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The Publisher’s Representative

more to 
men.

HE E. Katz Special Advertising Agency 
was established thirty-two years ago.

Long and hard have we worked at our 
business. For years we have studied its 
every angle, trying hard to be always 

our publishers than just advertising sales-

We have known intimately the business of many 
publishers, sat in their councils, with them worked 
out their problems, shared in their successes.

With that experience we have taken obscure, un
known publications and helped build them into the 
paying properties they are today.

And we have, too, aligned ourselves with publica
tions already successful and increased enormously 
the value of their business and the quality of their 
good-will.

We have helped make newspapers better vehicles 
for advertising.

Among advertisers and agents we are respected as 
persistent, creative, dependable salesmen.

To publishers anticipating the future, desiring to in
sure a substantial income from national business, 
and who want to know more about our kind of 
representation, we have an attractive proposition to 
submit. Will you write for it?

E. Katz Special Advertising Agency
15 East 26th Street, New York City

Harris Trust Bldg. Waldheim Bldg. Candler Annex Monadnock Bldg.
CHICAGO KANSAS CITY ATLANTA SAN FRANCISCO
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Auditing the Advertising Agencies
Conditions Arising in That Great Branch 
of the Business Which Suggest the Need 
of Such Action and Some Methods Proposed 

By RALPH BEY TN SMITH

IN a middle-sized New England 
manufactory not so many years 

ago, a smudgy placard adorned the 
hallway. It read simply:

BOOK AGEXTS AX’D I 
ADVERTISIXG MEX 

KEEP OUT1

The card no longer 
hangs upon the wall; the 
industry long since has be
come one of the great 
forces in "Down East” 
business. The man who 
lettered the sign is in his 
grace. But so long as he 
lived it stayed there as an 
admonition to persons of 
the advertising fraternity 
to attempt no business 
dealings with his house.

He was an advertiser— 
an ardent, intelligent one 
- but he had had an ex
perience. obviouslv of the 
unfavorable sort, and he 
was SORE on the whole 
aggregation of personsand 
firms who form one side 
of the great Business 
I riangle of Production, 
Advertising and Publish
ing.

It may not be fair to 
assert that he represented a state 
of mind, a general attitude, toward 
makers of advertising. I have not 
the slightest doubt that this New 
Englander had "met up with" a firm 
whose members proclaim to the 
world that they are in “the adver- 
ii' ng game."

In his day, of the three factors 
heretofore mentioned. Production 

was the best organized, the most 
stable and the most reputable in the 
eyes of the world. Publishing was 
a haphazard business, all but in the

Auditing the Ad Agencies

NEARLY’ every advertising man. pub
lisher and advertiser has. at some time 

or another recently, thought along the lines 
of Mr. Smith's article on auditing agencies. 
\\ hatever the conclusions have been the sub

: ject never has been discussed freelx- enough, 
nor has it been treated to the extent that the 
practices complained of have been eliminated.

1 here seems to be no reason to believe 
that the Audit Bureau of Circulations should 
l>e chosen for the task the xvriter cuts out 
for it; nor is it safe to assume that the A. 
B. C. would be axailable for such dutv. But 
the fact remains that some good points have 
been scored and they are xvorthy of mature 
reflection before the subject is permitted to 
slide.

There may be better ways to improve the 
■ situation forecast for the "tight" vears which 

seem to be ahead, and if there are we should 
wish to be among the first to bring them to 
notice.—TH E El )IT( >R

"game" class itself, while Advertis 
ing. because of the character of its 
individual workers and the prac
tice' they employed, was not, to sax 
the least, in an ethical sense, a pro
fession. If it is pressing on to that 
dignity today it is because of the 
high ideals of the central groups of 
toilers in the field; their faithful
ness to the obligations put upon 

them as legal agents and their earn
est desire to really render a max
imum of servii e to their clients.

But there were then, and still 
exist, so many- advertising 
agents, both firms and in- 
dixiduaE. who either lack 
those up-standing ideals, 
or are manifestly incom
petent to direct and en
gage in the business of ad
vertising. that mani' a 
manufacturer and mani' a 
publisher may find little 
comfort and no profit in 
doing business with them.

The publishers t h e m- 
selvev it seems but a few 
years ago, xvere not averse 
to taking the underground 
routes to business, but in 
countless numbers they, 
too, have stepped into the 
light of over and above 
board dealings on stand
ardized lines.

AGEXCIES HELPED THE 
PUBLISHERS

I believe that, generallx 
speaking anil allowing for 
a very few exceptional 
cases, manufacturers anil 
advertising agencies alike 
will admit the soundness 
of the publishing situa

timi. Manufacturers and agencies 
today are finding no difficultx 
whatever in transacting their af- 
t.ui^ with the publishers on a solid 
square-deal basis.

In that connection need I add 
that it was the really reputable 
agencies, of their own volition, who 
helped put the publishing situatimi 
where it is ?
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Ihe agencies, in having brought 
into existence the Audit Bureau of 
Circulations, if 1 may resort to per 
■tonalities, have accomplished a 
great good for American industry. 
The statement is not far fetched. 
Anything that tends to make honest 
advertising more effective is to that 
purpose, granting that advertising 
is a truly powerful force in indus
trial development, as it has proven 
itself.

Is it possible that, while correct
ing the publishing situation, the 
agencies have overlooked another 
and verv important—not to say ur
gent—matter, that of self-correction.'

To get back to the New England 
manufacturer. I venture to state 
that the conditions of which he 
complained, and which he resented. 
1 ave in some degree corrected them- 
,elvC'. In fact for some years there 
have been noted some remarkable 
developments in the advertising 
agency situation.

In a directory which lists 1.1(.»1 
advertising agents in the United 
States and Canada, in 1919 (this 
same directory listed in 1918. a total 
of 1,144) h remarked that 91 
went out of business during 1919 
and 108 new ones came into the 
field.

If twenty-three more agencies 
had failed the ones that went un
der would have equalled 10 per cent 
of the total.

The number that actually failed 
is equal to nearly 90 per cent of the 
number that began business in the 
same period.

These figures may or may not 
lend to show the popularity of “the 
advertising game.”

IHE "RECOGNIZED AGENCIES”

Of the i.hh advertising agents 
now doing business, the American 
Newspaper Publishers’ Association 
recognizes onlv 363, to be exact.

Membership in the .American As
sociation of Advertising Agencies 
numbers at present 117 agents.

Advertising agencies, baited by 
prospects of immense profits, which 
seemed easy to garner—and were 
all too “easy” in some cases—have 
been springing up on all sides since 
the old "Down East” businessman 
was laid to rest. The war has in
tervened. with its enthusiasm and 
its odd impulses The war left its 
imprint upon advertising and the 
minds of the men who make it. and 
those who think they could do it 
better.

Who does not know, today, of 
some persons or group of persons 
recently (and with amazing lack of 
experience and financial equipment 1 

embarked in the "advertisig game”.' 
The lists are full of them. Where 
do thev come from.''

A leader in the advertising agency 
field received a very personal call 
from an acquaintance, a Wall street 
broker, not many months ago.

A conversation of interest to all 
who are engaged in advertising en
sued.

"I’m just dropping in to get your 
advice." the broker began. "\\ all 
Street is beginning to tire me, my 
strength isn’t what it was once, and 
1 am thinking of getting out down 
there. In tact, 1 expect to break 
into the advertising game.”

"Are you serious?” inquired the 
cautious advertising agency chief.

"Yes, indeed. What do you think 
about it?” was the reply.

The advertising man did not re
veal to his friend the fullness of 
his thoughts on the subject. His 
answer was:

"Just this: that if your many 
vears of experience in the broker
age business have fitted you, and 
vou can conscientiously offer the 
right degree of training and knowl
edge of advertising to your pros
pective clients, there is no reason 
whatsoever why you should not be
come an advertising agency man. 
But I want to tell you that it has 
taken me a lifetime to build my 
agency to a sound, service-giving 
standard upon which I can deliver 
to those who entrust their accounts 
with me all the value they pay for.

"It is no compliment to me, to 
say that you think of undertaking, 
without experience, what 1 have 
great difficulty in doing after years 
of study and practice.

“Why not tackle law—or medi
cine? Either one of them is far 
Ampler to master and less com
plex in its ramifications than ad
v ertising.”

In this case the stranger was 
turned away from the gates. But 
he has entered, in so many other 
cases under exactly similar condi
tions. that there arises in my mind 
the grave question of "When is an 
advertising agent really an adver
tising agent And I hold that 
the query is a just one.

It is toward the finding of the 
answer to that question that I have 
been turning my thoughts, as have 
manv other persons, who have 
looked just a little into the past 
and gathered rather gloomy fore
bodings over the future.

A BUSINESS J HGGERN AIT

Today advertising is a giant in
dustry. loosely operated and, bv 
some, recklessly indulged in. Yes 

terday it was an experimental ef
fort to find and emplov the best 
methods of obtaining distribution of 
ideas, service and merchandise. To 
morrow it will be a thoroughly es
tablished, scientifically operated bus
iness—again profession if you will 
—calling for the highest character, 
the deepest experience and the 
soundest financial integrity.

It is only fair to survey the past 
and ¡»resent, as I have done, in or
der to arrive at a hint of what the 
future holds. The present is pecu
liarly indicative. The hand ¡joints 
to a situation more dangerous than 
ever existed before, both for the 
advertiser whose money is invested 
and for the publisher who is ex
pected to maintain the mediums em
ployed. The publisher suffers with 
the advertiser every time an inex
perienced or unscrupulous agency 
"puts over" his methods. The pub 
lisher stands the loss every time an 
agency “goes to the wall.” The 
publisher reduces his legitimate 
earnings every time he has to re
sort to unusual methods to collect 
his accounts from an agency. He 
is entitled to know in advance, 
what he has been assuming in the 
]>ast, that all agencies he deals with 
are on the good standard of abso
lute reliability, irrespective of their 
size.

The newspapers of the United 
States now recognize about 500 ad
vertising agencies, while the maga
zines. dealing with larger individual 
accounts, have pared the total down 
to not more than 350—except the 
Curtis publications which admit the 
existence of about half a hundred.

At first glance this might look 
like restraint of trade—as if cer
tain interests were seeking to ex
clude all but themselves from the 
field. As a matter of fact, the re
straint is upon onlv the irrespons
ible.

In the case of the newspapers 
and other publications, there is very 
little talk of restraint of trade be
cause the Audit Bureau of Circula
tion sets up standards which all 
must accept and meet. And yet 
there are hundreds of small news 
papers honestly filling their mis
sions. doing business legitimately on 
known standards.

LOOKING TO THE IDEAL

Such a condition easily could be 
brought into existence in the ad 
vertising agency field, I believe. In 
fact, steps looking to that end al
ready have been considered by the 
American Association of Advertis
ing Agencies, formed largely for 
that purpose. Of course, my view
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point is that since the A. .A. of A. 
A. came into existence there have 
been more marked gains in the 
other kind of advertising agencies 
than in the sound ones

I do not see why there should not 
be an Audit Bureau of Agencies. 
And 1 am not alone in that attitude. 
But neither is the viewpoint unop
posed.

The A. B. C. has been mentioned 
because of the remarkably tine 
work it does with the publications. 
T hat does not imply that it should 
perform a second similar service to 
the great Business Triangle. The 
result of an audit, however, would 
be beneficial perhaps even more to 
the advertising agency business than 
to the other two sides of the 
Triangle. There is nothing radical 
about the idea. The chief con
tention against it is that it is "med
dling” with the business of others. 
But putting.the A. B. C. on the 
trail of unfair publishers was "med
dling." too, until the results be
came perfectly obvious. Now the 
publishers are taking pride and 
profits in their A. B. C. audits.

Advertisers should remember that 
a big name, a flashy office and a 
good “line of talk" do not make 
the best partners in an advertising 
enterprise. Personal integrity, fin
ancial soundness, unquestionable ex
perience and complete equipment 
are far better participants in your 
advertising accounts.

In a publication there appeared re
cently an advertisement headed 
"Wanted, an Advertising Agent.” 
It was an imposing, full-page ad 
that explained in detail just what 
kind of a man was desired. “We 
want someone,” it ran, “who is a 
real asset to our advertising, not 
just a tax of 15 per cent on the 
budget. Considering what our 
agency is going to clean up on our 
account in the next ten years, we 
feel that we ought to get a few 
constructive ideas. If none arc 
available, we would rather do the 
best we can ourselves, and deal 
with someone on a purely brnker- 
une basis.”

Nothing could show much more 
clearly than that last sentence why 
some agencies are recognized and 
others are not. Here, in itself, is 
a cogent reason for the reputable 
agencies to demand a standard au
dit. that the sheep may be separ
ated from the goats and each put 
where they may at one glance be 
spotted. The “brokerage basis" 
should be discouraged, no matter 
in what guise it appears.

other potextiai hixifits

The correcting of this evil, how
ever, is not the onlv benefit that 
would accrue from supervision of 
an Audit Bureau. The rating of 
agencies and the auditing of their 
accounts would make for their 
standardization and the constructive 
stimulation of business as well. Not 
that business needs any stimulation 
just now—I am looking to the time 
when present day practices will be 
looked back upon as very fair by 
comparison with whar seems to be 
in store, when the advertising rate 
cutters and rebaters of today will 
have to extend their practices to the

The Rainbow
The rainbow was the 

first great advertisement.
It has position. It has 

color. It holds out a 
promise of benefit—in ef
fect: “I shall not drown 
you again if you behave.” 
And then it has the value 
of repetition, because it 
repeats in the same posi
tion and color and prom
ise after every rain.— 
Arthur Brisbane.

limit to induce accounts now easy 
to obtain.

Advertising agency heads, the 
most interested parties, ought to be 
able, and I. believe they will be, 
upon mature reflection, to see that 
through such an audit arrangement 
a decidedly beneficial relationship 
among themselves might well be 
built up, through which perhaps the 
Four A’s itself might be able to 
render inter-service of a highly val
uable nature. For example. it 
might be desirable to assist each 
other financially to handle their af
fairs at times when purely financial 
matters were involved.

William H. Rankin, of the Wm. 
H. Ivankin Company, of Chicago, 
who was among those to whom I 
went for the “instile point of view" 
not onlv believes the audit of ad
vertising agencies is a good thing 
to undertake, but feels further that 
the Audit Bureau of Circulations 
would not be overstepping its legit
imate field of improving the bus
iness of publishing, by conducting 
such service. Mr. Rankin expressed 
his views on the subject in this 
wise :

A MATTER OF SQUARE DEALING 

“What's sauce for the goose is 

sauce for the gander.” The answer 
to the agency recognition question 
is to have the A. B. C. audit the 
new agencies and give an unbiased 
report to the new spapers, maga
zines, farm and trade pajiers, the 
same io be paid for by the appli
cant.

“ Then, when the A. B. C. has 
made a success of auditing new 
agencies before recognition, let's 
have all agencies audited by the 
A. B. C., just as all agencies insists 
that publishers have their circula
tion audited. And then I’d go a 
step farther and have the A. B. C. 
give the publisher an audit showing 
that all agencies and advertisers 
are given the same square deal.

"Agencies never should be al
lowed to sell a publisher’s space at 
lower rates than the publisher 
would sell the advertiser direct; and 
the A. B. C. audit will eliminate re
bating and giving of commissions 
direct to advertisers.

“Three years ago, at an A. B. C. 
meeting at the Chicago Advertising 
Club, I made the suggestion that 
the agencies be audited and the 
publishers present certainly en
dorsed that idea.

“Now is the time to put that plan 
into effect and if the publishers will 
have their rates audited and the 
agencies their records audited, it is 
a 50-50 proposition.”

“But why,” another w-ell known 
agency man asked me. “should the 
A. B. C., particularly, take up this 
work when it is already sufficiently 
covered by the functioning of the 
American Association of Advertis
ing Agents?” Then he continued: 
" FHe members of the A. A. A. A., 
numbering 117, are the most highly 
accredited agencies in the country. 
Membership in this organization 
signifies close adherence to the 
ethics and standards of the bus 
iness. Why is any further super
vision or auditing necessary?”

The fact that the agency repre
sented by this man is a member of 
the A. B. C. made his objection 
worthy of consideration at least. It 
may as well be stated right here 
that I met with the same attitude 
from several executives of w'ell es
tablished and above-reproach agen
cies, The first reaction of these 
men to the idea is one of mild re
sentment. They seem to get the im
pression that it involves distrust 
of, if not disloyalty to, the Amer 
ican Association of Advertising 
Agencies, an organization which has 
conscientiously and consistently la
bored to raise the ethical standards 
of the profession. That much no

(Contin 11 e<I on । aur I
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Building Quality to Back Sales Campaign
The Interesting Story of How the Nunn, Bush & 
Weldon Shoe Company Struck Out for Prestige First

RECENTLY the first 
advertisement for the 
Tush <k Weldon Shoe Co. ; 

in one of the prominent ’ 
'I'his advertisement mark-' 
mination of several rears’

national

appeared 
weeklies, 
the cul- 
planning

The weekly 
Evening Post 
the campaign

used is the Saturday 
and the idea behind 

there is to create the

it y without 
any shoe, 
preferable

attempting tu

a n (I the beginning 
of a new effort in 
the highest c 1 a s s 
men's shoe field.

The business of 
*unn, Tush & Wei 
don Shoe Co. was 
started some seven 
years ago. The first

impression, through art and copy, 
of extreme quality. The illustra
tions of shoes are [»laced against

to build up

describe 
decided 
in the

consumer mind the idea of the ex
treme quality of Nunn-Bush shoes 
rather than attempt to sell one style. 

The fact that the

strictly work shoes 
and as the business . 
grew semi - dress ; 
shoes were added to 
the line.

'The aim of the 
founders always has 
been to m a k e a 
quality product and 
to eventually make 
a finer shoe than 
anv other house in 
America.

With this in mind 
preparations were 
begun several vears ago 
class of labor that could

made of the 
carefully se- 
hides, thatI Hardhj Know I’m Wearing' Shoes

oes

give you

For 
the

the merchant wlm 
Amene an Bov shoos.

American Boy Shoe Co.

"For School - For Play For Holiday'*

Made in Milwaukee, a great leather center where we have 
first choice of the finest leather and most skilled workmen

Att i i -.h.»-. h. t! '■ l.c-.-A at es that
make vou tec) well-shod when you’re dressed for 
•i p .tv I a : h dr -.f b. .itrai rr.-kes them 
wondenui wear-resisters for country hikes or

to obtain a 
make real I v

shoe is 
m o > t 
leeted

American Boy shoes fit so snugly and are so 
smooth and pliable that the lucky boy who has a
pair feels delightfull}' foot-free and easy, 
twenty years thousands of boys have enjoyed 
looks, fit and wear of

on 1 y pu r e silk 
thread is used in fit
ting the uppers. that 
the tongues are 
curved to conform 
to the foot, are all 
exclusive points left 
for the Nunn-Bush 
dealer to emphasize.

