work. Keep 
it up.

Very sincerely yours,
FRED B. SMITH,

Assistant President.

Sees a Big Gain in “A. & S.” Favor
PACKARD MOTOR COMPANY 

OF PITTSBURGH
March 17, 1920.

Editor, Advertising & Selling:
I don’t know who is to be cun ;i atulatcd 

more, you or Advertising & Selling. But, 
be that as it may, 1 want to take this oppor
tunity of wishing you the very best wishes in 
your new position. The injection of new blood 
into Advertising & Selling has lifted it fully 
four or five hundred percent in the estimation 
of advertising men and I know you will see that 
its present position is not only maintained but 
substantially increased.

Yours very truly,
PACKARD MOTOR CO.. OF PI TTSBURGH.

F. A. I). Seelyf.
Advertising Manager.

For Year Around Advertising
THE NATIONAL FARM POWER

315 Fourth Avenue, New York. N. Y.
March 12, 1920.

Editor, Advertising & Selling:
I have reau with interest your letter of 

March 6, and also tae article on the subject oi 
"Summer Advei tising in the Farm Papers’’ that 
appears in your Maich 6 number.

I think that you are unquestionably on the 
right track in this article and it corroborates 
the argument that we have been ourselves ad
vancing for a number of years. The mere fact 
that there is not so much business in the farm 
papers in the summer, docs not indicate that the 
farmers are not reading the papers then, but 
simply that the seasonable advertising, covering 
planting and cultivating operations and also the 
operations of the late fall on both implements 
and machinery, as well as seeds, fertilizers, etc., 
are all out of the paper during the summer 
months.

This really leaves a better opportunity for the 
general advertiser as he gets more attention, 
since he has less competition. We know the 
farmer reads in the summer, because if by any 
accident the paper got delayed in reaching him, 
wc get innumerable complaints right away.

Cordially your*,
THOMAS A. BARRETT,

Treasurer.
<)range Judd Co.

Greetings From Distant Africa
O. 11. FREWIN,

"The Bright, Prompt Printer." 
Proprietor, The Midd ciburg Observer and

I he 11 '¡Ibank News.
Middelburg, Transvaal. South Africa.

Editor, Advertising & Selling:
Will you kindly instruct your Circulation Man

ager to send along Adxertising & Selling in 
one parcel once per month instead of weekly? 
When they are sent singly 1 don’t get half oi 
them, 1 only get a copy now and again—I 
don't know where they go to.

Advertising & Selling is quite the best 
magazine 1 have struck yet in its line.

Wishing you a happy and prosperous New 
Y ear.

Yours faithfully,
<).' H. FREWIN.

Newspaper Man Telephone Publicity 
Director

John L. Spellman, a Chicago newspaper 
man. has been appointed publicity director 
lor the Chicago Telephone Company, suc
ceeding Clifford Arrick, who has become 
vice-president of the Xational City Bank 
of Chicago.

GIBBONS Knows CANADA'*
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For three generations more robust young Americans have been raised on 
Eagle Brand Condensed Milk than on all other foods combined. 
\merican mothers have made it the standard in cases where Nature’s 
nourishment is deficient in quantity or quality.
Eagle Brand Condensed Milk, composed of pure milk and refined sugar, is whole
some—economical—uniform in all seasons and all localities.

In hermetically sealed, cans—grocers everywhere—and druggists.

THE BORDEN COMPANY
ESTABLISH ED 1857

Borden Building New Tork
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