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What The South
Wants To Buy

And Has The Cash To Pay For
And Where The Cash Comes From

With the tremendous increase in her farm 
production, mining, lumbering and indus
trial activities, the South wants more auto
mobiles, trucks, accessories, labor-saving 
agricultural and household equipment, 
package foods, and everything else for the 
farm, the home, the store—
And the cash is there to pay for it.
Iler agricultural production last year was 
6G billion dollars—nearly half the na
tion’s total of 15 billions.

These Help You Get In
These trade-pulling daily newspapers help you “get in” 
in the market and help move your goods when you do 
get in. 'They are read and believed in by the people 
who have the money and who will read your advertising 
and buy your wares.

Write them for any information regarding local condi
tions, marketing possibilities for youi product, etc.

Her mineral output more than 1 billion, 350 
millions. Exports, 1 billion. 300 millions.

Bank deposits exceeding 4 billions; manu
factured products more than 6 billions.

Where the South Stands in Nation’s Total:

In addition to all that buying power, the 
South ranks in the nation’s production to 
the extent of

loi/, «»f the cane sugar
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“ peanuts
“ sweet potatoes
“ rice
“ early vegetables
” grain sorghums
“ peaches
’’ poultry
“ citrus fruits

" apples
“ butter
’• sugar
“ milk
“ hogs
“ cattle
’• wheat
•* white potatoes

of the hay
“ “ bauxite
“ “ barytes
“ “ fuller’s earth
“ ” sulphur
“ “ phosphate rock
” ” aluminum
“ “ graphite
” “ natural gas
” " natural gas (gasoline >
" ” petroleum
“ ” asphalt
" “ lime
’ ” pyrites
“ “ talc and soapstone
“ “ coal
“ “ lead and zinc
” “ coke

ALABAMA 
Anniston Star 
Birmingham-Age-Herald 
Birmingham Ledger 
Birmingham News 
Gadsden Journal 
Gadsden rimes-Journa! 
Gadsden Tinies-News 
Montgomery Advertiser 
Mobile Item 
Mobile Register
ARKANSAS
Fort Smith Tinies-Record 
Little Ruck Ark. Democrat 
Helena. The World 
Jonesboro Daily Tribune
FLORIDA
Gains ville Sun 
Jacksonville Times-Union 
Miami Herald
Orlando Reporter-Star 
Palm Beach Post 
Pensacola Journal 
St. Augustine Record 
St. Petersburg Independent 
Tampa 1 imes 
Tampa '1 ribune 
Daytona News
GEORGIA 
Augusta Herald 
Atlanta Constitution 
Atlanta Georgian & Amer’n 
Atlanta Journal
Americus Times-Recorder 
Albany Herald 
Athens Herald 
Augustus Chronicle 
Columbus Ledger 
Dublin Courier-Journal 
Macon News 
Macon Telegraph 
Savannah Morning News 
Waycross Journal-Herald 
Moultrie Observer 
Rome News

KEN rUCKY 
Lexington Herald 
Lexington Leader 
Louisville Courier-Journal 
Louisville Herald 
Louisville Times 
Paducah Evening Sun 
LOI TSI AN A 
Baton Rouge State Times 
Lake Charles Amer’n Press 
Monroe News-Star 
New Orleans Daily States 
New Orleans Item 
New Orleans Times-Picayune 
Alexandria Town Talk 
MISSISSIPPI 
Jackson News 
Meridian Star 
Vicksburg Post 
NORTH CAROLINA 
Asheville Citizen 
Charlotte News 
Charlotte Observer 
Concord Tribune 
Greensboro Daily News 
Hickory Record 
Kingston Free Press 
Raleigh News and Observer 
Raleigh Times
Rocky Mount Telegram 
Salisbury Post 
Wilmington Dispatch 
Wilmington Star 
Winston Salem Journal 
Winston-Salem Sentinel 
OKLAHOMA 
(Iklahoma City Oklahoman 
Muskogee Times-Democrat 
SOUTH CAROLINA 
Anderson Daily Mail 
Columbia Record 
Columbia State 
Greenville News 
Greenville Piedmont 
Greenwood Index-Journal 
Orangeburg Times-Democrat

Rock Hill Herald 
Spartanburg Herald 
Spartanburg Journal and

Carolina Spartan
Sumter Item
Florence Times
TENNESSEE 
Chattanooga News 
Chattanooga Times 
Clarksville Leaf-Chronicle 
Jackson Sun 
Knoxville Journal &

Tribune
Knoxville Sentinel
Memphis Commercial

Appeal
Memphis News-Scimitar 
Nashville Banner
TEXAS
Beaumont Enterprise 
Corpus Christi Caller 
Corsicana Sun 
Dallas News & Journal 
Dallas Times-Herald 
El Paso Herald 
El Paso Times 
Fort Worth Record 
Fort Worth Star-Telegram 
Gainesville Register 
Galveston News 
Hillsboro Mirror 
Houston Chronicle 
Houston Post 
Paris News 
Ranger Daily Times 
San Antonio Light 
Temple Telegram 
Waco Times-Herald 
Wichita Falls Record-News 
Wichita-Fall Times
VIRGINIA
Lynchubrg News
Petersburg Progress 
Richmond News-Leader 
Roanoke Times

WVife for this free book 
“The Great Southern Market” 

for further information.

Southern Newspaper Publishers' Ass’n.
W.C. JOHNSON, Secretary
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ADVERTISING & SELLING. APRIL 3. t
joth year. No. 41. Issued weekly. Entered 4s second-class matter October 7. 1918. at the Post Office at New York, N \ -, under .if 

March 3, 1879. Price 15c. the copy; $3 th» year. Advertising & Selling Co.. Inc.. 471 Fourth Avenue, New \ ork City



r \GE 2 .Advertising & Selling

The Dealer Influence of 
PHOTOPLAY

is as great as that of any magazine published

S
PACE selling has been so full of whing whang for 
the last few years that a good many people, includ
ing some dealers, have been swept far off their 

course. Any man that ever sold goods to the dealer 
person, any reader of Advertising & Selling who has read 
what the dealer himself says, has heard the dealer say 
“Create a demand.”

Why keep kidding ourselves about this mysterious 
merchandising business? There isn’t any permanently 
successful method of short-changing either the dealer, 
the consumer or the advertising business itself. The con
sumer is King, Queen and likewise Jack.

If this is true—and in the sense in which advertising has 
shown its healthy growth it is incontrovertible—then the 
Dealer Influence of Photoplay is as great as that of any 
magazine published, because Photoplay satisfies as no 
other periodical does the reading appetite of its people.

Until you use Photoplay you are losing touch with the 
filtered selection of the millions who comprise America’s 
fifth industry.

W. M. HAR I
ADVERTISING MANAGER

350 NORTH CLARK ST.
CHICAGO

NEW YORK OFFICE, 25 WEST 45th ST.
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Whv A Great Packing Concern Advertises 
Institutional Ads Have Won Good Will for Swift & 
('ompany in the Face of a Very Complev Situation

By LOUIS F. SWIFT 
President of Swift & Company

ADV 1 RT1SING is commonly 
thought of only in connection 

with selling commodities, but re
cently advertising space has been em
ployed extensively to sell ideas. This 
type of advertising has been termed 
educational or institutional. Swift & 
Company has used both forms ex
tensively during the last two years.

The institutional advertising of 
Swift & Company has had two ob
jectives : first, to place the facts of 
cur business before the public, in or
der to build good will; and, second, 
to counteract misrepresentation and 
propaganda directed against this in
dustry. We have tried to make this 
advertising constructive and the 
greatest care has been taken to see 
that every statement agrees with the 
facts and doe- not misrepresent con
ditions.

We ha\e been accused of ulterior 
motives in inaugurating such a wide
spread campaign as we have engaged 
in. Some have even accused us of 
trying to influence editorial opinion.

THE EDITOR AND THE AD

In fairness to the American press 
1 wish to go on record here as saying 
that in placing our institutional ad
vertising no consideration has been 
given to the editorial policy of the 
paper or magazine. " irculation and 
territory have been the only factors 
which have influenced us. for we 
have felt that our advertising has 
been needed equally in papers which 
are friendly and in those which are 
antagonistic to the packing industry.

It has been m\ experience that the 
average editor has been absolutely 
uninfluenced bv the fact that we were

Aside From Sales
TTKHILE advertising is not often rc- 
yy ferred to as a "weapon, yet as 

such it not infrequent y has its 
uses. However, it is essentially a peac-e- 
thm- zeeapon and one that constructs. 
Many a giant industry has found it ad
visable in its lifetime to employ adver
tising as the writer of this article re
lates. for self-help.

And many such industries, failing to 
employ the one effective means at hand, 
have known the serious consequences of 
such omission

The advertising referred to by Mr 
Szvift ~was in conjunction -with the com
pany’s sales campaigns, and of a differ
ent nature—more educational or insti
tutional in form.

It is interesting to have set forth so 
clearly the ''inside point of view” of 
such campaigns and the thoughts thus 
expressed ought to prove beneficial to 
manufacturers and advertisers generally.

— THE EDITOR.

or were not advertising in his paper, 
except, of course, as his opinion 
might be affected by the facts pre
sented in the advertisements. On the 
other hand, many editors with whom 
we have advertised have almost 
leaned backwards—have been less 
outspoken in favor of the packers, 
than they would hax e been had they 
not been afraid that their readers 
might feel that they had been unduly 
influenced by the financial returns 
from the space occupied by our ad
vertisements.

So much for policy. Has the pol
icy paid?

To the casual observer, noting our 
recent compromise agreement xvith 
the Attornex' General, it might seem 

xve had failed. But the casual ob
server hasn’t his finger on the pulse 
of public opinion as we have. Pub
lic opinion has changed in a way 
which it is difficult to describe in con
crete terms. Perhaps I approach it 
when I say that the consumer is noxx- 
realizing that there are two sides to 
the packing question and that there 
is danger of the American public’s 
“biting off its nose to spite its face.” 
Citing fact after fact in our adver
tisements, substantiated in many 
cases b\- government figures, we have 
brought fair-minded editors from the 
viewpoint where they were seeing in 
the findings of the Federal Trade 
Commission proof positive of mon
opoly and collusion, to a realization 
that, while many assertions were 
made, practically no conclusive evi
dence was given to support these as
sertions.

THE PUBLIC AND THE AD

At the same time we have sought 
to develop, step by step, the services 
rendered b\- the large packers and the 
economic necessity for large, central
ized organizations.

( )ur campaign has started the pub
lic asking two questions: Are the 
[lacking houses guilty of monopoly as 
the Federal Trade Commission 
charges; is not their continued ex- 
i-tence an economic necessity to 
American progress and welfare; 
Our two objectives have been cap
tured and institutional advertising 
has been our heavy artillery in this 
fight for public good will. We haxe 
tested it in a critical period and have 
found that it comes up to our expec
tations.
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louis F. SWIFT

At the same time, there are ob
stacles that institutional advertising 
will not batter down—obstacles that 
will come down of their own accord 
later. Among these I count the blind 
fear in the public mind aroused by 
our handling so many lines of food 
products.

Since our success is dependent 
upon public good will, and since that 
tear did exist and represented public 
opinion that was strong for the mo
ment, we felt it better to make the 
compromise with the Attorney Gen
eral as a concession, although we 
mi jht have convinced the American 
consumer that our business in side 
lines was to Ins interest, and al
though we had no doubt at anv time 
that a favorable verdict would have 
been given us if we had gone into 
court.

We do not feel that the need for 
educational advertising has passed. 
A long as baiting big business con
tinues to be a favorite and profitable 
-port for political aspirants, paid ad- 
\( tising space will be the most cf- 
Hwtnc wav of getting the facts of 

big business before the public.
The advertising of ideas and insti

tutions is still in its infancy, and I 
look for a marked increase in this 
type of publicity in the future.

Advertising Characters Basis for Play
—“Bronx Express” Features Eight 

Well known Trade Figures
The advertising characters associated 

with । । to Water, Wrigley’s Chewing 
Gum, Murad Cigarettes, Smith Brothers 
Cough Drops, Aunt Jemima Pancakes, 
Tuxedo Smoking Tobacco, Nestle’s Food 
and Arrow Collars have been adopted by 
a playwright for the basis of a thrce-act 
comedy called “Bronx Express." The 
play which was presented in Yiddish al 
the Jewish Art Theatre in the Madison 
Square Garden, New Y'ork, has just 
finished a successful run.

The very original plot is founded on 
a dream of a factory worker who falls 
asleep in a Bronx express train alter 
meeting tin old acquaintance. The seeds 
of discontent are placed in the mind ol 
the button maker by his friend who trys 
Io “show off” as rich. The I riend tells 
of life on Broadway, of the millions 
made in advertising, and then asks the 
poor man what he has derived from his 
twenty-five years of labor. Asleep short
ly atterwards on the car scat, the 

worker dreams that he leaves his home 
and family to go to Broadway where 
the rich people such as Mr. Pluto live.

There he meets the devil who invites 
him to have a drink, the Wrigley twins 
with their three flavors, the Smith 
Brothers coughing since 1847, Mr. Tux
edo with his eyes blindfolded, the af
fected Mr. Arrow and his tight collar, 
Aunt Jemima raving over her econom
ical, convenient pancakes, Nestle’s baby 
without a mother, and Miss Murad. The 
latter, who is a vampire, supposedly in 
love with Mr. Arrow', prevents Air. 
Hungcrliright, the button maker, from 
returning to his family, and finally mar
ries him. The striking results which 
are caused by the marriage are staged 
in Atlantic City, and finally, screaming 
that he is about to be hung for bigamy, 
the poor man awakens from his dream, 
as the train reaches Bronx Park, far 
past his station. He meets his children 
who have gone to the park to pick 
flowers for the 25th anniversary of his 
marriage, and swearing by the moral 
that the drcam taught him, he rides 
home happily.

St. Louis Advertisers Pledge $5,000 
for Three Years to Carry On

Vigilance AY ork of A. A. C. W.
A movement has been inaugurated in 

St. Louis to raise at least $5,000 a year 
for three years for the support of the 
work of the National Vigilance Com
mittee of the Associated Advertising 
Clubs, under the leadership of John Ring, 
Jr., vice-president of the association; M. 
E Holderness, president of the Advertis
ing Club, of St. Louis, and other mem
bers of the St. Louis Club.

More than $1,500 in memberships was 
pledged, at a recent meeting in St. Louis 
at the Planters’ Hotel, by business men of 
that city, who heard an address by Rich
ard H. Lee, special counsel for the Na
tional Vigilance Committee. Representa
tives from eight other firms announced 
that they would take memberships, the 
exact amounts to be reported after con
sultation with other executives.

Names of the firms which will pay the 
Aims pledged each year for three years, 
and those which will announce thcr 
pledges later, follow : International Fur 
Exchange, $333.33; F. B. Chamberlain & 
Co., $250; Blanton & Co., $83.33; William 
R. Warner & Co., $125; Roberts, John
son & Rand, $333.33; Richard Hudnut, 
$125; Mark C. Steinberg & Co., $83; La
dede-Christy Clay Products Co., $166.66: 
Majestic Manufacturing Co., $100; Meyer 
Bros. Drug Co., $83.33; A. H. Lewis Co., 
$83.33; Mississippi Valley Trust Co, 
Francis Bros. X Co., Certainteed Products 
Co., and Hamilton Brown Shoe Company.

Colonel Philip B. Fouke, of the Inter
national Fur Exchange, who called the 
meeting and was host to the business men 
who attended the luncheon, appointed tm 
following committee to complete the rais
ing of the quota for St. Louis: Mr. Hold
erness, Mr. Ring, Carl F. G. Meyer, 
Meyer Bros. Drug Co., 1’. S. Russell, 
Packard Motor I o„ Missouri; W. E. 
Baird, Robert, Johnson & Rand, and 
Fuqua Turner, secretary of the Advertis
ing Club of St. Louis.
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Building a Complete Campaign 
to Sell a Technical Product

How the Ideas W ere Conceived and 
Used by the Lincoln Electric Co.

By R. II. GRISWOLD

IN order to understand the adver
tising of Lincoln motors as car

ried on by The Lincoln Electric 
Co., it is necessary to know some 
of the underlying facts about their 
business.

This firm specializes in the man
ufacture of induction motors of the 
larger sizes from one-half horse
power to five hundred horse-power. 
'Ihat is, motors of the type which 
are usually used for shop and sim
ilar requirements.

The business of the company has 
been built up largely by the sub
stantial method of securing a trial 
of some of their motors in large 
manufacturing plants and depend
ing on the satisfaction given by the 
equipment to produce future orders 
and to gradually enlarge the list 
of satisfied customers.

The electric motor field is a some
what peculiar one, in that there are 
several very large electrical com
panies making motors as part of 
their business, and who on account 
of their extremely large line of ap
paratus have very well-known 
names. There are also many smaller 
manufacturers and a number of job
bers who simply have motors made 
for them, under their own name 
plates. The consequences are that 
any of the smaller manufacturers 
are likely to be regarded as merely 
jobbers.

The Lincoln sales plan consists 
in selling motors, to a large extent, 
to manufacturers of large machin
ery, such as elevators, pumps, 
hoists, machine tools, etc. This plan 
was adopted for several reasons.

In the first place, not enough care 
has been used in getting exactly 
the right size motor for a machine, 
with the result that motors have 
been too large and power has been 
wasted.

In the second place, the logical 
way to buy a motor is to buy it 
with the machine which it is to 
drive. The two pieces of equipment 
are absolutely interrelated and by 
buying them together the buyer cen
tralizes the responsibility for the 
gc ad operation of the tool in one 
place.

It. also permits the manufacturer 
of the machine to fit his machine at 
the time it leaves the shop, with a 

motor which he knows to be sat
isfactory. Since any machinery man
ufacturer has to apply a number of 
motors in a year, it pays the com
pany to have men who aie special
ists in motor application make a 
thorough study of each machinery 
manufacturer’s requirements, which 
could not be done if it were simply 
a case of applying a motor to one, 
individual machine in somebody’s 
shop.
WHAT THE ADVERTISING CAMPAIGN 

UNDERTOOK TO ACCOMPLISH

With these fundamental facts in 
mind, the company’s advertising

UNCOLNll MOTORS

Art and technicality linked up

campaign was undertaken to do the 
following things:

1. To create a general conscious
ness of the fact that there is an 
electric motor called the “Lincoln 
Motor.”

2. To overcome the resistance 
which had been encountered by 
Lincoln salesmen, because a buyer 
would immediately ask, ho is 
Lincoln ?”

3. To create a feeling of ac
quaintance which would make the 
machinery buyer feel satisfied if his 
machine came to him equipped with 
a Lincoln Motor.

4. To influence the machinery 
manufacturer’s organization so that 
a Lincoln Motor would be regarded 
bv them as a standard motor.

In the first place all the idea of 

creating direct inquiries from the 
advertising was abandoned, for the 
reason that very few business men 
write inquiries in response to an 
advertisement and if inquiries are 
made the measure of a campaign, 
the most important things which 
advertising can do are likely to be 
overlooked.

This company feels that often a 
technical product is bought largely 
because the buyer has a feeling of 
familiarity with the name of the 
product. Careful investigation de
veloped that engineers buying very 
technical products could not give 
any very definite reasons for the 
purchase of the particular kinds of 
equipment which they bought, ex
cept that they felt familiar with the 
name of the company and felt sure 
of its reliability.

In preparing for the campaign, 
it was realized that nine out of ten 
who saw an advertisement featuring 
electric motors would naturally 
think of one of the two or three 
big companies, unless something 
very distinctive in the way of an 
advertisement was standardized 
upon.

Fortunately, some years before 
this. The Lincoln Electric Co. had 
exhibited at various conventions an 
electric motor operating under 
water, and this had already become 
quite well known in the electrical 
trade. It was decided to make this 
a feature of every motor advertise

. ment, not because anybody would 
expect a motor to actually run a 
machine under water, but because 
this test did put across the idea of 
the general reliability of these mot
ors in a forceful way, and because 
it furnished a memory hook on 
which to hang the Lincoln motor 
in the mind of the buyer.

It was further decided to use a 
large “I.” In the border of each ad
vertisement, as this had been a 
feature of the advertising that had 
been done by the company in a 
smaller way for some years prev 
ions.

THE BIG IDEA

The main idea hack of the copy 
has been to feature the idea of “fit 
ting the motor to the machine,” and 
this has been consistently carried
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THE LINCOLN ELECTRIC CO. Cleveland

I Engineering 
I

Sales Dept 
Salesmen 
Agents

NUFAÇjjpRERS
Productic>tt 

Dept.

I J-------------------------------- ♦---------- u I
I—r-«| GENERAL MANAGEMENT fri

Lette;Sales Force
V I I' > . , i. V» I. ■ - ,

Xdvurl - Sing

I

Purchasing 
Dept '

268.762 INDUSTRIAL PLANTS - USERS °F MACHINERY
Pu re ha St ng Ar ' a fs

Experts
A DVISERS 
4.234

Consulting Engineers
6,000

Contractors
5.245

Architects
5.000 

Central Stations

Genera I manager Other bye cut; i-i - s

How the Lincoln Company visualized its campaign

out iii each advertisement that has 
been published, playing up the ad
vantage of buying machine and 
motor together so that each mav be 
fitted to the other and suited to the 
particular work that has to be per
formed.

The various mediums which have 
been used to accomplish the result 
can best be understood by referring 
to the chart of the present year's 
campaign, which is reproduced here
with. A brtef consideration of each 
of the pieces of advertising and lit
erature illustrated here, will serve 
to show how the campaign is hooked 
up together and how each is planned 
to effect a definite result.

The chart shows the chief fac- 
lw> who have to be influenced in 
Ihe sale of electric motors, and 
they are as follows:

< a i The Lincoln Electric Co., maini- 
'aztimr- ot electric motors.

(b) 2,500 machinery manufacturers 
r :<b the various members of their or- 
eamza: mn, such as purchasing agents, 
'Tr'UK , i s. ~.ih -men, etc., who must la 
convinced before they will use electric 
n».uis on their machinery

(Cl 268,762 Industrial Plants who are 
wi- of machinery, together with the 
various executives, workmen, etc., in 
th r organizations.

(d) The experts and outside adviwi-. 
such as consulting engineers, contractors, 
anbincts and central stations, all of 
v horn influence and advise on the pur- 

11., >1 electric motors.
SALES FORCE IMPORTANT

I be sales force has always been 
regarded and featured as an im 
portant part of the Lincoln adver 

tising, because it has been the use 
of the advertising bv the salesmen 
and its thorough appreciation bv 
them, which has made possible anv 
result from the expenditure. In 
each of the fourteen branch offices 
the salesmen arc thoroughly con
versant with the advertising plans, 
able to explain them to prospective 
machinery buyers or to other people 
who are to buy Lincoln Motors for 
resale to their customers.

DIRECT I.ETTERS A FEATURE

Direct letters have always been a 
feature of Lincoln advei tising. 
These letters are mailed chiefly to 
manufacturers of motor-driven ma
chinery. An average of six to 
twelve letters a vear are issued to 
each of 2,500 machinery manufac
turers. Every letter is aimed to 
make a definite point and not in
dulge in generalities. The follow
ing is an example of letters which 
have produced a large percentage of 
response from machinery manufac
turers :

“To Machinery Manufacturers:
“Your branch offices and agents are 

frequently up against a problem of motor 
drive for your machines.