Color inserts and 
black and white 
pages m the trade 
journals backed up 
by an intensive direct 
literature drive is 
merchandising t h e 
Saturday Evening

fine shoes. \ arious [»Ians such as 
a profit sharing insurance, employees 
cooperative association, etc., were 
built up to hold employees with the 
house, because unusual skill is de
manded of makers of fine shoes and 
a shifting labor would not assure 
ihe quality of work necessary.

In the meantime, the business had 
grown until three buildings are nec
essary to house the com]»anv and 
produce daily the more than seven 
thousand [»airs of shoes required 
to care for each day’s business.

A \ ear ago the first shoes of 
superfine quality were placed with 
Ihe trade with the idea that a year’s

k<»i a < ar will hnd their 
ultimate choice in these 
better shoes

the dealer.
Portfolios are 
i r r i e d by the 

salesmen showing all national adver
tising and dealer selling aids. A 
plan of getting the co-operation of 
local newspapers to induce local 
merchants to advertise, laid out bv 
Mr. Chambers, is in successful op
eration and will increase the amount 
of space used bv local dealers 300 
per cent from present indications.

I he thorough merchandising of 
the national advertising has been a 
big feature this campaign. The 
dealer has had the story of the cam
paign told him from several differ
ent angles. The first announcement 
piece sent to some 20,000 prospects 
brought replies from over 15a) shoe 
dealers in the United States who 
bought a [»air of the new shoes and

experience with them would iron 
out all selling and manufacturing 
troubles, l.ast April an advertising 
department was organized under the 
direction of Gurtb !■'. Chambers, 
formerly with the merchandising 
department of Klau-Van Pietersom 
Dunlap of Milwaukee.

Under Mr. Chambers’ direction, 
the 1 omplete campaign mapped out 
includes one general weekly, four 
juvenile publication.' for advertising 
the boys’ line, three trade journals 
and direct literature and dealer aids

Two excellent specimens of the quality copy

backgrounds that carry an appeal ot 
quality. ( hie adv erlisement shows 
a shoe on a velvet cushion against 
a background of heavy draperies. 
Another shows a shoe in a very ex
clusive store window with a full- 
blooded dog gazing in the window. 
Statuarv, and indoor and outdoor 
scenes that bespeak quality, are also 
used.

I he copv breathes exclusive qual-

placed themselves open to attack by 
salesmen carrying the complete line.

This season's business during the 
first four weeks exceeded any prev
ious first four weeks bv over a half 
million dollars so it is felt that the 
companv sales police is proving a 
success.

I’he campaign is being extended 
into the junior field, by means of 
generous advertisements in The 
Anteriean Pay, and some of this 
copy is reproduced here, to show 
the juvenile appeal employed.
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Alfred, the Adman. Clears His Desk for the A. N. P. A. Convention

Putting Story Interest In Advertisements
‘Once 
It Is

I pon a Time------” Style Is Old Because 
Good, and Makes for Reader Attention

By FRANK FARRINGTON
117 HETHER we read stories or 
W not, we all like stories. If 

• e are reading a treatise on the 
E thics of Ethnology or an essay 
on the Future of Fatalism and we 
scent the narrative effect, we prick 
■■p our ears immediately.

There used to be an old fellow 
in my town who claimed to be the 
first advertiser to use full page 
space. He offered one day to bet 
that he could prove his claim. A 
>t mger who heard him make his 
1 oast invited him to put up his 
money, at the same time taking out 
of his own pocket a roll of bills, 
'i tere. when I started in to tell you 
about an incident, about a case 
where something happened ; in short 
lo tell a little story, didn't vou feel 
a quickened interest and jump right 
into that narrative? And doesn't 
that injection of a hint of a story 
prove my first statement ?

Why isn’t that natural tendency 
on the part of any reader fair game 
for the advertiser? Why ought not 
the advertiser to take advantage of 
that common interest in stories and 

make his advertisements more com
pelling by the use of the narrative 
form in one wav or another.

\\ e will read the actual descrip
tion of a concrete case w ith interest 
where we will not give any attention 
al all to the abstract. If an adver
tisement tells of the experiences of 
Johnson with his I’lankrode Twinsix 
we will read it through, provided it 
has something worth while to say. 
If the same space is devoted to 
stating certain abstract principles, 
the same that were demonstrated in 
the Johnson story, we pass them 
over with a glance at the picture of 
the car. \\ hat do vou sav to these 
cont rasts:

THE MOTOR CAR BEACTIEri.
Most beautiful car made in the United 

States.
Lines of grace, wonderful piano finish, 

exquisitely trimmed, the acme of style.
X'o car is so generally acclaimed the 

queen of all cars. To sec it is to he de- 
hehted with its high class appearance.

It is impossible to buy a prettier car 
at any price. Let our dealers show you 
that all we claim for this car’s attrac
tive appearance is true. I’lankrodes are 
beauties.

So much for the abstract. Now 
for the concrete :

"CLASSIEST CAR IX TOWN"

Going down Broad street the other 
day a man stopped me and pointed to a 
I’lankrode touring car parked by the 
curb.

“There’s the classiest car in town." lit- 
said. “1 was out riding with the owner 
and I noticed that all along the street 
people turned their heads to look at the 
car, and whenever we stopped someone 
would come tip and look it over arid ex
claim about its good looks."

It is a common report that the I’lank
rode has it over the rest for good looks. 
Tlw explanation may be that the design
er, in addition to being an expert on au
tomobile con-1 ruction is an artist md 
sees how a car may be made beautiful 
as well as merely utilitarian.

1 hen suppose we replace the typi
cal cut of a car in the first adver
tisement with an illustration in the 
second a<h ertisement showing the 
man being shown by his friend the 
Plankrode standing by the street. 
This, in a wav. makes a story out 

of the advertisement and gives it the 
human interest touch about which 
we hear so much.
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( >r we might take a different ad 
xertised product, tires:

woxhers or tire coxsikrcnox I
The making of the modern automo

bile lire is a mart el of ingenuity.
Years of experimenting. Thousands 

of dollars spent in trials of all kinds of 
tires. The genius of hundreds of ex
pert workmen. Factory tests and road 
tests.

We have stopped at nothing to perfect 
our product and today it stands para
mount — tin tire ol perfection, the Hard- 
nox Tire.

1'hat is well enough as tire ad
vertising goes, but wouldn't the nar- 
ratixe lorm get oxer better and in 
more instances?

HIS URES FOOLEli HIM1

Joe Blossom of Catamount, Montana, 
• s one of these rough drivers who never 
look to see where the road is smoothes'. 
Il< drives his car right through the 
thn kest of everything.

You knoxx that kind?
He bought a new car equipped with 

Hardnox tires and in his usual way, he 
had two spares put right on because he 
alxvays found that two were none too 
n any right at the start.

W ell, Joe has been driving that car 
for six months nun and he has the 
sa ne tires on it he started with and the 
spares have never been used.

We claim that Joe's experience is typi
cal oi Hardnox tires and we can prove 
ii with lots of testimonials. Let us send 
yon two or three from your vicinity.

And in illustrating this advertise
ment why not refrain from entering 
the contest for the production of 
the most beautiful tread design, and 
instead show a cut of a tire that 
has been used a record number of 
miles ?

Along another line is a suggestion 
for a phonograph advertisement that 
'■ ill interest and instruct rather than 
merely instruct. Advertising that is 
instructive onlx- does not get as 
many readers to instruct.

MARVELOUS TOXE KEPROIUCUOX

The Tonafone presents a new dexel- 
opim ni in the reproduction of ihe tones 
of the human voice or of musical in
s' . uments.

I presents an entirely mu arrange- 
m<m oi suu arm and diaphragms. This 
new conception is the work of Mr. 
1 m who has given his life to the study 
of phonograph perfection.

The tones of the Tonafone cannot be 
.‘omul to differ from the natural original 
tone. A ou will be amazed when you 
hear one

Y ou can go on that wav for pages 
and nobody cares much. Y’ou max 
interest some readers anil a page 
of advertising of anv kind will pro
duce some results, but perhaps more 
readers might be secured by giving 
the advertisement more interest, for 
ex tmpie :

I HE CONGREGATION wm

K'vnald Perrin for x ears sang each 
S " day in the Church of the Messiah 
By voice and by personality lie was en- 
b . ed to ihe people of that church.

Hi luxe: allowed h.s eiigaginunt.. to 
-ing for tin making of Tonafone rec
ord. io imerfere with his Sunday church 
>010..

A. you know . Reginald Perrin gave 
hi. life for his countrx.

A few weeks ago at the morning serx - 
.ie in bis church a Tonafone, concealed 
by palm., gave two of his sacred songs. 
Ihe ab.olutelx life-like reproduction of 
each brought the congregation to tears. 
It was as il one had been restored I rom 
ihe dead.

'I'lie Tonafoni reproduces tom. abso
lutely \\ i- have made hundred, ol peo
ple think they were hearing the original.

Abundant volume of sound and per
fect accuracy of tone makes the Tona
fone great.

Then, take soap, for example:
THE PERFECTION OF PURITY

Soap that is almost pure is not pun 
at all. The slight impurity is juxi 
enough io create exactly the condition 
\on seek to avoid.

It seems like a good deal to say that 
Fdinio >oap is absolutely pure, but it is 
true.

We not only eliminate from I'hiino 
part ot the impurities. We eliminate 
them all, making a soap that will not ir
ritate the skin or create any unpleasant 
sensations.

It does not infect. It cleanses. There 
can be no better soap than Ultimo. Wc 
know ot none as good.

That is claiming enough for the 
soap, but not enough people will 
read it or believe it implicitly. Let 
us put the soap advertisement in a 
different form.

HE ASKEL I S OCR SECRk.1
A prominent chemist the other day 

asked us what was the secret of the 
production of our absolutely pure Ulti
mo soap.

Xow, this chemist is a good friend oi 
ours and he has sometimes intimated 
that we claim the impossible for our 
soap, though he confesses that he has 
found by analysis that we must be right.

"There is no secret," we told him. 
"All there is to it is the taking of in- 
htiile pains and never relaxing tn vigi
lance. Me see that every impurity is 
taken out of the soap and kept out not 
one day but every day."

That is the answer. Me took this 
chemist through our plant and wc prov
ed to him that our claim is true. M e 
proved it so conclusively that he said, 
"Even if 1 had never analyzed Ultimo 
I would bv convinced."

In siime periodicals the advertis
ing page- today vie with the most 
interesting "reading matter" between 
the two covers. If this narrative 
form of adx erti'ement were judi
ciously used--not foolishly and to 
extremes—the advertising pages 
would take a step still further in 
advance of the so-called "reading 
matter" and more people would go 
through the advertisements before 
thex look al the other pages.

Miss I'onworth Treats the Triad 
League to the Movies

Members of the Triad League of Xew 
York University and advertising sin 
dents of Columbia University were given 
a treat by Miss Camilla Donworlh, presi 
dint of the “ilm.-of-Busines.. at a 

meeting held a: th Advertising Club 
la.t Saturday night.

Iwo business him., "How Mephisto 
Bits and Augers Ari Made," and “The 
Story of Men’, flat.,” as they are manti 
factured by Stetson, were shown. Clever
ly presented and intensely interesting all 
the wax through, the pictures proved very 
entertaining as well a~ educational. In 
the Stetson picture particular interest 
was shown in Mi.. Donworth’s pithy 
titles and “leaders" which, with sketches, 
traced the dexelopment of headgear from 
the days of Babylon to the present. Then, 
in viewing the evolution of a felt hat. 
beginning with that industrious little ani 
mal known as the beaver, was not onlx 
impressing to the young advertising men 
and women, but illuminating as to the 
wide range of possibilities that the film 
offers in the industrial field.

Fidlow ing Joseph Ellner of the United 
States Foreign Language Press Associa
tion, who spoke on “Advertising in the 
Foreign Press," much applause greeted 
Mis. Donworlh when she made clear in 
no uncertain terms the attitude of the 
American manufacturer towards the for
eign worker. In closing Miss Donworth 
told of the manner in which she secured 
her merchandising experience, and her 
first start in business. After having 
thanked her by a rising vote, a short 
business session was held in which Jason 
Rogers, publisher of the New York 
Globe was elected as an honorary mem
ber. and then the Triaders adjourned.

Plan Chain of 1,000 Stores
The Community Wholesale Purchasing 

(. orporation. which xvas organized with 
headquarters at 120 Broadway, Nexx 
York, this week plans to establish a 
thousand ot more co-operative store, 
throughout New York, in an effort to 
reduce the high cost of living.

The organization, which was incorpor
ated in Delaware with a capital of I.- 
ooo.ooo shares of par value of $5, has 
modeled its plan after the Rochdale. 
England, co-operative scheme which be
gan in 1843 with a capital of $140, and 
in 1014 had grown to a membership of 
more than 3.000.000 and operated 1400 
retail stores in England and Scotland, 
doing a business that year of more 
than $650.000,000.

O. C. Trask, assistant grand presideni 
of the Brotherhood of Maintenance of 
Way Employes and Railway Shop Labor
ers. is the president of the new company. 
Robert I’. Brindell, president of thi 
X’ew York Building Trades Council, is 
first vice-president: F. Hunting Clark, 
second vice-president; the Rev. Joseph 
L Genthner, pastor of the Reformed 
Dutch Church and chairman of the Easi 
Harlem Community Council, treasurer, 
and George H Salmon, secretary and 
chairman of the Executive Board. Tin 
directors include txvo Columbia Univer
sity professors, members of the ministry 
and others.

Another Xew Beverage
To introduce the beverage, Fam-Iy-adi. 

to the Xew Y ork market, he Fruit A’al- 
ley Corporation, Rochester, XL Y., ar< 
planning to release an extensive adver- 
li.ing campaign in the city’s newspapers.

Kansas ( ity Ad ( lub Publicity three 
tor is a Woman

The publicity for ihe Kansas City Ad 
xertismg ('lub is now being directed by 
Miss A. I. Lambkin of the Ferry-Hanley 
Advertising ( o. in that city.
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180,000 daily circulation among a class of 

New Yorkers with money to buy 
advertised goods.

The Globe Sells Advertising 
As a Commodity

at the same time to all comers for like 
service under like conditions

GLOBE READERS HAVE CONFIDENCE 
IN ITS ADVERTISING

Because its columns are kept clean and 
no fake or offensive copy is admitted.

J Member A. B. C. The New York Globe EEZE
JASON ROGERS, Publisher
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Otting Your Trade Name Into Websters
and Losing It there

What Some of the National Advertisers Think of the Effects 
of Publicity That Makes a Proper Noun All too Common

By RALPH BEVIN SMITH

SHE KM AX -aid it.
War is just that for the poor 

etymologist.
Every time he came up for air 

during the great conflict in Europe, 
forsaking to listen to the boom of 
cannon along the western front 
those linguistic depths where the 
submarines with Skeat in hand and 
Max Muller for guide, pursuing the 
Greek enclitic or nosing among the 
succulent roots of the world's lan
guages, some rude person in uni
icrm shoved a new word down his 
gullet.

"Archie,'' "dud," "whizz-bang," 
"zoom," "wash-out" and “zero 
hour" choked off his cries for help; 
if he dived into the dictionary for 
safety, "tank," "blimp,” "barrage" 
and “camouflage" still pursued him.

In fact, the late unpleasantness 
was just one awful annoyance after 
another for the men who labor at 
the dictionaries ami under the de
lusion that they can ever write 
"finis" to their task of setting down 
ihe symbols that, taken together, 
compose our language.

Yet, as ¡Milton did not say, peace 
hath her terrors, too, no less re
nowned than war; onlv, in peace, it 
is not Kipling's “single men in bar
racks.” but ruthless men in adver
tising agencies who slam new syl
lables into the distraught counte
nances of the word-mongers.

■¡hey'rk common nouns now

< elluloid, kodak, victrola, pian
ola, comptometer, and a score of 
trade names like them get bv with
out capitalization todav. become 
generic terms and even climb into 
the dictionary, while the men who 
invent them or give them publicity 
pat themselve on the back over 
ihe success of their inventive gen
ius or their advertising skill.

But, verily, 1 say unto you, the 
etymologist shrill have his revenge.

There is another side to the case 
whi< h 1'. W . \\ ilson set forth m 
the January 31 issue of Advertis 
r ; & Selling, ending his sum
ming up with this statement:

"Tn fact, it should be the aim of 
every advertiser, if possible, so to 
shape his advertising as to popular
ize his trade names so that they 
will be generally used as common 
noun-."

The Other Side
A dvehusing X Selling promised lo 

2-S presenl the ether side of the 
question us lo whether manitfac- 

lurers should endeavor to convert their 
trade names by advertising into common 
'loans at the time that F. II'. Il'ilsi^s 
article, declaring Ihal they should, was 
published.

The writer has succeeded in bringing 
together a number of interesting opin
ions from advertisers -who disagree with 
Mr ll'ilson guile eniphatically and sets 
Ihviii down here in a lively tone that 
may prm-e provocative of further dis
cussion of this very important subject.— 
Tin: Earrou.

I find the argument for that 
other side best epitomized in these 
words of C. K Abbott of the Cel
luloid Company:

"A trade name, according to mv 
ideas, is of great value to the com
pany that protects it. It is the 
character of protection and the 
manner in which it is safeguarded 
that permits it to develop into a 
valuable asset to any company.
“If vou are going to permit the 

name to be absorbed as a general 
term, then it seems to me that vou 
are going to lose the very thing 
that vou are try ing to develop.”

\\ hat about the penalties—in 
counter-distinction to the profits— - 
of getting your trade name into the 
language and into literature?

These are ably discussed bv Mr. 
Abbott, who represents a company 
especially cited bv Mr. Wilson as 
having put its trade name into the 
dictionary.

DANGER OF ABSORPT ION

"It is my personal opinion,” he 
says, "that it is most undesirable to 
permit the general use of a trade 
name to the point where it is ab
sorbed into the language as a gen
eric term.

"I have seen a great many in
stances in the case of the trade 
name 'Celluloid' where it has de
veloped very embarassing situations, 
simply because it has become a gen 
eral term, in wide commercial use. 
Throughout Europe ‘Celluloid' is 
thus employed; again, 111 some of 
our own governmental statistical 
data, ‘Celluloid’ is used generally 
to cover pyroxylin compounds.

"The value of a trade name lies 
to a very large extent in its exclu
sive use In a certain manufacturer, 
jobber, or owner. If you are going 
to permit its general use by the 
public whenever they desire to do 
so, then the exclusiveness is gone 
and the value of the good will has 
been reduced.”

C. YY . I’age of the C. W. Page 
Company, of Richmond, Va., is an
other who believes that “it is bad 
business to get the name of your 
product into the dictionary.”

"Take the case of the Victrola." 
he said in discussing this question, 
"Has the Y'ictor Company gained 
or lost by having the word ‘Victro
la’ become a common noun—that is 
to say, a name for all talking ma
chines? You'll notice every adver
tisement of the Victrola contains a 
notice that the genuine has the Vic
tor trade mark, that the Victrola 
and the Victor records are made for 
one another and perfect results can 
be otained only bv their use in com
bination.