“Would they not like to have an ex
perienced man 10 consult with right on 
the ground? This is just the service 
Lincoln branch managers can provide.

“If you will send us a list of your 
branches or agents, we will have our 
men in these various cities get in touch 
with your representatives.

“Other machinery manufacturers have 
done this and feel it is a .mutual ad- 
vantagi "

MOTOR BULLETINS POPULARIZED

A point in which the Lincoln 
campaign has departed decidedly 
from tradition is in the issuance of 
their Motor Btillctin. From time 
immemorial in the electrical indus
try, bulletins on the subject of 
motors have been extremely tech
nical. replete with such mouth-fill
ing phrases as "polyphase,” “syn
chronous," "torque." “power fac
tor," etc. These phrases in them
selves, it was felt, led the average 
man who actually buys motors to 
regard them as a fearful and won
derful mystery. The Lincoln bul
letin, therefore, is a plain, interest
ing story of what an electric motor 
is and what it is calculated to do 
and can be understood by any man 
with even a common school educa
tion.

It features a number of illustra
tions showing Lincoln Motors in 
well-known plants and especially 
emphasizes the advantage of “buy
ing power with the machine."

As is usual in advertising cam
paigns, considerable monev is spent 
for small envelope enclosures which 
agents and others use in such quan
tities.

MAGAZINE ADVERTISING THE
KEYSTONE

The keystone of the Lincoln 
Motor campaign has been and prob
ably always will be the magazine 
advertising. Without reflecting in 
the least upon other methods of ad
vertising, it can be said that upon 
this has fallen the responsibility of 
putting over the idea for the cam
paign.

The mere fact of their constant 
appearance in publications of large 
and influential circulation such as 
The Saturday Evening Post and 
The Literary Digest and a large 
number of the leading business pub
lications, has carried the idea that 
the advertiser is a responsible con
cern, making a dependable product.

There is absolutely nothing unique 
in the use of advertising for this 
purpose; in fact, it is the main 
thing for which advertising is used 
by every intelligent advertiser.

The Lincoln Electric Co. feel 
that the great necessities of an ad
vertising campaign are:

First, the establishment of a con
sistent selling plan, and:

Second, the repeated hammering 
home of the chief point of that cam
paign in every piece of advertising;

Third, the list of papers used 
from time to time by The Lincoln 
Electric Co. are in the popular field.

(('ontimicd on page 38)
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Ads Added to wSales Talk’* to Sell the Church
How the Interchurch World Movement Is Sup
plementing Sermons by Paid Advertisements

By C. S. CLARK
Director of Advertising and Distribution

Till', church, which, in single in
stances. has been timidly, hes

itatingly, and with a meticulous re
gard to its dignity, indorsing the busi
ness man's tenet, "it pays to adver
tise." has at last incorporated the 
tried and proven maxim into its faith 
and become—by way of the Inter
church World Movement—an adver
tiser on a notable scale. .Yds are be
ing used to supplement the "sales 
talk" of the pulpit in the distribution 
of Christian ideals.

For the first time in history, the 
gigantic task of the church is being 
brought before the public through the 
medium of paid advertising. Chris
tianity, as a faith, has reaped the 
benefits of publicity carried out in 
every conceivable direction through 
every possible channel. Christianity, 
as an organization of churches and 
denominations, has depended too 
largely upon the spoken word for the 
propagation of knowledge of its pur
poses and the expression of its needs. 
It has reached its own groups, per- 
F.aps. but it has not gone out into the 
highways and the by-ways to tell the 
people its own story, as its mission
aries have gone out into the highways 
and by-ways to the uttermost ends of 
the earth to tell the story of their 
faith -which they have "sold,” by 
the way. through the advertising of 
its ideals and its history in the col
umns of a book—the Book of Books.

REACHING THE AVERAGE MAX

The average man's feeling toward 
tite church is a good deal like his feel
ing about the express company. He 
does not see the vast, efficient organi
zation which handles express so rap
idly and at such a comparatively 
small cost. He knows nothing of the 
[ art that the express companies have 
played in the development of the 
country’s economic life. All he sees 
is one local expressman, whom he 
does not like very much, and who, 
perhaps, once smashed his trunk.

In the same way, the average man 
sees only one little church which may 
Le unpainted and filled with people 
whom he does not particularly like, 
an 1 ministered to by a rather medi- 
nc.e pastor. Un this basis he judges 
ihe whole church and condemns it, 
seeing nothing of what lies behind.

About Mr. Clark

C \ tl.ARk, Director of Advertis
ing for the I nterchurch ll'orld

* Movement has had wide experience 
in handling national advertising.

During the entire period of the -war he 
was engaged in 'welfare -work and, as ex
ecutive secretary at 11'ashington, D. C., 
was in direct charge of the last three 
Money and Membership Campaigns of 
Ihe American Red Cross.

This experience enables him to speak 
with authority on the larger issues of ad
vertising so readers -will note with unusual 
interest his statement that the Church 
''has set its seal of endorsement on the 
high pretensions of advertising in general 
by making advertising an aid and ally of 
first importance in the great task of re
establishing the power of the pulpit.”— 
THE EDITOR.

The advertising of the Interchurch 
World Movement is intended to 
change all that. As a result of this 
cooperative effort of the churches of 
North America to gain greater effi
ciency by elimination of waste and 
duplication of effort, he who runs

The very appropriate Easter campaign an

may read and he who reads mav 
know, hereafter, what he, as a mem
ber of the body politic owes in the 
way of practical, concrete benefits to 
the church.

There has been no one hitherto to 
tell "in the streets of Ascalon" how 

America owes its whole educational 
system to the church. Now the 
streets of Ascalon and Ascalon’s 
newspaper and magazine columns are 
carrying the inspiring picture of the 
Colonial “dominie” seated at his desk 
seeing visions of a stately college 
cam[>us, adumbrated by the artist in 
faint outlines above his head.

WHO GAVE THE COLLEGES I
The copy accompanying this pic

ture bears the headline: "Who Gave 
America Her Colleges?" It reads:— 

"Ask the question al Harvard. You 
will learn that its founder was John Har
vard, a minister of Jesus Christ.

"Ask at W illiam and Mary, the second 
college in America. James Blair founded 
it. a minister of Jesus Christ.

"Ask at Yale. It, too, was founded by 
a group of Christian ministers.

"The men who brought Christianity to 
America bright education to America.

“The colleges are the children of the 
church.

“Even today one-half of the 450,000 col
lege students of America are in denomi
national institutions—founded and sup
ported by the Church of Christ.”

If the modern church-neglecting 
citizen has forgotten or never learned 
that to Christ's teachings, transmitted 
through the ages by the Church, is 
due the position of women in the 
modern world and the dignity of 
childhood, he is going to be reminded 
by paid advertising copy, prepared bv 
the Interchurch \\ orld Movement. 
This, accompanying a picture—here 
reproduced—of a girl at a church 
door—a girl vv hose face would grace 
both a church window and a maga
zine cover, which cannot be said of 
all of those that do grace magazine 
covers—bears the head: "He Found 
Them Slaves: He Made Them Com
panions." It reads:

"Al a well by the side of the road the 
Master stopped to rest. It was summer 
and the way was hot.

“And there He tntcied one of ihe most 
precious messages of His whole ministry. 
To a great congregation? No To a 
group of ten or twenty men? No. To 
an audience <nn -

" woman.
“The house of two women—Mary and 

Martha was His favorite retreat.
‘‘.Almost His last words from the Ctr- 

were for a woman’s comfort; and to 
woman He revealed Himself on that first 
Easter morning.

"Women in the ancient world had Iw1 
sometimes slaves: seldom belter mat 1 . 
ants.
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Who Gave America Her Colleges?
A$K the question at Harvard. You will 

learn that its founder was John 
Harvard, a minister of Jesus Christ.

Ask at William and Mary, the second college 
in America. James Blair founded it, a minister

Ask at Yale. It too was founded bv a group 
of Christian ministers.

The men who brought Christianity to America 
brought education to America.

The colleges are the children of the church.

Even today one halt of the 4^0,000 
college studentsol America are in denom-

INTERCHURCH World Movement 
of Abrth America

The Evangelical Denominations Cooperating in the Service of Jesus Christ 
45 WEST IFth STREET, NEW YORK CITY

Strong, interest compelling atmosphere induced by the artist

“But he gave them the proud title of 
Companion. All their splendid progress 
had its beginning in the reverence that 
H> showed the women who were His 
I ri ends.

“Down through the ages His Church 
has been the custodian of His rexerence 
for women.”

Isn't that strong Faster copy '
USING TIM FLY COPY

( In Washington's birthday, Inte> - 
cliurch World Movement paid adver- 
tisemenls called men’s attention to 
the outstanding fact that it was 
Washington's faith that made him 
great and that the world is suffering 
today for nothing as much as its need 
of faith like Washington's.

The preliminary advertising cam
paign of the Interchurch World 
Movement in the daily newspapers 
began in February with a series of 
four quarter pages of copy in 174 
morning and evening newspapers in 
(>7 of the country’s largest cities.

¡national institutions—founded and 
ported bv the Church of Christ.

World Movement has to do with the strengthening 
of the Christian schools and colleges of America.

want to help.

campaign week of April sçtb—May

pocketbook.

Running though April, there will be 
a series of educational advertise
ments in every daily and weekly 
newspaper throughout the United 
States, except in a number of South
ern States where there will be no 
campaign at present. The magazine 
ami poster copv is being used as a 
national background for the local 
newspaper advertising.

All this copy is entirely educa
tional and makes no .bred appeal for 
funds. “Give from vour heart as 
well as from your pocket book,” is 
emphasized in every advertisement. 
The actual funds that are to be raised 
in this movement are to be collected 
though church and community com
mittees organized very much along 
the lines that have been lollowed in 
Liberty Loan .'mil Red Cross cam
paign:' Incidentally, we estimate that 
the cost of raising these funds will 
not be more than three per cent of 

the amount obtained and that the sum 
expended for advertising will total 
.about one-third of one per cent of 
that amount.

In connection with the campaign, 
a series of prepared advertisements 
will be furnished to local committees 
and pastors, the cost of such adver
tising to be underwritten by church
men, patriotic citizens and business 
firms, in much the same manner as 
advertising was underwritten for pa
triotic purposes during the war.

the church and the ad

This campaign is important to the 
advertising man because it signifies 
that the Church, going beyond the 
mere approval of church advertising, 
has set its seal of endorsement on 
the high pretensions of advertising in 
general, by making advertising an aid 
and an ally of first importance in 
the great task of reestablishing the 
power of the pulpit, increasing en
thusiasm for religion and keeping 
the pews of the country occupied.

Furthermore, it sets the standard 
for church advertising—copy that is 
dignified, frankly spiritual and strong 
in its appeal to the imagination— 
art which reinforces that tone and 
appeal. Artists like C. B. Falls, H. 
Fuhr, Denman Fink. Jessie Wilcox 
Smith and Leon M. Bracker, who 
have been enlisted to paint subjects 
suitable for poster reproduction, have 
exerted themselves to supply us xvith 
an unusual class of work.

As announced in the January 24 
issue of Advertising & Selling, 
this count ry-wide campaign is being 
handled by the Joseph R. Richards 
Company and Barton, Durstine & 
Osborn, between whom the work has 
been dix ided.

On IfaJimgioii'f Birthday 
Let Ut Reincnilwr Hailimgtous Faith

INTERCHURCH Wotld Movement 
of A t» fh .Jnirnca

Sonic of the earlier Intel church copy
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A Campaign That Made The Cow Cackle
The Particulars of An Experience With Indirect 
Advertising Which Yielded Gratifying Direct Results

By N. C. TOMPKINS
Advertising Manager Creamerj' Package Mfg. Co.

Id is an old adage in the advertis
ing trade that the reason whi

ttle hen’s egg has crowded the duck’s 
by-product off the market and the 
menu is that the rooster’s lady ad
vertises her egg by her cackle. But 
who ever heard of a cow cackling?

Here is a Chicago firm that is mak
ing the cow cackle by helping the 
country’s dairy industry to come into 
its own in the country’s advertising 
space, and is incidentally demonstrat
ing a kind of indirect advertising that 
produces direct returns.

The Creamery Package Manufac
turing Company, distributors of milk 
and cream handling machinery, 
cheese making apparatus, refrigerat
ing systems and other supplies in de
mand by the dairy industry, con
cluded long ago it would pay that in
dustry to advertise heavily—some
thing the dairymen themselves never 
had found out. That was the first 
step. The second came with the de
cision that if dairymen never had ad
vertised to any extent it was due 
chiefly to their lack of knowledge of 
how to advertise and to their lack of 
time to prepare good advertising 
copy. After that came the realiza
tion that, in showing the dairyman 
how to reach the purchasing public 
through the printed word, the firm 
would be serving itself as well as its 
customers. A grateful customer is 
ever a good customer.

A GREAT INDUSTRY UNCOVERED

We began by telling the dairymen 
that because of their failure to ad- 
verti-e. people outside of their in- 
du-m— the fourth gieatest in the 
country in point of size — have 
learned nothing about their problems. 
We showed them how, as a result of 
this ignorance, nine out of ten per- 

are firmly convinced that milk 
and butter are too high when, as a 
matter of fact, dairy products have 
increased less than ion per cent in 
orice during the last four years, 
while, in the same period, some ImG 
pi ducts and clothing have jumped 
more than 300 per cent. We con
vinced them that this hostile attitude 
ot the part of the public was hurt- 
mc the entire industry and the far
mer who stands behind the industry.

STRIKING AT THE SOLUTION

Then, to help correct this condition 

and benefit the dairy industry as a 
whole, without any expectation of 
profits except of the most indirect 
sort, we furnished a free advertising 
newspaper plate service that was in
tended to make the cackle of the cow 
heard throughout the land. ''Drink
Lots of Milk and Keep Healthy," 
"Growing Children Need Milk for 
Health. Growth and Strength," "But
ter Is Healthy,” "Serve Ice Cream as 
a Dessert," where some of our titles 
on the short, snappy, well illustrated 
plates of copy we sent out. That 
copy was educational. For example, 
we showed that milk and foods made 
from it were the only sources of 
what scientists call “Vitamines," sub
stances that are absolutely essential 
to the growth and health of children. 
Our matter was three columns on ten 
inches in size.

HELP FOR THE DEALER

Arrangements were made to sup
ply either matrices or stereotypes to 
those manufacturers and distributors 
of dairy foods who wanted to do 
newspaper advertising. These ads 
were ready for insertion with the ex
ception of supplying the name and 
address. Announcement of the free 
service was made through the Cream
ery Package Bulletin, a monthly 
house organ, and the various daily 
papers, and proofs were put into the 
hands of our salesmen. In a short 
time hundreds of requests for the 
plates were received and they were 
sent to customers and non-customers 
without discrimination.

Early returns came in the form of 
commendatory letters. Then, one 
day, we got a request from a cus
tomer in Indiana to send a salesman. 
He said that three weeks’ use of our 
advertising plates had increased his 
milk distribution from 75 to 300 gal
lon- of milk a day and that, as a con- 
-equence. his pasteurizing plant had 
become too small. ( >1 course our 
salesman landed a larger pasteuriz
ing plant and sold him additional ma
chineri. I could cite any number of 
-imilar cases that followed in quick 
succession.

Soon one of our salesmen wrote in 
that he was using the free advertis- 
mp service as an entering wedge with 
people whom he never had been able 
to interest before, or with dealers 

who had drifted away from us be
cause of some fancied slight. He 
said it worked every time and you 
may be sure we were not slow in 
passing the tip along to the other 150 
salesmen.

So the direct results of our indi
rect advertising continue to pour in. 
Checking up the visits of our sales
men to firms who are using the free 
advertising service, we have not noted 
as yet one such firm that has failed to 
yield an order, usually of comfort
able size. By “making the cow 
cackle" we have not only assisted 
the milk dealer, the butter maker, the 
cheese maker and the ice cream 
maker to tell his story to the con
suming public and thus benefitted 
ourselves, but we have gained a host 
of new customers and strengthened 
our ties with many old ones.

John G. Jone» Addresses Ad Club on 
Salesmanship

John G. Jones, vice-president and Di
rector of Sales and Advertising of the 
Alexander Hamilton Institute, gave an 
interesting and decidedly inspirational 
talk on “The Salesman and His Relation 
to Modern Business'’ at the weekly lunch
eon of the New A'ork Advertising Club, 
W ednesday, March 24.

“The salesman is one of the most im
portant factors in the building of big in
dustry—which the United States is build
ing bigger and bigger every day,” Mr. 
Jones told his audience. “He is a factor 
in the economic growth of the nation and 
only by assuming the responsibility- en
tailed. can he make a success.”

In his introductory remarks. Mr. Jones 
announced that he was going to talk 
about “the Siamese twins of business— 
advertising and selling.”

Ray Arnold Will Head New Merchan
dising Department of Critchfield &

Co. in Minneapolis
Ray Arnold, one of the most widely 

known merchandising experts of the 
Northwest, has joined Critchfield Ct 
Company as head of the new merchan
dising department of their Northwest 
office in Minneapolis. Mr. Arnold has 
been associated with the H. J. Heinz 
Company, Washburn Crosby Company, 
and the Leland Agency. He is partic
ularly lilted for his new position by rea
- m of his knowledge of business con
dition- and requirements of that section 

■ 1 11 a connin’.
Critchfield & Company have long been 

represented in the Northwest with their 
Minneapolis offices and have a large 
number of important accounts there. 
Their new department in that office was 
necessitated by the addition of so many 
clients through their intensive work 
along practical merchandising lines.
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MERE QUANTITY 
OF CIRCULATION

IS A HANDICAP
Both to the maker of the medium 
and the advertiser buying space in it

It can be demonstrated by a vast fund of experience along 
many lines of business that there comes a point in de
velopment where further increase is not profitable in 
results to manufacturer or customer.

In nearly every case the newspapers with very large cir
culations represent a spreading out for circulation that 
is not fully as profitable to the user of space as is inten
sive local cover, and which latter costs much less to 
carry.

Newspaper advertising is most effective as it represents 
localized effort over the signature of a local dealer.

Newspaper circulation beyond the usual retail shopping 
district surrounding a city grows less valuable to the 
advertiser the further away you go, and adds heavier 
overhead to the cost of maintaining the service the 
advertisers must pay for.
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W. J. Maclnnes Enters Chicago 
Agency Service

Win. J. Maclnnes, sales manager of 
ihe New A’ork Evening Journal, has 
resigned to enter the McCutcheon-Ger
son Service advertising agency in Chi
cago, effective April 1st. During the 
war Air. Maclnnes was director of ad
vertising and publicity for the U. S 
Division of Films and War Expositions 
and latterly Chief of the Advertising 
Section of the U. S. Department of 
Labor. For the past year lie has con- 
'bniid the American Section of The 
A dvr rtising II orld of London and, in 
thi capacity, has brought to the United 
.'' ales several large advertising accounts 
from Great Britain. Mr. Maclnnes' as
- " i.uion in advertising circles has been 
over a period of years, he being at one 

uni' .nis i ill tig director of the General 
\ 1 ' ' 1 I ' 1 s .

McCutcheon-Gerson Service are now 
handling a number of national accounts, 
1" me selected as advertising agents for 
ihe Wabash Railroad, and will conduct 
tl campaign for the Federation of 
School Teachers.

Egmont Ruschke With Re-Organized 
E. T. Howard Co.

[ nont Ruschke, former adw rii-im. 
and publicity manager of the Cosmopol 
Him lA'A Corporation, is now vice-presi
dent and account executive of the re..miR 
> । ’ a v nized E. T. Howard Companv, Ju , 
ii- West 46th street. New A’ork.

The agency, which has identified ii-'h 
। on-pdiously by its continuous handling 
of the Waterman fountain pen account, 
since it was introduced forty years ii.m. 

is one of the oldest advertising firms, 
having been established in 1880. Other 
accounts handled by the E. T. Howard 
Co. arc: Manon Lescaut, Chain Shirt 
Shops, Java F'ace Powder, Haas Brothers, 
Boni-Liveright and Gordon & Dilworth.

“Good Housekeeping” Promotion 
Manager Withdraws

Arnold W. Rosenthal, well known as 
a former Pittsburgh advertising man 
and the founder of the advertising 
agency originally known as Rauh & 
Rosenthal, has announced his resigna
tion as promotion manager of Good 
U ousekeeping magazine. Mr. Rosenthal 
is going into business for himself as a 
publisher’s consultant at 210 West 44th 
St., New A'ork, to handle the circulation, 
advertising and editorial promotion of a 
number of national publications. In this 
capacity lie will retain Good H&nsekeep- 
oni as a client.

Advertising Manager of lT. S. Armj 
in New Position

Major Moses King, Jr., recently in 
charge of the publicity department, Unite'.! 
States Army, Recruiting Branch, has 
joined the stall of Hendrick’s Commercial 
A’.-m o'er of the United States for Buyers 
and Sellers, as office executive and will 
have immediate charge of compilation ami 
circulation

New Christian Science Editors Named
Trustees 01 the Christian Science Pub

lishing Society have announced that Fred
erick Dixon has been given temporary 
appointment as editor and Gustavus Paine 

as associate editor of flic Christian Sci
ence Journal and The C hnstian Science 
Sentinel. The former editors resigned 
about three weeks ago on account of a 
controversy between the -trustees and the 
Mother Church. Ten Christian Science 
Churches of the fourteen in Manhattan 
and Brooklyn have voted to exclude the 
publications.

“Chicago Tribune" Woman, 
Advertising Manager

Miss Mary Mack, who has been a mem
ber of the copy and art service depart
ment of the Chicago Tribune, has been 
appointed advertising manager of Charles 
A. Stevens & Bros., Chicago, succeeding 
Evan Leslie Ellis.

Jack Hilder Resigns
Jack Hilder, former editor of Harper’s 

Bazaar, who has been advertising man
ager ot the Cosmopolitan Book Corpora
tion, has resigned from that concern to 
devote himself entirely to literary activ
ities.

Former Advertising Man H. S. Motois 
Sales Manager

C. W. Butterfield, for the past four 
years connected with the Dyneto Electric 
Corporation, Syracuse, as sales and serv
ice manager, has been appointed sales 
manager of the Herschell-Spillman Mo- 
tiirs Co., North Tonawanda, N. Y. Mr. 
Butterfield, who was at one time associated 
with the Brown-Lipe Chapin Co., Syra- 
'ii-e, and the 1, Waller Thompson Co, in 
Detroit, has had a number of years' ex
perience in sales and promotion work
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The Men and Women Who 
Make Our Mediums 
ARTHUR SUUJT-INT HOFFMAN

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 RUSSELL E. SMITH

WHEN a magazine editor gets 
so close to his readers that 

he opens more mail daily per circu
lation total than any other in Amer
ica ; when he is ‘‘called in” on the 
human problems of his readers, rang
ing from betrothals to burials; when 
the fiction he chooses is used by a New 
A ork City educator to supplement 
text books for his life class in geog
raphy—the man who for ten years 
has held his office and his medium up 
to that point is well worth telling 
about. He is the subject of this art
icle: Arthur Sullivant Hoffman.

He started life as a teacher—that 
is, after he had gotten through such 
trifling matters as being born, raised 
and educated—and he probably will 
finish as one. He discovered early 
that he could teach more people and 
to a better purpose, perhaps, in some 
other way than within the circum
scribed four walls of a school room, 
and became a Chautauquan ; assisted 
in editing their magazine, The Chait- 
tauqiian. for a year and rapidly prog
ressed by stages through the sacred 
sanctums of the Smart Set, I Fat- 
son's, Transatlantic Tales and The 
Delineator. He also halted by the 
way to own partly and run a news
paper in Troy, Ohio.

In 1910, however, he set sail as 
skipper of the good ship, Adventure. 
and, the owners having given him a 
free hand at the helm, he has steadily 
voyaged on, with his loads of good 
things in fiction. The ports he has 
entered and cleared have been many 
and varied.

Hoffman has made Adventure 
what it is mainly by—to shift the 
metaphor a bit—being a good tailor. 
He cut it to fit. He had learned 
that there was a pretty well defined 
audience for real adventure stories, 
written by men who had “been there” 
and knew whereof they wrote, and 
he supplied the goods to the measure 
of his readers.

something that shines out from his 
letters and his person, urging friends, 
acquaintances and correspondents to 
trust him implicity with all sorts of

personal affairs, which they call on 
him to settle. And they do not call 
in vain.

The things Hoffman knows about 
his readers and writers would fill a 
book many times the size of the 
bound volumes of Adventure, these 
ten years old. He gets closer to his 
readers and authors than many other 
editors today and to be able to do that, 
especially with the varied classes of 
readers of his publication, is to do 
something considerably worth while. 
When it is known that his readers 
range from cowboys to teachers, 
from sailors to soldiers, from hoboes

(j|HANGE of corporate name 

having been effected, I he Black
man-Ross Company will here
after be known as

THE BLACKMAN COMPANY
as originally incorporated Mav 
14, 1908.

The business of the Company 
will be continued at the present 
address until the building at 116
122 West 42nd Street is com
pleted, when we will move to 
new quarters on the fourteenth 
and fifteenth floors.

IIIS READERS Al.I. FRIENDS

But what has < ontributed more 
than anything else to the success of 
. Idventure and Hollman has been his 
intense “humanness,” that sacred

A D V F R T I s I N G
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to highbrows, it is -saying a “mouth
ful" when we declare that Hoffman 
is "with them."

A man must be many kinds of .1 
man ; a square man and a sympathetic 
man. to be able to do all that; to give 
his time to it and never to "lay 
down" on a request or a favor or a 
good turn to his large and ever-grow
ing family.

A reader in Florida wants to know 
what the chances are of employment 
or adventure or hunting in a far off 
outpost of the Malay Peninsula. 
Hoffman's "Ask Adventure” depart
ment tells him all about it. Another 

1 HE MANAGEMENT con
tinues in the hands of O. EI. 
Blackmax, J. K Fraser, M. L. 
Wilsox. F J. Hermes as Direc
tors, assisted as formerly, by the 
following Executives:

Account Executives
A. W. Diller Frank H. Rowe

R. J. Compton, Jr.

IApartment Executives
Copy: Ray Giles
Art: Will Schaefer

George Welp 
Typography: Carleton G. Gaubert
Mechanical Production:

Frederick G. Wolf 
Commercial Research:

B. W. Randolph 
Domestic Science & Test Kitchen: 

Miss Swain 
Miss Birdsall

Rates & Contracts: L. T. Bush 
Traffic: C. S. K.pp
Office Manager: H. A. Collins

Western OFFICE : Cleveland, Ohio 
Walker Evans, Jr., Manager

in China wants to settle in Maine or 
shoot ducks in Texas Again he 
takes his troubles to Adventure and 
thev are settled for him. From till 
the world across come requests, 
ideas, questions; all for the man be
hind the desk in the Butterick Build
ing to sift and reply to, to advise and 
help. Get that “help”? The helping 
hand is Hoffman’s only one, when it 
comes to these far-wandering friends 
of Adventure.

Hoffman just gathered up his per
sonality ami plumped it right down 
on the clean white pages of his mag
azine. Xot half-heartedly but whol

ly did he do this; frankly and openlv 
he told his readers what was what 
and told them to come to HIM. Peo
ple like people; they would much 
rather pick up a magazine that had 
a "human" in it .and back of it—that 
was human all the way through— 
than just a batch of paper with black
marks on it. Results in circulation, 
circulation that is a profit whether 
there is any advertising or not—seem 
to tell whether Hoffman wras the 
right sort or not.

He is not the sort of person the 
average outsider thinks an editor is. 
Fie lets down the bars and refuses to 
allow the idea to gain credence that 
an editor is a sort of superior being 
behind carefully shuttered windows 
and barred doors, with secretaries 
who guard him from contact with 
rude human beings.. Anybody can 
get to this editor regardless ; he won’t 
stay long if he hasn't anything to say. 
but he gets in. anyhow. Hoffman 
shows his readers about behind the 
scenes and tells them what makes the 
wheels go around. He not only does 
that; he gets their advice and FOL
LOWS it. His magazine is founded 
on what his readers want. Supply
ing the demand is his rule of editing. 
"Our magazine” is what the readers 
call it.

SOME ORIGINAL IDEAS

As to the humanness that Hoffman 
puts into the magazine; that is an 
easy thing to do, although so many 
editors miss it somehow. Hoffman 
is able to because he REALLY 
LIKES his readers; and they like 
him. That’s the whole secret. By 
his personality he has made Adven
ture much more than a fiction mag
azine; it has become a trade journal, 
a real magazine of SERVICE to 
the readers of the world and the un 
official organ of an unorganized or
ganization with a membership run
ning into the hundreds of thousands 
The original American Legion was 
founded by Hoffman through the 
Camp Fire department of the mag
azine, where adventurers and likers 
of their adventures meet informally 
twice a month, rise up and say “how
dy" to their friends and tell of their 
lives and experiences. It was later 
turned over to the government and 
reorganized into its present state. 
Hoffman picked its name.

Hoffman had his struggles, as do 
all of us with a new proposition, but 
so far as getting and holding its cli
entele was concerned it “went” from 
the start. His first struggle was to 
get across his idea of using covers 
for the magazine that were not like
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ARTHUR SULEIVANT IIDITMAN

the sort used on most of the mag
azines seen on the stands; he wanted 
to “scrap” the pretty girls and use 
plenty of white space, clean of type. 
It was objected that not to use the 
covers was waste of good advertis
ing space. Finally the editor won 
his battle and the covers of .IdveH- 
Imw smce have been free of summer 
girls and focused to strong figures on 
a clean background where the eve 
could get Ihe one thing wanted put 
o', er and nothing else.

Another cover ambition of his was 
lo use a black background—a black 
cover, in fact, with a figure super
imposed. Of course that almost 
busted up the party 1 Glooms were 
prognosticated, but Hoffman got his 
black covers and. as before, thev 
made a hit and have been much used 
-ince. Magazine readers. T am sure, 
owe Hoffman a vote of thanks for 
saving them from the old time girl 
covers—on HIS magazines, at anv 
rate.

Hoffman insists that being allowed 
to make the editing of /Idvenliire a 
om man job is what has made it a 
conspicuous success and in a class bv 

itself. ( )f course, he says, it would 
have been just as much of a success 
if that one man had been some one 
else, but then, it happened to be Hoff
man, and that is all that concerns us.

Hoffman is a great hand at listen
ing and taking advice. He knows 
that such a course is necessary to 
success. Hut he also believes and 
insists upon making the final de
cisions and shaping his course on the 
chart of life himself; he recognizes 
that this may result in mistakes but 
that the final results will be better 
than if several had a hand in it, with 
no one man able to make good on it 
because of the others.

GIVEN A FREE HAND

It was because Mr. Gannon, when 
he became president of the firm pub
lishing Adventure. gave Hoffman a 
free rein, that its standing of today 
was made possible. A skipper can 
do little unless given morM or less 
leeway the more the better the sail
ings.

Since getting . Adventure well on its 
way Hoffman has been given another 
and somewhat similar job to do. He 

has started a new magazine—Rom
ance, on its way. Romance is to be 
to lovers and livers of romance what 
/Idvenlnre has been to lovers and liv
ers of adventure, if Hoffman has his 
way—and in the light of his career 
the public may hold high hope.

()n its covers Hoffman is at his 
old trick of getting something new 
in the color line; he is using a pane! 
or picture at the side of the cover 
and all the rest left plain space ex
cept for authors' names.

Another reason for Hoffman’s suc
cess is his uprearing Americanism. 
This quality is perhaps best gleaned 
from his own words to his writers 
during America's participation in the 
European war.

"Whenever you find a real chance 
in a story for .idvcnhtre put patriot
ism in it. Don’t preach, teach or 
sermonize. Don’t sacrifice a story in 
order to get patriotism into it. But 
w hen you see a real opportunity to 
plant the germ of it in a story or, 
better still, to write a story around 
it, please seize that opportunity.

"I don’t mean Fourth of July pa
triotism. the wild w aving of the Flag, 
the claim that we are the noblest, 
etc., because we are the noblest, etc. 
Nor onlv the kind of patriotism that 
war brings forth. Least of all do I 
mean the lying, distorted bunk we 
get out of our school histories.

"I mean the patriotism that is obli
gation. service, duty, loyalty, that is 
found in both peace and war, that 
puts country before self and serves 
without reward. By “country” I 
mean less a geographical division 
than the principles the country em
bodies and stands for, perhaps less 
the nation as a unit than the people 
who compose that unit. 1 mean the 
even-eved. relentless patriotism that 
sees onlv a Benedict Arnold in the 
Congressman whose vote on his 
country's affairs is swayed by per
sonal or political reasons, in the 
Armv officer whose personal inter
ests or personal likes and dislikes de
termine which war-tool he recom
mends; in the city or county official 
who, even in minor matters, serves 
anv interest or cause whatsoever 
other than the public welfare. Ihe 
name of Benedict Arnold has been 
accursed for more than a century, 
vet the monev he received lor betray
ing his country was fully as honor 
able as is the “pork” grabbed by a 
present-dav Congressman for him
self or his constituents ;^r the fifty
cent piece grafted by a deputy coun
ty clerk. Of the two, Benedict \r-

(('out inlied on pape 44)
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There Is Something New 
Under the Sun

A $100,000 Book Advertisement That 
Utterly Discredits the Old and Very 
Respectable Maxim to the Contrary

newspapers offer us a practically 
new book market—fully as large 
as the magazines. 'The same people 
may read both the magazines and 
the newspapers, but some seem to 
be more responsive to newspaper 
advertising than the magazines, and 
vice versa.”

Ry T. J. RITTJKOFER

THIS began in the lobby of a big 
down down building. “A plain 
ordinary lie,” I heard a strangely 

familiar voice saying, that I recog
nized as A. 1. K.'s immediately af
terward, "can grow so old and 
venerable that it finally becomes a 
proverb. There is something new 
under the sun—every day, despite 
the mossgrown saying. For ex
ample read this—”

Now, there is an
other adage a b out 
minding one's own bus
iness— nevertheless I 
joined the party to see 
what was exciting such 
unusual interest as it 
passed from hand to 
hand. It was this 
letter :

"The American 
H'cekly" of Jan. i8th 
brought in the phe
nomenal sum of $ioo,- 
v • worth of direct 
mail orders for our O 
Henry books—the big 
gest volume of orders 
we have ever _ gotten 
from a n y advertise
ment in any newspa
per medium.

I'ery truly yours. 
The RFA /ElT OF

REI JEU S CO. 
i . R. Collier, Sales 
Mgr. of Mail Selling.

From there I went 
up to the offices of the 
R e v i e w of Reviews 
Company, to interview 
Mr. Collier. "This 
letter." 1 said, “is go
ing to injure the stand
ing of two pet illus
ions concerning t h e 
selling of books. First, 
that it is extremely 
difficult to interest 
people in books to the 
extent of making them 
buy. And second, that 
ihe magazine is the 
only medium for book 
advertising."

To which Mr. Col- 

tier partially agreed. Mr. Collier, il 
seems, has very few theories on 
selling books. "We do a mail or
der business," he said, “the largest 
book, mail order business in Amer
ica—and as a mail order house we 
work on facts.”

"We have not changed our opin
ion of magazines for book advertis
ing at all,” continued Mr. Collier. 
"Our tests show, however, that

TH1S color page in the American Weekly 
produced one hundred thousand dollars 
worth of direct orders. The Review of 

Reviews Company. which does the largest 
mail-order book business in America* savs 
that this is the greatest volume of direct 
orders ever produced bv anv book adver
tisement in any newspaper.

Tuoand n hal/'niillion latnilies read th<- tniericun II eekly. 
If you want to see The Color of Their Money I kc Color1 

I. J. K.

ICilh regard to the use of color 
in book advertising Mr. Collier told 
me that a three column black ami 
while adverlisemenl which appeared 
in a large number of newspapers 
and magazines, as well as the 
American ICeekly had been rated 
as one of their best producing ad
vertisements. The order cost from 
this copy in black and white in the 
American 11 eckly was n%. Later

a full colw page in 
the A m c r i c a u pro
duced orders at a cost 
as low as

"B u t," concluded 
Mr. Collier, '"an inter
view on our book ad
vertising will be utter- 
13' incomplete unless 
you see Mrs. Wood
ward who wrote this 
$100,000 advertise
ment, and is the orig
inator of the type of 
b o o k advertising we 
are doing, and which, 
in fact, marks a dis
tinct change of policy 
in book advertising.”

Inasmuch as Helen 
Woodward, whom I 
saw at the Harr y 
Porter Company, has 
probably sold more 
books than anyone else 
in America. I believe 
h e r comments which 
follow are worth very 
careful study.

"When we began to 
advertise O. Henry 
we naturally picked 
out so-called literary 
magazines, b u t w e 
have learned in the 
course of years that 
our big sale is not only 
from these magazines. 
We have discovered 
dozens of media of 
which the publishers 
of new books know 
nothing at all.

"This means—simply 
that there are several 



P XGI Is Advertising & Sei ling

million people in this country ready 
to buy books if someone tells them 
about them in the right way. To 
this there comes at once this sort 
of an objection from many pub
lishers. ’James Smith sold 30,000 
copies of his last book, therefore 
we can spend perhaps $2.000 on 
advertising his new book, altogether : 
otherwise, we cannot get our monev 
bac k.

"There is no question that as a 
rule it would lie impossible to get 
?n real money back on a single 
book. But if an author has a pop
ular appeal I will venture to say 
that it is quite possible to increase 
that 30,000 to 100,000 or even 
200,000.

"To do this the publisher would 
naturally haxe to be certain that 
James Smith xvas go- s 
mg to stay xvith him as 
an author; in other 
xvords he would have 
systematically to ad- 
x ertise James Smith as 
though James Smith 
xvere a fine pair of 
gloves, with the idea 
of his building up a 
permanent demand for 
James Smith.

"In all my experi
ence in the advertising | 
of other kinds of bus
iness I have never 
found any advertiser 
w h o approaches t h e 
sale of goods by ad
vertising as the pub
lisher does. Suppose 
we have a new soap 
to put on the market. 
) >o you think for one 1 
moment that we would 
pick out simply txvo J 
or three newspapers in I 
New York, two in I
Chicago, one in Bos- |
ton and one in Phila
delphia, put two or I
three advertisements 
in each and sit back I
and say, ‘Now. let’s 
see how many piec es 
of soap we are going 
to sell.’ Suppose at 
the end of three xveeks 
xve found that we had 
sold 1,000 cakes of 
soap and perhaps in 
the course of the next 
xear> we sold two or 
three hundred more. 
We haven’t much mar
gin. We made per
haps $500, so let’s 
spend $100 on a new 
J ind of soap.

“Of course this is

a far-fetched case. But the pub
lisher puts out a new book, and 
as I said above, lie advertises in 
txvo or three newspapers in New 
York, perhaps one in Chicago, one 
in Boston and one in Philadelphia 
and sits hack. Except for literary 
reviews this monev is practically 
wasted. But don't forget that these 
reviews are read onlx- by people who 
are interested in reading books and 
are in the habit of buying books.

"The vast millions of people in 
this country who read newspapers 
or magazines, but never read a re
view, will buy books if they are 
told how.

"ITe have proved this on books 
sold on installments. If you can

THE AMERICAN
.Review«

Reviews
SeDruwy 24th. 1980.

Kr. Jno. G. Curran. 
The American Weekly, 
Jew Tork City.

Dear Blr:-

You will he glad to hear that 
our first full page adv. Id colors in 
•The American Weekly" of Jan. 18th 
brought in the phenomenal sum of $100,000. 
worth of direct mail orders for our 0.Henry 
books -the biggeet volume of orders wo have 
ever gotten from any advertisenent in any 
Howepaper medium.

The results from this adv. mad 
from the adv. of "frank H. Simonds' History 
of the World Tar" in the issue of Jan. 28th 
were eo good that we have las true ted our 
Advertising Agents - The Harry Vortsr Co.- 
to order for us seven more full pages in 
color in "The American Weekly". 

This, you may be Interested to 
know, is the biggeet appropriation we are 
making in any medltsn outside the regular 
Magazine field.

Very truly yours.

Sales Manager of Kail Selling.
L.R.Collier, 
Diot.- R.H.

WHEN an effeAive aihrrtiseim til appears in 
more than two and one half million homes 
it is almost certain to bring phenomenal returns.

A. J. KOHLER. Manager
1831 BROADWAY’ NEW YORK

W. J. Griswold.’Western Representative
HEARST BUILDING CHICAGO. ILL

sell an author like Robert Louis 
Stevenson in popular style you can 
certainly sell a nc-w thriller by a 
popular writer of today

"The trouble with the publisher’s 
is that he insists, as a rule, on ad
vertising as though he were produc
ing literature. Ami most books pub
lished today have no relation to lit
erature. There should be no at
tempt made to sell the average book 
to literary people. They should be 
sold for what they are—entertain
ment and a few pleasant evenings, 
a good story—a good erv or two 
and a good laugh or two, and onlx- 
<m this basis should they be sold.

"In other words, it seems to me 
that there is a possibility- for the 

- publisher to build up 
a huge clientele for at 
least some of his writ
ers if he would ap
proach his product as 
a manufacturer would, 
and merchandise it and 
advertise in s i m i 1 a r 
fashion.

“ M y suggestions, 
therefore, are three. 
First, that the pub
lisher advertise books 
for what is in them 
rather than according 
to some literary meas
ure of forty years ago; 

I second, that publishers
■ appeal to a nezu pub-

■ lie; and third, that
। publishers invest in an

author zvith the same 
1 I foresight zohieh a soap

I manufacturer might
inz’esl in soap.

i I
The 

Weekly 
duced
worth of book orders 
from a single adver
tisement, is naturally 
the best medium for 
any and all kinds of 
advertising. Txvo and 
a half million families 
look for it even- Sun
dar- as the principle 
feature of the seven 
great Hearst Sunday 
newspapers.

A color page in the 
American H'eckly is in 
itself a complete na
tional advertising cam- 

l paign.

A ni e r i c a n 
which p r o- 

this $100.000
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What You Can Do With Specialties
Some Actual Experiences With This Advertising 
Medium That Make Its Users Enthusiastic

Ait Authorized Interview bv Allan Duane With

J. B. SHORT
General Sales Manager. Whitehead & Hoag Company

THERE are many things to lie 
said about the specialty as an 

•advertising medium. Among its at
tractive features are its directness, 
its exclusiveness, its permanent val
ue to the man who receives it. its 
wide scone for artistic and utilitarian 
development, and its timely possibil
ities. Rut to the man interested in 
any one other medium or set of me
dia. all these tilings simply offer op
portunities for argument, and, while 
I may slam over what seem to un
answerable points, you may disre
gard them through prejudice or over
come me by sheer power of oratory.

That is one good reason why I 
dropped the argumentative attitude 
when the subject of advertising spe
cialties came up and proceeded to 
gather actual incidents which would 
earn- more weight that even well 
supported opinions.

Results count, first, last and all the 
time. And there are plenty of results 
to show. Take the case of a Wiscon- 
-in bank that decided to use a spe
cialty and had a coin made up in 
the form of an advertisement which 
would be redeemed for 50 cents on 
a new account. This bank distrib
uted 5,000 of these coms among the 
factories and mills of the city, and 
so far has opened some 250 new ac
counts totaling a deposit of $3,695. 
The bankers are so well pleased, in
cidentally. that thev expect to dupli
cate the stunt in the schools of the 
town.

Another bank lias succeeded in se
curing the accounts of practically all 
of the school teachers in its city of 
350.000 population through the use 
of blotters. The blotters always 
lave been very fine in design and 
color and they have been used con
sistently and generously with the re- 
-ult that the bank lists, as I said, 
practically even- account opened bv 
teachers in that town. And this in 
spite of the fact that the bank only 
pays 3 per cent interest as compared 
to the 4 per cent of the other banks !

One of the country’s largest 
packers furnishes another splendid 
example of faith in specialties based 
on pure experience. For at least to 
years, this house has been using nov
eltie-; with highly satisfactory re- 
turnu One of its stunts is to dis-

What Experience Tells

/A' this article Mr. Short. -who knows 
his ground zeell. has striven to "stick 
to eases" for the benefit of such ad

vertisers and sellers as desire to avail 
themselves of that cardinal principle of 
efficient promotion, the records—avail
able information—from 'which every de
parture is made.

ITe believe there is material in this 
article zehich no advertiser can afford to 
miss—THE EDITOR.

tribute hundreds of thousands of sur
prise tags at state fairs. These 
thing are worn all over the place by 
the visitors and produce walking bill
boards for the product. More, they 
are taken home and the kids wear 
them to school, perpetuating the good 
work.

EACH HELPS THE REMAINDER

Another stunt this packer uses is 
the enclosure of a novelty advertis
ing one product in the package of an
other of his commodities. It has 
been found that the common and 
logical result is the increase in sales 
of the entire line where only a few 
units have been going well.

Up in Xew A'ork state there is a 
firm manufacturing sleds and wag
ons. The very novel application of 
the novelty in this case is simply the 
making tm of a lot of banks to he 
given awav to children so they can 
save their dimes for a wagon or sled. 
The banks are of the tvpe which 
can’t be opened with anything short 
of an axe and the idea is to have the 
kids write in and tell when the thing 
is full. Then the company returns 
a kev with a letter tellinsj them where 
to go for the cart or sleigh.

Before the banks were out a month 
the firm started getting letters and 
letters are being received day after 
dav from the list of 10.000 original 
bank owners, asking how to open 
them and where to get the wagons. 
One of the letters that came in re- 
centlv came from a youngster in 
I ’anama.

The wide variety of uses to which 
specialties may be put is emphasized 
by the idea worked out bv an auto
mobile parts manufacturer not so 
long ago. At the New A’ork show he 

had a booth labeled, "The ()ld 'rim
ers’ C lub,” which consisted of men 
who had been in the automotive in
dustry for five years or more. A 
suitable emblem was made up and. 
starting with a half dozen of their 
own men who could qualify, these 
fellows mixed around and got about 
5,000 others to register with this or
ganization.