"Does the Victor Company fancy 
the indiscriminate use of the word 
Wictrola’ in reference to other 
talking machines? T do not pre
tend to speak for ’them, but im
agine a large number of prospec
tive YTctrola customers, sold on the 
merits of the genuine article by the 
Victor Company’s splendid adver
tising, going into a store that has 
thrown out the hint in one way or 
another that it has the genuine ar
ticle.

WHAT IS A "VICTROLA”?

"Imagine a line of buyers going 
into such a store, asking if they 
sell Victrolas and being answered. 
‘Y’es certainly, just step this way,' 

and being shown something that 
never saw the Y'ictor plant.

"I believe the number of nonde
script machines that are sold as 
Victrolas is beyond computation. 
How often have 1 heard some per
son say, ‘We have bought a Vic
trola,’ and on entering the home 
and lifting the lid of the machine 
found some other name there. I 
am sure that, in many cases, the 
owners of such instruments thought 
>hev had genuine Victrolas. Why 
did thev think so when a different
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name was plainly 'tamped on the 
machine.' That. 1 cannot answer 
unless it is just natural carelessness. 
A great part of the public are only 
half way reached by advertising. 
I hey only get a smattering of the 

advertising message - not quite 
enough to keep them trom being 
victimized by the dealer in the imi
tation article.

"I wonder how the Victor Com
pany feels about that competitor 
who advertises in the classified col- 
mmi' of numerous daily papers to 
sell his 'Large size, new victrola 
model talking machine with records 
at a sacrifice for cash.’ I sav. 'I 
wonder, but does anybody wonder 
how competition of that class is re
garded ?

"My guess is that the Victor 
Company would rather Aictrola' 
were not the common noun that it 
is.

ftqually suspicious am I that 
the Aeolian Company would rather 
the good name 'Pianola had been 
kept out of Webster's. Haven't 
you noticed the sentence that runs 
in the Aeolian Company's adver
tisements to the effect that ‘Pian
ola is their trade mark name right
ly used only yvith their product?

Its the same kind of a notice 
that the Victor Company publishes 

the same that the Eastman Com
pany uses. Having advertised their 
trade mark name into the diction
ary. they now strive to undo the 
damage.

PIANOLAS AND "PIANOLAS"
"Go into some music store that 

does not handle the Aeolian Com
pany's Pianola, ask the salesman it 
lie can show you a Pianola and no
tice- the cheerful abandon with 
which he will lead you to the 
’Smith and Jones' Player-Piano and 
demonstrate several other makes. 
Not every piano store will handle 
you that way, but enough to make 
t interesting for you and exceed
ingly uninteresting for the Aeolian 
< ompany. makers of the real Pian
ola.

"I’ve another guess to register 
namely, that the Aeolian Com

pany would rather the name ‘Pian 
ola’ were not the very common 
noun that it is.

'The trouble about getting ihe 
trade mark name of your product 
in the dictionary is that it then be
comes everybody’s property. Other 
manufacturers sell goods on the 
reputation of yours. It is much 
easier for the unscrupulous dealer 
to put off an imitation on a pur 
chaser where he feels no restric
tion in using the name of your 
genuine product.”

•t . Hosch, President of the 
Measuregraph Company, will en
dorse the stand taken by Mr. Page.

Calling my attention to the East
man Company's slogan "If it isn't 
an Eastman, it isn't a Kodak." and 
to the fact that the well known firm 
of belt &• I arrant is using a simi
lar line to the effect that "If not 
made by Felt & Tarrant, it is not 
a Comptometer"—he expressed the 
opinion that Mr. Wilson's argu
ments for striving to get a trade 
name into the language are also ex
cellent reasons for avoiding this re
sult.

tul etymologist's revenge

And, finally, Samuel C. Dobbs. 
President of the Coco-Cola Com
pany, informs me that he would 
look with unfriendly eve, indeed, 
upon any attempt by a too clever 
advertising man to get the famous 
Coca-Cola name into Webster’s as 
a common noun.

"My thoughts are." he said.

Good Ad Resists Fire

From across the great Pacific with its 
storms and unexpected typhoons, over the 
perilous heights of the Rockies with their 
snow slides, a letter addressed to the Mc
Junkin Advertising Company, and con
taining a coupon clipped in Kobe, Japan, 
from the Gas Record, a Chicago publica
tion, traveled safely until it reached Co
lumbus, Wisconsin. In the mail coach 
as the train neared the town of Colum' 
bus, a fire broke out. and it started to 
consume the package of letters with which 
the inquiry from Japan had weathered 
so many vicissitudes. The edges of the 
envelope and of the coupon burned away 
before a rescuing hand came.

All quite unusual, true enough, but 
probably even more strange when wc know 
that the headquarters of the magazine 
which brought the answer from the dis
tant land is located within a stone's throw 
of the advertiser, and that a matter per

"that nothing should be done where
by a trademark would be made a 
generic term."

In other words, Mr. Dobbs and 
all those who agree with him have 
learned, through their own experi
ence' or through the experience of 
others, to fear the revenge of the 
etymologist.

What that is. you have already 
guessed. Thrust upon him, for his 
dictionary, that precious trade name 
of yours that has something of 
vourselt in it and he must, ii vou 
are insistant enough, take it. But 
he yvill lake nothing of VOL’. YOU 
will be squeezed out in the process. 
What goes into the dictionary will 
be a common noun, alright —so 
common that it will be used by the 
World and his Wife to cover every 
product in vour line, as Mr. Ab
bott declares "Celluloid" is used.

And then, where will you get off?
Well, you won't have to get off- 

vou won't 1 >e riding on the adver
tising bandwagon any more.

taining to gas should be harmed by fire, 
its ally, and aid, fire. Smoke-browned 
and charred, the crumbling letter, with 
both the address of the advertiser and 
inquirer still legible, was finally delivered, 
accompanied by a note from the postmas
ter at St. Paul, Minn. And so, the Kobe 
Gas Company, in spite of the elements, 
will get the advertising service of the 
McJunkin \gency.

tdvertising “Henry the Fourth” Cigars
Schedule:', are being sent out to daily 

newspapers for the C < ’ Snider t igar & 
Tobacco Co., Birmingham, Ma., on Henn 
the Fourth cigars, by Chambers Agency. 
X'ew Orleans. Tile Snider Co. are dis- 
tribulors in the South for the brand, 
which is manufactured by the Preferred 
Havana Co., of X'ew York, Havana and 
Tampa.
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Habit

BACK in 42 B (. a certain man made a remark which all 
those who want to sell to the railways today might 
well keep in mind.

‘Powerful indeed is the umpire of habit,” remarked Publius 
Syrus; and while Friend Publius hadn’t the slightest idea 
either of modern publicity or modern railways, he gave a 
tip which exactly meets railway conditions now that the 
roads are back under private control once more.

Sixty-four .vears ago railway officials first formed a habit 
which you who desire to sell to the railways the innumer
able things needed in the business of transportation should 
consider with care.

That was the habit of reading the Railway Age- a habit which proved 
so valuable that each year it has grown stronger. And as the railway field 
became inorc highly specialized, other habits were formed by railway 
officials—the habits of reading the Railway Mechanical Engineer, 
Railway Electrical Engineer, Railway Signal Engineer and Rail
way Maintenance ENGINF.ER. And so valuable have these habits proved 
to them, that today it takes a circulation of 40,000 copies of these publi
cations, which form The Rcii/wiy Service Unit, to satisfy the demand.

Right now, when the railways must purchase innumerable articles in 
vast quantities, is the time to reap the advantage which comes from 
having your message placed exactly where busy railway officials have 
formed the habit ol looking for information concerning ways of secur
ing better service and greater economy.

The only problem is, which publication or combination of publications 
will best serve you. \nd here too, we can help you if vou put that 
problem up to us, and more we will tell you how best to use the pub 
lication which exactly meets your requirements.

RailwqyAge
Sitjixal Livjirxccr

w____u a a a

SIMMONS-BOARDMAN PUBLISHING CO.
WOOLWORTH HUH DING

NEW YORK, N. Y., U. S. A. 
 . 34 Victori* St. 

CHICAGO. IIC. CINCINNATI, O. CLEVELAND. O.----------------------WASHINGTON. D. C. LONDON

All five member'- of the Railway Service I’nit are member- of the Audit Bureau of Circulations and Associated Business Paper-.
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The Men and Women Who 
Make Onr Mediums

GARDNER COWLES 
Publisher of the Des Moines Register

One of a Series of informal X isits with the Leading 
American Editors and Publishers with the Object 
of Interpreting What They Mean to Advertisers

By CHESLA C. SHERLOt h

S< >MI: MEN are in the news
paper business because they 

were born with the smell of print
ing ink in their nostrils; others work 
within the sound of the roar of 
presses because to them it is the 
only business in the world that has 
any romance attached to it; and 
others (they are a rare species) 
1 • ,e entered the newspaper btis- 
¡ties' at middle age because thev 
recognized a great chance to serve 
the public.

In setting out to introduce vou to 
• iar Iner Cowles, publisher of the 
Des Moines Register, I am going 
to tell the story of a man who falls 
within the latter classification-

Do not look for references to a 
long ancestry engaged in the news
paper or printing business1 it is 
not here.

Do not look for the usual storv 
of tl e bov who set out to make his 
mark in the world, and did it by 
getting a job as '‘devil’' in some 
'hop and fighting his wav up until 
he bought the sheet and married his 
rival’s daughter.

There is nothing dramatic in the 
manner of Gardner Cowles' intro
duction to the newspaper business. 
71 e thought that he would make a 
good publisher never entered his 
head until a number of friends put 
it there, and it took some pretty ]>er- 
-'stent hammering to induce him to 
1 elieve it.

A BUSINESS MAN FIRST
Seventeen years ago, Gardner 

Cowles was a country banker at 
\lgona, Towa. lie had been in the 

banking business all his life, and he 
had made good. He liked Algona, 
his work, the business possibilities, 
lb had plenty to do. and he felt 
that his service in aiding in the de- 
\ dopmem of Northern Iowa was a 
man’' task, and he was content to 
keep at it.

Then along came bale in the 
guise of Harvev Ingham, a lifelong 
newspaper man. who had at one 
tune owned a paper in .Algona. Mr. 
Ingham had gone down to De' 
Moines sometime before to edit The 
AU/Ucr <' Leader, then published 

by George E. Roberts, now a fa
mous New York banker. In the 
course of time Mr. Robert' wished 
to go East. Hi> interests were for 
sale.

Ingham could think of no one in 
the world who could step into Mr. 
Roberts' shoes better than Gardner 
Cowie', so he wrote him letter', 
had his friends get after Cowles, 
and finally he got on the train and 
went back to prv Cowles loose from 
his bank.

And so Gardner Cowles came to 
Des Moines and entered the realm 
of humming presses and extra edi
tions.

"I felt from the first." he said, as 
he told me the storv, "that the busi- 
iiC" principles which had made my 
bank a success could be applied to 
the newspaper business with equal 
success.

"So mans papers were just print- 
ed—thev had struck a gait and thev 
seemed content to stick in the old 
rut. Makeup was poor, they lacked 
features, human interest.

“And there was usually a poor 
business organization getting out the 
paper. It was seldom well-knit, and 
the idea of team work hadn't vet 
found expression.

"Merchants were beginning to 
learn that the man who could fur
nish the best services to his patrons 
al the least cost was the one who 
was forging ahead. New spapers of
ten were content to furnish an <Eli- 
nary service."

A SOUND NEWSPAPER BUILDER

W hen he look over The Register 
seventeen years ago. Mi Cowles 
found a circulation slightly in excess 
of iO.ooo copies. He has doubled 
his circulation everv live vears since 
then ’

"It has been done. 1 think, through 
our jjolicv ot putting everv possible 
dollar back into the paper," he said. 
“We have tried to give the jmblic 
the utmost in newspaper service. 
That and the team work of every 
person on our staff has made the 
paper what it is.”

1 he Register will be rememberejl 
as the home of "Ding," the famous 
cartoonist. Ding still makes it his 
home. He tried out New A’ork Citv 
for awhile, but got so homesick for 
his old office and the atmosphere in 
Des Moines that he came back.

Having a cartoonist on the staff 
isn't a special feat, but it threatens 
to be one when vou consider that 
Des Moines hasn’t been able to 
claim more than a hundred thous
and population until this census! 
and when vou add to it a man of 
"Ding's" caliber you find that the 
Cowles’ policy hasn't consisted in 
talk alone. But this is pertinent 
to the present discussion onlv inso
far as it raises the question: "What 
sort of a man is Gardner Cowles.'"

He is. first of all. an organizer, 
leam-work is his passion. Unless 
he can have team-work from his 
staff, he realizes that the paper will 
languish and fall by the wayside

EXPONENT OF TEAM WORK
"When you have three hundred 

and fifty people employed on one 
project, everv last one of them has 
to be on his toes with his shoulder 
to the wheel." he said, the other 
day. "If vou are going to arrive."

The first and onlv thing vou see 
when you enter his office is a large 
motto which hangs on the wall 
above his head. It is placed where 
YOU can see it. not him. It is 
from Kipling, and it reads:

"It ain't the individual nor 
the army as a whole.

But the everlasting team
work of everv blooming 
soul!"

That expresses Gardner Cowles 
better than anv thing 1 can say. It 
is absolutely the only bit of decora
tion vou will find in his office. With 
a desk, two chairs and a small fil
ing cabinet, it makes up his entire 
working equipment.

He is a heavy built man. roundish 
in face and quiet in manner. He 
s]leaks and acts with a great deal 
uf reserve. He is the sort of a 
man that could lie described as hav
ing no temper at all. He never gets 
mH of gear.

He is a smooth running machine, 
todav. tomorrow and forever. He 
knows what he is after. He gwes 
after it. There is no hustle and 
bustle and excitement.

( Ine of his outstanding character
istics is his alihorrence of personal 
publicity. He is easy to meet, and 
will talk readih about The Register 
and bis work for it. but when you 
get down to Gardner Cowles, it 
takes a great deal of cross-examin
ing to 'trike pay dirt.
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GARDNER COWLES

Hi- belief in teamwork is |>rol>- 
alHy the explanation for this trait. 
He doesn’t consider himself any 
more important than any other unit 
in the organization: he is jtisl a part 
of the whole, like anvone else in 
the institution. Gardner Cowles is 
ihe least known and least advertised 
man on the whole Register staff.

He works just as hard as anyone 
in the building, and as regularly. 
I-or months. I used to pass the 
building in the evening when the 
“help” were leaving; Sometimes 
they were all gone. But Gardner 
Cowles was sitting at his desk. 
Sometimes he was apparently 
dreaming, for his desk was cleared 
and he wasn’t doing a thing. But 
that brings out another trait in him. 
He plans the next day’s work in 
those few minutes in the evening 
so that first thing in the morning 
lie knows just what that day' is go
ing to be.

I Ie had his fling al politics a few 
ye'u ■ ago. He served four years in 
the Iow a I .egislaiure. but that was 

enough for him.
“Let the man who wauls to hold 

office seek it." he said to me one 
night. “But not for me! A man 
can spend his time and his monev 
in an honest effort to serve, and 
then have his motives misunder
stood and his character assailed in 
the most uncalled for manner. Poli
tics is an attractive goal to some 
people, but not for me."

He is one of those fellows who 
find their recreation in their work. 
He cares for golf about as much 
as Redoes for politics.

“I plav sometimes for company, 
but as for being a golf bug, I den\ 
the allegation.”

There is onlv one thing that in 
tcrests Gardner Cowles and that is 
his job. His avocation I would 
designate as his passion for keeping 
out of sight ]lersonalh.

All he cares to do is to serve his 
readers and his advertisers a little 
bettci than they were served before. 
That is his job and his creed. To 
him. nothing else matters.

How to Build a Mailing List
Hie compilation ol a live mailing list 

becomes comparatively easy when the 
merchant sells principally to a special 
trade or profession, but, as the Retail 
Public Ledger points out, the firm which 
sells the general run of regular people 
has a little harder job.

Here are ten suggestions by Julian M. 
Solomon, manager of the exhibitors' ser
vice department of the Famous Players
Lasky Corporation. It's the way the 
movie houses get up their lists, and most 
of the ten suggestions will convey valu
able hints.

First.—From local dealers. It’s a 
case of swapping lists between two or 
more sellers of different types of goods 
to the same class oi customers.

Second.— From Blue Book and Social 
Register. These publications give the 
names, addressee and lines of business 
of prominent people. They are valuable 
when it is desired to reach a social or 
money class.

Third.— From society columns of the 
newspapers. Here again it is a case of 
social or money prominence as a rule. 
The announcements of weddings, dances 
and oilier fund ions at least convey a 
pretty good hint as lo who is spending 
moner.

Fourth.—From canvas by boys. The 
children ol a neighborhood may be put 
to work this way by the offer of prizes. 
Often the local Bov Scout organization 
is glad io undertake it in return for a 
donation ot some >ort lo the organiza
tion. In this case printed slips lor 
name, address anil telephone number 
should be distributed to the canvassers.

Fifth.—From the telephone book. This 
is a fairly accurate guide to substantial 
people and within periods of publication 
(three or four times a year) is up to 
date. If a neighborhood list is desired, 
the compiler may run down the tele
phone number column, skipping all but 
the local exchange. It’s a process that's 
somewhat tedious, but it yields a big 
list, with the phone numbers as well a- 
addresses. Of course, the classified sec
tions of the directories speak for them
selves. They are ready-made.

Sixth.—Through newspaper advertise
ments. If the merchant is able to offer 
any inducements to prospects convincing 
them why they should be on his mailing 
list, there is no better xxay to announce 
it than in a newspaper advertisement. 
This will bring in a list of genuinely in
terested ones.

Seventh.—From membership lists o: 
chibs, lodges and societies.

Eighth.—From canvassers who also 
"sell" the store. Il the right sales 
woman can be found it is often profit
able to imt one or two of them at work 
steadily oxer an extended period, in a 
house-to-house canvass. They make no 
attempt lo take aux orders unless the 
prospects themselves suggest it Thex 
simply ask for names, and make sonn 
brief suggestions to the prospect as to 
reasons she might find it profitable lo 
trade with the merrhant in question.

Ninth. From the State Highxvay De
partment. A list of automobile owners 
may often be secured from this source

renili.--From the local librarian.
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What Has Become of
Class Appeal ?

What Exploded This Time-Honored Theory 
Which. With All Its Subtle Variations, 
Made-l p About Two-Thirds of the Average 
Newspaper Representai lie’s Selling Talk?

Ry DONALD WILLIAMS
\T would vou think of an 

V V advertiser whose product had 
an actual or potential national dis
tribution, who decided not to erect 
a great electric sign on Broadway 
because all classes of people would 
see it?

And yet that seems to be the 
mental attitude of many advertisers 
who still worship the fetish, "qual
i, y-class-appeal.”