The point is that they registered, 
got a badge and talked to others 
about it. And they not only adver
tised the company extensively, but 
thev voluntarily gathered together a 
MAILING LIST OF INVALU
ABLE CHARACTER.

Still speaking about the wide va
riety of ends to which specialties can 
be adapted, I might mention the prac
tice of a nationally known root beer 
producer who has organized a “fra
ternity” of soda dispensers and drug 
clerks. A watch fob has been de
signed with the monogram, in Greek, 
reading: “In this sign conquer 
thirst.” A grip has been evolved and 
when the salesman enters a store, he 
shakes hands with the soda clerk, 
gives him the grip, shows him the 
fob—just lets him in on the frater
nity. The entire idea is the building 
of good will and winning the heart 
of the man who handles your goods.

PUT “buttons” ON BREAD

Then, for further illustration, 
there is the case of the big baker in 
the Pacific northwest who utilized the 
flexibility and timeliness of specialty 
advertising to advantage. The cel
luloid button, incidentally, is as old 
as the hills for advertising purposes, 
but this baker had a lot of buttons 
made up during the war with repro
ductions of the leading Allied gen
erals. It was announced that on a 
certain date these buttons would be 
placed on each loaf of bread sold and 
the company testifies that after the 
campaign started the results were 
highly satisfactory.

Many grocers who never had han
dled the line before took it on: the 
demand for the bread was greatly 
increased because hundreds of people 
who had never tasted it tried it for 
the first time and then kept on buy
ing it—and, as a matter of fact, the 
business not only jumped during the 
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drive, but stayed at the increased fig 
ures after it was over while showing 
even further increases now that the 
campaign has definitely stopped. Of 
course the product had something to 
do with that condition.

Another fine example of timeli- 
rc«s is presented by a bank on the 
Pacific Coast. When the women of 
America flocked to the Red Cross to 

work, they found that a table knife 
was admirable for the job of wind
ing bandages. Later some one dis
covered that a letter opener was even 
better. Immediately the bank “got 
hep” and notified the women of the 
city that they could have those “band
age winders” for the mere trouble of 
asking. The stunt brought hundreds 
of the best women of the citv to that 
bank and resulted in the opening of 
many new accounts with them bv 
virtue of the closer contact and bet
ter understanding the little bit of gen
erosity brought about.

In Pennsylvania there is another 
concern — undoubtedly the largest 
manufacturer of milling machinery 
in the country—-that has been con
vinced of the power of specialty ad
vertising to such an extent that, with 
the exception of trade paper work, it 
relies upon that line entirely for sales 
promotion schemes and finds, after 
years’ of experience, that it is well 
able to take care of the job.

SPECIALTIES IN SOUTH AMERICA

In foreign work we find a large 
phonograph manufacturer using nov
elties in South America, getting a 
circulation of several hundred thous
and through the theatres there at 
practically no expense except that of 
manufacture. From another angle 
we see the extensive use of the regis
tered key tag, used to identify lost 
keys, by a knitting yam manufac
turer who stamps his dealer’s name 
on the back of each tag and has 
found that the stunt works admirably 
toward building good will for his re
tailers.

In other lines we observe the suc
cess of a fraternal insurance com
pany that has used calendar cards 
and fobs and other novelties in a big 
way, producing exceptional returns 
in the way of new members, while 
a dental supply house uses novelties 
lo reach dentists in their territory 
with splendid results. The theory of 
thi ; house is that it must impress its 
name on the minds of prospects so 
firmly that when the need comes for 
anything in that line, the logical 
thought will be the Blank Supply 
( 'ompany and no other.

Another manufacturer, with a rad
: ally different field, is meeting with 

great success in distributing buttons 
lo children. He sells children's 
shoes, and his dealers make formal 
announcements of the dates when 
these buttons will be given out. They 
never fail to bring many children and 
parents to the store and the personal 
contact plus the gift, even though it 
be small, plays a big part in build
ing good will. Another shoe manu
facturer has met with singular suc
cess in having his salesmen supply 
dealers with mirrors upon which his 
own name can be imprinted. He 
gives these away, of course, to cus
tomers, and a great many of them 
are used satisfactorily

MOTOR TRUCK
Have you investigated the possibilities of the 
metal working industries?

The Iron Age goes every week straight to the 
desks of executives most vitally interested in 
the problem of transportation and its costs.

Manufacturers of the following trucks are
using this medium regularly to build sales:

Paige 
Federal 
White

Stewart
G. M. C.
Mutual 1 using trade papers only’

THE IRON AGE

59 West 39th Street. New York City

From Maker

Why not write for an outline of the serv ice 
The Iron Age is prepared to render you?

$500 THAT WON BIG TRADE

And I might continue endlessly 
about the advertisers who have used 
and are tising specialties and novel
ties with highly satisfactory results. 
Before I stop you ought to know 
about the case oi the knitting mill 
that decided to make a drive for new 
customers. This advertiser had a 
novelty produced and wrote a letter 
to go with it. The little parcel was 
addressed lo plants where this mill's 
thread never had been used, and the 
whole campaign cost less than $500.

In two weeks from the date of 
mailing, more than $10,000 worth of 
new business had come in, directly 
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traceable to the novelty that had been 
set out. I am not yet able to sav 
what the completed returns finally 
mounted to.

This recital however, as brief as 
it is. will serve the purpose of sub
mitting not only some ideas on the 
manner and methods of using nov
elty advertising and specialty ideas, 
but will also serve to present some 
genuine evidence of the effectiveness 
of this particular medium.

The men who use this media in
telligently are satisfied with the re
turns it pulls. And they use it, pri
marily. because they first have been 
convinced of the possibilities of its 
accomplishment and then thev pro

New York
O

MANUFACTURERS
The Iron Age is the Direct-to-Consumer Route over 
which sales messages may be sent to the men who 
buy trucks in the metal working industries, such as 
manufacturers of:
Sewing Machines, Typewriting Machines, Adding Ma
chines, Vending Machines, Engines, Pumps, Machine 
Tools, t hucks, Mechanics’ Hand Tools, V ises, Wrenches, 
Drills, Reamers, Edge Tools, Saws, Cutlery, Files, Other 
Small Tools, Hardware Articles, Drawer Pulls, Metal 
AVares and Parts, Metal Ornaments and Trimmings, 
Electrical Specialties, Instruments, Phonographs, Tele
phones. Automobile Parts and Fixtures, Metal House
hold 1 tensils, Plates, Table AA are, Metal Dishes, Metal 
Buttons, Mi tai Stampings, Buckles, Springs, Ball and 
Roller Bearings. Screw Machine I’roduets, Wire Pro
ducts, Screws, Chains, Nuts, Bolts, Rivets, Nails, Tacks, 
Pins, Shovt Is, Rakes, Hoes, etc.

■I €
Established IÔ55

d'tT’T* - -U

ceeded to witness the accomplish
ment.

There isn’t much more to say 
about specialty advertising!

I ranklin Automobile Advertises in 
Newspapers and Magazines tor 

Funds
1 he H. H. Franklin Manufacturing 

Companv of Syracuse, which is the hold
ing companv owning all capital stock of 
the Franklin Automobile Company, has 
been, and is now, floating an issue of sev
eral million dollars of 7% cumulative pre- 
terred stock by methods which are a de
parture I rom accustomed lines.

Instead of having the stock underwrit
ten by a financial house, the company has 
chosen to sell direct to the public through
out the L nited States by means of news
paper and magazine advertising and direct 

mail. 1 here is no other form of solicita
tion.

The company is using a list of leading 
newspapers in the country and riming 
advertisements varying from 600 lines 
down, and is also using quarter, half and 
full pages in various weekly and monthly 
magazines.

Busy Man Helped by A. & S.
THE GLOBE

73 Dey Street, New York
, . March 17, 1920.

Editor, Advertising & Selling:
I am glad to enclose herewith check for my 

subscription and at the same time to compli
ment you upon the progress that your good 
publication is making. 1 see some things in 
it that even in these remarkably busy times 
are abundantly worth the reading.

Sincerely yours,
RICHARD S. WOOD.

Pure Food Dept.

Penn Safety Razor Account for 
M. V. Kelley Co.

The New Y ork office of the Martin V. 
Kelley Company has obtained the adver
tising account of the Fenn Safety Razor.

Ingersoll Watches to (. elebrate 25th 
Anniversary M ilh In I mtsual 

Advertising ( ampaign
By way of celebrating the 25th aum- 

versary of Robert H. Ingersoll & Bro., 
the company has had its advertising de
partment plan an unusual campaign. It 
will tell the history of telling time from 
the stone ages down through the centuries 
to the present time. It will show that it 
would be almost impossible for the world 
to get along without time pieces.

“Boys’ Lift” Will Exclude bur 
Advertisements

The editorial board of Boys’ Life has 
considered the criticism of the Boy Scouts 
of Amwica. and have decided that it is 
inadvisable to accept fur advertisements. 
The Scouts claim that the fur advertise
ments which have appeared in the mag
azine encourage trapping, and this is a 
violation of the sixth scout law which 
aims to conserve wild life.

Hamilton Appointed Advertising 
Director of “The Independent”

J. Stuart Hamilton, formerly eastern 
advertising manager of the Independent, 
has been appointed advertising director 
of that magazine. Mr. Hamilton an
nounces that Caroll J. Swan has been 
made New England advertising manager 
and Cole & Freer are to act as western 
advertising managers.

Roberts \'>th the James Agency
William Roberts, formerly with the 

Red Cross Magazine, and who wrved 
on the other side as a Y. M. C. A. 
■ri ri tary, has become a member of the 
James .Advertising Agency in Xew York.

I mds A. & S. A ery Helpful
KXLAMAZOO loose leaf 

BINDER CO.
Edwir. Advertising & Selling:

Det me state that we have been subset ibft- 
to Advertising & Selling since its im ■•inion, 
and have found it very helpful, especially the 
information in its columns has proven nn 
helpful to the assistants in this department, as 
well as myself, and 1 really think that if you 
Avould publish ¡more articles written down to 
the assistant and the smaller advertiser, the 
magazine will become more popular, for even 
the man who “knows everything” likes to re- 
nrw occasionally.

Yours verv trulv,
C. D.'PROCTOR, 

Advertising Department.



Page 22 Advertising & Selling

Why Advertising Men Change Johs
It Is Not Temperament. But the Ambition 
to Progress, in Most Cases, Declares One 
of Them Who Has Studied the Species

By ROY B. SIMPSON

^nT'FIE only class of professional
J. men who change employment 

more frequently than advertising 
men are barbers," said the president 
of a large employment agency dur
ing a recent interview with the 
writer.

We had spent considerable time 
and money in advertising for a man 
to fill a responsible position. The 
voluminous correspondence which re
sulted failed to locate the type of 
man we wanted. Then we appealed 
to the employment concern, which 
placed before us the “abstracts” of 
all their applicants for advertising 
jobs.

Only three men out of the thirty 
applicants had held any position for 
more than two years. Of the three 
exceptions one man changed jobs on
ly twice, another was seeking to 
break into advertising for the first 
time and the third had been in the 
employ of a wholesale house for ten 
years as advertising manager. This 
man wanted a job where he could 
really grow. All the others wanted 
to “better their condition.”

When we remarked upon the fact 
that twenty-seven apparently good 
men were unable to hold a job longer 
than two years, the employment man
ager made the statement in the open
ing paragraph of this article. He 
said further that “advertising men 
are so temperamental and nervous 
that they are not satisfied to tie them- 
selve< down to any undertaking for a 
long period of time.” We promptly 
disagreed with him.

Now, then, the purpose of this art
icle is to defend advertising man
ager- as a class. 1 can do this with 
pc -feet good grace, because I was 
an advertising manager for about fif
teen years. Many of my best and 
most sincere friends are advertising 
it nagers. In discussing their pro
lems they have taken off the lid. I 
know why some of them have 
changed jobs.

In this article I will also defend 
several employers who have been 
successful in building up huge enter
prises. They are keenly interested in 
their advertising. Some of them 
know more about how their business 
should be advertised than any of the 
several advertising managers they 
have hired and fired.

Excelsior!
ERTISING workers generally 

0 we the writer of this illuminating 
article a high place in their esti

mation for the able manner in 'which he 
has set forth some of Ihe basic reasons 
for what seems to an outsider the un
seemly number of times they shift from 
position to position. He states the slogan 
of ad-men as “Onward and Upward!" 

Mr. Simpson, President of the Simp
son Advertising Service, of St. Louis, 
Mo., is. in a complimentary sense, an 
Old-timer, and he knows men's minds 
pretty thoroughly, as he sets forth.

But what has been YOUR REASON? 
There are manv angles Io such a dis- 

cttssion.—THE EDITOR.

There are three reasons why an 
advertising manager should change 
employers. These reasons are egot
ism, incompetence and ambition. Let 
us discuss them briefly:

THE EGOTIST

Some of the younger advertising 
managers have been inclined to be
come chesty over an unusually suc
cessful campaign. The company as 
a whole is properly organized. The 
manufacturing department is produc
ing better goods than ever before. 
Tfae goods are attractively packed 

-and the prices are right.
The financial department has pro

vided the necessary capital for car
rying on the business. The sales or
ganization is keyed up to beat all pre- 
xious records. The board of direc
tors is in absolute harmony and the 
whole organization has approved the 
advertising campaign.

The advertising manager, in co
operation with his agency, is spread
ing the gospel of that institution 
throughout the land and this ener
getic head of the advertising depart
ment considers himself the bumping 
post between his organization and the 
public. lie does good work and is 
very enthusiastic about it.

Finally the season closes with a 
sales convention and a general ban
quet. In his enthusiasm the adver 
tising manager gleefully boasts to the 
men: “Well, boys, our advertising 
sure had the punch in it. didn’t it? 
Our campaign put it across.”

This attitude is all wrong and it 
gets the adxertising manager in bad 

\\ ith the sales manager and the men 
on the road. They get a little bit 
peeved and some of the more sensi
tive men begin to call the advertising 
manager a blow-hard.

The advertising alone would not 
have put this business across. It 
was the coordination of ideals and 
the complete cooperation of all the 
units in that business that made it 
successful. Therefore, the egotism, 
or oxer-enthusiasm of the adxertising 
manager has placed him in a false 
light before his associates and very 
soon he finds himself in an atmo
sphere so unpleasant that his resigna
tion quickly folloxvs.

Perhaps he will go to his next job 
singing praises about his great 
achievements in his previous connec
tion. In this wax- he acquires the bad 
habit of oxer-enthusiasm which is 
too often mistaken for egotism.

THE INCOMPETENT

Occasionally, you will find an ad
xertising manager who is level
headed to the point of burying him
self in his own work, willing to rise 
or fall on his record. He does no 
bragging about himself, but he is in 
an organization which succeeds in 
spite of him. The business is so well 
balanced that an inexperienced ad
xertising manager, with the coopera
tion of a good agency, will make 
good.

Hut there comes a time when the 
incompetence of the adx ertising man 
will stand out like a sore thumb. The 
company may make a big record and 
decide to expand. There is a change 
of policy' and the advertising man
ager is not big enough for the job. 
Therefore he must give up his place 
to a better man.

In seeking a new connection, this 
advertising- manager offers his previ
ous record as his best recommenda
tion. The fact that he was advertis
ing manager last year for so and so, 
who did such a wonderful business, 
commends him for the new job, and 
it is very often the case that the nexx- 
employer does not go so far as he 
should in obtaining information as to 
the applicant’s ability.

Our friend may get the new job, 
but he will hold it only a short time 
because he is not thoroughly trained 
in modern merchandising methods. 
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He should make a fresh start, deter
mined really to learn how to be a 
business man.

In nearly every issue of the adver
tising magazines you will see news 
notes of resignations of advertising 
men anil appointments of others to 
new positions. The investigation of 
several casts proves that the great 
majority of high-grade advertising 
men change jobs for one or all three 
of the following reasons:

To increase their knowledge of ad
vertising and salesmanship ;

To get a position that carries 
greater power and prestige :

To earn more money.
A case in point is that of a voting 

man who started as assistant adver
tising manager with a small shoe 
bouse. After holding the job for 
three years he knew more than the 
head of the department about the ad
vertising policies of the companv. 
He was generally liked by the of
ficials and the salesmen, but the man 
who occupied the manager's chair 
was a nephew of the president and 
there was no way to get him out. 
Therefore the young assistant ap
plied for and obtained the position of 
advertising manager with a compet
ing shoe house.

The increased responsibilities and 
the closer personal contact with the 
’ cads of the business enabled this 
man to acquire a liberal training in 
good business methods. He could 
have held the job all his life had 
he wished, but the opportunity was 
limited and he macle another change, 
this time with a very progressive mo
tor car manufacturer, where he ap
plied himself diligently to acquiring 
knowledge about the manufacture as 
well as the sale of motor cars. Two 
years later he became sales manager 
for a still larger automobile manu
facturer and today he is holding this 
position with great credit to himself 
and his company.

WHEN THE MANAGERS CLASH

Another type is the man who is 
doing good work. He is strong with 
the officers and the men on the road. 
He unconsciously reveals his ambi
tion to rise higher in his company 
and the logical step upward is the 
sales manager’s job. The sales man
ager regards advertising as a means 
of making sales, therefore he is the 
advertising manager’s boss. Rivalry 
between the two men usually costs 
one of them their job. The advertis
ing manager is the one to go.

Still another tvpe of the ambitious 
man is the fellow who looks far 
ahead into the future He makes his 
start in the advertising department 

of a wideawake corporation and by 
degrees rises to the position of ad
vertising manager or sales manager. 
It is often the case that such a man 
will hold down both jobs.

I lien he sees the great need in the 
advertising agency field for men who 
have been practically trained in busi
ness, anil to fit himself for this wider 
field of advertising work he changes 
positions to acquire a broader knowl
edge of many different lines.

The fundamentals of salesmanship 
are the same no matter whether a 
man is selling chewing gum, cloth
ing, or automobiles, but the success
ful advertising agency man should 

“In Philadelphia nearly everybody reads The Bulletin.”

More data about

Philadelphia
“The City of Homes” stands FIRST in the U.S. 

in the number of dwellings owned by their occu
pants.

Half a million Philadelphians are share holders 
in about 1,200 Building and Loan Associations.

More than 400,000 dwellings shelter, and about 
16,000 manufacturing places employ, about 700,000 
male and 300,000 female workers.

48,000 store-keepers provide distribution through 
wholesale and retail channels.

Over three million people live in the Philadelphia 
metropolitan district.

Dominate Philadelphia
Create maximum impression at one cost by con

centrating in the Philadelphia newspaper “nearly 
everybody’’ reads—

The Bulletin
Net paid average | O 1 "7Q 1 Copies

for February I O 1 / 3^ 1. a yay

Thr Bulletin is the only Philadelphia newspaper which prints its circulation figures reg
ularly raeh day.

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

have a practical working knowledge 
of several lines before he can render 
efficient service to the clients of an 
advertising agency.

The natural and ultimate field of 
endeavor tor a successful advertis
ing manager is advertising agencv 
work, and it is gratifying to note that 
a number of men who have won suc
cess as managers of sales and adver
tising with great corporations have 
identified themselves with an adver
tising agencv.

MEGAPHONE USERS “GOING OUT’’

The day of the loud-mouthed, 
braggy, self-important advertising 
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manager is rapidly passing. W e can
not deny that that type of man ex
isted in considerable numbers a few 
vears ago, but there was no place in 
red-blooded organizations for them. 
Thev have either corrected their 
faults, or they are now in other lines 
of business.

The advertising manager of today 
first must be soundly trained in busi
ness. He must know something more 
than type faces, mediums, pictures, 
plates and printing. He should be 
aide to take a territory and make 
good as a salesman. He should know
how the goods are made and sold.

There are a lot of other things a 
modern advertising man should 
know, but I have briefly stated the 
fundamental requirements before he 
can become the competent head of a 
very important department.

In conclusion, let me say in de
fence of employers, that the chief 
executive of a successful organiza
tion will not let a good man go. We 
should have no patience with an em
ployee who claimed that he was too 
big for his job, or that the company 
would not pay him what he was 
worth, or that the sales manager was 
iealous of him.

EFFICIENCY DETERMINES PROGRESS
Modern business demands efficient 

workers. Therefore, the advertising 
man who is really efficient may be 
sure of a salary that fits his ability 
and, if he is making good, no one in 
the organization is going to be jeal- 
ou- of him. The advertising man
ager who works with the sales man
ager like a good teammate is going 
to win the good will of the men on 
'he road as well as the officers and 
ei iployees inside the organization.

We cannot agree with the employ
ment manager that advertising men 
Ihange jobs because they are tem- 
peraniental. The great rank and file 
of advertising managers are real fel
lows. They are efficient units in suc- 
<e--fu! organizations. They have 
-ense enough to know their true value 
and they accept their employers’ ap- 
prai-al 011 the value of their services.

Finally, advertising managers who 
formerly considered themselves or 
;u'l<-- have had a change of heart. 
'I hey now realize that no man can lift 
1 i nself by his own boot straps. Self- 
111 ¡de men exist only in fiction. We 
pi e what we are by the grace of God 
ai ’ the cooperation of a multitude 
of folk who have been backing us 
to win.

William C. Freeman Withdraws
William G. Freeman, recently general 

M tin Guardian Advertising 
C irporation, and too well known to need 
in roduction, withdrew from his position 
m March 20. As vet Mr. Freeman has 
not made plans of any definite nature

Frank E. Garnett Marries
I- rank Ernest Garnen, president awl 

editor of the Rochester Times-L'nion anJ 
.Advertiser, vice-president of the Elmira 
Star Gazette, and owner of the Ithaca 
Journal-News, was married to Miss Car
oline Werner, daughter of the late Judge 
of the Court of Appeals, William E. Wer
ner and Mrs. W erner, in Rochester, on 
Thursday of last week. Mr. Garnett, who 
is an alumnus of Cornell, is a former 
president of the New York Press .Asso
ciation.

Raisin Growers’ Advertising Plans
An extensive advertising campaign, na

tion wide in its scope, will lie carried out 
by the California Associated Raisin Com
pany. The sum of $271,000 of the total 
appropriation of $450,000 called for in the 

Can Copy Appeals Be 
Gauged in Ad\zance?
MILLIONS of dollars are spent every 

week on copy appeals which have never 
been definitely gauged in value—with no defi
nite check on whether or not the best selling 
appeal is being made. What this policy of 
going-it-blind may mean to the yearly sales 
totals is almost staggering to think of.

Some idea of what it can mean, however, 
may be gained when we look at the wide dif
ference in results between different cojiv ap
peals used in mail order selling.

One advertisement prepared last vear for one 
of our clients has produced, to date, over $300.
000 in direct business - -incidentally, at a selling 
cost less than the average salesman’- commission. 
'Hie best advertisement on this proposition pre
pared up to that time and circulated in the same 
media would have produced less than $100.000 in 
sales.

Yet for one advertisement to pull three limes 
the results of another advertisement—under the 
same conditions, in the same media, and on the 
same proposition —is not in the least unusual. 
We have seen one advertisement outsell another 
in the ratio of ten to one.

As a result of our experience in handbng the 
advertising of over sixty direct result accounts 
where every sale is traced to its source, we have 
been able to draw a definite line - in advance— 
between appeals that “make good’’ and those 
which merely "lowk good."

budget prepared by S-les Manager Hu! 
gate Thomas "ill be diverted lo adver
tising, beginning June I.