Up to two years 
ago, forty-five minutes 
of every hour in con
ference between adver
tiser and space seller 
was devoted to an an
alysis of the “quality- 
dass-appeal" of the 
newspapers under con
sideration. Of late in 
the minds of most na
tional advertisers this 
time-honored, w i n d- 
worn theory- has been 
exploded.

The successful ad
vertiser now method
ically builds up mass 
interest in his product. 
He gives the idea of 
its reliability, utility 
co d superiority a tre
mendous momentum 
by driving it into the 
massed minds of all 
the overlapping classes 
of Americans. The 
product that all the 
f 'ople think about and 
talk about, has work
ing for it a selling 
f rce as powerful and 
a lasting as the Falls 
of Niagara.

The seasoned adver- 
ti.er has found out 
that while individual 
minds are more intelli
gent than others, indi
vidual tastes more 
sophisticated, in the 
m iss, the elementary 
impulses which move 
all humanity are the 
same. The society 
favorite, and her sec

Advertisement 

mid maid are moved by identical 
psychological impulses, and what 
interests the one to a great degree 
interests the other also.

If all the people in every little 
neighborhood think about vour 
goods, they will also talk about vour 
goods. And the retailers—if your 
goods are handled by retailers— 
hearing many customers speak of 

IA.J.K.

TWO WD A H kl I MILLION 
FAMILIES RI AD 

THE \ MERICAN WEEKLY

SPRING writes the promise of the 
future tn a blaze of color. Who can 

resist the blue of her sky, the gold of 
her sun, the green of the grass and 
trees, the pink of blossoming orchards, 
the cheery red tulip and her dancing 
daffodil, as she breathlessly fears 
through the grey, silent background 
of winter, and reenters gay and buoy
ant—the symbol of nature’s rebirth.J

I J you Hunt to see 
the color oj their money

your brands, will decide that yours 
is a line to carry.

On every side of us we find testi 
mony to the value of mass interest 
in products of every price. Rents 
and property values in certain city 
sections, for example, are tremend
ous because the crystallized experi
ence of generations has taught mer
chants that it is profitable, at almost 
any price, to establish shops where 
they can be conveniently reached by 
the greatest number of passers-by. 
Successful merchants devote valu
able space to great display windows 
because the same crystalized experi
ence has taught them that the most 
advantageous location loses much of 
its value unless it offers an oppor
tunity to display merchandise at
tractively and effectively to all 

classes of passers-by.

A nd so in selecting 
an advertising medium 
the decisions of the 
seasoned advertiser are 
being based more and 
more on large circula
tion and the opportun 
ity offered by the pub
lication for a large 
and effectroe display.

But. says some one, 
all this is theory. We 
agree with him but we 
also agree with Edgar 
Allan Poe—that unless 
theory will work when 
applied it is not a 
real theory at all.

We claim the actual 
results from great 
color pages in the 
American Weekly, 
with its two and a half 
million circulation, 
have done more than 
anything else to turn 
advertising thought 
away from the care
fully nourished fallacy 
of the “quality-class- 
appeal.”

For direct returns 
prove that the Amer
ican ll'eekly sells any
thing from five cent 
packages of candy to 
$10,000 ready-to-erect 
houses in great volume 
to all classes of people 
—in fact it sells any
thing that more than 
two and one-half mill
ion progressive Amer
i an families use
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Consider for a moment a few of
numerous astonishing examples. A 
color page in the issue of December 
jS brought 30,000 inquiries for a 
product costing from $500 to $10.
000 (name furnished on request).

A toilet goods manufacturer ran 
a page which brought 45.000 in
quiries, each with ten cents enclosed 
(name furnished on request).

And perhaps the most astonish
ing. overturning all the fixed ideas 
of book advertisers, a single color 
page run bv the Review of Reviews 
Company recently sold directly 
$¡00,000 worth of O. Henry books.

And—after using a single of these 
great color pages—The Fleishman 
Yeast Company- writes that they 
have 'Cored a substantial increase 
in sales in even considerably sized

newspapers must have a tunda-
mental anti universal appeal.

For superficially the New York 
City dweller differs from the New 
England Yankee, the Southern from 
the California "native son" and the 
breezy Chicagoan. But the Amer
ican Weekly appeals to them all 
alike. Advertisers of all kinds of 
products find that returns come— 
111 direct proportion to the distribu
tion of the American W eekly ’s cir
culation—from all parts of the 
country.

gressive American families. The qual
ity is all there—broadly distributed.

In other the American

citv a n 
America.

tn

II eekly makes no “class" appeal. It 
makes an "every-class-appeal,” an 
universal appeal to two and one- 
half millions of prosperous, pro-

But even the largest circulation 
in America and a universal "every - 
class" appeal would scarcely account 
for the phenomenal returns obtained 
by advertisers in the American 
Weekly if one did not consider also 
that the American Weekly publishes 
the largest page for advertising pur
pose' printed in full color.

The effect of a large color ad
vertisement cannot be over esti
mated. Color is the natural medium 
of human expression. Displayed ef
fectively as in the American Weekly 
it becomes almost irresistible.

It attracts the eve and startles 
the imagination. It awakens mental

If hen consider
this remarkable a n d 
diversified p u 11 i n g 
power of AM KRA AX

pages, naturally for 
our own information, 
we analyze the factors 
which create it.

First, the American 
Weekly has a circula
tion of more than 2,
500.000. the largest of 
any publication in 
America. It is the 
leading feature of the 
Sunday editions of 
seven great metropol
itan newspapers: The 
Xew York American. 
Boston Advertiser and 
.American. Chicago 
Herald-Fxaminer, At
lanta (ieorgian-Amer - 
ican, Los Angeles Ex
aminer. San Francisco 
Examiner, and the 
Washington (D. C. ) 
limes.

An important fact !
rhe AMERICAN 

WEEKLY' is national 
in reader interest but.
it is circulated 
fresh, local n

with

Wherever it circulates 
it is a newspaper; the 
m st progressive and 
;• ailing newspaper in 
its locality.

Again, the American 
Weekly, because of its 
widely separated points 
of distribution as a 
fe dure section of local

NO wonder great color pages in the 
American XX eekly are producing phe

nomenal returns on everything from a five 
cent packagt of candy to a ten thousand 
dollar ready •lo-ereet house.

Xoi only are its color pages the largest 
available. permitting the most effective dis
play of color, but its circulation is larger 
than that ol any other publication in Vmer- 
ica. Two and a half million of the more 
progressive and well-to-do families of the 
I nited States look for it every Sunday as 
the principal feature of the

XI XX YORK AMERICAN 
CHICAGO HERALD & EXAMINER 

BOSTON ADVERTISER 
W XSHINGTON TIMES 

LOS ANGELES EXAMIXER 
SAX FRANCISCO EXAMINER 

ATLANT X-GE( »RGIAN-AMERIC XX

A. J. KOBI.EH. Manager 
lari bkoaou w vi « vokk

W. .1. Griswold. West, rn Representative 
IIEIKST III II DING < Hl<AGO. Il l

associations and im
pulses. It is a pow
erful action stimulant 
of all living things.

It has been scientif
ically proved that 
while black and white 
tax the imagination to
form color 
tions. color
with o u t 
word, can 
emotion or 
the human

a

associa- 
a lone, 
written

create any 
impulse in 
mind and

actively stimulate the 
imagination.

When one considers 
that the American 
\\ eekly is distributed 
with seven progressive 
newspapers, that it 
makes a universal ap
peal to every class of
people, that it has 
largest circulation 
a n y publication 
America and that 
color pages are
largest in anv 
cation, is ii ,iin
iler that :

V0‘ < ol lust

the 
of 
in 
its

the
publi - 
won-

advertisers in t h » 
American JU eekly 
doubled their space 
contracts for If 20. 
.Ind that most of 
the available space 
lor If 20 is already 
contracted for.

Advert i.
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W hv Our Men Now Sell 50 Per Cent More
The Golden Rule in Selling Brings the Seller Some
thing More Substantial Than a Feeling of Satisfaction

By MARTIN L. PIERCE
Merchandising Manager, the Hoover Suction Sweeper Company

XX/Il HIX m\ recollection there 
W are three distinct types of 

sales control. All three are still to 
he found in business, but the two 
older types are of interest historic
ally and as warnings rather than as 
models. I shall relate my experi
ence with all three types, and tell 
about some methods distinctive of 
the third type that are giving excep
tional results.

The first of the three types ex
isted during the period when the 
traveling s a 1 e s m a n. representing 
either manufacturer or jobber, lit
erally owned his trade. During this 
period, in many cases, the employer 
diil not dare to send a letter or a 
piece of literature to the trade with
out the consent of the salesman. 
The control of the salesman over 
his trade was so complete that in 
many cases he changed his line or 
changed his house and held in line 
practically every one of his dealers.

My first experience in merchan
dising was in a small store in east
ern Indiana. In the community it 
was known as the West End Groc
ery, one of those typical small stores 
that kept groceries, standard drugs, 
hardware, thread, and a few dry
goods The boss and I did all the 
<elling and the traveling salesmen 
who visited us did all the buying.

One salesman in particular v ery 
'. •• idly typifies this. He represented 
a wholesale grocery house in Rich
mond. Ind. He came usually on 
Friday, driving up to the store in 
a buggy between 3 and 4 o’clock. 
I le would get out of the buggy, go 
into the store, walk behind the 
counter, look in all the barrels and 
‘ • <es, take out his order book and 
commence to write up what we 
needed for the next week. Prac
tically everything that the bo>= did 
was to sign the order after it had 
been made out.

This salesman was typical He 
was shrewd, a hail-fellow-well-met. 
always had a good story, plenty of 
g >od cigars, and knew just when 
the boss was due a good meal. He 
always threw an air of mystery 
about his business and when taking 
the order he talked in a low, sub
dued tone of voice. After putting 
d< wn each item he invariably would 
sav. “Do you think that’s enough ?” 
E ch week he would take time for 

a little visit but would always leave 
immediately after the order was 
signed.

Two or three years later I was 
working in a clothing store in Rich
mond, Ind., where the same meth
ods were repeated. A man by the 
name of Levy, selling children’s 
clothes, visited us regularly. He 
looked over our line and made up 
the order and even would go so far 
as to count out the money at night 
and make a record of the cash, put 
it in a sack, and hand it to the 
boss. It is not a misstatement to 
say that Levy7 literally owned the 
business. As with the grocery sales
man, he could have changed lines 
and still sold the boss just as many 
clothes.

What Do YOU Think?
Which branch of advertising 7 

pays best? This is a question fre- 
qucntly discussed. Representatives 7 
of good papers imagine that the 7 
selling end brings in the belter 
prizes. On the other hand, skilful 
copy writers find this the best way j 
to important and influential posi- i 
tions. Whether the beginner in ad- ? 
vertising should start as a can- 7 
vasser or on the inside staff of an 
agency is still undecided, but there i 
can, I think, be no question that 4 
work in an agency gives the bet- ; 
ter training. It would be interest- i 
ing to have the views of leaders A 

; in the profession on what course A 
i should be adopted by those who - 

wish to take up advertising as ; 
their career. The subject is cer- A 
tainly sufficiently important.

I presume that every other man 
of 40 or more who began his mer
chandising experience early in the 
'teens could recite other illustrations 
of the same kind.

when a merchant is at The 
SALESMAN'S M ERCY

The merchants in those days, for 
the most part, were held in line be
came of their gross ignorance of 
the business in which they were en
gaged. For instance, my boss in 
the grocery had started in business 
as a representative of a northern 
( ihio nursery company. Practically 
all he had done in a business way 
during his life was to sell fruit trees 
until he bought out this grocery. It 
is literally true that he could not 

have made out a bill of groceries in
telligently to show quantities and 
qualities needed.

It was always a part of the sales
man’s work to stick something in 
which had a long profit for his 
house no matter how slowly it might 
move for the dealer. Half of our 
stock was dead. We had eight or 
ten different brands of baking pow
der, and quantities of stuff for 
which we never had a call. Thi> 
went on until all of the boss’s cap
ital was tied up in inactive goods 
and he was compelled to sell out or 
go into the hands of a receiver.

The clothier for whom I worked 
had a similar experience. I re
member certain patterns vividly to 
this day because of the number of 
times I dusted them off. As was 
the custom in those days, we started 
on Monday morning to clean stock, 
working at odd times until we had 
completed our work. We had a 
line of odd pants. Ninety per cent 
of them had been in stock for over 
three years but we kept buying from 
year to year new stock to be sold 
and the old stock was retained.

Aly second boss did not go into 
the hands of a receiver but went 
out of business, having made prac
tically no money in a venture that 
took up some of the best years of 
his life.

The second type of sales control 
has been known as psychological. 
Later merchandising history has 
gone to prove that the methods were 
neither psychological nor was the 
man using the methods of a real 
salesman.

When my boss in the clothing 
store failed to give me a much 
needed raise. I launched into the 
insurance business. One of the first 
experiences I had was to be taken 
to a city nearby, along with about 
roo other insurance salesmen from 
various towns in that district, to 
spend two days under the direction 
of one of these high pressure dis
tributors of psychological selling 
methods. He did not spend 15 min
utes during the two days in talking 
about the real service the company 
was capable of rendering. He did 
not lay upon the representatives the 
necessity of carrying insurance in 
the company: but he did lay out 
to them strong-arm selling points 
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and methods and strong talk that 
would help them to go to their pros
pect and carry away an application.

WHEN THE GULDEN RULE WAS 
NOT CONSIDERED

The idea of fitting the policy to 
the prospect or the idea of selling 
the prospect what he really’ needed 
was not mentioned. The sole mo
tive put into the minds of the agents 
during that conference was that a 
certain percentage of the first year's 
commissions would revert to them 
and for that reason they should sell 
the prospect as large a premium as 
possible.

The history of life insurance as 
; profession is literally strewn with 
the wreck of hundreds of fine young 
fellows who could have made a 
success, had the insurance compan
ies in those days had the same vis
ions that a number of them have 
today, realizing that the company is 
responsible for the development of 
the salesmen who come to them, 
rather than simply handing them a 
rate book and telling them to go 
and hunt up the prospects.

Years later, while I was teaching 
in. a southern college, we had sev
eral of the same type of men visit 
ui The college I was identified 
with was an industrial school. The 
boys went out from year to year, 
during vacations, to do some type 
of selling. It was my business, di
rectly after the holidays, to drill 
these fellows for the work they ex
pected to do during the following 
summer.

Invariably, sales representatives 
of the high-pressure variety’ would 
be sent to us from the companies 
i epresenting stereopticons, books, 
kitchenware, and similar products. 
’1. tey’ brought no message of serv
ice and spent no time in showing 
the men how they could be of real 
help to the people they were to call 
upon; the whole time was spent in 
showing the tricks of the trade and 
the quickest and easiest methods to 
get names on the dotted line.

These high-pressure men made it 
a business to spend a day or two 
with the men in the field, going over 
again with the group the same 
tactics and the same methods pur- 
-u< d before the men had com- 
m< need work. Until quite recently 
(1 majority of sales managers, par
ticularly those selling specialties, 
followed this method of sales con- 
unl. As a result, a constant pro- 
ci"iun of salesmen went through 
i heir offices. Sometimes during a 
year there would be a turnover of 
200 or 300 pel cent.

The men knew nothing of the 

cummodilv and cared less. As a 
rule, they did nut even read the ad 
vertising matter that was sent out 
from the house describing the 
product they were selling. They 
had but one thought and that was 
getting an order, sending it to the 
house, and getting the commission 
check. When they had sold once 
they never expected to see their 
prospect again.

This method of sales control, ami 
these men, as 1 have said, represents 
a [>ast generation. I here are still 
salesmen, however, who do own the 
business. There are sales managers 
still trying to put across their bus
iness with strong-arm selling meth
ods. But each year their number 
becomes less. Merchandising today 
is being recognized as simply a 
method whereby one man serves 
another.

In the third type of sales control, 
as I see it, the outstanding function 
of the manufacturer and jobber is 
to sell his salesmen and his dealers 
a selling plan independent of anv 
given volume of business. The 
American Multigraph Company says. 
"Yuu can’t buy a Multigraph unless 
you need it." Hart, Schaffner and 
Marx says, "Every suit is all wool.’’ 
The American Chicle Company ad
vertises good digestion. The Elliott- 
Fisher Company7 advertises the serv
ice performed by their products: 
and so I might go through the en
tire list of up-to-date merchandisers.

These concerns carry on educa- 
tmnal work with their salesmen, 
their dealers, and their dealers’ 
salesmen, to the end that they shall 
know the value of their commodi
ties and shall enthusiastically satisfy 
the consumer demand by recom
mending these advertised products.

Overloading the dealer has “gone 
out." Profit is based on turnover 
and in order that the retailer may 
lealize the full possibilities of his 
commodity, it must come to his 
stockroom persistently, but at no 
time in large quantities. Every man
ufacturer turns down enthusiastic 
dealers who insist on placing orders 
for more stock than can readily be 
disposed of.
I VEN THE NEW DEALER CAN’T AL

WAYS HAVE EXACTLY WHAT 
HE ORDERS

This policy has been so persist
ently followed by’ our company that 
it dates back as one of the very- 
first of our fixed principles of mer
chandising. It would be hard to 
find a single manager in the entire 
organization that could not give you 
a long list of instances where new 
accounts were made without anv 

icterence whatever to the number 
uf machines that were being or
dered.

Some time ago a new dealer in an 
Ohio city was put un. Our man
ager deliberately cut the initial or
der to one-fourth of its original 
s'ze. This, of course, was in the 
days when the companv could make 
shipments within 30 to <>o days oil 
the time the order was placed, but 
it definitely sets fuith the spirit of 
the company and its attitude.

Some time ago, according to a 
washing machine friend of mine, a 
washing machine company doing 
business in Chicago found that thev 
were making slow progress with the 
old method uf loading up the deal
er. and therefore suddenly changed 
the past policy , upon the advent of 
a new sales manager. The mana
ger began a policy of giving the 
dealer only what he could reason
ably be expected to sell within 30 
days; and then the company cooper
ated persistently in the sale of the 
product. As a result of this changed 
policy the sales were increased 100 
per cent during the following six 
months.

Last summer I met a salesman 
for a stove concern in the store of 
one of our hardware dealers. I 
found that his method of handling 
the trade corresponded exactly’ with 
our own. He was then booking the 
dealer for the following year but 
was doing it on the basis of his 
past sales, and after a careful an
alysis of the sales possibilities of 
the dealer's territory. There wa> 
absolutely no attempt made to sell 
a single stove in the line that he 
could not reasonably expect the 
dealer to sell during the stove sea
son.

AN IMPORTANT TRUTH THAI 
SOME EXECUTIVES MISS

Goods are not really sold until 
they are in the hands of satisfied 
users. Manufacturers have learned 
from experience that the service end 
of selling is after all just as im
portant as the initial sale, and in 
many cases it is really more import
ant. for it affects not simply the 
sale of the original quantity sent 
to the dealer but also an endless 
string of other units that are to be 
sent into that territory’ year after 
year. One stove, in a community, 
that does nut give real service, can 
kill the sale of a hundred others. 
One of our district managers not 
long ago told me that he definitely 
figures that every machine properly 
sold will, within the next thirty 
days, produce another unsolicited 
sale. < )v er a period of three or
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$122,500,000-
Baltimore’s
Industrial
Payroll

The latest available figures show the number of industrial 
plants in Baltimore to be 2,700, with a yearly output valued 
at $640,000,000. The salaries and wages paid to the em- 
ploves of these 2,700 plants everv year amount to over 
$122,500,000.

Even the wage-earner of Baltimore can afford nearly any
thing he desires. He has more money to spend today than 
ever before in history and he is spending it.

Clearings of Baltimore banks for the year 1919 were 
S4,343,466,570, a gain of $987,864,826 over the year 1918.

With so much money in circulation, any worthy product 
finds a ready and responsive market in Baltimore.

This exceptional market can be covered thoroughly, ef
fectively, economically, by the use of The Sunpapers because—

Everything In Baltimore 
Revolves Around 

THE SUN
Morning Evening Sunday

JOHN B. WOODWARD 
limes Bldg., New York.

GUY S. OSBORN 
Tribune Bldg., Chicago.
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four years this has absolutely 
checked out in his territory.

My thought is that the manufac
turer or jobber who today does not 
realize that his prosperity and the 
prosperity of his dealer is one, is 
doomed to failure. Because of this 
merchandising fact the manufacturer 
or jobber today is constantly fund
ing the experience of his own sales 
organization, that of the dealer, the 
dealer's salesmen, and the user, ami 
then passes these facts on for further 
use in the development of his mer
chandising plan.

\\ ith these educational facts in 
front of him. the manufacturer or 
jobber can definitely forecast the 
volume of business that there is for 
him in any given territory during 
any given year. It is just as math
ematical as for a man to go to his 
legister ami count out the cash in 
the evening. In our case we know 
how many electrically lighted homes 
there are in a given communitv. 
\\ e know the sales that dealers 
throughout the country have made 
in a community over a period of 
years. We know the volume of 
business in the communitv. This 
volume and an exact chart can be 
laid before the dealer to show him 
how to get the business. It is a 
definite, scientific method of sales 
development.

The last educational development 
which our company has made is the 
establishment of a school at North 
Canton. The purpose of this school 
is definitely to fund all the experi
ence.- of the entire Hoover organ
ization. to classify them, adjust 
them, standardize them, and pass 
them on to the managers, dealers, 
and salesmen selling to the con
sumer. Various groups are brought 
in to the factory and these facts 
are laid before them.

A certain amount of field work is 
done by this department where this 
information is carried out and given 
io groups in the territory that can
not conveniently coifle to the fac
tor). This field work, however, in 
no wav takes the place of the reg
ular class work being done bv the 
school at North Canton.

1'he results thus obtained have 
been phenomenal. Alen who have 
had no selling experience have gone 
into the territory ami made good 
from the very first day. Men who 
have been fair salesmen, have as a 
result of receiving this educational 
cooperation, gone back into their 
territories and doubled their former 
sales iecord. One salesman, who 
had had practically no selling ex 
perience whatever, went back to 
bis dealer but found that he had 

no stock. 'J his man borrowed a 
machine from a user for demon
station purposes and he sold thirty 
machines before the dealer had ob
tained his shipment. The average 
increase in sales of men who have 
gone through the school is 50 per 
cent over their former volume of 
sales.

Thomas Edison recently said that 
the present century would stand 
out in history as a century of hu
man engineering in the same way 
that the last century stood out as a 
century of mechanical engineering. 
Every economic fact gleaned from 
present-day experience would indi
cate that this is a true analysis of 
the present situation.

For that reason, if for no other, 
the success of every manufacturer

Building Export Departments 
Calls For Much Care

Generalities Should Be Avoided and Par
ticular Aims and Requirements Considered 

By DR. E. E. PRATT
President E. 1 Pratt & Co., Inc., formerly Chief Bureau of 

Foreign and Domestic Commerce, Washington. D. C,

Foreign Trade Questions 
Answered by Dr. Pratt

DR. E. E. PRA1T. now president of 
E. E. Pratt & Co.. Inc., and for
merly Chief of the U. S. Bureau 

of Foreign and Domestic C ommerce, in 
this dcpartinent every other week 'Will an
swer specific questions as to actual prac
tice of foreign trade.

Dr. Pratt's ans'wer to foreign trade 
questions -will alternate with flic series of 
articles on foreign trade by Clayton Sedg
wick Cooper, the next article of which 
'will appear in an early issue.

Mail your questions to Dr. E. E. Pratt, 
care of Advertising & Selling l 0.. Inc., 
qpi Fourth Ave., Xe'W York City.

I. and H.. Inc., 
Cincinnati, (fhio.

I! e tire manufacturers of a spe
cialty which is widely used in this 
country, and for which we believe 
there is a market abroad. Would 
you advise us to develop an export 
department of our own, or make 
use of the export firms in Yew 
York and elsewhere/ Please give 
us the reasons for your advice.

This question goes to the root of 
the export problem, as it affects the 
manufacturer. Ihe questioner in 
this case has made the usual mis
take,— a mistake always made bv 
those unfamiliar with export busi
ne". lie assumes that there is a 

and jobber is intimately tied up 
with this third method of sales con
trol. People can no longer be con
trolled by pettv bribery nor by per
sonal influence; nor can they be con
trolled permanently by strong-arm 
selling talks. There must be a fun
damental basis on which the buver 
has as much, if not a greater, op
portunity for profit than the seller. 
The seller must absolutely see the 
transaction from the standpoint of 
the buyer and he must be genuinely 
interested in the success and pros
perity of his customer. This is the 
only satisfactory, reasonable, and 
successful way whereby the modern 
merchandiser mav extern! the glad 
hand to his customer.—System, the 
Magazine of Business.

right and a w rong method for the 
manufacturer to pursue, and that 
the question of establishing an ex
port department is an abstract one 
like any mere engineering problem 
or a chemical reaction. To talk 
with some uninformed manufactur
ers, you would think that the export 
problems of his organization could 
be analyzed in the laboratory and 
an exact answer found to each 
query.

Nothing’ could be farther from 
the truth. No num, however skill
ed. can answer the question pro
pounded in this instance. In the 
first place, we haven't sufficient in
formation. Only the writer of this 
letter, or possibly his Board of Di
rectors. can give the necessary in
formation. The best that I can do 
is to point out some glittering gen
eralities that bear on the subject.

As indicated, there tire in general 
two courses open to the manufac
turer: first, the establishment of tin 
export department, and in conse
quence the development of a direct 
export business : second, the making 
of certain connections with export 
houses in New A’ork and San bran
cisco, and in consequence the de
velopment of an indirect export 
business.
The decision as to whether his
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Market Data on Erie, Pa.
This analysis of the Eric market and newspapers is designed to help 
you get the salient features immediately; then clip and file the page 
for convenient reference.

Population
Erie present estimate. 105.000. Suburban (35 mile radius), 52,000.
Substantial, desirable class of citizens; small foreign element.

Appearance of City
Scientifically laid out. Streets are straight and generally of good 
width. Principal thoroughfare 100 feet wide. Majority of other 
streets 60 feet wide.
Principal retail business street is State. Stores are many with plenty 
of the finest class of merchandise.
Mercantile and public buildings and factories, modern and imposing. 
No poor residential district. Most houses are brick or concrete. Many 
mansions. Modern apartments. Several manufacturers have high class, 
modern housing development? for employees. This insures a steady, 
more-than-averagc worker, accustomed to modern conveniences, luxuries 
and responsive to judicious advertising.

Manufacturing
Eiie is a prosperous manufacturing city. Diversification of manufac
tures insures stability. No abnormal labor supply or excessive unem
ployment. Fair wage scale and high class of employees are reflected 
in character of large number of homes owned by workers.
Eric is the center of the engine and boiler industries of the world 
with factories which lead in the manufacture of sterilizing machinery, 
clothes wringers, bond and ledger paper, roofing and building paper, 
steel forgings, tools, malleable and grey iron castings, horseshoes, 
stoves, hardware, pig iron, hollow ware, brass and iron pipe fittings, 
meters, electric motors, electric engines and electrical goods, locomo
tive?, art metal specialties, rubber tires and tubes, baby carriages, wood 
products, building materials, air compressors, bolts and nuts, brass 
tubes, chemicals, flour and feed, lubricating oils, bricks, freight cars, 
structural steel, silks, pipe organs, furnaces, and sheet metal specialties, 
paper boxes, stove furniture, valves, vises and wrenches, corsets, trous
er? and overalls, confections, foundry products, feed water and storage 
heaters, show cases, caskets, aeroplane parts, etc.

Fishing
Erie is the largest fresh water fishing port in the world, with an 
annual haul of from 12,000,000 to 20.000.000 pounds of fish, most of 
which is handled and shipped by large freezing and packing houses 
located on Presque Isle Bay.

Location and Relation to Future
Eric (port on south shore of Lake Erie on Presque I?le Bay) is 88 
miles from Buffalo, 95 miles from Cleveland and about mid-way be
tween New York and Chicago.
Erie harbor, 4 1-2 miles long and 1 1-2 miles wide, insofar as na
ture has a hand in it, is the finest on the great lakes. Commercially, 
however, this wonderful natural advantage has been neglected, although 
the lake commerce right now is of no small consequence.
This under-development of the port is but an added assurance of future 
prosperity and certain growth. This means that the City is sure to 
become larger and more important, and therefore a logical market for 
you to obtain a foothold in right now.
Erie’s location for commercial purposes is unsurpassed. It is within 
easy reach of half the population of the United States. The outlying 
territory includes a splendid fruit growing and farming region.

Transportation
The facilities are adequate, including steam and electric railroads and 
limited lake boats.
The New York Central, Nickel Plate, Pennsylvania. Erie & Pittsburg, 
and Bessemer & Lake Erie Railroads pass through or have their 
terminals at Erie.
Three interurban trolley lines connect Erie with all the important cities 
and territory east, west and south, affording freight as well as passenger 
service.

U holesaling
With Erie increasing in size and importance, the wholesale business 
should rapidly develop. At any rate, there lies certain opportunity.
While the greater portion of the jobbing business is now controlled 
from Buffalo and Cleveland, from an advertising and merchandising 
standpoint Erie stands alone and supreme.

Erie Daily Times
(A. B. C. Member)

Paid Circulation 28,194
Average for 6 months

Line Rate 7c Flat
Not a little of Erie's growth is due to the influence of its dominant 
newspaper—the Times. Space will not permit showing the Times’ 
imposing record of influence for good. Established 32 years ago in 
1888, its policy has been and is fearlessly independent. 

ending March 31, 1920

Evenings Except Sunday
The Times’ policy is to publish the news, speak the truth, and to 
advocate policies which it believes to be for the best interests of 
the greatest number, regardless of opposition. The paper is indepen
dently owned, has no private interests to foster, no axe to grind.

Circulation
A. B. C. records show to what extent the Times saturates the Erie market reaching practically every worthwhile fam-
ily. Obviously the Times is at once the class and mass paper.

The following record shows the paid average circulation for March. 1920:

Territory Copulation
Erie City 105.000
Erie suburbs

(35 mile radius) 52,000
Country ---------

Number Erie lunes’
of Paid

Homes Circulation
21,000 20,238

10,000 7,262
-----------------------------  1,366

Total ______________________________________ 28,866
Erie has three daily newspapers—one morning, two evening. The Erie Times has about 50 per cent MORE than the 
combined paid circulation of its two DAILY competitors and about TREBLE the circulation of either.

Few Parallels
Of what avail is an oversized market in a di?puted newspaper terri
tory? How much actual money do you make by entering a vast 
field where to dominate you must increase your selling cost in several 
mediums.
Erie, Pa., and the Times should be in every national campaign, The 
territory is big. concentrated and prosperous; one newspaper saturates

in the Nation
the field—which reduces your selling expense to a minimum -and in
creases your actual net profit even above that in larger cities where 
keen newspaper competition increases your selling cost,

Indeed, Erie and the Times stand out as one of the exceptional com
binations. with few parallels in the entire United State'.

The Erie Daily Times for EVERY National Advertiser
Representatives

E. Katz Special Advertising Agency
Established 1888

î5 E. 26th St.
NEW YORK

Harris Trust Bldg. 
CHICAGO

Waldheim Bldg.
KANSAS CITY

Candler Annex 
ATLANTA

Monadnock Bldg.
SAN FRANCISCO
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export business shall be direct or 
indirect rests upon the manufacturer 
and the facts ujmn which to base 
that decision are mostly in his hands 
anil nowhere else.

I he decision of direct or indirect 
exporting rests, in the main, upon 
the following considerations:

(I) Character of Ihe Product.
Some articles are particularly adapted 

to direct exporting, as for example those 
widely used; e.g., sewing machines, cig
arettes. etc., or articles where the ele
ment of service is important and where 
direct contact with the factory is essen
tial. In other cases, where the product 
1 more standardized, e.g., coffee, zinc, 
certain types of machinery, etc., the ne
cessity of close contact with the buyer 
is absent and the manufaclurer is well 
served by an exporter.

(2) Capital and Credit.
Any producer or manufacturer who 

desires to export direct to foreign mar
kets must be prepared to give credit to

Keeping Up With 
The Times

A F A C T A W E F K

Put out of the reckon
ing, lor the montent, the 
phrases, “most responsive 
circulation,” “the paper ot 
results,” “a hundred thou
sand lines gain e d a 
month, “advertising re
fused,” “the paper of the 
home,” and think of The 
Washington Times in this 
aspect :

I he AY ashington 1 unes 
has 60,000 daiiy buyers 
all in one edition -not 
duplicated ( population 
and circulation figures 
prove that) sells out 
completely every dav - 
circulation growth lim
ited by white paper short
age.

This big Times citv is 
waiting, money in hand, 
to buy the products that 
appeal. 1 he rest is up to 
tbe advertiser.
The Washington Times

WASHINGTON. I). C.

his foreign customers. In order to give 
credit, he must have not only sufficient 
capital to carry on his domestic business, 
but to add a very considerable line oi 
credit for his foreign customers. Some 
manufacturers have been fortunate 
enough to be able to exact cash lor their 
merchandise, especially (luring the war. 
But today the manufacturer in general 
has the choice of giving credit or doing 
business through a middleman.

(3) Margin of Profit.
The margin of profit oftentimes deter

mines the question for the manufactur
ers. If the margin is wide, a large and 
specialized selling organization may be 
built up. If the margin is small, any- 
selling organization may be too expen
sive. To a very considerable extent the 
margin of profit depends upon competi
tion abroad--a point that must be kept 
in mind.

(4) Brains.
Some industries are notoriously- lack

ing in brains. If the manufacturer 
thinks that such is the case in his busi
ness, he had better not embark on a 
program of direct exporting. There is 
in fact no business in which the neces
sity for highly trained brains is so great 
as in the export department of a manu
facturing establishment. No executive, 
no matter how competent, can look after 
the details of an export business, and 
hence that part of the business must be 
delegated. There must be brains at the 
lop, and brains in the export department.

(5) U'.illingness to Export.
Manufacturers sometimes think they 

want to go in for direct export business, 
when they have not really considered all 
the consequences. The "'Willingness to 
develop direct export business presup
poses a carefully and thoughtfully made 
decision and not a chance, a prejudice, 
or a mere lucky stroke. Any man who 
decides to go into direct export business 
should have the determination to go 
through with it, come what may.

Ihe considerations mentioned 
above apply to all export business, 
but particularly to direct exporting. 
Ihe direct exporter carries his pro
ducts directly into foreign markets. 
He builds up a selling organization 
abroad, which may consist of his 
own officers, travellers, warehouses; 
or of his own agents ami represen
tatives; or of a large number of 
customers and mail contracts. He 
builds up his foreign advertising. 
His foreign credit information 
equals his domestic credit informa
tion. His shipping department is 
familiar with the technique of for
eign shipments. His financial de
partment understands drafts and 
foreign collections. In short, the 
man who exports direct must be 
prejiareil to extend his domestic or
ganization with foreign countries.

If the manufacturer is not pre
pared to do these things, he can use 
the export house or a middleman, 
and his obligations will be discharg
ed upon the delivery of his mer
chandise into their c ire.

I'inallv. let me sav that the decision 

to extend his business into any for
eign territory should be based by 
the manufacturer on exactly the 
same factors as his decision to 
open uji anv new domestic territory. 
If his decision is so based, it is like 
Iv to be successful; if not, he is like
ly to meet with unfortunate results.

Philippine Advertising Plan a Feature 
of Missouri Journalism Week

An extensive advertising plan of the 
government of the Philippine Islands, 
taking the form of a Made-in-the-Philip
pines Banquet, will have a prominent 
place on the program of the eleventh an
nual Journalism Week of the School of 
Journalism of the University of Mis
souri to be held from May 3 to 7 this 
year. Newspaper men and women from 
all over ihe United States who will 
come to Columbia. Missouri, for Journ
alism Week will be dined on the food 
of the Philippines, delighted with the 
decorations from the Philippines, and 
have displayed before them numerous ex
hibits, both agricultural and industrial, to 
prove to them the remarkable develop
ment of the Philippines along these lines 
since becoming possessions of our gov
ernment. Appropriations by the govern
ment there to cover the expenses of the 
banquet amount to 150,000 pesos or 
$75,000.

Food for (100 guests, to which num
ber the plates is to be limited, will be 
accompanied to Columbia by Filipino 
cooks who will prepare and serve it in 
the Philippine manner. Decorations 
characteristic of the Islands will trans 
form the banquet hall to a tropical seem 
where Filipino students now studying 
in this country will sing their native 
melodies. The shipment of materials, 
now being collected in Manila to be 
sent direct on an army transport, will 
also include appropriate souvenirs wh^i 
will be distributed among the guests.

Another event standing out on the pro
gram for Journalism Week is the dedi 
cation of Jay H. Neff Hall, the new 
$75,000 home of the school, which i' 
now nearing completion. It is a gift 
to the school from Ward A. Neff, an 
alumnus, in memory of his father. Jay 
H. Neff, who was widely known as an 
agricultural editor of the Middle West 
The building is now being equipped with 
a modern newspaper plant at a cost ol 
approximately $30.000 in which will be 
published the Evening Missourian, the 
daily paper issued as a laboratory prod
uct by the students of the school. In 
addition, it will contain a stereotyping 
department and class rooms, and will 
be the first building in the country to 
be used exclusively as a newspaper plant 
and for instruction in newspaper work-

622 Registered Beverages in U. S.
Given in a list of manufacturers and 

distributors of beverages, including 
beer substitutes, soft drinks, grape juice, 
table waters, etc., prepared by tbe Na
tional Register Publishing Co., New 
York, are the names 6’2 brands. Tin 
names ranging alphabetically I rom Ac.i 
dia, and numerical identifications such 
as 40-60, to the last drink Zip the Zip. 
vv ere compiled, with a tew exceptions, 
from the trade marks registered in tin 
United States Patent Office during tin 
past three year'.
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ADVERTISING IN FINLAND
The following are the principal papers 

it- I nland, which carry most of the ad
vertising done in the country:

Cireula-
X.unc Place Language lion

Helsingin
Sanomat ... I leFingfoi - l■'illni>h ........... .... 