Hie budget provides for expenses in 
connection with promotional work, win
dow displays and similar schemes to keep 
the California raisin before the public. 
The c impany will employ regularly eight
een expert salesmen, and during part of 
the season will have from seventy-five 
to eighty men engaged in field work.

Tractor Co. Selects Memphis Agency
After investigating advertising agencies 

for some time, the Mobile Tractor Co., 
Mobile, Ala., are arranging for a national 
advertising campaign through the Lake 
&• Dunham Advertising Co., Memphis, 
Tenn.
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"Army” Drops Drama for 1920 
C ampaign

Advance information ol the second an- 
ii" d nation-wide campaign for funds 
which the Salvation \rmy will initiate 
in the first week of May reveals that this 
organization, in laying down its modus 
operandi, has made an interesting re
valuation of the psychological factors en
tering into the success or failure of a 
“drive."

This has been necessitated by the 
changed conditions that have come about 
v. ith the end of the war.

"With the country fast getting back to 
a peace basis and business, industry and 
the professions again running in their cus
t-omary channels, the former all-engross
ing financial campaign for a worthy and 
patriotic purpose has been cast into the 
discard,” writes Elmore Leffingwell, pub- 
li tity director, for the Salvationists. “Th 

T T makes no difference whether the reader of 
an advertisement orders by mail or goes to 

the dealer for the merchandise advertised.
The method of purchase is only a detail. In 

either case the copy must make the right appeal 
or it makes only a fraction of the sales it should. 
In both instances the buying motive to be 
aroused is exactly the same.

The mail order advertiser has definite figures 
of results from various appeals to guide him. 
Why shouldn’t the general advertiser profit by 
the things the mail order advertiser has learned?

In doing this it is not necessary to sacrifice 
one iota of “class.” Your copy can create just 
as much atmosphere as it does today. Neither 
is it necessary that yours be a small town or 
“middle-class” proposition. We have proved 
that the most fashionable sections of New 
York and Chicago will order by mail—when the 
right appeal is made—just as they patronize the 
stores that make the right appeal. We have 
written copy that brought back average orders 
of $i,ooo each from rated business men.

And the same principle of appeal that brings 
results by mail will bring equally good results 
through the dealer.

% #
X 1 r 1 1'11( )l'T the slightest obligation we should 
’ ’ be glad to send you the Tested Appeal In 

Advertising, a little book which shows how the ad
vertising of those who sell through dealers can be 
made to do better selling work and more of it.

Merely make the request on your business letter 
head.

RUTHRAUFF6 RYAN
A0VEHTIS1NG

404 FOURTH AVENUE at 28M ST. NEW YORK
CHICAGO’ 30 NORTH MICHIGAN BOULEVARD

country has been generous to a fault, and 
ihe public desires nothing so much as a 
measurable let-up in the scries of appeals 
that have been dinned into its ears for 
months past. People expect to be re
quested to contribute to certain established 
causes, both national and local; they oniy 
ask to be spared the furor, din and pyro- 
leihnics of the overworked ‘drive.’"

The 1020 appeal of the Army will be 
one largely of local emphasis. Provincial 
campaign and publicity directors will have 
charge of the program laid down by 
national headquarters. Little dependence 
will be placed on volunteer workers, but 
much is expected from old-fashioned “per
sonal solicitation” by the rank and file of 
the “Army ”

Taking into consideration the present 
high levels of printing and posting costs, 
national headquarters has decided to elim
inate the use of the poster in the 1920 ap

peal, and coniine its efforts along this line 
to window cards and “snipes.“ Mats and 
boiler plale will be used to carry the 
Army's message lo the newspapers.

Recognizing that no substitute for the 
wartime doughnut exists lo stand for 
peacelime work and catch the popular 
lancy, the Salvationists will not attempt 
to dramatize the Army for the 1920 cam- 
P.ugn, but will rely 011 old, well-defined 
principles of publicM and solicitation to 
sell its ideals to ihe public, placing the 
chief emphasis on the organization's pec
uliar social, civic and spiritual value as 
an every day peace-time factor in our na
tional life.

Panama-Pacific Exposition Shows 
$1,250,000 Profit

Ihe balance sheet of the 1’anama- 
Pacific Exposition Company, which wound 
up its financial affairs last week after five 
years, shows gross assets of an original 
value of approximately $1,250,000. To 
close books in five years is a new record 
in exposition finances. The books of the 
Chicago World's Fair were closed 24 
years after the fair, and those of the 
St. Louis Fair, after a lapse of 17 years, 
are said to be not yet balanced.

“Advertising, How and Now” to be
Keynote of A. A. C. W. Convention 

Program
"Advertising, How and Now" will be 

the keynote of the program of the A. 
A. C W. Convention at Indianapolis, 
June 6-10. An outline of the program 
prepared by Jessie H. Neal, and his 
committee, shows that everything is to 
be down to “brass tacks.”

“Home Sector” to Discontinue
The Home Sector. the weekly maga

zine which was established last year by 
the Butterick Publishing Co., in the 
interests of former soldiers, will make 
its last appearance with the issue of 
April 17. It is understood that the 
reason is purely a business one. The 
magazine has been conducted by the 
former editorial staff of the A. É. F.’s 
newspaper, The Stars & Stripes.

Sam Taylor Will Manage Agency
Sam Taylor, former editor and pub

lisher of Rider and Driver, has been ap
pi limed general manager of ihe Guard
ian Advertising Corporation, New York, 
to succeed William C. Freeman.

By E. Walter Osborne
In last week's issue of Advertising X 

Selling an article concerning the Eagle 
Shirt campaign, written by E. Walter 
Osborne, a contributing editor, was 
credited to Walter M. Stein, Sales and 
Advertising Manager of Jacob Miller 
Sons & Co., of Philadelphia. Mr. Stein 
merely furnished the information re
garding the very interesting campaign.

Joseph Richards Co. Increases Staff
rhe Joseph Richards Co., Inc.. New 

York, has recently ad led to its service 
department R. I.. Burdick, Vincent Clau
sen and Theodore E. Damm. Mr. Bur
dick ha' been with Murray, Howe & Co 
and the American Book Company, and 
Mr. Clausen was formerly with Murray, 
Howe & Co. and the Ronald Press. Since 
his return from service Mr. Damm has 
been in the trade research department of 
Fuller & Smith, Cleveland. While in the 
service Mr. Damm started and managed 
the Ameroc Nezes. published by the Amcr- 
i«an Army of Occupation.
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How The Specialty Field Has Widened

MUDERX advertising as we 
know it to day in newspaper 

and magazine full-page copy is usu- 
allv considered to have come into ex
istence about 1870. The Advertis
ing Specialty came to be recognized 
generally as a powerful supplemen
tary medium five or ten years later. 
One of the earliest specialties was a 
jute school bag used by a bank to 
carry its message by the school into 
the home. The advertisement was 
printed upon the sides of the bag 
and, like some other strong advertis
ing, it was not altogether a thing of 
beauty.

The printer who was asked to find 
a way to print on this rough hemp 
thought he saw a chance for some 
more orders after he had made a suc
cess of his first venture, so he got 
out a few samples and gave them to 
some traveling salesmen to carry with 
them as a side line on their journeys 
about the country.

In short order this printer was in
undated with commissions for adver
tising school bags and in less than a 
year he had to go to his hank and

By LEWELLYN PRATT
Of Lcwcllyn Pratt Special Advertising Service 

borrow money to import some of the 
material from Manila, tie had ex
hausted the entire supply on hand in 
this country.

That printer soon gave up his 
newspaper and print shop and started 
one of the great advertising specialty 
establishments. This was sometime 
in the late eighteen-eighties. The 
plant he started is one of the largest 
in the business today and his little 
town has become famous the world 
over as an advertising specialty 
manufacturing center.

HOW THE FIELD WIDENED

Another pioneer specialty was the 
yard-stick, so popular in retail stores 
and sometimes found useful by 
school teachers for chastising unruly 
scholars. Following that came the 
muslin cap, the humane horse net 
for fly time; the baseball bat and the 
horse fiddle, so-called because of the 
raucous sound it made, the joy of 
the small boy.

'I he calendar as an advertising me
dium followed soon thereafter. The 
art calendar in those days consisted 

of a black halftone reproduction on 
cardboard of some popular painting 
with a very plain, unattractive cal
endar pad attached. With the ad
vent of the three-color halftone pro
cess calendar production began to 
grow leaps and bounds. Today there 
are half a dozen great companies, 
each doing a million dollars and more 
a year in calendars for advertising, 
besides a host of printers and other 
small manufacturers of this staple 
advertising utility.

The first leather specialties used 
for advertising were the coin purse, 
cigar case and pocket comb-holder. 
These were followed by the diary, 
the bill-fold and hundreds of other 
leather articles ranging from a few 
cents each to several dollars apiece.

In these days of ingenious spe
cialty salesmen and specialty manu
facturers devising new articles of 
utility daily and seemingly anticipat
ing every possible use, it is sometimes 
forgotten that the first specialties 
were made by printers and others in 
kindred lines of endeavor, solely in 
response to a demand on the part of

ADVERTISING- SPECIALTIES

This diagram is intended to show the scientific use of the advertising specialty and novelty

DEFINITION: Articles of Utility
» Advertising Message Show the Advertiser

WHY HOWand WHEN

SPECIALTY BUSINESS

CALENDARS

Daily
Busirtees'
Desk
Monthly Mailing
Pocket

leather
For Gifts

celluloid 
For Gift and 
Sfra^AAerttwn^

MISCELLANEOUS

Steel
Brass
Iron
Aluminum
Glass
Cardboard

BANKS 
INSURANCE 
REAL ESTATE 
PUBLIC UTILITIES 
PUBLlSHtRS 
HOTELS 
RESTAURANTS 
THEATRES 
LAUNDRIES 
FUEL 
LUMBER

I MANUFACTURERS 
/WHOLESALERS AND 
’ RETAIL DEALERS IN 

Food Products

MEN
Farmers 
Business 
Professional 
Mechanics 
Clerks 
Laborers 
Students

WOMEN
Housewiws 
Business $ 
Professional 
Domestic Servants 
Clerks 
Students

CHILDREN

L create Good WII and 
supplement Educational 
advertising in publications, 
catak^ues dwrd-bvjnail.efc

»fenufacturer to Manufacturer 
to promote Good WtB 
and far strati aAertisi^

Man lecturer to Dealer 
lo create Good Will 
tor firm and Goods

(a) ManuAdurertoDeater 
to introduce salesmen.

When possible Tnakin^ 
specially fit the business 
of the advertiser or the 
business or occupation 
of the recipient

Example Footrule to Carpen
ters Smokers 
article ¿¡ven by 
CtQpr Hanwfiscturer 
or Dealer.

1. Given out personally
2. Distributed by mail 

or express
3. As prizes fa Orders 
< In the package or 

case with the goods.
s A- Tc vs r Games.
6 by a co- operative 

p“an the manu/actu-

at:
Business Conventions 
Reunions 
Expositions

For Specal Sales.
As Prizes

Holiday Gifts and 
Greetings.

For Anniversaries 
With Mail Matter^•^•*****“

Soft Drinks
Cigars Tobacco
ClotKir^
Shoes
Household poods 
Pxjprjetary Articles 
Cutlery 
Cleansers 
Polishes

(b) Used by Salesman 
in appreciation and 
as reminders

Manufacturer to Consumer
(a) dined
(b) through Salesmen

Paper 
Wood 
Cloth 
Cutlery 
Thermofneti-rs

Musical Instruments 
Automobiles $ Vehicles 
A do & Vehicle Accessories 
Oils
Paints
Varnishes»
Jewelry 
Millinery 
Confectionery 
Sporting Goods 
Watches ^Clocks

fc) through dealers 
for Good Will and 
stra'^tt advertising.

Wholesale and Retail Deates to Consumers 
for Good Will and stra^ht advertising

rer and dealer 
sharing expense 
or distribution to 
consumers.
Sent with answers 
to inquires from 
periodical and other 
advertisir^.
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the advertiser. This is probably the 
onlv branch of advertising in which 
the solicitor followed, instead of 
creating, the demand.

At anv rate, the business grew like 
Butler's guinea-pigs without any 
plan or forethought upon the part of 
those who have eventually given 
their lives to wbat must lie conceded 
to be one of the most fascinating of 
all the branches of advertising—fas
cinating because unlike the salesman 
of magazine, newspaper or billboard 
space, the specialty man may use any 
material, any article, any size or any 
color in which he may wish to pro
duce his advertising medium, the one 
imperative requisite being that it will 
be welcome to him who receives it, 
for, like all other advertising and 
more than in any other kind, the ad
vertising specialty leans upon, pro
motes and is part and parcel of good 
will.

Unlike the magazine and some 
other advertising mediums, makers 
of advertising specialties have not 
found it necessary to locate in large 
cities and for that reason the size 
and importance of these plants is not 
as well understood as are the great 
printing and publishing houses, the 
majority of which are located in 
Philadelphia, Chicago, Boston and 
New A’ork.

SOME ILLUMINATING FACTS

Only three or four of the larger 
specialty houses are located in the 
more populous centers of the coun
try. Towns like Red Oak, la. ; Joliet, 
Hl., and Coshocton. Ohio, have al
ways been important centers for this 
branch of advertising. Started in 
th< se smaller cities and town, often 
by accident, the advantages of 
cheaper ground rent and less restless 
labor, have tended to keep some of 
these large factories where they have 
st; rted. All of them maintain nu
merous city offices and their sales 
forces aggregate hundreds of alert, 
aggressive men who have learned 
th it specialties may be used as a 
powerful supplement and tie-up to 
-o called general advertising.

Advertising agencies, who rarely 
buv specialties for their clients and 
solicitors for newspapers, magazines 
arid billboards, would be consider
ably surprised if they’ knew the sums 
going into metal store displays and 
calendar specialties in these first 
months after the war.

Sixteen years ago, the advertising 
specialty manufacturers organized 
tl' e National Association of Adver- 
ti-ing Specialty Manufacturers with 
headquarters in C hicago. The Pres
ident this year is Charles R. bred-

erickson, President of the American 
Art Works and one of the ablest and 
most popular executives in the busi
ness. The very efficient secretary is 
Miss Elizabeth AA bite. This associa
tion holds a convention in Chicago 
every year, has legislative and other 
trade committees, looking after the 
association’s interests constantly. 
With the formation of a National 
Advertising Commission of the As
sociated Advertising Clubs of the 
World, the Advertising Specialty As
sociation came in as one of the 
charter members. Its present repre
sentatives on the commission are 
Herbert H. Biglow, C. H. Sudler and 
Henry’ B. Hardenburg.

The 16 Capper States 
(h of United States) 
produce % of the 
agricultural wealth 
of the entire country

CAPPER FARM PRESS
1,100,000 SUBSCRIBERS

Campaign Against Poster “Sniping”
1 hrough its Anti-Litter Bureau the 

Merchant's Association is conducting a 
campaign to suppress “sniping,'' which Is 
the term used to describe the pasting of 
theatrical dodgers elsewhere than upon 
authorized billboards. Expressions from 
Sam H. Harris, Marc Klaw. other theatri
cal men and the Producing Managers’ 
Association, show them to be in sympathy 
with the movement which aims to have 
advertising bills pasted only on the reg
ular billboards.

Lake Heads Sanford Saks
J. M. Lake has become associated with 

the Sanford Motor Truck Co., Syracuse, 
N. A., in the capacity of general sales 
manager. Lake was formerly connected 
with the Chase Motor Truck Co’s sales 
department. After his return from France, 
where he served with the Engineering 
Corps, he became associated with the pub
lication field for a time.
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\\ here the ’Gentle Reader
Is Picked B> Hcind
Class Rule Wins in the Publishing 
Business, Says One Who Knows

By R. F. DI ASTERS

THIS is my idea of how to 
build up a good subscription 
list. It originates out of the firm 

conviction that the success of a 
publication depends on the char-

acter of its readers, and the char
acter of its readers depends solely 
on the kind of mailing list compiled.

There is much talk today of class 
rule, but whatever we may think

Of the 2,670,000 farm families in the 16 
Capper States, more than 1,100,000 are sub
scribers to THE CAPPER FARM PRESS.

Thru THE CAPPER FARM PRESS you 
reach more than 41 % of the farmers who 
produce 2,A of the Nation’s agricultural 
wealth.

These families—5| million consumers— 
constitute a market of stupendous possibil
ities. And THE CAPPER FARM PRESS 
is your most direct route to that market. 
It has the respect and confidence of the 
agricultural west. It is “home folks” to 
these millions By its distinctive system of 
service it has established a close-up contact 
with its readers that few papers possess.

Let our Research Bureau furnish you facts 
—not guesses—about the possibilities in 
this market for your specific product.

CAPPER FARM PRESS 
(MEMBER, A.B.C.)

Arthur Capper, Publisher
Marco Morrow, A»t. Publisher

TOPEKA »KANSAS
CHICAGO.................... 109 N. Dearborn St.
NEW YORK. 501 Fifth Avenue
DETROIT. — Ford Building
KANSAS CITY. ..Graphic Arts Bldg.
ST. LOUIS. Chemical Bldg.
OMAHA Farnam Bldg.

OKLAHOMA CITY Farmers Nat’l Bank

about that subject generally, we 
must acknowledge that class dis
' nclion is a fact in the publishing 
business. The successful publisher 
“hand-picks” his subscribers. The 
successful publisher of a class or 
trade paper would be guilty of the 
grossest hypocrisy if he did not fol
low the course he so diligentlv urges 
on his advertisers; namely, to con
centrate on industrial fields and 
avoid waste.

My aim, as circulation manager 
for the publisher of a group of 
railway periodicals, is to go after 
the subscription of the man who 
can benefit from reading one of 
our papers, not to waste the time 
of my solicitors by sending them 
out broadcast.

The carrying out of this aim de
mands a particularly efficient list of 
prospects. Compiling such a list is 
not as easy as it would at first ap
pear. Before attempting it, the cir
culation manager must familiarize 
himself thoroughly with the edi
torial contents of his newspaper. 
He must digest, absorb and keep 
well in mind the fundamental edi
torial policy of his paper. When 
he has done this, he can tell imme
diately by a look at a man’s occupa
tion whether or not he should be a 
subscriber—and whether he repre
sents a buying power to the adver
tiser.

For instance, in our company 
we never receive a subscription 
from a conductor for the very sim
ple reason that there does not exist 
in our entire prospect list the name 
of any conductor on any road in 
the United States. Our road forces 
have no such names and if such a 
subscription were to come in, the 
roadman who sent it would be rep
rimanded. A conductor would not 
find our papers of interest, nor does 
he represent a buying power to the 
advertiser.

HOME-MADE LIST BEST
Of Railway Age and the other 

four publications we issue each 
covers a distinct field in railroad 
activities and each has a certain 
class of readers. In our offices we 
have charts which show the class 
we desire and have on the lists of 
each publication.

These lists are not bought lists. 
You cannot depend on a bought 
list, which anyone can secure. If 
vou go by Dun’s, for example, you 
have not gone far enough. I know 
a buver of pig iron and similar ma 
terial who is a reader of Iron Age 
and his rating in Dun’s is .d-'W 
$35,000. He is worth many times 
that amount but keeps his rating 
low purposely.
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A bought list is alright to start 
with but you have got to <lig deeper 

dig out the people vou want—to 
get real circulation value. Our men 
make a complete report of their 
calls. Thev give us the address and 
occupation of a prospect whether

Keeping Up With 
The Times

A FACT A WEEK

Even in a newspaper office 
like The Times, where the un
usual is the usual, the receipt 
of a letter from Persia com- 
111 endi n g The Washington 
Times editorials is a subject of 
pleasant comment.

It seems that some of Mr. 
Brisbane's editorials were re
printed in an Arabic Review 
and there came to the atten
tion of Ettessam Al Molk, who 
writes The Times :

“Mr. Brisbane expresses the 
highest ideas in such a clear 
way, and deals with such inter
esting things and features, that, 
‘Chacun a son gout,’ as a 
French proverb says, I do con- 
-ider him as ihe best writer of 
the present time. But for a 
person, who is intensely inter
ested in another's sayings, read
ing two or three articles is not 
satisfactory, so * * * I have 
the great honour of sending 
vou this letter and asking you 
four things:

“l. To send me some new is
sue- of your newspaper:

“2. If Mr. Brisbane has writ
ten in private and independent 
books, to give me the address 
of the editors who have pub- 
li-hed his books;

“3. To inform me about the 
price of the collection of the 
issues of ‘Washington Times' 
of the past years if you have 
them ;

“4. To give me the address 
of Mr. Brisbane.

“All my salaams to Mr Bris- 
b.im Yours very truly,

“ETTESSAM Al. MOLK.
Sarcheshmea, 4 and 6, 

Teheran, Persia.
“P. S. We desire expressly to 

_ i t subscribed to your News
paper."

The Washington Times
WASHINGTON. I). C. 

he becomes a subscriber or not 
This name goes on our list and so 
we build for value.

There are manv tricks in the 
trade. 1 know of a case where a 
building paper wanted to get a list 
of contractors who were actually 
doing work at a time when building 
operations were at a standstill. Its 
circulation manager got his list by 
writing to bankers in numerous 
towns to the effect that the pub
lishers desired to get into touch 
with builders then active in their 
towns, and the intimation was that 
the publisher wanted to place be
fore these contractors information 
that would increase their activity. 
One could not purchase for anv 
price such a list as he was able to 
compile by this method.

Laying Out In Summer
By J. M. STEPHENSON

Here is another crack at the ad
vertiser who “lays out" during the 
summer months and during anv 
other dull period. Some of the 
writers quoted in the March 13 is
sue of Advertising & Selling 
rapped him pretty hard, but he de
serve- worse.

Why will the advertiser not real
ize that, from an investment point 
of view, the man who "lays out" 
during a season simply lessens the 
value of his past advertising?

He has been talking to 100,000 
men during a busy season and has 
sold 10,000 of them. Is he going 
Lo allow the other qo.ooo to forget 
all he has told them, allow his com
petitor to gain their attention and, 
in selling, reap the benefit of his 
already well laid ground work?

Many men are sold in their minds 
long before purchasing. One may 
be -old on a motor car and intend 
that a certain one will be the kind 
of car he will buv as soon as he 
gets around to it. but if the make 
is not kept before him, while the re
cital of the good points of another, 
are continually being dinned into his 
brain, he will begin to absorb the 
other copy, then compare and, when 
the first one's qualities are not be
fore him, the second will win out.

In the local field the retail mer
chant has the same problem. He 
allows his advertising investment to 
depreciate because he does not con
tinue the up-keep. The advertiser 
who does not keep advertising, busy 
season or dull, allows his name to 
be forgotten and, in time, it costs 
him much more to regain the pat
ronage lost that it would to have 
carried on his investment.

What about the mailing list? The 
Simmons-Boardman Company uses 
both 1 cent and 2 cent postage in 
its mailing campaigns, but it is the 
rule alwavs to use 2 cent, or first- 
class, postage on the first letter sent! 
out to a new prospect. This is 
done to clean up the list and to 
weed out the incorrect addresses. 
\\ e can then follow up these names 
with little or no waste.

The main point is to systematize 
-to concentrate. Select the kind! 

of people who will be most inter
ested in your paper and who will 
benefit most from what the paper 
contains. Then, train on these pros
pects your big guns in the shape of 
subscription solicitors, advertising 
and direct-by-mail campaigns. You 
cannot beat that game.

Clearing Dealers' Shelves
Recently a kitchen cabinet manu

facturer, because of its alert dealers, 
was oversold at a low price for six 
months ahead. The manufacturer 
knew the dealers had hundreds of his 
cabinets stored and he knew, too, that 
he had to raise his price. He knew 
his dealers would not buy more cab
inets at the new price until they had 
sold what they had in storage at the 
old price. What should he do“

The answer came to him quickly: 
he decided to advertise, not to sell 
new goods immediately, but to sell 
those his dealers had on hand.

He invested thousands of dollars 
in newspaper advertising, and he re
covered the amount the following six 
months, selling his dealers new cab
inets at the new price. The advertis
ing he had done the previous six 
months gave his cabinet the con
sumer demand and preference it 
needed, carried along his business 
and made his dealers great boosters 
for his way of backing them up.

The moral is— it is always best to 
advertise when your dealer is stocked 
or overstocked on your goods even 
if those goods were put on his 
shelves at a price that eliminated 
profit to the manufacturer. The in
vestment is in future business.

I. R. Parsons Now With Williams & 
(unnygham

I. R. Parsons, formerly advertising man
ager for Carson, Pirie, Scott & Company 
of Chicago, is now vvilli ihe William K 
Cunnygham Agency of that city A. G. 
Smith, formerly with the Pitcher White 
Lead Company is also a File addition to 
ihe agency.
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Ik Tàr mjour nal
1,050,000 This Month

Country Bankers are Confident
Now and then some city banker admits wonder at the 

way business keeps on. Not so the country banker. Ue 
knows that fatm prosperity is here to stay. Our several 
offices have on file copies of letters recently received 

from representative bankers who understand the present 
farming situation. Knowing what they say will permit 
you to expand your sales < (Torts to present and future 
buyers.

The Farm Journal
15 E. 10th Street, New York < ity Washington Stillare, Philadelphia Mailers Bldg., Chicago. Ill
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Perhaps the quickest way to cre
ate a picture which will bring with 
it the realization of the broad use 
of specialty adxertising is to analyze 
a town or city—any town or city- - 
and then multiply by the number of 
groups of population of equal num
ber, which shall include all towns and 
cities of every size in the country.

THE DIVISIONS OF MEDIA

In a town, for instance, the popu
lation of which is 25,000, you will 
usually find about 400 business con- 
eernN. (Jut of this number there will 
be about 150 advertisers, and perhaps 
40 of these will use newspaper space 
regularly or intermittently, also street 
car cards, circular letters and kindred 
advertising. The remaining no. al
most without exception, will confine 
their advertising appropriations to 
the direct and economical specialties. 
Ai d frequently, too, the other con
cerns mentioned will use specialties 
in their plans, as well as a big pro 
portion of the advertisers large 
enough to have their ventures in pub 
ii< itx called campaigns.

Visualize that condition in every 
gi—p of equal population- in the 
1 lited States, no matter whether the 
towns run considerably smaller or 
; ?atly larger, an’d you will get a
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The point I am trying to make is 
this: That specialty advertising is 
evidently proving the best for the 
greatest number if we are to judge 
bv the number of its users.

SOLVING YOUR OWN PROBLEM

You may say that whnl the retail 
merchant, the banker, the insurance 
agent, and others of similar import
ance think of a form of advertising 
is of no assistance to you. a large ad- 
■ertiser, in the working out of plans 
which you hope may achieve the 
! ighest degree of success. I fee! 
that contention is wrong.

Ihe fact that these retail mer
chants. bankers, and others, use ad- 
xertising specialties, and in many 
cases have used them exclusively al

A DEMAND for high-grade illustrations for 
. the better character of booklet design-' 
ing has necessitated our developing a special 

department for this work.
For your next booklet let us prepare your plan 
and dummy—the cost will be nominal.

ETHRIDGE ASSOCIATION of ARTISTS
‘Ne-w York Studios:

23-25 E. 26th Street
Chicago Studios:

140 N. Dearborn Street

most for from leu to twenty years, 
speaks more eloquently of their value 
than anything I could possibly say. 
These men are closer to the buyer 

than is the wholesaler, manufacturer 
or the agency man. They meet the 
buyer day after day, eye to eye and 
hand to hand, over the counter where 
he comes to spend his money for 
something they have to sell. The 
coudit ons. no one can deny, could 
not be more ideal for analyzing the 
efforts to influence him. Theirs is 
no long range study. They know 
the humanness of the man with 
whom they are dealing. They can 
see in a moment the quick reaction 
to every effort they make. And they 
have learned that he is as often 
moved to become a regular patron or 

purchaser by the dictates of his heart 
as by the dictates of his reason. 
Their aim is to get his G()( dd WILL 
and friendship, and to create in him 
a feeling that his interests always 
will be of paramount importance. 
And it is because the little advertis
ing specialty, or the beautiful art 
calendar, peculiarly and exclusively 
performs a serxice to bring about 
these results that they are so broadly 
used. They come in the nature fre
quently of a pleasant surprise; they 
find an intimate place about the per
son, desk or home; they begin at once 
a constant effort to bring about that 
happy psychological condition called 
“association of ideas," which is the 
aim of every ambitious adx-ertising 
venture. And because of the circum
stances of the giving of the article, 
of the intimacy of it. of the con
stancy of it, is there not a good 
chance of the ideal being quickly re
alized ?

Do not assume from the above that 
specialty advertising is confined to 
the plans of the smaller advertisers 
of the country. It is not. It has en
tered into some of the largest and 
most successful campaigns this coun- 
trx ever has seen. And, as almost 
every exclusive adxertising house in 
the countiw has. in the last txvo years, 
had to increase largely its factory 
space, the cards seem to say that 
more and more of these large adver
tisers are realizing the economy and 
directness of this media.

WHAT OF THE WASTE?

Waste in advertising is a much dis
cussed subject. The natural ten
dency of the American nature is to 
go to the limit where money is con
cerned. The product placed on the 
market must have publicity, which 
means the public must be told of it 
even though only one-thousandth 
part of the public could use it. No 
recognition is given to the fact that 
in almost every case there is a limit 
to the sale of the product. Specialty 
advertising, by its xery nature, takes 
note of that fact and works on that 
theory.

I can best siiow you how. by re
lating a typical experience. The 
buyer in this case was a companv 
manufacturing rubber heels. It has 
a national market, but is not a na 
lional advertiser as the term is un 
derstood. This company might have 
spent a great deal of money in devel
oping consumer demand and dealer 
cooperation. But it reasoned that the 
sale of its product was limbed largely 
to the persons who visited shoe repair 
shops or retail shoe stores and the 
distribution of its product was lim-
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Green Acquires Large Interest in H. 
K James Advertising Agency —

< hanges Are Made
Charles C Green announces that he has 

acquired a very substantial interest in the 
H. E. James Adxertising Agency, Inc., of 
110 West 19th street, Xew York City, 
and, as president of the company, has 
taken over the complete business manage
ment. With the change in ownership, the 
corporate title will be the James Advertis
ing Agency, Inc., and on or about April 
to the business will be moved to new and 
I irger quarters, tenth floor. 450 Fourth 
avenue, Xew York. The agency was orig
inally established in Philadelphia in 1913, 
but later moved to Xew York.

Mr Green is president and treasurer 
and D. K. Coiledge is secretary. Several 
additions to the staff have already been 
announced.

Food Show
rALIXCH your national adv ertising by appealing 

to the bo million people, who live within a 500 
mile radius of Atlantic City.

Mr Green is a well-known creative ad 
.ertising man and L better known to his 
wide circle of friends as “Charlie.’' Born 
at Kent, Ohio, he began his career as 
a printer’s devil on a weekly newspaper. 
At 18 years of age he bought a drug store 
in his home town and has been an adver
tising and merchandising man ever since 
Building window displays appealed to 
young Green. One of them attracting the 
attention of E. P. Mertz, of Washington, 
I). C, owner of a well-known proprietaiy 
article, he asked Green to come to Wash
ington as advertising manager and in this 
capacity he travelled most of the United 
Slates and Canada investigating drug 
store and newspaper conditions.

He later organized Green’s Capital Ad
vertising Agency, which he disposed of 
when he went to Philadelphia as promo
tion and merchandising manager of The

North American. Mr. Green was con
nected with that publication for seven 
years. The department that he estab
lished was the pioneer in nwspaper pro- 
nwiional work, tier eloping systematic co
operation between the advertising depart
ment of the newspaper and its advertisers. 
I he Sorth American promotion depart
ment established a standard which has 
been toll'wed by manv publication-. 
\\ hile on I he A orth Aim rican. he organ
ized and directed the .Xational Anti-Sub-

LI EIXZ "57 Varieties" Fame, maintains an entire 
Pier, at .Atlantic City, to give to the 30 million 

visitors a visual demonstration of the uses and prep
arations of Heinz products.
' | 'HE International food Show offers vou the same 

A opportunity to visualize your goods, at a frac
tion the cost, for three months on Carden Pier, 
Atlantic City.
FURTHERMORE—Mrs. Marx A. Wilson, inter
* nationally known Food Expert, will lecture twice 
daily on preparation of good things to eat, selecting 
her materials from the products exhibited.
BOOTH rental includes, free gas, electricity, water, 

projection of Industrial Films, guards, and one 
experienced DEMONSTRATOR personally trained 
bv Mrs. Marx- A. Wilson. FREE WITH’EVERY 
BOOTH.
^)XE half the space available is already reserved.

\XTE offer booths in this educational exhibit, rang
' ' ing in price from $2000 to $3000, including all 

necessities.
Write or wire for reservations

International Food Shows (’ompany
Benjamin S. Crosby, Pres.

311 Fifth Ave., Xew York City- 
Phone—A’anderbilt 4136

Electric Sign Space on Garden Pier Available
Good Housekeeping magazine also offers 350.000 circulation in 
this zone.

Baltimore News Toledo Blade
Richmond News Leader Detroit News
Raleigh News & Observer Montreal Slur
Cleveland News Leader Toronto I .lobe

CHAR1.FS C. GREEX 

stitution League, composed of a large 
number of national advertisers in coopera
tion with publishers, to protect advertised 
merchandise from substitution.

His merchandising work attracted the 
attention of William R. Warner & Co., 
Inc., distributers of such well-known drug 
store merchandise as Sloan's Liniment. 
Sanatogen and Formamint. He served 
with this company as merchandising man
ager and later assumed the advertising 
direction of Richard Hudnut, perfumer. 
From this work he went to the H. E 
James Advertising Agency, Inc.

Moscovies Sow Promotion Manager of 
California Concern

George L. Moscovies, formerly adver
tising manager of the Mitchell Motors 
Company, of Racine, Wis., has accepted 
a position as promotion manager of the 
Frawley Motor Company, of San Fran
cisco.

Elmar Apperson Dead
Elmer Apperson, of Kokomo. Ind . a 

pioneer automobile manufacturer, for
merly president of the Apperson Motor 
Car Company, was stricken with apoplexy 
while watching an automobile race at the 
Los Angeles Speedway on Monday and 
died a few minutes later. H< was 58 
years old.

Joseph I’. Day Appoints Advertising 
Manager

Arthur K. Mack, for several years 
real estate editor of the Xew York 
Herald and managing editor of The 
Record and Guide, this week was ap- 
pomtid manager of the advertising and 
publicity department of the Joseph I’. 
Day organization.
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Demand tor Package Goods Increasing 
—Investigation by Harvard Research 

Bureau Shows More Branded Goods
Being Sold

Some facts revealed by an investiga
tion made by the Harvard Bureau of 
I iisiness Research, showing how the sale 
of package and branded goods by groc- 
< > - has increased since 1918, are enn- 
la md in the following paragraphs re
printed from The Popular Storekeeper:

During the war there was a lot of 
tall about buying bulk goods and it was 
suggested that if people would buy their 
groceries in bulk instead of “fancy pack
ages” there would be a great saving in 
ihe cost of things. Self-elected reform
ers and some of the Government Food 
( ommissioners condemned the “ridicu
lous practice” of buying flour, sugar, 

cerceals, crackers, etc., in carious instead 
of in bulk.

To ascertain to what extent people 
were influenced by this campaign the 
Harvard Bureau of Business Research 
made a careful and painstaking inquiry. 
The report of this investigation, which 
included a great many communities in 
different parts of this countrg showed 
that prior to 1918 the stores sold 80 per 
cent of their flour in packages; since 
1018 the percentage of flour sold in 
regular packages has materially in
creased, many stores handling no bulk 
flour.

Before the war 38 per cent of the 
grocers sold sugar only in bulk, since 
1918 only 6 per cent of the stores sold 
bulk sugar exclusively. In the early 
part of the war only 15 per cent of the 
grocers sold package sugar exclusively. 

but since 1018 over half the stores have 
sold nothing but package sugar. None 
of the grocers now sell breakfast foods 
entirely in bulk and nine-tenths of them 
said they could not sell anything but 
package goods in this line. Before the 
war 7 per cent of the grocers handled 
only hulk crackers; in 1918 there wasn't 
a single grocer who reported that he 
sold bulk crackers exclusively. Before 
the war 12 per cent of the storekeepers 
sold package crackers exclusively; since 
1918 the reports show that 40 percent 
handle no crackers except in packages.

Along with the increase in the quan
tity of package goods sold, there has 
been a. large increase in the quantity of 
branded merchandise carried. Most of 
the grocers stated that there had been 
a growing tendency among their cus
tomers when ordering goods to specify 
the brands which they prefer. Before 
the war 15 percent of the grocers han
dled butter only’ in bulk. Since 1918 
every store carried package butter and 
over three-quarters of them sold butter 
in packages exclusively.

Two National Advertisers in Law Suit
The Inland Machine Company, St. 

Louis, recently entered suit against the 
Wagner Electric Manufacturing Co., also 
of that city, for damages of $72,000 in 
a controversy over the completion of a 
war contract.

Western Advertising Company Con
tracts for Bus Advertising

The Western Advertising Company has 
secured the franchise for the car card ad
vertising in the newly started Missouri 
Motor Bus Line. Interests which are 
practically the s une as those behind the 
agency operate the line under the name 
of the Hill Street Railway Advertising 
Company.

Oversold—Cancels All Advertising
The Koken Barber Supply Co., which 

makes K-D-K products, and is the largest 
concern of its kind in the country, has 
canceled all advertising, claiming to be al
ready oversold for the year.

A TRILATERAL PROPOSITION
THERE are three sides to the Cover Paper prop

osition which must be given careful consider
ation.

YOL'R SIDE: Is it suitable for the purpose con
templated? Is it made in the size, weight and 
color you require? Is the price within your 
apportionment ?

THE PRINTER’S SIDE: Is the stock one that 
prints, embosses and folds successfully? Is it 
carried by a nearby jobber? Is it a stand
ardized paper that can be duplicated at any 
time, or merely' sporadic production?

THE PROSPECT’S SIDE: Is it an expensive pa
per? Is the quality and stability of the firm 
reflected in the character of its printed matter'? 
Is the cover going to “stay with” the catalog 

as long as the catalog is in use?

Ralph W. Thomas Dies
Ralph W Thomas, fifty-eight years old. 

former state Senator and editor and pro
prietor of The Suffolk Times, died sud
denly- last week at his home in Greenpoint. 
L. I. He was a member of the New 
York liar, served as chief examiner on the 
State Board of Regents, and for more 
than twenty years was professor of pub
lic speaking and English in Colgate I'ni- 
versity. He served three terms as repre
sentative of the 37th District in the state 
Senate and two years as Commissioner 
in the State Tax Department.

Ihe satisfactory answer to most Cover 
Paper problems is “Dexter’s Princess.” 
You should have a Sample Book and an 
XT RA house organ. Please write foi 
du -c on your business stationery

Oldsmobile Appoints Sales Manager
Charles A. Tucker, well known in the 

automobile industry for the successful 
organization that he has built up as the 
Nebraska-Oldsmobile Co., at Omaha, has 
been called to the factory to assume 
charge of all Oldsmobile sales as gen 
era! manager of the Olds Motor Works. 
Lansing, Mich. Mr. Tucker succeeds P. 
I.. Emerson, who recently resigned.

C. H. DEXTER & SONS, Inc.
WINDSOR LOCKS CONNECTICUT

Bowman Succeeds Wei techat
Arthur C. Bowman has been appointed 

citv editor of the Detroit Free Press. IL 
was formerly night city editor, and suc
ceeds H. O. Weitcehat. who resigned, to 
become editor of the Maxwell Motor 
Company house organ, published in De
troit.
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Appoint id General Manager of 
Saxon Motors

, Harry L. Bill, formerly with the Win
ton Motor Car Company, of Cleveland, 
and the Chalmers Motor Company, De 
troit, has been appointed vice-president 
and general manager of tin S.ixon Motor 
t ar Corporation, Detroit.

Prentiss Sales and Advertising Man
ager of Johnson Co.

De n C Prentiss, formerly assistant gen
eral sales manager of the Packard Motor 
i ar (.'ompany, Detroit, is now general 
sales and advertising manager of the Will
iam R. Johnston Manutacturing Com
pane'. Chicago.

lewis-Hall Appoint Western Sales 
.Manager

J. P Meers has been appointed west
er'- sales manager for the Lewis-Hall 
Motor Corporation, Detroit.

Contemplate Starting Newspaper in 
Grand Kapids

Plans for starting a daily newspa
per will be discussed al Grand Rapids, 
Mich., April i. by Rev. Stephen utron 
Dex.er, superintendent ot the Interna
tional Christian Truth Society, and Pro
lessor Samuel Volbeda, ot Calvin The
ological School, before a gathering of 
churchmen from all parts ot the country. 
I he publication, it is expected, will fol
low the lines of the Christian Science 
Monitor.

Le Fevre Will Direct lower Truck 
Sales

William G. LeFevre, for several years 
special representative of the Kelly-Spring
field Motor Truck Company, has resigned 
to become general sales manager ot the 

1 ower Motor Truck Company, of Green- 
■ lie, Mich.

Cudahy Heads Sinclair Refining (o.— 
Federal Advertising Agency to

Handle Account
Joseph M. Cudahy, former president of 

the Cudahy Packing Company, has suc
ceeded W. H. Isom as president of tile
s' clair Refining Company, the refining 
and marketing subsidiary of the Sinclair 
( isolidated Oil Corporation. Cudahy, 
who was vice-president of the Sinclair 
Refining Company, recently returned from 
France where he formed a company for 
the distribution of fuel oil.

The Federal Advertising Agency has 
been appointed to place the advertising 
of the company, and farm papers, trade 
papers, export publications and newspa
pi s will be used. W. R. Patten is mau- 
w<r of advertising and publicity; H. F. 
Wilkins, vice-president and general man
re r: J. R. Murray, secretary, and T. 
11 tcher Farrell, is treasurer.

A House Organ lairiis "Inspiration” 
to Consumers

’I' - clothing firm of Henry Sonneborn 
X < \ mpany, makers of Styleplus clothes, 
are using Inspiration, the house organ 
of the Adpres, Baltimore. Md., edited 
' Jerome P Fleischman, as a part of 
th r good will advertising. Inspiration 
: a little ten-page monthly magazine 
fl'at does not talk about Stylcplus or 
am- other brand of cloth . but preaches 
optimism, cheeriness, happiness, and con
tentment. It is being used by Henry 
Sonneborn & Company because these 
; ■ the things that the firm wants to tic 
up with the name of Sonneborn in the 
consumer's mind.

"Brass Tacks"
Employers’ Relations 

with Employees

Isn't This The Answer?
By William H. Rankin

President, H’m. }{. Rankin Company

There are two kinds of efficiency in 
business organizations.

tine kind is the product of voluntary 
co-operation; the other is the product of 
involuntary or passive co-operation.

One kind is really efficient; the other 
seems to be—until you get behind the 
scenes and scrutinize results.

One kind is the working process of 
an organization of thinking, willing, 
contented, interested people whose 
efforts are marked by initiative.

The other is the working process of 
an organization of machine-like preci
sion, but also machine like, if not dis
interested, effort.

♦ ♦ ♦
In the Wm. II. Rankin Company 

there is room for only the one kind of 
efficiency.

Study this company’s work; talk with 
its customers about results; and you 
will know that it is a workable sort of 
efficiency,—the sort of efficiency which, 
when translated in terms of work pro
duces the high character of service for 
which the Wm. H. Rankin Company 
is noted.

For example, it brings from this 
Company's customers letters, like the 
following, recently received from Mr. 
G. V. Radoye, Director of Advertising, 
The Haynes Automobile Co., Kokomo, 
Ind.

“The I lavnes Automobile Co., isnow 
entering upon its seventh year of asso
ciation with the \\ m. H. Rankin Com 
pany, we must say we feel that you 
fulfill to the highest possible degree 
the ideal relit onship between the 
advertiser and the advertising agency.

“You are as much a part of our 
organization as our Sales or Advertis
ing Department, and every department 
of your business in New Y ork or Chi
cago is heade-J bv efficient men, anxious 
to handle our adv«, rtising and merchan
dising problems efficiently.”

♦ ♦ ♦
The efficiency of the Rankin Com

pany is the product of the voluntary co- 
opvration of thinking, willing, con- 
unfed, interested workers.—workers 
who are always brimming with enthus
iasm and initiative for the best interests 
of the Company and its customers.

Wm.H. Rankin Company
WILLIAM H. RANKIN. President WILBUR D. NESBIT, 1st Vice-Pres.
H. A. GROTH, Treasurer ROBT. E. RINEHART. 2nd Vice-Pres.

MYRON C. PERLEY. Secretary
Associated with Chas. F. Higham, Ltd., London, England

50 Madison Ave., New York—Telephone Madison 1815
CHICAGO . WASHINGTON . LOS ANGELES - SAN FRANCISCO

Straws show which way the wind 
blows—and even such a relatively un
important thing to the outside world 
as a letter from one of this Company's 
employees shows the direction of indi
vidual interest.

The following letter was received just 
a few days after the first of the year, 
from a man in the Rankin Company's 
print shop. Read it—it is illuminating:

‘ I thank you very much for your 
New Year’s card with its many good 
wishes.

“After receiving so many gifts and 
cards from your company, I f, el it is 
my duty for once to express myself.

“After working over 1,000 nights in 
the printing office, I find it a real 
pleasure and an honor to be a member 
of your organization.

“The principals not only appreciate 
every' individual’s work and effort, but 
understand how to bring out the --very 
best in each man.

“My New Year's resolution is to 
work harder than ever—every minute, 
every hour and every night.

“Ju this time of unrest and discon
tent, mutual distrust and recrimina
tions, you can be proud of not only 
having the best advertising organiza
tion, but a contented and united 
organization, where every member is 
thankful and happy.

“Thanking you for all your kind
ness, I am”

This letter breathes the very spirit of 
the Rankin organization.

It is the sort of spirit making for an 
efficiency that our customers are glad to 
get and we are proud to give.