HufemUtad'
bl let ......... ■■ Swcdi.h 4s. 

Vusi Suomi.. ■■ Finni-li w 
I auppalditi . . •* ■■ ....
Mercator .... ■■ ■■ ....
Turun

S lomal . . . Abo («.non
I usi Aura. . “ .'4.000
Abo Under-
rattel.-er ... ■ SwdiA 0.500

Aanndehti . . rannnerfin s Finni-’i  ........o 
Karjala ......... Viborg " 45.1....
Kai jalan
Aa nulcbii . . " ■■ . ..........

Ilkka ................ Vasa ” 12.000
k asa .................... ■■ ■■ 10,000
Vasabladet . . " ■ 8,000

Kauppalehti, a daily published in Fin
nish. and Mercator, a weekly magazine, 
published in Swedish, are commercial 
organs. The others are general news
papers. ‘ .

The circulation of papers published in 
Swedish is confined largely to the cities 
and the south and west coasts, as these 
are the centers of the Swedish-speaking 
population. It is estimated that one- 
sventh to one-fifth of the circulation of 
thi papers published in Finnish is con
fined to the cities. The remainder goes 
r. country subscribers.

COST OF ADVERTISING—CHAMBERS OF 

COMMERCE

The first and last pages of Finnish 
papers are given up to advertising. The 
middle is the news section. Advertising 
on the first pages costs 60 penni*, on the 
last pages 50 penni, and in the news sec
tion 70 penni, per millimeter column. Fol 
Sunday editions these figures are 70, 60, 
and 80 penni, respectively. If the ad- 
• ertising is to occupy a fixed place on 
the page the charge is 10 penni addi
tional per line. The \-asa papers are 
carrying advertising at 10 penni per mil- 
imeter column less than other papers at 
the present time.

There are well-organized chambers of 
commerce in Helsingfors, Abo, Hango. 
\ iborg, Tammerfors, Vasa, Uleaborg, 
Bjorneborg and Kuopio. The central 
chamber for all Finland is at Helsing
tors (Central Haudelskammare Borshu- 
• it, Helsingfors). Commercial cata
logues and trade magazines descriptive 
cf American goods will be received by 
the se chambers and placed at the dis 
posal of interested merchants.

*100 penni make t mark, the normal value 
of which is 10.3 cents.

Southern Pine Association 
Appointments

King H. Pullen, publicity manager of 
the Southern Pine .Association since 1917, 
has been appointed acting manager of the 
1 rade Extension Department to succeed 
L. R. Putman, who resigned to become 
manager of the newly organized Ameri
can Lumber Association

J E. Rhodes, secretary-manager of the 
association also announces the appoint
ment of Earl Dionne to haw charge of 
the Salesmen’s Service Association. Mr. 
Dionne, who has been identified with 
lumber trade journal work, will edit 
“The Southern Pine Salesman,'' and 
will serve as secretary-treasurer of the 
salesmen's association.

America's

New York American
THE BEST PAPER 
for the BEST PEOPLE

Sunday American Circulation 
Limited to a Million

TWICE the PRICE 

and 

TWICE the WORTH 

of Any Other New lork Newspaper

READ BY THOSE WHO 
WANT THE BEST AND 
ARE READY TO PAY FOR IT

The Most Prosperous, the Most Liberal 
and the Most Discriminating Body 

of Citizens in the I nited States

AND MORE THAN A MILLION OF THEM

LARGEST CIRCULATION IN AMERICA
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Selling a New Idea to Old Salesmen
How Adler Orders Were Increased 
by Use of the Advertising Portfolio

DURING one of the depart
mental sessions of the Asso

ciated Advertising Club' at New 
Orleans the question arose as to 
how to best insure hearty coopera
tion from the salesmen in the carry
ing and use of port folios containing 
the pieces of matter which go to 
make up the average advertising 
campaign.

Considerable complaint was made 
that salesmen too frequently ne
glected this important material, 
either failing altogether to take it 
out on their trips or else handling 
it in a wav not calculated to secure 

that some of the innovations of 
present dav sales methods might be 
helpful in the way of increasing 
their commissions.

"When vve decided to get up a 
portfolio of our advertising with a 
view to having our men carry the 
material with them I knew there 
was some selling ahead for me. I 
could foresee trouble and knew 
pretty well where to look for the 
str<ingest < >p| losition.

"Regardles' of this vve went

the big return which should accrue 
i 'om a proper piresentation to the 
trade.

The concensus of opinion seemed 
to be that the proposition was. in 
its final analysis, one of selling the 
salesmen so completely that they 
would recognize that the neglect of 
such a sales stimulator reacted di
rectly against their respective sales 
records. In support of this and as 
an evidence of accomplishing the 
wished for result under especially 
difficult conditions Ed. D. Wolff, 
Advertising Manager of David Ad
ler & Sons Clothing Co., of Mil
waukee, manufacturers of Collegian 
Clothes related the experience.

“(iur organization," said Air. 
Wolff, "is made up of capable fel
lows who have reason to feel that 
they’ know their business thoroughly 
and most of their customers inti
mately. I expect that mo't of them 
feel that their territories are han
dled to the very best advantage and, 
in the main, we are inclined to 
agree with them.

"(fur product is marketed through 
the medium of one good agencv in 
each town and since it is our earn- 
f't endeavor to place that agency 
with only the best type of mer
chant' it is not always possible nr 
policy to appoint a distributor un- 
lc" we can get just the sort of rep- 
ic'cntation we feel our line de
mands.

SELLING NEW IDEAS TO OLD 
SALESMEN

"Because the business was estab- 
b'hed in 1849 we naturally have 
'nine old timers in our sales organ 
ization. They have been selling 
David Adler’s clothes for such a 
long time that it is not the easiest 
tl ing in the world to convince them 
tl it the said world do move anil 

ahead and prepared the portfolio 
confident that in the final analysis 
we could be able to convince the 
organization that the carrying of 
such ammunition was good business 
and certain of increasing the earn
ings of the salesmen.

"When we were ready to ’shoot’ 
I decided to pick out the hardest 
target first, arguing that if I could 
'dl him the others would be easier. 
W e have one salesmen who has 
been selling Adler clothes for forty- 
two rears and I decided to practice 
on him.

"When I had him comfortably 
seated in my office I brought forth 
the portfolio and laid it on the table 
before him. 'I’ve fixed up some-

CAPPER FARM PRESS 
will help you 

investigate, for your 
product,the World’s 
Greatest Farm Market

CAPPER FARM PRESS

has established 

a standard for 

authoritative sales 

data in the Midwest
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thing here. 1 said, 'which 1 thought 
you would like to have. It might 
help tuu get some more business.' 
He looked al it a minute, grunted 
and rose from his chair, remarking 
as he did so, 'Not for me! I don't 
need any of that sort of truck to 
help JIE sell clothes.'

"1 realized that I'd have to work 
quickly or he would be down stairs 
freely expressing his opinion of the 
new tangled scheme ihe advertising 
manager had sprung on him. So I 
slid. ’Now just wait a minute, old 
man! I don't know whether the 
scheme is any good either, but there 
is a chance it might be. What's the 
harm of trying it on some of the 
I vlks vou aren’t selling in your ter 

Will the farm folk of the 16 Capper States 
buy YOUR product?
A Kansas Citv Distributor recently said:
“If we were just opening up this territory I 
would go fit st to the Bureau of Research of 
THE CAPPER FARM PRESS and enlist 
its services: the men in charge know the 
territory ; they know the sales possibilities; 
they know the potential markets and they 
c<n route our travelers the efficient way.“
It is the province ot our Bureau of Research 
to study trade conditions, sales opportuni
ties and potential markets in the Midwest; 
and to furnish advertisers data based on 
first hand contact.
Thru our field men and our branch offices 
in leading distributing centers, the Bureau 
makes investigations that many advertising 
agencies and advertisers have found of real 
value in planning < ampaigns that sell goods. 
Its services are at your disposal. You will 
nevei find a better time to investigate and 
develop this market.

rilorv : Supposing vou do not show 
il to lour old accounts! 1 guess
perhaps they won't be interested 
anyway seeing they know you so 
well.’

"'Let's see, haven't vou got a 
vouple of towns out there where we 
haven't been able to ‘horn in' be 
cause we can't gel just the folks we 
want? Seems to me one of the 
firms you wanted does a lot of ad
vertising. I’d guess they would be 
interested in seeing what we are 
thinking of doing this year in the 
wav of clothing advertising—curi
osity. if nothing else.’

a "sale" half-made
"That seemed to strike the old 

man as quite reasonable for he sat 

diwn again ami commenced lo look 
the port folio through very carefully 
while I continued on with my job 
of selling the idea. He listened 
carefully and when I’d about run 
out my siring, said in a somewhat 
doubtful tone, ‘Well, lid, maybe 
you're right! .Anywav I'll give it 
a show.’

"He again arose but 1 asked him 
to sit down again. 'Now.' said 1, 
T want you lo take this thing down 
stairs and show it to—fl then 
named the three other men whom 1 
thought would be hardest to sell on 
the idea)—and try and persuade 
them to try it in their territories the 
same as you are willing to do.’

"He took the book under his arm 
ami said he’d see what he could do. 
In about an hour he came back with 
a broad grin on his face and said 
he had got them to agree. And then 
he added, ‘Say, do you know 1 be
lieve that’s going to lie a darned 
good scheme!’ Well, then I knew7 
1 had won—he had sold himself in 
his efforts to sell the others.

“The best part of the story lies 
in the fact that on his very first trip 
out with the new portfolio he 
landed the firm we had talked about 
as being good advertisers. They 
were very much interested indeed 
as soon as he gave them a peep al 
the Adler portfolio and the account 
has been worth from one thousand 
dollars up in commissions to him 
each tear since."

International I'uhliciij <0. started
The International Publicity Co. has 

been established at Lima. Peru, to act 
as advertising and general publicity 
agents not only in Peru but also all 
through South America, where the firm 
is establishing branches, agencies or af
filiated companies. .1. Laureano Rodrigo, 
who is general manager, has had over 
ten years’ experience in the publicity busi
ness in Argentine and Peru and has re
cently staye 1 over a year in New York 
studying advertising.

CAPPER FARM PRESS 
(Member A. B. C )

Arthur Capper. Publishei 
Marco Morrow, Ysst. Publisher

Topeka, Kansas
CHIC AGO.................. tub N. Dearborn SI.
NEW YORK.................. 501 Fifth Avenue
DETROIT.......................... lord Building
KANSAS <IIV  Graphic Vrts Bldg.
ST. LOI Is 1 hemical Bldg.
OMAHA Farnam Bldg.
Ohl AHOMA CITY ..Farmers Nat’l Rank

N. Y. U. < ampaign to Start Wednesday
With the slogan, “It’s in Xew York— 

It’s for Xew York." the advertising cam
paign to raise $6,450,000 for Xew York 
University, will be launched in Xrew York 
morning papers on April 21. and will con
tinue until May 21.

Who Can Spare Copies of Advertising
& Selling for N<>v< mber 15. 1919?

THE ARCHITECTURAL AND BUILDING 
PRESS, I Xi
Publisher of

The American Architect, Buildina 1
Meta/ ll’crkcr. Plumber and Steam Fitter 

243 West 30T11 Street 
NEW YORK

I' in,., . Advertising & Selling.
In accordance with our telephone conversa

tion I am desirous of securing one or two 
copies of the last Trade Directory Number of 
Advertising & Selling, and if you can do 
anything to assist me in securing this I will 
greatly appreciate it.

Very sincerely yours
Fred S. S1.V, Business Manager.
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How Fifth Avenue Was ’Sold”
A Famous Shopping Street Takes a 
Week to Tell About Its Wares

By MYRTLE PEARSON

H \\ 1 you picked out a week 
for your very own yet ? Every

body's doing it. "Coffee Week," 
"Bicycle Week,” "Orange Week,” 
"Save Money on Meat M eek." and 
many others — considerably more 
than the rear’s quota of 52—are 
inarching bv in close array, over

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 T|AKES 
CARE OF THIS SITUATION

IT ISJ“GOOD-WILL ADVERTISING”

It insures continuous buying on the part of the con
sumer, because he receives a direct monetary return 
tor money expended. Quality and price being equal 
he will insist on such brands.

Ao stock to carry. Ao detail to worry over. Ao investment 
tor premiums. You pay after the sale has been made.

1 he follow ing firms that we serve are a few that mav 
he referred to:

I he ATestles Food Company
Lever Brothers Company
I he J. B. Williams Co.
Foulds Milling Company
f ederal Snap Fastener Corporation.

11 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

lapping and, we strongly su-pect. 
overworking. Sometimes the weak 
idea is a pretty weak idea, indeed. 
It’s a wartime idea. W ar times are 
past. Public opinion is more than 
willing to consign war ideas to war's 
boneyard. Like inimitable Cousin 
Egbert, of Harn- Leon W ilson's» 

“Ruggles of Red Gap,” the harried 
consumer "can be pushedjust so far” 
—and no drive on earth is going to 
push your product or service over 
the top if he is pushed further. He 
has already been pushed a long wavs. 
’Ware rebellion.

But when Fifth Avenue has a week 
in a Fifth Avenue way, that is a 
steed of an entirely different com
plexion. From .\pril 4 to April 10. 
Fifth Avenue—"New York’s Rue de 
la Paix,” as we say if we are Franco
maniacs, or "New York’s Bond 
Street.” if \\ e are Anglomaniac— 
celebrated a week that was as "dif
ferent" as Fifth Avenue is different 
from even other street in America. 
For seven days. Fifth Avenue shop- 
became a thing of beauty, the mem- 
on of which is a jov forever.

SELLING FIFTH AVENUE

The basic idea of Fifth Axenue 
week was the selling, not only of 
New A’ork, but of the whole United 
States, the whole world, on the idea 
that the merchandise displayed and 
sold in the Fifth Avenue shop- is 
the very finest that can be found in 
the richest country in the world. 
For Fifth A venue week, and in com
petition for the Arthur Williams 
Medal, offered as an award, the shops 
along the noted thoroughfare sur
passed all previous achievements in 
w indow decoration. The medal be
ing offered for the most artistic even
ing window display, special efforts 
were put forth to arrange unusual 
lighting effects. A drive down the 
avenue on any night of the week be
came a journey through a corridor 
of the land of faerie. The medal 
w as awarded to the House of Joseph. 
*132 Fifth Avenue: B. Altman & Co.. 
William Baumgarten & Co., and 
Dobbs & Co., receiving special men
tion in the order named.

Sales managers cooperated with 
the window display managers, ar
ranged special sales for the week and 
bent their efforts toward convincing 
customers of the unique opportuni
ties offered for quality buying “on 
the Avenue." It was consistent with 
the Avenue's reputation that em
phasis should have been placed on 
quality rather than price.

To the adxertising managers fell 
the biggest task of all—that of sell
ing Fifth Ax enue M eek to the na
tion. The fete idea was stressed 
both in the newspaper space during 
the week and in national mediums. 
Consumers country-xvide were invit
ed to make this week—the tradition 
ally dull after-Easter week inciden
tally—their shopping week in New 
York.
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DID IT GET ACROSS ?

What of results? 'I'lvit Fifth Ave
nue W eek was an artistic, civic and 
educational success goes without 
saying. That the big firms along the 
avenue are more than favorably im
pressed with its value as an adver
tising and selling feature is testified 
to by the commendatory remarks of 
ten firm members, advertising or 
sales mantigers whom it queried on 
the matter.

I. M. Wheeler, vice-president of 
C. G. Gunther's Sons, furriers, was 
a keen supporter of the proposition 
to make an annual event of the week. 
"It made the store executives wake 
up to the possibilities of displaying 
and merchandising their wares," he 
said. “It encouraged them to do big 
things in a big way. On the consum
er’s side, Fifth Avenue Week put be
fore the public the distinctive char
acteristics of Fifth Avenue mer
chandise, an achievement of very 
certain publicity value."

“It centered shoppers’ attention on 
the Avenue for the week and it will 
keep the Avenue in their minds the 
vear around,” said R. U. Brett, ad
vertising manager of James Mc
Creery & Co. "While the drive 
should not be overworked, I feel that 
this effort, as an attention-fixer, was 
exceedingly worth while. It should 
go on every year.”

“I believe that all the stores along 
the Avenue have enjoyed increased 
sales during the week,” said Francis 
I. Best, publicity director of Frank
lin Simon & Co. “Fifth Avenue 
M eek looks forward to the day 
when, with America increasing in 
wealth and importance. Fifth Ave
nue will become the Rue de 1a Paix 
of the world.”

”It is a little early to express an 
opinion as to results,” said A. S. 
Jackson, advertising manager of B. 
Altman & Co., “but certainly Fifth 
Avenue Wreek attracted attention to 
the Avenue and the Avenue’s stores 
and anything that does that is good 
publicity.”

“.Advertising Fifth .Avenue’s pres
tige must increase Fifth Avenue’s 
prestige,” said James AYhite, adver
tising manager of the Lord & Tay
lor store. “I think the idea and the 
way it was carried out. particularly 
the way the stores cooperated with 
their splendid window’ displays, re
flects great credit on the business 
men of the Avenue.”

AN IDEA FOR OTHERS

And so they go.
Fifth .Avenue is big enough and 

famous enough to sell to the whole 
country or the whole world. There

are other great shopping streets of 
wide fame in the United States that 
can be sold, if not to the whole 
United States, to special sections of 
it. It is probable that the Fifth 
Avenue Week idea, its display fea
tures, its entertainment features and 
its educational features will be 
adopted and adapted in many cities 
throughout the country. Indeed, in
quiries that have been pouring in 
from Chambers of Commerce and 
Boards of Trade to the headquarters 
of the Fifth Avenue Association 
makes this a certainty rather than a 
probability.

“I infer that the 
nine hundred girls 
in this state college 
must ‘eat it up.’ ”

So a professor of English 111 one of the 
large women’s colleges of the middle 
West wrote to the publisher of the

ThedtreMd^zine
“We especially enjoy your department of amateur 
theatricals," he goes on, “and get some very valu
able suggestions as well as pictorial enjoyment 
out of it.'

The Theatre Magazine is a valuable 
text book of dramatic art, as well as 
one of the most popular school and 
college magazines.

Indeed, The Theatre Magazine in the library of a school 
is an index to the spirit of the students. The Theatre 
Magazine in the library of a home is an index to the 
culture of its residents.

And remember, advertisers, those who are inter
ested in things theatrical, are those who buy fine 
clothes and cars, vanities and luxuries.

TheatreMa^zine
LOUIS AND PAUL MEYER, Publishers.

6 East 39th St., New York

M. Walter Dunne Dies
M. Walter Dunne, who was associated 

with the late Peter F. Collier in the 
formation of the publishing firm of P. 
F. Collier & Son, died on Friday of last 
week in Brentwood, N. .1., aged 57 years. 
During his connection with the firm he 
directed the preparation of an American 
edition of de Maupassant.

I . S. Tire Sales Manager Rewarded
Ge >rge S. Shugart, general sales mana

ger of the United States Tire Co., has 
been honored by his election as a vice
president of the company. Mr. Shugari 
assumes the office formerly held by 
Joseph C Weston.
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Advertising in Newspapers and Other Medinins
A User of All Kinds of “Space” Gives the 
Experiences Which Determine His Appropriation 

By J. M. DUNLAP
Sales and Advertising Manager. Chandler Motor Car Co.

AS to the proper division of ex
penditure between newspaper 
and other advertising, no general 

rule can be given because conditions 
are so different with different manu
facturer'. Frankly, my people are 
great believers in newspaper adver- 
ti-ing. We believe it is the most 
active selling element in all our ad
vertising. I or the past year, for 
example, our own expenditure in 
newspaper advertising has been 30 
per cent, of everything chargeable 
lo advertising, and you know what 
th it includes. But coupling with 
that 30 per cent an equal amount of 
monev, dollar for dollar, spent by us 
for our distributors ami dealers, it 
increases our newspaper advertising 
expenditure, as against total expen
ditures of which we have any record 
- because we have no record of 
outdoor advertising or theatre pro
grams—to 50 per cent.

We look on our newspaper adver
tising as an active selling factor, 
and try to use it in just that way. 
We do not lay out six months of 
advertising and prepare the copy 
and send it out—it is mostly done 
from month to month. Sometimes, 
if we feel very certain of what we 
want to accomplish particularly, we 
will plan and prepare copy for two 
months ahead. Generally, though, 
it is onlv a month, although we have 
our general plans outlined for six 
months at a time.

1 believe in magazine advertising, 
and we buy as fine a list and use it 
regularly , as we can put together in 
this country, and buy it on good 
big schedule. 1 )ur magazine adver- 
ti'ing runs about 21 per cent of our 
total advertising expenditures, but 
the total is a very low percentage of 
our sales, and is getting lower all 
the time, although the advertising is 
getting heavier.

\\ e tire using about 1 1 per cent 
in farm papers. A lot of people 
use farm paper advertising I believe 
with little benefit. Chandler never 
did much farm paper advertising in 
the first three or four years of its 
hi-tory, frankly because our car in 
the country towns was at that time, 
vou know, a fairly high priced car. 
Country people were buying small 
cars largely. 1 here was an occa 
■onal sale of a medium or high 

priced car, but it looked to us as 
though until we built up distribu
tion in the small towns we should 
not do foreign advertising, but now 
we have increased that to the point 
of 1 1 per cent.

Three years ago in July, when 
there used to be slumps at about 
that season, I had a few things that 
I wanted to tell and decided to tell 
it through the newspapers. We did 
not have much time, but we had 
something to say, and we dictated it 
and sent it to thirty Sunday' news
papers. It costs a trifle over $0,000 
to send it to papers all across the 
country. Two days after the publi
cation of that newspaper page, 
which went to probably six million 
people, we could just feel things. 
We ran forty-seven extra orders a 
day over the wire, which shows the 
selling power of newspaper adver
tising.

There is no question in my mind 
that the good magazine—and there 
are different kinds of good maga
zines—carries a lot of value, a lot 
of steady influence, and it is helpful. 
And I want to say that y ou can buy 
volume in magazines and not put 
all your eggs in one basket. I buy 
three units that give me over three 
million. We would not give this 
advertising up for anything. But 
the newspaper seems to be the one 
active sales force. It does all the 

The Motor Serves 1'wo Purpose#

I'hv owners of this automobile truck consider it one of their best advertising mediums 
nd feel that by employing its front and sides for advertising purposes the truck is 

helping doubly to pay for itself. Thi* is an ad for the ad, not for the car

salesman';, work. Xmv that is our 
story, and that is all I am trying to 
tell you because I do not theorize on 
these things. 1 have been in adver
tising for fifteen years; I was in 
agency work for eleven years.

I was a newspaper man when a 
v oungster on the St. Louis Chron
icle. I know' something about news
papers and that perhaps, is why 1 
am a little more enthusiastic. The 
sales effect itself is hard to measure 
—I do not care whether it is a little 
old home paper or what it is. It 
certainly carries an active influence 
in the development of business. I 
had the pleasure of helping work 
out, in my old days at the office, the 
first regular fifty-fifty contract form 
that was ever sent to the publishers. 
At that time most factories were 
sending out cuts, and maybe some 
sample pieces of copy' and leaving it 
to the dealers as to when they would 
run them, and the bills came to the 
factory and had to be checked, and 
all that sort of thing. We absolute
ly control our newspaper lists ex
cept for such special work as the 
dealer; may wish to do. We do not 
share in that at all because we be
lieve our releases are sufficient to 
meet the situation. If the dealer 
has some special reason for addi
tional expenditures we generally ap
prove it.
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The Newspaper Publisher Is Doing
Great Work; Stand By Him

The newspaper publishers of today are manufacturers. Into their 
finished product go vast quantities of expensive raw material, an extra
ordinary amount of costly skilled labor and a great deal of brain, real 
brain.

Their output, the newspapers, nowadays of higher quality than ever 
before in the world's history, constantly and regularly produced and wide
ly distributed, are very properly recognized as tremendous factors in the 
successful merchandising ol nearly every other manufactured article.

No other manufacturers have been beset and badgered by such exas
perating difficulties as have fallen to the lot of newspaper publishers.

It is not alone the high and uncertain price of newsprint and other 
material, but all too often, a question of any supply at all.

Their labor problem never deserts them for a moment. Wages have 
mounted to points to which salaries never aspired in days gone by, and 
salaries ha\ e gone figure-mad.

They must face and fight their way constantly through the same 
transportation troubles that others battle with occasionally.

The newspapers are standing loyally and faithfully on tried and true 
precepts and principles. Their vigilance and the searchlight they con
stantly bring to bear does much to assure public safety now. Eventually 
the return of sanity and reason to lines of public thought will come all the 
more quickly and surely because the multitude of real newspapers of the 
land have not wavered nor wobbled.

They are teaching courage, cheer, optimism, and faith in our estab
lished institutions. They are spreading the doctrine of Americanism with 
its uplifting message of equality and opportunity. They are proving that 
religious and political liberty is a fact and not a theory, whenever and 
wherever the sowers of seeds of unrest and discontent poke their dastard
ly faces.

The advertising manufacturer, his advertising agency, the advertis
ing fraternity generally, owe to newspaper publishers a greater, more 
cheerful, and active spirit of helpfulness than ever before.

Moss-covered customs and precedents that hamper and restrict the 
newspaper publishers should be forgotten. Selfish requirements and de
mands founded thereon, that serve only to put obstacles in the publishers' 
way and prevent better service to all, should be taboo.

This is a new day, with new conditions, situations, and problems, and 
they are best met and most satisfactorily soiled in every line of business 
by those of vision and mind who can see beyond the moment and think 
without the accompaniment of a precedent.

The pre-eminent value of newspapers among advertising media was 
absolutely established and acknowledged in the dark days behind us.

The need of the newspaper as an advertising medium was never 
greater than now, and surely will increase in days to come, when the 
period of re-adjustment already dawning will tax our resourcefulness to 
the utmost.

Right now every shoulder should go to the wheel with a hearty 
Heave Ho!

The newspaper publishers have truly earned and richly deserve un
hesitating and unstinted support.

Heave Ho!

THE JOHN BUDD COMPANY
National Advertising Representatives of Newspapers

9
NEW YORK

East 37th Street
Examiner Building 
SAN FRAN( ISCO

Tribune Building 
CHICAGO

Title Insurance Building 
LOS ANGELES

Chemical Building'

Healey Building 
ATLANTA

ST. LOUIS
Post Intelligencer 

SEATTLE
Bldg,
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Advertising’ & Selling
The National Magazine of Modern Merchandising

A Publisher asked us a few days ago:
"Why should I bother about Merchandising Problems?”

And we told him:
‘‘Because that’s how vou get vour living by Merchandising. Your 
ability to produce, vour advertising wisdom and your sales skill 
measure your success as a Publisher.”

Whereupon he said :
“I see what vou mean, but how am I to obtain all this information?”

There are fifty-two ways every year—one for each issue of Advertising 
& Selling, The National Magazine of Modern Merchandising.

Al)Vl RT1SING & SELLING is edited in a Helpful, Interesting, 
HUMAN style, to appeal to National Advertisers. It helps them 
in every phase of their work. Many of the ideas adopted by the 
National Advertisers are being used with profit by Publishers in 
building their own business.

Ihe Publisher who is not concerned with National Advertising 
Campaigns, with modern business problems, with labor conditions 
as they affect advertising and with advertising as it influences labor 
conditions, is not a candidate for More Business in his medium.

Advertising N Selling is the Medium of Mediums, the clearing 
house of Ideas and a means to the solution of promotion problems 
in the Modern JFay.

It is the Store Book of Successful Business. Its contributors say 
their say in an entertaining, easy-to-digest manner which renders 
the problems they deal with simple, and at the same time points 
lessons that apply to general Business Practice.
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Do vou sometimes look, at the advertisements on the pages of your 
publication and wonder how they got there' Do not the Stories 
behind those great campaigns, the stories of Merchandising Suc
cess tug at your interest? They arc full of helpful suggestions. 
And you ought to know your National Advertisers if only to meet 
them on the basis of 'what you understand about their aims.

Chat’s some of the Brass l acks Information supplied by, ADVERTIS
ING & Selling, seldom obtainable by personal effort and never 
gleaned from books.

Because it gives you just such help as this ADVERTISING & SELLING 
is todav the fastest growing publication in the Advertising world, a 
medium serving its field in the widest sense and making some 
notable records in so doing.

This Publication recently received the largest contract for space 
ever placed by a Publishing house with an Advertising Journal.

This Publication recently received from another advertiser the 
largest contract ever placed by any concern with an Advertising 
journal.

This Publication has just received the largest contract ever placed 
bv a Newspaper with an Advertising journal.

ALL BECAUSE ADVERTISING & SELLING IS THE 
GREATEST SERVICE MEDIUM IN ITS FIELD 

Advertising & Selling
INCORPORATED

471 Fourth Axenue. New York. N. Y.

J. AL HOPKINS H. B. WILLIAMS WM. B. CVRTIS
President Xdce-President Treasurer

To Reach National Advertisers Adxrertise in 

Advertising & Selling
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Further Letters of ¿in Adman to Uis Son
In Which It Is Shown That There Are 
Many Really Worth While Things to 
Be Considered In Preparing Campaigns 

By S. DEWITT CLOUGH

DI.\K BUD: Congratulations.
Chief. 1 knew you'd make the 

grade. Your mother is as proud of 
you as the dav you were made a cor
poral and so am I. Xow that you've 
captured the first trench. 1 suppose 
you’ll be planning an earlv offensive 
on the copy department. Your last 
letter would seem to indicate that 
you haxe been doing some scouting 
ni that direction.

The sample ads you enclose look

Prepare yerself tah fill yer farthers shoes

good for a starter. You’ve done 
just right in scraping an acquaint
ance with the art department. Keep 
ii up. I want to talk to you later 
about illustrations.

Advertising art is a study in itself. 
I he more you learn about it, the bet
ter copv you will produce. But. to 
get back to your ads. Don’t you 
think j ou can get a little more human 
interest into your copy■ Loosen up 
and meet us common folks with the 
smile and hand-shake you did on the 
dock that day. You’ve got the punch 
all right. That’s fine, but you sort of 
want to put yourself in the other fel
low's shoes, when you write copy and 
think how it would appeal to you if 
vou were the reader and not the 
writer. Just try to be natural, that’s 
all: not flashy, or mushy, or too high
* row. either. Of course, the prod
uct vou are writing about, and the 
audience you are talking to, must de
termine. in a measure, the style of 
vour copy, but the same psychology 
appeals as a rule to the layman, the 
professional man and the chap we 
sent to Congress last fall.

Striking an average and drilling 
deep, vou will find the same source 
for a common appeal. We all want 
health — that’s fundamental. The 
health appeal forms the basis for 
much effective copy, both good and 
bad. Fortunately, you are entering 
business at a time when the quack 
and the faker in advertising are 
about eliminated. They are on the 
defensive and waging a losing battle 
against the forces that have fought 
for honest advertising, so T repeat: 

the legitimate appeal for the preser- 
\alB11 ut health and the promotion 
of hygiene is most effective.

Of course, we all want to be 
wealthy—who doesn't, You’re trav
eling a well beaten ]>ath when you 
appeal to the pocketbook, and listen. 
Bud: now that the almighty dollar 
has fallen from its throne it’s like a 
fifty cent piece calling for its keeper. 
There never was a better time to talk 
values. if you really have them.

All classes of people are on com
mon ground in wanting, wisdom, 
comforts, clothes and good cooking. 
Adxertising is one of the greatest 
educational factors we have for 
teaching people what is worth while 
and where they can get it. There 
is little or no advertising in Russia. 
That’s the proper place to live for 
those who don’t believe in advertis
ing. or let them at least spend a few 
x ears in Russia. When they return 
they’ll enjoy reading real advertising 
and appreciate what it is doing for 
civilization.

You see. Bud, it’s not hard to dis
course at length on how to write an 
ad, but there are mighty’ few who. 
with a lead pencil in one hand and 
a can of beans in the other, are able 
to induce attention, interest, desire 
to buy and action. Some get atten
tion without interest; others interest

"Ayoun^ My named fdi'k

without awakening desire and still 
more attention, interest, willingness 
to buv, but no action. The copy
writer xvho can combine all these re
sult-producing effects in every ad is 
a rare bird.

You can’t hit the bull’s eye every 
time, especially on the long range. 
You can. with practice, become an 
expert marksman and then a sharp
shooter. And say, when you’re out 
with vour gun don’t poach too much.

I’ll be expecting to hear in your 
next letter that you’re well on your 

way ox er Xo Man’s Land to the next 
trench.

Send me some more samples of 
your work, if you don’t mind the 
chatter of vour

PROUD PATEK. 
* * *

Dear Bud: Your bundle of proofs 
came to the office this morning. I 
took them home with me and have 
just had a chance to give them some 
study. You are coming along fine. 

1 hat new soft drink ad is a dandy. 
It has action and punch and is un
usual. too, in attention value. There 
is a lot of competition now in this 
class of copy—it must be unusual to 
get across.

You don't say whether you pre
pared the layout or not, but it dove
tails with the copy, showing that you 
at least must have collaborated with 
the art department in hooking up the 
display with the reading- matter.

You’xe noticed ads which appear

Plan ye' offensives as ya did in the Army

to be the work of three or four dif- 
erent departments, working independ
ently. First, the artist has a brilliant 
idea all his own; next, the copy 
writer must, in some way. adapt his 
story to the picture and then the sales 
department has to shape its course 
accordingly, to catch the wind. It’s 
like building a factory before you 
know what you’re going to use it for. 
or how vou are going to sell its out
put.

You know how it was in the Army. 
Bud. when an offensive was planned. 
First, the point of attack—generally 
the line of least resistance then the 
forces to be engaged and the tactics 
to be employed. There must be so 
many divisions of infantry, aided by 
machine gun battalions, supported by 
artillei'y, backed by reserves, fol
lowed bv ammunition trains and fed 
bv the service of supply. Every de
tail is xvorked out in full-dress re 
hearsal. The artillery preparation, 
directed by keen observers, the roll
ing barrage, laid down with scientific 
accuracy, and the jump off, with 
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every man knowing just what he is 
to do, all are timed to the minute and 
with a definite objective in view.

If this system was applied to more 
advertising campaigns, there would 
i>e fewer self-casualties. That's why 
I want you to study every angle of 
the advertising business, Bud, so you 
can start with an idea, develop your 
plan, chart your campaign and carry 
it through to a successful conclusion. 
When you can do that, you will have 
graduated from the copy desk and be 
outside handling accounts of your 
own.

You’ll find the conference plan 
helpful in securing cooperation and 
tying up all the factors in a success
ful campaign. After local investiga
tions and tests have been made to 
find the range, the factory must know 
about production demands and be 
prepared for emergencies. The sale
department must institute prelimi
nary training for the salesmen, 
branches and agencies. The trade 
must be notified, dealers stocked and 
everybody made familiar with the 
part he is to play.

The advertising agency, cooperat
ing with the production, sales and ad
vertising departments, will prepare 
not only the copy in accordance with 
and along prearranged lines, but will 
have in readiness a follow-up plan 
which will not fall doxyn under 
stress, including samples (if used), 
letters, literature, dealers, helps, lists, 
house-organs and the various other 
aids to a well-rounded campaign.

You’ll think I started out to write 
a book, but T assure you, Bud that 
a book could be written about each 
and everv item 1 have mentioned. 
You will find this out later for your
self. The idea I am trying to put 
over briefly, and the one I xvant you 
'.-i get. is that advertising and mer
chandising are Siamese twins. A 
top-notch advertising man must be 
an organizer, an executive, a mei- 
chandi-er and a mixer. He must be 
an art critic, a copy analyst, a stu
dent of psychology, a salesman; and 
a practical day-dreamer, with imag
ination. initiative, diplomacy, pep and 
the abilitx- to xvork xvith and for other 
people.

Some bill of fare, you say. I 11 
say so, too, and “tell the xvorld,” as 
the Gob says. Trouble is, though, 
xve’re mostly “la Carte” advertising 
men instead of “Table d’hote.” T 
l ope you’ll fill the bill, from “soup to 
nuts,” gastronomically speaking.

Now, for the good news, which 
I’ve saved for the last. Mother is 
going East soon, and there’ll be a 
young ladx' xvith her who answers to 

the name of Edith. So cheer up, and 
plan to separate yourself fWim dull 
care, for a few days, at least. Stay 
young as long as you can—take this 
tij> from FAI HER.

A. B. Hall Elected a Director to the 
Greenleaf Co.

A. B. Hall, general m mager of the 
Greenleaf Company, advertising counsel
lors in Boston, was elected to the Board 
of Directors and became a member ol 
ihe firm on April ist.

As the result of a $1.80 classified ad- 
\ ( rti-ement in a business magazine, Mr

A. B. HAI.I.

Hall ten years ago came to Boston from 
North Dakota to become adxertising and 
assistant sales manager for a prominent 
manufacturer of food products. He had 
graduated from the University of Michi
gan in 1008, and despite the attempts of 
relatives to decide his profession and ca
reer. he clung through the years to his 
one ambition—“to make good, selling 
goods.”