And just as the writer of this letter 
implies when lie says, “In this tune of 
unrest and discontent, mutual distrust 
and recriminations, you can be proud 
of not only having the best advertising 
organization, but a contented and united 
organisation, where every member is 
thankful and happy”—we are impelled 
to ask—

Isn 't this the ansauer?

We are very glad to be enabled to 
offer to advertisers the services of an 
organization of this sort.

We should like to discuss with you 
how this organization coul I help you in 
your advertising and selling problems.

We have complete advertising organi
zations in both New York ami Chicago, 
with branch offices in Washington, 
I). C , Los Angeles and San Francisco, 
making our service national in every 
respect.

Write wire or telephone to the Wm. 
II. Rankin Company, 50 Madison Ave., 
New York City, N.Ÿ., 'phone, Madisou 
Square 1815.

Established IS99
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Building A Complete Technical Sales Campaign
(Continued from page 6)

as well as in the technical and 
trade fields.

AN ILLUMINATING CHART

The chart especially reveals some 
of the effects of the magazine adver
tising which are not at once appar
ent. For instance, the salesmen in 
approaching a machinery manufac
turer naturally go to the engineering 
department, purchasing department 
a nd sales department. However, 
they are seldom able to see all of 
these men and there are other de
partments with whom the sales
men can never come in contact. 

1 he advertising has, as shown bv 
the chart, reached in "through the 
lines,” so to speak, and has gotten 
to ex ery man in the machinery man
ufacturer’s organization from the 
general manager doxvn, and has im
planted the idea of Lincoln motors 
in his mind regardless of whether 
he desired to receive it or not. What 
is of more importance, this adver
tising has gone out to the 268,000 
plants which use machinery and 
has carried the idea that Lincoln 
motors are good motors to the 
minds of the general manager, en
gineers, purchasing agents, superin
tendents. electricians and even to the 
foreman and workmen themselves, 
who are not by any means the least 
important factor in the sale of 
motors.

\\ hether the machinerx- manufac

INDIANAPOLIS
has highest retail per 
capita buying power in 
country. There’s hardly 
a family in the city who 
doesn’t read every evening

The Indianapolis News
First In America In 3c Evening Field

New York Office FHwr T cahu t t Chicago office
dan A. Carroll ' ‘ . M ° ' j. E. Lutz

Advertising Manager .Tribune Building First National Bank Building

turer -is influenced direct by Lincoln 
advertising or not, he is bound to 
fie influenced by the fact that the 
plants xvhich use his machinery 
know Lincoln motors, speak favor
ably of them and often request that 
machines be furnished with them.

Still another effect of the maga
zine advertising is upon the outside 
experts, such as engineers, archi
tects, etc., and there is evidence to 
the effect that these men haxe been 
converted not only by the advertis
ing itself, but by the demands which 
come to them for information on 
Lincoln motors.

THE RESULTS
Now, as to the general results 

secured by Lincoln advertising. 
There has been no particular at
tempt to trace the actual results in 
specific sales from specific inquiries, 
but what has been watched more 
carefully is the general effect upon 
the sales and sales force and the 
effect upon the position of the com
pany in the industry and the fol
lowing are the facts regarding this.

The Lincoln Company is practic
ally always counted as one of the 
several manufacturers of large mo
tors from whom bids must be se
cured in order to haxe a complete 
showing. In other words, Lincoln 
motors are considered as one of 
the standard which in itself is the 
most vital thing.

The salesmen are no longer asked 

"\\ h<i is Lincoln.''' The buxer 
1 nows from the start what firm the\- 
represent and he has at least an 
idea of the responsibility of that 
firm, xvhich formerly required five 
or six months of the salesmen’s 
time to establish, if indeed, he 
could do it at all.

Many large manufacturers of ma
chinery haxe standardized on Lin
coln motors and in their own ad
vertising feature the fact that their 
machines are equipped with motors 
which "fit the machine." Other 
manufacturers readily accept these 
motors as one of the standard 
motors and offer it to their custom
ers as one of the fexx- makes from 
which to choose.

There, of course, have been other 
effects from the advertising, such 
as would naturally be expected 
and effects with which every adver
tising man is familiar, such as the 
standardizing of selling efforts along 
certain lines—the high morale giv
en to the sales force, etc.

There is just one rather unusual 
effect which may be of interest and 
that is the fact that advertising 
has lessened by a great deal the 
amount of repair service which the 
company has to render on its mo
tors, regardless of the fact that 
there are many times as many 
motors in service as there were 
when the advertising commenced.

The facts of this seem to be that 
when trouble was experienced with 
a Lincoln motor, the workman at 
once jumped to the conclusion that 
it was the motor, because they did 
not happen to know that particular 
make of machine. Consequently, 
they would at once call an expert 
to find the trouble, without looking 
to see whether the motor had even 
been oiled.

Today it seem- that when some
thing goes wrong xvith a Lincoln 
Motor, the workman feels that it 
might possibly be a fault of his 
own and is more careful about re
porting trouble until it is actually 
known to exist.

Another most interesting effect 
has been upon the sale of Lincoln 
Arc Welders, a special apparatus, 
made by the same company, but 
this is another story and space will 
not permit going into it at this 
time.

Former Reo Advertising Manager 
With “New Way”

F. I.. Waite has been made assistant 
sales manager in charge of advertising of 
ihe “New Way" Motor Co., Lansing, 
Mich. Waite until recently was advertis
ing manager of the Reo Motor Car Co, 
which position he held for seven years.
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WORLD'S ADVERTISING CONVENTION, JUNE 6 to 10

A Courteous City!

INDIANAPOLIS is not the largest 
city in the world. It may be only 

third in the hog packing industry. 
In automobile manufacture it is 
second, though first in .quality car 
production. It may be only fifth in 
the publishing business. But it is a 
courteous city. They say “Thank 
you ” in Indianapolis.

This is only natural. Indianapolis is the center 
of population. More cities of over 30,000 pop
ulation can be reached in a night’s ride from 
Indianapolis than from any other city in the 
country. Indianapolis is a selling city. It has 
the selling idea. It_ is therefore courteous.

CENTER OF
DISTRIBUTION/ ,

Come to the World’s Advertising Convention of Asso
ciated Advertising Clubs of the World at Indianapolis, 
June 6 to 10. You can find out about Indianapolis and 
its possibilities. You can also find out a lot of things 
about advertising and selling at this great brass tacks 
business convention.

This advertisement published by 1920 Convention 
Board, T e Advertising Cl ib of Indianapolis.

INDIANAPOLIS
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'Of Course the Farmer 
Reads in Summer!”

“Therefore, Why Not Summer Advertis
ing ?” Asks a Farm Paper Publisher 

By S. E. LEITH
New York Manager, Associated Farm Papers

ALL this doubt about the farmer 
rt ading his trade paper during 

the summer—the season in which he 
most needs its assistance—is ridicul- 
ow . That is my belief, and I can

give a list of names of summer ad
vertisers as long as my arm to prove 
that there are plenty of sound, sane, 
solid business men who are backing 
the same belief with their monev.

Fortify Your Present Market 
Against Future Competition

And be ready for the period that is rapidly approaching 
when the supply of goods in many lines will exceed the 
demand, when competition will be keen again, and when 
manufacturers will have to do more than quote prices.

OUR PREMIUM SERVICE TAKES 
CARE OF THIS SITUATION

IT IS “GOOD WILL ADVERTISING”
It insures continuous buying on the part of the con
sumer, because he receives a direct monetary return 
for money expended. Quality and price being equal 
he will insist on such brands.

A o stock to carry. A o detail to worry over. No investment 
for premiums. You pay after the sale has been made.

I he following firms that we serve are a few that may 
be referred to:

1 lie Nestles Food Company
Lever Brothers Company
The J. B. Williams Co.
Foulds Milling Company
Federal Snap Fastener Corporation.

If you have a trade-mark product, write or ’phone.

THE PREMIUM SERVICE COMPANY
50 and 52 Franklin Street, New York, N. Y.

ESTEN W. PORTER, President and General Manager

F. W. HUTCHINSON, Sales Manager

Telephones—Franklin 1130-1131

\\ hat kind of men are supposed to 
be farmers.' Few Easterners realize 
that there are more honest-to-good- 
ne ss business men on the farms than 
are to be found in any other one walk 
of business life in America.

Many Eastern advertisers seem to 
judge the farmers of the United 
States by what is seen when one goes 
into the wilds of Maine for a sum
mer vacation.

But they don’t judge the business 
of Manhattan Island by the few Chi
namen found in Mott street, or what 
prevails along Third avenue.

Why judge the farmer of the 
United States by what is seen in a 
few Eastern States, where the aver
age value of all farm property runs 
fiom $3,330 in Maine to $1,995 in 
Georgia? Why not think of the 
farms of the West where the aver
age value of farm holdings is reallv 
representative ?

As in California where thev reach 
$18,308; Iowa, where they stand at 
$17,250; Nebraska, at $16,038; Illi
nois, at $15.505?

In most of the Western States, the 
farmers can sell out and move away 
with more actual cash than the aver
age man doing business in Manhat
tan would have if he were forced to 
sell. Is it likely that farmers of this 
type disregard the value of reading 
in the summer months?

According to the iqto census fig
ures. there are 50.135 farms in tbe 
United States, containing more than 
1,000 acres of land. Of this num
ber there are only 1,228 in the whole 
of New England, New York and 
Pennsylvania. It requires a business 
farmer to make a success of a thous
and acres or more.

50,000 BUSINESS FARMERS

What do you suppose these 50.000 
business farmers think of as they go 
about their work; as they sit hour 
after hour on the mowing machine, 
reaper or tractor? Is it not fair to 
think that they are planning for the 
investment of the monev that is go
ing to come through their crops?

They are vitally interested in these 
crops, and. for that reason, you will 
find them spending part of their 
noon recess reading over the farm 
paper, which tells them just what to 
do at that time with that particular 
crop.

Of course thev read in summer!
Many space buyers seem to feel 

that June, July and August are the 
hardest months of outdoor work. 
Starting down South and coming 
North, one will find that the farmers 
are quite as much overtaxed during 
the months of March. April and
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Mav, when thev are compelled to do 
ihe hard work of preparing the soil 
for the crops. In June, July and 
August, farmers get a little lull in 
heavv work, between the time of 
[■¡anting and harvesting the crop.

\\ hy not summer advertising to 
attract them then.

What about the important fall 
work and the supplies it demands— 
plowing, harrowing, disking, fertiliz
ing and seeding supplies? When 
will the farmer be influenced by the 
advertisements of those essentials if 
be does not read during the summer 
months ?

And then for the non-agricultural 
advertiser, what about the fact that 
all through the summer months the 
farmer is making frequent trips to 
the market with perishable crops, 
vegetables, fruits, poultry, eggs and 
butter? Then he has the monev- and 
that is just the time an advertise
ment in his favorite farm paper may
be the suggestion needed to make the 
deal.

The farmer cannot afford not to 
read in the summer time: Why- there 
is more real, live, up-to-the-minute, 
strictly timely- news in one summer 
issue of these farm papers than you 
will find in a whole month of the 
winter.

Can it be possible that the farm 
women, yy-hom it is most essential 
that the advertiser reach, do not read 
the farm papers in summer time for 
their canning recipes, fashion notes, 
items of interest about their flower 
gardens and their fall house clean
ing?

Here are a few leading advertisers 
found in the issue of one farm paper 
of July last year:

Several firms that se'l limestone.
Seedsmen who sell fall seeds.
Stove manufacturers, who do their 

heaviest advertising in July, August 
and September, so that thev will be 
there when wanted for cold weather.

Paint manufacturers who believe 
in advertising when farm buildings 
are dry- and their product can be 
used to advantage.

Big packing and food concerns.
Axle grease manufacturers.
Automobile makers and manufac- 

uirers of allied products yvho sell 
very- heavily to farmers through sum
mer advertising.

It is acknowledged that the farmer 
does less writing during the summer 
months than he does in yvinter. but 
I do not believe that his interest in 
publications slackens up, or that he 
slackens up on anything pertaining to 
the advancement of his business— 
which is farming.

Cleveland Publishing House Hohls 
t onv eution

The annual convention of the busincs- 
and editorial representatives of the Pen
ton Publishing Co., Cleveland, was held 
at Hotel Statler, Cleveland, March I ) 
and 20. John A. Penton, president of the 
company, presided, and about loo repre
sentatives, including those in branch of
fices in Xew York. Chicago, Pittsburgh, 
Washington and Poston were in attend
ance. The first day was devoted to a 
discussion of problems related to adver
tising and circulation, and on the second 
day editorial work and policies received 
attention. The get-together meeting of 
the Penton family closed with a banquet, 
a feature of which was the presentation 
of prizes for promotion work. The Pen
ton Publishing Co., publishes several trade 

SYSTEMS BOND
" The Rag-content Jofi-dried Taper at ihe Reasonable Price "

The Silent Salesman
Business letters are considered the silent 
salesnlen of the world.
A business letter on a grade of paper that 
does not come up to the mark is like a sales
man who is dressed in shabby or neglected 
clothes.
A salesman who is dressed in shabby or 
neglected clothes and a letter on a poor 
grade of paper may have some selling 
power but their results will not be as good 
as if the salesman was neatly dressed and 
the letter was on paper that would be a 
credit to any firm.
SYSTEMS BOND will make your letters 
look bettor.
A request on your letterhead brings sam
ples.

EASTERN MANUFACTURING COMPANY
General Sales Offices :

501 Fifth Avenue :: New York
Mills at Bangor and Lincoln, Main*

journals, including 77ie Iron Trade Re
view, The I an,dry, The Daily Iron Trade 
and Metal Market Report, The Marine 
Review and Power Boating.

Mrs. McCormick’s Beauty Cream
Advertising orders are being sent out 

to newspapers for Mrs. McCormick’.; 
Beauty Cream by the Chambers Agency, 
Xew Orleans.

Frailey Has Five Xew Accounts
XTew accounts now being handled by 

The Frailey Advertising Company-, 
Youngstown, Ohio, are The General In
surance Agency Company, The Industrial 
Securities Co., The John Brenner Jewelry 
Co., The >harp Lumber Co., and The 
Youngstown Pressed Steel Co.
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Big Ad Campaign to Win Millions 
for New York University

COXFIDEXT that the youiij;
men studying advertising at 

New York University are fully qual
ified to put their knowledge into ac
tion. the authorities of that great in
stitution have placed into their hands 
the conduct of an advertising cam
paign to be inaugurated within the 
next few weeks for the purpose of 
"paving the wav" towards obtaining 
a $6,450,000 endowment. From plan 
to copy the work will lie carried out 
bv students—voting men, however, 
who in the majority of cases are en
gaged during the dav in advertising 
lines. For some time back. Professor 
(ieorge Burton Hotchkiss, head of 
the Department of Advertising and 
Marketing, has persistently advo
cated that the University advertise 
its needs, and it is due to his efforts 
that the trustees appropriated a sum 
of considerable size.

NEWSPAPERS To BE USED

Through the Blackman Company, 
it has been decided, to spend the 
greater portion of the money in news- 
pa)>er>. and a smaller amount in lith
ographed window cards. A series of 
advertisements, 3 columns bv 12 
inches high, will run for six weeks in 
four New York morning papers— 
The Times, Tribune, Sun and Her
ald, and The II 'arid. To get the 
maximum results from the news

15,000 Inches About Rotary
• During the last, week of February, designated as Rotary week in celebra

tion of the fifteenth anniversary of Rotary, 15,000 inches of publicity was given 
to this organization by the newspapers of United States and Canada in edi
toi als and pure reading matter.

• An organization which can command such a large amount of unpurchas- 
able publicity must be composer! of men whom it would be worth-while to 
know and to do business with. You can reach these men thru

THE

ROTARIAN
Magazine o/ Service

Published Monthly by the International Association of Rotary Clubs

; CHICAGO . Idvcrtising Manager
W'iii- W UmN iwiixi Cwat Britain Frank R. Jennings

I n-• .7th St., New York Thos. Stephenson ho So. Michigan Ave.. Chicago
6 So Charlotte St., Edinburgh, Scotland

Subscription price: $1.50 in C. S. A. and Cuba: $1.75 in Canada; $....... in all other countries.

Member Audit Bureau of Circulations

paper work a set of three placards 
similar to the Liberty Loan, War 
Stamp and Community Service 
cards, will be displayed in the win
dows of over 2,500 merchants. 
Backing this advertising will be the 
word of mouth recommendation of 
over 10.000 students and an even 
larger alumni. To carry out the 
plans a group known as the New 
York University Endowment Fund 
Advertising Department has been 
formed. Finlev Shepard and James 
Abbott, as council members, are at 
the head. (Ieorge Burton Hotchkiss 
is chairman of an advisory commit
tee on which are: John Anderson, 
Bruce Barton, Oscar H. Blackman, 
James I’. Mooney, Bruno A7. Ran
dolph, J. Frank Smith and Harry 
Tipper.

The Students Executive Commit
tee which is composed of eleven men 
with practical experience in advertis
ing work is as follows: Otto Klepp
ner, chairman : Wm. H. Schleicher, 
secretary; A. W. Morrison, W. B. 
Parsons, J. Louis Meyer, Ralph Ros
enthal, Ralph N. Hamilton. J. A. 
Frank, Sol L. (loldberg, Fred T. 
Koch and (Ieorge Roosevelt.

( >rganized in this manner, all ef
forts will be directed towards mak
ing the public realize the vital part 
that the University plays in the civic 
welfare of the great metropolis, and 

the importance of its needs. New 
I orkers will actually have to be told 
where the colleges are, for how many 
know? They will be shown how the 
nine colleges span the city, touching 
at four points: University Heights. 
Washington Square. Bellevue and in 
Wall Street at Trinity Church, and 
how they fill the city’s demands hv 
educating over one-quarter of those 
who seek college training. The 
schools where preparation for work, 
ranging from Commerce to Medicine 
is available, will each be described 
and the identity of New York Uni
versity will be made clear through
out. Many people, it appears, not 
only are not acquainted with the lo
cation of the big organization, but 
have a vague conception that wher
ever it is, it is associated with the 
State or the Citv College of New 
York. The fact that the colleges are 
coeducational will also be brought 
out. That over 500 students desir
ing education have been turned awav 
from the University's doors on ac
count of the lack of space and teach
ing facilities will be emphasized. 
And finally how the money will be 
applied to the immediate needs is to 
be carefully explained.

HISTORIC ANECDOTES A FEATURE

Institutional copy of this type will 
be made interesting bv "plaving up" 
features of the University's life. 
I his will be accomplished largely by 
anecdotes of a historic nature. It 
will be related how fohn Jacob As
tor. Robert Hoe. (Ieorge (Iriswold, 
and others, by subscribing to the first 
endowment fund were instrumental 
in founding the democratic institu
tion, how Morse perfected the tele
graph within its walls and the man
ner in which Draper discovered the 
science of photography there. The 
story of the Hall ol Fame and sim
ilar themes will all prove interesting* 
to newspaper readers. A slogan will 
lie carried through the campaign, and 
the corporate seal will be displayed 
in each advertisement according to 
present plans.

I he advertising is not expected to 
bring direct results, but is intended 
to help the campaigners who will fol
low up the advertising in concerted 
effort. Civic pride once awakened, 
everv liberal minded man and wo
man will do his share in contributing 
to a most splendid cause.

“Drug Topics” in New Quarters
The business and editorial offices ol 

Drug Topics, “the national magazine of 
the drug trade,” have been moved from 
So Fullon Street to the Evening Mnil 
Building, 25 f ity Hall I'Imv. Xew '1 oik.
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Ramsay Addresses Advertising Stu
dents at New A ark University

Robert E Ramsay, director of sales 
promotion and advertising for the Amcr- 
i an Writing Paper Co., addressed stu
dents of advertising at New York I Di
versity, Wednesday of last week on the 
subject oi “'Direct Mail Advertising and 
House Organs." Mr. Ramsay’s lecture 
is part of a -erics which has been ar
ranged by Professor Hotchkiss. S. E 
Leith, New York manager of the As-o- 
ciated Farm Papers and vice-president 
of the New York Advertising Club, re- 
eently spoke on “The Farm Market and 
How to Reach It." In the near future 
C arl Hunt, director of the Extension 
D ision. A. A. C W.. will talk on 
"Truth in advertising.” and Maurice 
Switzer, advertising manager of the 
K< 'ly- •springfield Tire Co., will make 
his subject, “Humanizing Advertising.”

$600,000 to Be Spent Advertising 
Grape Syrup

The Golden State Product- Company, 
through Emil Brisacher, advertising en
gineer in San Francisco, will launch 
within the next few weeks a national 
advertising campaign in which more than 
$600,000 will be pent in advertising a 
grape syrup. George H. Kegg, a San 
Francisco commercial artist, was awarded 
in competition the arl work which is 
to include eighteen full pages in color.

Direct by Mail Specialist Heads 
Million Dollar I irm

H. P. Didriksen, direct mail sales 
specialist, has severed connections with 
the Templar Motor Corporation of 
Cleveland, Ohio, as director of fiscal 
advertising, to devote his entire time to 
the promotion of the Kentucky Tire & 

Rubber Association, a million dollar 
corporation of Louisville Ky., of which 
be is president. Construction of the 
company’s factory will begin within sixty 
days which will be devoted to the man- 
nfacluring of Blue Grass Kurd Tires.

I Idland Becomes Advertising Man
ager of Sacramento “I nion”

J. M. Clclland. formerly on the ad
vertising staffs of several Northwestern 
newspapers, has become advertising 
manager of the Sacramento Union. The 
Union was recently bought from John 
Craig by Ben S. Allen, who had been 
editor of the Union. S. M. Miles, 
formerly advertising manager, has been 
appointed business manager to succeed 
Craig. S. Mervin, formerly assistant ad
vertising manager, has bten made cir
culation manager.

Two Accounts for Campbell-Ewald in 
New York

E St. Elmo Lewis, vice-president and 
eastern manager of the Campbell-Ewald 
Company of Detroit, announces that 
an. ing the accounts recently received by 
the New Y’ork office is that of the In
dustrial Extension Institute, an organiza
tion which handles a course of instruc
tion in factory and industrial manage
ment. and the Walter Kidde & Company, 
construction engineers of New Y’ork 
< ity.

Newspaper Group Acquires Paper 
Mill

The Watab Pulp and Paper Company 
of S irtell, Minn., located on the Miss- 
i-sippi River about sixty-five miles from 
Mineapolis. has been acquired by a stock 
company of which David E. Town, gen
eral manager of the Shaffer Group of 
Newspapers, is president. A new incor
poration. it is understood, will shortly 
be made, changing the name to the 
Watab Paper Co.

Atlas I uncnt Appoints Sullivan to 
Direl House <trgans

Edwin L. Sullivan of the Atlas Port
land Cement Company has been ap
pointed to take the place of J. M. Yrm- 
-trong in the production of the com- 
pan'S three house organs: The Atlas 
Almanac, The Contractor’s Atlas, and 
the Atlas Circle. Mr. Sullivan is an ac
tiw member of the Junior Advertising 
Club of New Y’ork, being chairman of 
the publicity committee and a member 
of the executive council.

Granby Phonograph to B< Advertised
The Granby Phonograph Corporation, 

Norfolk, Y'a., will advertise their phono
graph extensively under the trade name, 
(Granby, and through the Philip Kobbe 
Company, Inc.

"Field & Stream” Places Advertising 
With Agency

An advertising campaign for Field & 
Stream, national outdoor magazine pub
i -hi ! in New Y'ork. will be directed by 
tl e Lamport-MacDonald Company of 
South Bend, Ind., according to a recent 
announcement.

The Lamport-MacDonald Compain ha- 
p.lso teen awarded the account of C. G 
C onn, Ltd.. Elkhart. Ind., manufacturers 
of band instruments.

To Readers of Advertising & Selling:

Advertising men invariably are 
interested in every issue of LIFE 
because it is the exponent of more 
new thoughts, pictorial and text, 
than any publication.

This is the reason for its high 
power reader interest and high 
power advertising value as proven 
by results advertisers receive from 
LIFE.

Readers who not only believe in 
LIFE but have the means if you 
have the merchandise.

Can wc offer more?

Watch LIFE!
Gee. Bee. Are

LIFE'S Advertising Manager, 31st St., West. No. 17. New Y’ork 
B. F. Provandie, Western XIgr.. Marquette Bldg., 1537,Chicag
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HELP WANTED
A large manufacturing plant, lo

cated in New England, needs services 
of two bright young men; one to 
handle details of production of adver
tising material, the other to assist in 
creative work principally. Fair salary 
to start, good opportunities. Address 
with full details, salary desired at 
start. Box 273, Advertising & Selling.

Will pay cash for small, well- 
equipped advertising agency. Ad
dress Box 272, care Advertising & 
Selling.

“SAIL-ME” Airplane
Flics gracefully as a bird 

and does the stunts of an ex
pert aviator.

“Sail-ME” Airplanes are 
the biggest little things of the 
year in the advertising nov
elty field. Mails flat in an 
envelope—easily and quickly 
assembled.

Send 15c. for sample—quantity prices very low.

Your advertisement printed on the wings of the plane 
makes a very unique, attractive and effective advertising 
novelty.

C. J. VAN HOUTEN & ZOON
Distributors

NEW YORK CHICAGO

The Men and Women Who Make 
Our Mediums

(Continued from page 16) 
nold is the better man, for at least 
he had courage, thought he had a 
grievance and risked his life on the 
event. ‘1 believe this with my whole 
heart and Eave no choice.' "

No further words of mine are nec
essary. He is not content with feel
ing these things himself—he must 
pass them on to the rest of us who 
need them sorely. To the youth, 
aged and elders, of .America he has 
been striving to inculcate in us a 
great knowledge, and thorough 
knowledge: love of America.

Hear what he told his writer 
friends on this' subject some time 
ago.

ANTIPATHY TO HISTORICAL “SOP”

“Don’t you think that, in these for
mative years, it would help a little if 
the American people had their inter
est revived in America’s past—in the 
men and deeds that have built up 
the nation now entrusted to our 
hands? Would this not help build 
up the nation's morale? Native
born Americans have reacted against 
the sugar-coated school histories. 
Yet even the most sophisticated of 
us can get inspiration from Amer
ica’s past if rightly presented. And 
our foreign-born, God knows, are 
too little familiar with our country’s 
history and traditions.

“We know the years following the 
war will be a critical stage in our 
country’s development. Won't there 
be need of every possible factor 
working toward good ?

“How much educative and propa
ganda power do you credit to fiction 

stories ? They seem to me a tre
mendous force for good or evil, and 
one that is too much overlooked. If 
you try to preach to a man—well, 
most people don't like to be preached 
to. But tell him a story. He likes 
stories. And he listens in a non
argumentative frame of mind. You 
can tell him lots of things in a story 
that he wouldn’t listen to in anv other 
way.

“There is the whole case. Don’t 
you see decided value and service in 
writing fiction stories that make read
ers more familiar with tne past that 
is part of our future; that give them 
good trnHitions and good examples 
to live up to; that show how our 
cixilization has been hewn out of the 
wilderness and that a thing worth 
such blood and sweat is worth main
taining and bettering?

"Recently a writer wrote me he 
liked Adventure because it was the 
only magazine with the policy of pre
senting in its stories the development 
of America. For years I’d partic
ularly sought stories of America’s 
past, as you know, but it took that 
letter to make me see the full possi
bilities.

“.Adventure is not going to change 
its character and it will keep on buy 
ing all the kinds of stories it has 
been buying, but from now on it will 
do its ¡rest to set forth, in fiction, 
the development of America. It 
wants the “making of America” 
stories. And America has been mak
ing for at least 400 years and in 
many thousands of ways.

“Not fiction made dull with his
tory, but history made interesting, 
alive and inspiring through fiction. 
Not history decimated to mere color, 
but, so far as it is used at all, ac
curate and illuminating.”

“By their deeds shall ye know 
them”—so by Arthur S. Hoffman’s 
intense Americanism, by his ability 
to get close to people, he has built up 
a medium that has done its very great 
“bit” in welding mam people to
gether. all over the world.

I f a man may be said to be known 
by the com],any he keeps, then Ar
thur Hoffman is a many-sided per
son. and just so much as he imbibes 
the good qualities of those he knows 
so intimately by reason of his edit
orial position, just so much more he 
is enabled to give of himself to those 
people the good that is in him.

For the rest, he lives in White 
Plains, N. Y., and when he can steal 
a moment from his multitudinous 
duties he loses himself in the great 
romance and adventure that is found 
on his little farm, in digging into 
Mother Earth and making things 
grow out of her.
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Agnes Carroll Hayward to Specialize 
on Food Advertising

Agnes Carroll Hayward, former food 
expert, copy writer and member of the 
plan department of the J. Walter Ihomp- 
son Co., in Chicago, has opened an office 
at 0 North Michigan avenue, in that city, 
to specialize on food advertising and wo
men’s accounts. Airs. Hayward is known 
for her work on the Libby, McNeill & 
Libby and the Swift advertising. She is 
also doing magazine work, her articles 
appearing in Woman's II arid.

St. I ouis Frade Press Elects Officers
At the annual meeting of the St. Louis 

Trade Press Association, held recently, 
at the American Hotel, the following of
ficers were elected lor the ensuing year:

Michael Levy. The Drygoodsman, pres
ident; George j. Shulte, Interstate Grocer, 
vice-president; H. S. Tuttle, Furniture 
.VciiX treasurer; Hugh K. Taylor, Lum
ber. secretary. It was voted unanimously 
to hold monthly meetings hereafter and in 
line with suggestions made by President 
Levy, to cooperate more closely and ac
tively in the future in promoting the com
mercial and industrial interests of St. 
I.ouis and its trade territory.

Advertising Agency Adds to Board
A change in the board of directors of 

the Lamport-MacDonald Co., South Bend, 
Ind., has been announced by W. K. Lam
port, president of the company. H. W. 
Fox and A. R. MacDonald, both well 
known in advertising and journalistic cir
cles, are new members of the board. Mr. 
Fox has been appointed treasurer of the 
company.

Mr. MacDonald joined the Lamport
MacDonald C o., upon his return late last 
summer from France where he served as 
a first lieutenant of infantry. Mr. Fox 
has been in charge of the copy depart
ment of the agency for the past two years.

A New Foreign Advertising Agency
William Kennedy, formerly advertis

ing specialist with Critchfield & Co., 
Chicago, is now president of a recently 
incorporated company, bearing his name. 
The agency which is located at 208 So. 
I a Salic Street, Chicago, will specialize 
in foreign merchandising and adver
tising. —
Music Merchants Enter New York 

With lotnur Advertising Man as
Secretary

C L. Dennis, formerly engaged in the 
advertising business, and who is now 
secretary of the National Association of 
Music Merchants. has closed die organ
ization’s office in Milwaukee, and estab
lished headquarters on Thursday with 
the Music Industries Chamber of Com- 
mvrec. 105 West 40th Street, New York.

“Pacific Laundryman” Moves to San 
Francisco

The publication office of the Pacific 
Laundryman has been moved to San 
Francisco in order to be closer to the 
center of the Pacific Coast territory which 
it serves. Its former headquarters were 
at 504 McCrary Building, Seattle. The 
new quarters are at 339 Pacific Building, 
San Francisco.

Founded in Seattle in 1914 by Albert 
G. Stamm, its present editor and pub
lisher, the Pacific Laundryman has con-

Charles C. Given

JAMES ADVERTISING _ XGENvY
INCORPORATED

Charles C.Green
Pres, und Treas.

has acquired a very sub
stantial interest in the
HE. James Advertising 
Agency Inc.,110 WJ9tJlSt.and 
has taken over the complete 
business management.

On account oi change in 
ownership the corporate 
title will be changed to the

On or about April 19— 
new and larger quarters 
will be occupied at

J5O FOURTH AVE.
New York.

New Name • New Address • New Phoneï

slantly grown in importance and prestige 
as the official organ of the various state 
Associations of the Pacific Coast, West
ern, Northwestern and Southwestern 
states, and as such has furthered the pro
gress of organization among the laundry 
owners of the West Coast. In the move 
to San Francisco the Pacific Laundryman 
plans to aid in the organization work for 
the big convention of the Laundry Own
ers' National .‘Association, to be held in 
the Golden Gate metropolis, October II 
to ib.

Hopkins Represents “American 
Architect

Stephen V. Hopkins, formerly adver
tising representative of the Metropolitan 
magazine and the Textile World Jour
nal. has joined the resident advertising 
force of The American Architect in 
New Y’ork.

Mayers Dealer Service Appoints 
Production Man

The J. R Mayers Dealer Service Co., 
Inc., announces the appointment of \\ 
W. Carter as production manager. Mr. 
Carter was formerly a manufacturer and 
publisher of advertising post-cards, and 
more recently assoi iated with Sackett, 
Wilhelms Corporation.

fé 

I

- James Advertising Agency 
INCORPORATED

450 Fourth Ave.
NEW YORK

Phone Madison Square 22oo
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Collegiate Special Advertising Agency, Inc. 
503 Fiflb Arenue. New Verb Established 1913 

Chicago office : 110 So. Wabash Ave.

A Fertile Field for 
Shaving Soaps

Oxer b,ooo retail cutlery dealers and 
hardw-are dealers whose cutlery sales are 
important enough to warrant them 
studying the market read The Amer
ican Cutler—the official monthly mag
azine of the American cutlery trade.
The dealer who sells a man a razor 
should also sell your shaving soap or 
powder, if you cultivated his goodwill 
through the advertising pages of The 
American cutler.

The American Cutler
15 Park Row New York

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 

We solicit your account 
JAMES T. CASSIDY

206 No. Front St., PHILADELPHIA. PA. 
Write for our paper “FACTS”

In every large institution THE 
SALES MANAGER-Monthly 
will be found on the desks!**** 
of “Sales Managers”—^***1*!! A

Better 
selling means 

better pay.
25c a copy—$3 a year

The William Edward Ross Service, Inc.
1414 Sun Bldg., New York City, N. Y.

because it makes^*»****^ a ’ 
them bette */f A

OSTAGE
The 25c monthly magazine that 
tells how to transact business by 
mail -Advertising, Selling, Collecting»

Catalogs, Booklets, Circulars, Letters, Office 
Systems, Money Saving Ideas. Since 1916 the 
official magazine of The Direct Mail Advertising 
Association. 6 months $1.00 ; 1 year $2.00.
POSTAGE • 18 East I8ih St , New York City

New Hamilton Accounts
Robert Hamilton Agency is extending 

its service to include the business of the 
American Hard Rubber Company; 1. 
Stern & Company, manufacturers of 
dental supplies; and the War Records 
Publishing ( ompany, whose publications 
include the complete war records of such 
organizations and their members as the 
American Red ( ross, the United States 
Lawn Tennis Association, and most of ihe 
College Fraternities.

Sampson Is Advertising Manager of 
White & Wyckoff

A. H. Sampson is now the advertising 
manager of the White & Wyckoff Mfg. 
Co., makers of stationery in Holyoke, 
Mass. (i. E. Squier formerly held that 
position.______

Direct Mail Governors Meet
A meeting of the Board of Governors 

of the Direct Mail Advertising Associa
tion was scheduled to be held Friday, 
April 2, at the Winton Hotel, Cleveland, 
Ohio. Plans were formulated to obtain 
a permanent secretary for the association; 
to prepare for the departmental program 
which the division will give at the In
dianapolis Convention in June, and to 
complete the details of its own conven
tion, which will be held at Detroit in 
October. _______

Iishcr-Reubel-Brown Now Fisher
Brown

The St. Louis adxertising agency, 
known as Fisher-Reubcl-Brown, has elim
inated the name Rcubcl in its title. Mr. 
Rcubcl is now vice-president of the Chap 
pelow Adxertising Company in that city.

Lawson Charged With Illegal 
Advertising

Thomas \\ . Lawson, who described 
himselt as a “farmer and author" when 
arrested at Police Headquarters in Boston 
last week, surrendered himself to face 
charges of illegal mining stock advertis
ing. He was arraigned afterward and re
leased under $2,500 bail after a plea of 
nett guilty.

He was charged in four counts, as an 
officer and agent of the Manhattan Mining 
Company, with having given notice in an 
advertisement of an approaching increase 
in the price of a certain mining stock, 
without having filed a statement relative 
to the financial condition of the company 
during the fiscal year preceding.

St. Louis Junior Ad ( lub Awards Cup
C. B. Chase was announced as the win

ner of the suggestion contest of the Junior 
Cdvertising Club of St. Louis at a ban

quet given by the club on March 23. 
Chase was given a silver loving-cup, the 
donation of Louis Blumenstock, adver
tising manager of Slix, Baer &• Fuller Dry 
Goods Co. The jtidi es of the contest 
were Norman Lewis, of the Chappcloxx 
Adxertising Co., D. J. Reilly, Graham 
Paper Co. and J. P. Licklider. D’ \rc\ 
\d\ertising Co.

Splain Is With Martin V. Kelley Co.
John Splain, 11 was announced this 

week, joined the staff of the Martin V. 
Kelley C 1. on March 15, with headquar 
hr. al the New York office. JR- will act 
as an account executive.

THE JEWELERS’ CIRCULAR 
New York, has for many years 
published m o r e advertising 
than have the seven other 
jewelry journals combined.

Topeka Daily Capital
Sworn government report rtf- 0 4 7 
for 6 months ending Apr. * /

JLl/ /^> Publisher
TOPEKA, KANSAS

WORDS WIN!
For want of the right word many an 

appeal or description has suffered. Like 
the enthusiastic Frenchman's remarks on 
witnessing some notable scene: Superb! 
Sublime! Pretty Good!"

To all of us comes that moment "W hen 
words fail," and so to save us the tedious 
task of searching thru our ponderous 
Webster, we have compiled a handy little 
WEBSTERETTE, which gives you easy 
access to the choicest words that may 
be successfully employed in the making 
of a good advertisement or sales letter.

Selected Words For Selling
Contains the most expressixe and con

vincing words in the entire realm of 
human thought which may be used to 
express

Quality—Advantages Price
To the man who writes advertising or 

sales letters this little book is worth real 
money. Pocket size, so arranged that 
—ZIP!—you have before you a complete 
selection of those xvords which, if cor
rectly used, will influence your readers 
to your way of thinking. Price One 
Dollar. Postpaid.

DALL Pl BUSHING COMPANY
Denham Building Denver, Colorado

PAPER
The Manufacturers Journal

GOES into every paper and 
pulp mill in this country 

and Canada. It is read by the 
big production men in these 
mills and saved by them for 
future reference. It is the 
standard authority devoted to 
the subject of paper making 
and is recognized as such 
throughout the world.

PAPER is read by men who 
recommend and buy millions of 
dollars worth of equipment. 
Thej' use this publication as 
their textbook. If you have a 
product that can be used by 
this industry let us tell you 
hoxx PAPER can sell it for you.

PAPER, 471 Fourth Ave., N.Y. C.

GIBBONS KNOWS CANADA" |
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telephone 
numbers

Madison 
Square 
8517 
8518

GOTHAM STUDIOS INC 
111 East 24^ Street

New Yorhj
MAPIIN HL L M A N • Gfflajic^vy QytiàJb

û
Good. Better-. Bett. 

Jfeo&? Leb, it regt,. 
~Ji££ the Good ix Better 
Ona. the Better Beat,.

Calendar of Coming Exents
April 6-8—-Annual Meeting, The Manu

facturing Perfumers’ Association of 
the United States, Hotel Biltmore, 
Xew A'ork.

April 12-15—Convention of the American 
Drug Manufacturers’ Association, 
Xew A'ork.

April 13—Glazed & Fancy Paper Manu
facturers’ Association, Xew A'ork.

April 14—-Convention of the Writing Ta
per Manufacturers’ Association, Xew 
A'ork.

April 19-22—N'ational Metal Trade As
sociation Convention, Xew A'ork.

April 21-22—Annual Convention, Amer
ican Xewspaper Publishers’ Associa
tion. Waldorf-Astoria. Xew A'ork.

April 21-23—Convention of the Xew A'ork 
Associated Dailies, Xew A’ork. .

April 26 N’ational Association of Hosiery 
and Underwear Manufacturers' Con
vention and Annual Exhibition, Phila.

Sphinx Club Elects Ofiicers—Promin
ent Speakers Address Members

Robert Fitz Randolph Huntsman, pub
lisher of the Brooklyn S tandard-C mon, 
was elected president of the Sphinx Club 
at the 167th dinner of that organization, 
held at the W aldorf-Astoria last Tuesdax 
evening, March 30. Preston P. Lvim, 
George Ethridge, Clarkson Towl and Dan 
-Y Carroll were designated vice-presi
dents; Ihomas A. Barrett, secretary, and 
Robert Stuart Sparburgh, treasurer. W. 
R. Hotchkin, Samuel Moffitt. Corbett Mc
Carthy, Roger J. O’Donnell, W. \\ . Hul- 
lock, Colhn Armstrong, and E. D. (Gil>l>- 
were named members of the Executive 
( ommiltec for the coming year. Messrs. 
Lynn and Carroll were reelected to then
office of vice-president, and following the 
custom, George Ethridge, the retiring 
president, was elected a vice-president.

Hon. Abram I. Elkus and Health Com
missioner Royal S. Lopeland spoke on 
the work they are engaged in the way it 
applies to advertising men generally. W. 
Morgan Shuster made the League of Xa- 
tions his subject and Charles Dana Gib
bon spoke on the new policies of Life, 
the magazine he has just purchased. In’ 
this connection he made the interesting 
announcement that the publication would 
discontinue its present attitude toward the 
medical profession, the inference being 
that the campaign of manv years, against 
vivisection particularly, would be aban
doned.

Frank A. Grady With Males Agency-
Frank A. Grady, formerly of the H. 

K. McCann Company copy staff, is now 
W’itb the \\ ales Adxertising Co,, of New 
Aork, is assistant to IL Al Kiesewetter 
in the handling of the Michelin Tire 
and Disc Wheel I'ampaigns

Mr. < ijnrly. a graduate of Dartmouth, 
joined the French army early in 1917 
as duct 01 a convoy train in the Motor 
Transport Division. Later he was trans
ferred to the American Fixing Corps 
and served as a pilot for fifteen months.

Erwin, Masey Man, Goes to Hamilton 
Company

I. R. Seehof, formerly with Erwin, 
Wasey w Co., Chicago, has joined the

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. J.

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

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

Max- 18-20—Annual Convention National 
Association of Manufacturers of the 
U nited States of America, New York
City.

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

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

copy staff of the J. R. Hamilton Adver
tising Companv, also of that city.

"Kodak” Man Mith Cruinrine
H. A . R. Palmer, formerly- with the 

Eastman Kodak Company, is now di- 
rec'or of sales for the Arthur M. Crum- 
I me Adx ertising Agency, Columbus. 0

Stone Mill Dnect Sales of New 
Halladay Auto

A. P. Stone, for a number of years 
district manager at Cleveland for the 
Great Western Oil Co., became on April 
I. general sales manager of the, Halla
day Motors Corporation, which is build
ing the Halladay car at Attica, Ohio.

Lenmort Agency Moves
The Lenmore Advertising Agency, 

formerly located at 308 X. Michigan 
Boulevard, Chicago, has moved to Suite 
218-220 Pioneer Bldg., Chicago.

U. S. Navy Advertising
.Adxertising for recruiting for the 

I nited States Navy is being placed in 
the West by Matteson Fogarty-Jordan 
Company, Cunard Building, Chicago. 
1 he list, however, is made up by the 
Adxertising Agencies Corporation of 
New A ork. Unis tar. central and north- 
We-tern newspapers haxe received or
der^ and it is said that a farm paper 
campaign is also contemplated. It is 
the plan for ihe campaign to reach as 
large a rural circulation as possible.

Seven Kailroads Place Account.' Mith 
Agencies

Important activity is shortly expected 
in railroad adxertising in Chicago and 
ihe middle west. Reorganization plans 
are well under way and many new cam- 
paigtK are shortly to be announced. 
Among the adxertising connections of 
the railroads arc the following:

Baltimore & Ohio, W ni. II. Rankin 
Co.; Santa Fc lines. Stack Advertising 
Co.; Burlington lines. J. Walter Thomp
son; C hicago and Alton, Conover- 
Mooney Co.; Grand Trunk. Vanderhoof 
& Co.; New A'ork Central lines. Thos. G. 
Logan agencx. New A’ork; Chicago, Mil
waukie & St. Paul, Martin A'. Kelley Co.



Bridge that Sales Gap!
WHEN the consumer is at the point 

of buying your product or the 
product of your, competitor, choice is 
governed by source of supply.

Though he may know and want your 
product he must know where to get 
it. The vital need at the moment of 
purchase is a reference medium that 
will bridge this sales gap and guide the 
consumer to the nearest source of 
supply.

The most economical way is through

Donnelleys Red Book
THE NATIONAL BUYERS9 GUIDE and SALES CATALOG
Actual statistics show that, with minimum cost, through this reference 
medium you can reach:

The Buyer who knows your product but not who makes it.
The Buyer who wants your product but doesn’t know the 

local source of supply.
The Buyer who is dissatisfied with your competitor’s product 

and is seeking a new source of supply.
The Buyer who is new in the market and is not familiar with 

dependable sources of supply.

7 his recognized authority’ for buying goes into the hands of 100,000 executives who 
either control or directly-influence buying power; it lists and classifies 50,000 products 
of 15,000 American business concerns and tells where to buy their products. Its cir
culation is selected and carefully controlled exclusively by' the publishers in the interest 
of advertisers, and is positively guaranteed by the Audit Bureau of Circulation.
Your products and your services deserve to be listed in Donnelley’s Red Book and re
ceive the sales benefit and co-operation of this medium. A proven sales stimulator, it 
will localize your national advertising and span the gap between consumer and dealer.

Complete details gladly sent on request.

The Reuben H. Donnelley Corporation
Publishers of

CHICAGO, 652 S. State St.
Boston Mass. 
Cincinnati, Ohio 
Detroit Mich. 
Cleveland, Ohio

NEW YORK, 227
Minneapolis. Minn. 
Philadelphia, Pa. 
Pittsburgh, Pa.
St. Louis, Mo.

JI7 Classified Directories
BRANCHES IN 13 CITIES 

Milwaukee, Wis.
New Haven, Conn. 
St attle, Washington



As Big As a House!

Your Message Outdoors

Chicago New York

public Library.
Kansas City,