Mr. Hall became sales and advertising 
manager of the Angier Mills, manufac
turer of waterproof paper and packing 
specialties at Ashland, Mass., in 1913, 
and established a reputation as an au
thority on market investigations and di- 
rcct-by-mail advertising. In 1917 at the 
St. Louis Convention of the A. A. C. W., 
he xvas awarded one of the three silver 
loving cups offered in the contest held 
by the “Making Letters Pay System.”

A little more than three years ago Mr. 
Hall came with the Greenleaf organiza
tion as manager of their production de- 
l.artmcnt, and he was made general man- 
ag< r of the companj- last September.

Newspaper Departmental Program for 
Indianapolis Convention

N'exvspaper men xx ill be interested in 
the program for their departmental at 
the A. A. C. W. Convention at India
napolis Tune 6-10. .According to plans 
just announced by Charlie Miller, presi
li, m , f the Daily Newspaper Departmen 
i.d, they will crowd 14 business sessions 
mto the short space of time alloted by 
the National Commission. These occur 
al the following hours:

Monday, June 7, 1:30 to 2:30 p. m.— 
executive; 2:3o to 4:3o p. m.—open; 
4:30 to (1:30 p. m.—executive; 8:00 to 
8 145, 8 145 to o :3o p. m.—executive.

Tuesday, June 8, 2:00 to 2:30 p. in.— 
executive; 2:30 to 6:00 p. m.—open; 
7:30 to 9:30 p. in.—executive; 0:30 to 
10:30 p. in.—executive.

Wednesday, June 9, 1:30 to 2:30 p. m. 
-executive; 2:30 to 6:00 p. m.—open.

Thursday, June 10, 12:30 to 2:20 p. 
m.- execunve.

It is important to note that member
ship in the A. A. C. W. gives every 
member who pays his registration fee at 
IndianapolG the right to attend the open 
sessions, nut only members of the Daily 
Newspaper Department who have paid 
their dues, viz., $10.00 a year, will be 
permitted to attend the executive ses
sions. These are expected to be of the 
utmost xalue to publishers, business and 
advertising managers. Between 500 and 
700 members are expected to attend them 
and a large hall is being arranged to 
accommodate that number.

One of the most important open ses
sions scheduled is that beginning at 2:30 
Wednesday afternoon which will be 
given over to a discussion of the ad
vertising agencies from the newspaper’s 
standpoint. Some of America’s leading 
nexvspaper men xvill throw bouquets and 
brickbats at the advertising agencies, 
while Collin Armstrong, Chairman of 
the Newspaper Committee of the A. A. 
A. A. and Thomas E. Basham, Chair
man of the Southern Council of the 
A. A. A. A., will engage to handle the 
missiles. Members of the Advertising 
Agencies Departmental xvill be urged to 
attend this session.

Dates and hours for some of the im
portant subjects on the program are: 
•‘Publicity Evils,” discussed by A. C. 
Newmayer, Nexv Orleans Item and Lin
coln B. Palmer, Manager, A. N. P. A.— 
Monday, 8:00 p. m.; “The Flat Rate 
versus the Sliding Scale,” A. L. Sherman, 
Fort Worth Star-Telegram—Monday. 
2:30 p. m.; “The A’alue of Special 
Pages,” W. A. Beatty, Lexington Her
ald-Monday, 8:45 p. m.; “The Zone 
Idea in Merchandising,” by W. J. Mer
rill, Chicago Tribune, Tuesday, 2:00 
p. m.; ‘‘The Daily Newspaper as a Na
tional Advertising Medium.” Frank 
Webb. Baltimore News, and Frank Car
roll. Indianapolis News, (for the news
papers), Horace Ryan, advertising man
ager, L. S. Ayers & Co., Indianapolis 
(for the retailers), G. B. Moxley, gen- 

< ml manager, Keifer-Stewart Co., India
napolis (for the jobbers), speakers for 
ihe agencies and for the manufacturers 
to be announced—Tuesday, 2:30 p. m.

Election of officers for the ensuing 
year will take place at the final executive 
session Thursday afternoon.

Raleigh News Observer" Advertising 
Manager Resigns

lames Stanley Brown, for ten years 
advertising manager of the Raleigh 
.Veres and Observer, has resigned his 
position to manage two Texas nexvspa- 
pers. Mr. Brown, who xvas formerly of 
New A’ork City, xvill go to Amarillo. 
Texas, to become general manager of 
the Amarillo News and the Daily Pan
handle, the two Associated Press news
papers at that point.

The .Wies and Observer has appoint
ed J. T. Bell, of its omanization, to suc
ceed Mr. Brown as advertising manager.
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Now ready for distribution

The Committee for Newspaper Research
announces the publication of

Attainable Ideals in
Newspaper Advertising

An impartial study of
the best ways to use Newspaper space

DURING the next week there will 
be distributed to the principal ad

vertisers and advertising agencies two 
publications of the ( ommittee for News
paper Research.

One book takes up the problem of get
ting satisfactory effects in illustration, re
production and typography w ith news
paper stock and facilities. It is illustrative 
and suggestive, rather than dogmatic. It 
consists of a forty-page newspaper printed 
on newspaper stock, under regular news
paper conditions. It is filled with specially 
prepared sample advertisements which il
lustrate different phases of the problem.

The “copy” of each advertisement is ex
pository of the principle involved.

T'he other book is text matter which 
takes up comprehensively and without 
bias the points for and against the news
paper as an advertising medium.

Phe publications will solicit nothing 
and have nothing to sell. They will be 
distributed w ithout charge.

The Committee offers its publications 
in the hope that they w ill help solve some 
of the problems that confront users of 
newspaper space. It believes that those 
who receive them will find it worth 
while to study them carefully.

This study lias been made
I he Brooklyn Daily I «;i.e

I he Minneapolis Journai

The Des Moines Capital

and their national i 
O’ Mara & Oh

under the auspices of:
I he Sacramento Bie

The Milwaukee Journal

The Omaha Wori.»-Herald 

epresentatives 

msbee, Inc.

Committee for Newspaper Research 225 Fifth Avenue, New York
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Why National Associations 
Need National Advertising

With the Palmy Days of Free Publicity Gone, 
Space Today Must Be Bought and Paid For

By PHILIP C. GUNION
Athci ti -ine Manager. Hyatt Roller Bearing Co.

THE time Las come when man
ufacturer' associations, or com
binations in any other division of 

I te country s economic organization, 
must turn to paid advertising to 
gain publicity tor the constructive 
ideas that they have to offer.

Free publicity, as a factor in get- 
tmg an association's message before 
the public, is almost negligible un
der [»resent conditions. Free pul»- 
I’citv. when you can avail yourself 
of il. is, undoubtedly, first class 
publicity ; lull vou must have paid 
publicity to back it up.

Xo association has benefitted 
more from, or gotten across more, 
free publicity than the Material 
Handling Machinery Manufacturers’ 
Association before whom I spoke 
on this subject in February; but 1 
do not think tor a moment that 
the Material Handling Machinery 
Manufacturers could afford to stop 
with free publicity.

THE HAN ON FREE <’<>rv

\\ ithout belittling’ the value and 
scope of free publicity in anv wav, 
I wish to [»oint out why paid pub
licity---advertising- is superior. 'Die 
publications of the country are fed 
up on publicity material of all kinds. 
7 hey have been deluged with reams 
and reams of printed matter from 
Washington, most of which they 
must throw away. It is getting 
more and more difficult for them to 
winnow- anv wheat from the over
whelming amount of chaff. You 
may have heard the story of the 
editor of a small country newspaper 
who was recently lined for not mak
ing a special report required of cor
poral unis making less than a thou- 
'and dollars profit. Hi' excuse was 
that he had never seen the notice 
informing him that he was required 
to make this return and he added 
tl it lie got so much franked stuff 
I rom the Government that in order 
Io have time to run his business he 
had to throw practically all of it 
away and he supposed he had 
thrown the revenue department’s let 
te away also. Even after paving a 
I - e for his negligence, he was still 
of the opinion that it would not pav 
him to read all of the material fur

nished by the various and sundry de
partments of the Government who 
are endeavoring to get free public
ity. It is claimed that of everv mil
lion dollars spent by departments on 
so called free publicity, nine hun
dred and ninety-nine thousand, nine 
hundred and ninetv-nine dollars are 
wasted.

So much for the competition that 
exists in obtaining free publicity.

PHILIP C GUNION

7'here's another reason why [»aid 
publicity- adv ertising, can be more 
effective--because it can be specific. 
In a free publicity article, much 
story must be woven around the 
kernel of truth that we are trying 
to gel across to the readers. Tn 
advertising we can flat-footedlv state 
our case based on the facts and ask 
for the action we desire.

77iere‘s a great deal of business 
lost yearly because salesmen some
times overlook the importance of 
asking the buyer for what thev 
want. You have all had salesmen 
talk to vou fifteen minutes, present 
a smooth-sounding story, but one 
that meant nothing to vou. so that 
when they finished you didn't know 
whether they wanted vou to sav 
“yes” or "no.” spend one dollar or 
a thousand.

SELLING HENRY FORD

An interesting story on this sub
ject was recently told me by the 
vice-president of the Hyatt Roller 
Bearing Company. Henry Ford was 
in Indianapolis one day visiting the 
Marmon plant. Mr. Marmon in the 
course of the conversation asked 
him vvhv he didn't buy a Marmon 
Sedan. Ford replied, “You never 
.tsked me before—sure, send me 
। me."

Several weeks later the car was 
delivered in Detroit and caused a 
sensation among the Detroit auto
mobile men. < )ne of them, a rep
resentative of the Pierce Arrow, 
went to Ford and said, “Look, here, 
Henry, you and I have been mighty 
good friends in the D. A. C for a 
long time, why did you go down 
to Indianapolis and buy a car? 
You're a tine patriotic Detroit cit
izen. \\ hv didn't you buy a Pierce 
Arrow from me?"

“Because you didn't ask me to.” 
replied Ford.

7’o get such an economically im
portant idea as that, for example, 
of handling materials by machinery 
across to the responsible men of the 
countrv, we must tell them in no 
uncertain language just what it will 
do for them and we must ask them 
to take the desired action.

The effective way to do it is bv 
using bought—not only free—space 
in the proper mediums and therein 
driving our message home. Adver
tising is easily controlled, it appears 
just when vve desire it to appear, 
and in the form vve select. Talk 
through free [»ublicity whenever we 
can, by all means, but let's clinch 
our arguments with the hard-hit
ting "ad.” 

Maas Joins “Tractor & Implement 
Topics”

Frank \\ . Maas, w ho l or a number 
oi years has been connected with the 
tractor publishing held, having represent
ed Power Farniino, Agrimotor and the 
Implcincnt and Tractor Trade Journal, 
has, through the purchase of a large 
block of stock in Tractor and Implement 
Topics. become identified with that pub
lication and lias been elected vice-presi- 
leni end appointed advertising director.

Mr. Maas will also lie advertising di
rector of the new export paper, Tractor 
and Implement Topics, For over five 
years Mr. Maas was advertising manager 
of ADVERTISING & SlI.l.lNG.

Ne»'paper Research Book to Be Ex
hibited at A. N. P. A. Convention
The Committee of Newspaper Research 

will share the booth of the Merganthaler 
l.inytypv Co. al the American Newspaper 
Publishers Association convention at the 
Waldorf-Astoria next week. Copies of 
the Committee's publication will be on 
exhibition and the scope and purpose of 
the work will be explained to all pub- 
li'hi vs interested.
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Boston Daily Post
Circulation Average for Year 1919

HOW THE BOSTON POST COVERS ITS TERRITORY
IN METROPOLITAN BOSTON there is one copy ol 

The Boston Post sold daily for EVERY dwelling in this 
section.

IN MASSACHUSETTS there is one copy of The Bos
ton P"st sold for every two dwellings in the State.

IN NEW HAMPSHIRE there is one copy o'" The Bos 
n>n Post sold for every three dwellings

IN MAINE there is one copy of The Boston Post sold 
for every four dwellings.

IN VERMONT there is one copy of the Boston Post 
sold for every five dwellings.
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New Orleans Advertising Man Directs 
New American Lumber Association
L l\. Putman, formerlv dirctor -a 

advertising and trade extension oi the 
Southern Pine Association, is now mali
nger and director of the newly formed 
American Lumber Association, which is 
composed of the wholesale lumber deal
ers in all the important cities of tin 
I nited Slates ami which now has sell
rig connections till over the world

The association, which has its bead- 
qmiiTer- in Chicago, plans the creation 
of a central sales force to eliminate a 
large proportion of the $50,000,000 now 
said to he expended annually bv the in- 
■ innhial manufacturers in marketing th< 
nation’s lumber output, now the largest 
of any country on earth and totaling 
more than 35 billion feet a year. It is 
proposed that the new organization shall 
r -nder the same service that was per- 
lormeil for the government in the war 
by the National Bureau of Wholesale 
I .umber Distributors.

Mr. Putman, who has been identified 
with the lumber business practically all 
h's life, is a former president of the 
New Orleans Advertising Chili.

•lohn F. D. Aue New Publisher 
Burlington “Hawk Eye"

John J D. Aue will go to Burling
ton. Iowa, to take the place of the late 
W. B. Southwell as publisher of the 
I ’ u rlington Hawk-Eye.

Mr. Aue was interested with Mr. 
Southwell in the Fort Smith Times-Rcc- 
ord Hu sold his interest in that prop- 
muy in order to come to Burlington 
when he will join the existing organiza- 
imn which will experience no other 
change. I. L. Waite will continue as 
editor. Mr. Aue went to Fort Smith 
about three years ago from 1 )es Moines 
where he was connected with The Reg
ister and Tribune. Prior to that he 
published the Alton. Iowa Democrat.

J. F. Henry who was associated with 

Mr. Aur on The Times-Record will con
tinue at Fori Smith. The interests of 
Mr. Aue and Mr. Southwell in that were 
taken over by J. S. Parks and G. I.). 
Carsey.

Mabel Hennessy Joins Winchester 
Advertising Staff

Miss Mabel Hennessy, for six years 
advertising manager of the Bunting Co., 
large hardware store of Kansas City, 
Mo., has joined the staff of the Win
chester Repeating Arms Co., Xew Ha
ven, Conn. Miss Hennessy has estab
lished a reputation for her writing on 
household hardware goods l rom the wo
man’s viewpoint.

Batten to Advertise New Shoe 
Dressing

The Fitz Chemical Co., manufacturers 
of Dri-foot waterproofing for shoes at 
Phillipsburg, X. L, are planning to in
troduce a new shoe dressing. The com
pany's advertising is now being placed 
through the George Batten Co., New 
York, and is directed by H. H. Garis, 
treasurer of the Fitz Co.

Southern Magazine Changes Name
The Georgia Legionnaire, a monthlv 

magazine published at Atlanta, has 
changed its name to the Dixie Legion
naire effective with the current issue, 
and becomes the official organ ot the 
American Legion in the states of South 
Carolina, Georgia and Alabama. Kirk 
Smith, until recently publisher and own
er of the Georgia Legionnaire, then offi
cial organ in Georgia only, has sold his 
interests to the Dixie Legionnaire Pub
lishing < ompam.

Finch Merchants Advertiser’s Club
Started

A co-operative merchandising service 
known as the Finch Merchants Advertis
ers Club has been organized by mer
chants in the Northwest in connection 

with the advertising service department 
ot Finch. \ an Slyck & McConville, St. 
Paul, Minn.

The merchandising service, which, be
ginning with advertising, includes ten 
branches, is to be furnished to retail 
merchants who become members of the 
club lor one year at $25. C. E. Law
rence, advertising manager of Finch, Van 
Slyck X McConville, is the president; 
Fred P Mann, of Mann's Store, Devils 
Lake, X. D., vice-president; J. W. Ham
ilton, sales manager of Finch, Van Slyck 
X McConville, is secretary-treasurer, and 
nine other merchants arc members of 
the Board of Directors

Edison Advertising Plans Weigh 15 
Pounds

The portfolio in which the advertising 
and sales promotion plans of Thomas 
A. Edison, Inc., for this year have been 
placed, weighs 15 pounds. For three 
mouths the entire Edison sales and ad
vertising personnel, together with adver
tising men and jobbers, are said to have 
worked upon the book. Every jobbers’ 
salesman has been provided with one of 
ihu leather bound volume^.

“The Farm Journal” Conducts Straw 
Vote

I he presidential vote which is being 
conducted by The Earm Journal, show s 
at this time that General Wood is run
ning about one-fourth of one per cent 
ahead of Herbert Hoover, and that Hi
ram Johnson is a poor third. It is in
teresting to note that the poll based on 
nominations, which has been carried on 
by The barm Journal during the past 
tour elections, was correct in each in
stance.

Butler Oneida Truck Sales Manager
H. J. Butler has been appointed sales 

manager of the Oneida Motor Truck 
Co., Green Bav, Wis.. succeeding C. I. 
Welch. Mr. Butler was formerly man
ager of the Chicago district for the 
Edison Storage Battery Co.

l . S. Shipping Board Advertises

Only Evening Taper 
on the twenty-page 
schedule of the
Farm Papers of 

America is

The Indianapolis News
First In America In 3c Evening Field

J hrongh < icorge Edwards & Co., Phil
adelphia advertising agency, the Emer
genci Fleet ( orporation, Washington, D. 
I. , is advertising its surplus war ma- 
t< rials.

Stein-Bloch Places Account
The Stein-Bloch Co., manufacturers of 

clothing in Rochester, N. Y., have placed 
their account with the Vredenburgh-Ken
nedy Co., New York.

Omaha Agency Will Advertise Tires
The Darlow Advertising Co., Omaha. 

Nebraska, has secured the account of 
the Sprague Tire & Rubber Co.

Seeds Agency Handles Purity Oats
The Russel M. Seeds Co., Indianapo

lis, is now handling the advertising of 
the Purity Oats Co., Keokuk, Iowa.

Corbin Corporation Advertising with 
Maternach

The P. & F Corbin Co., the big 
manufacturers of hardware at New Bri
tain, Conn., have .appointed the Mater- 
nacli Co., Hartford, as their agents. The 
company formerly placed its advertising 
direct.
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Harold W Ross, Appointed Editor. 
"American Legion Weekly”—For

mer “Stars and Stripes" Men 
on Staff

Harold \\. Kos;., who was editor of 
the Stars and Stripes in France, and has 
directed the editorial work of the 
Home Sector since its establishment, has 
been appointed editor of the American 
Legion H'eekly. With the last issue of 
the Home Sector, which appears on 
April 17, three of Mr. Ross's associates 
who served with him on the Stars and 
Stripes will join the Legion as associ
ate editors. They are: John P. Winte- 
rich, Philip A. Von Bion and Tyler A. 
Bliss. Mr. Winterich was managing edi
tor of the Home Sector and Messrs. Von 
Bion and Bliss, associate ditors.

Marquis James, who has been acting 
as editor of the Legion, is to be identi
fied with the magazine in a publicity ca
pacity.

Ten Best Books on Advertising
Professor George Burton Hotchkiss, 

l ead of the Advertising and Marketing 
Department of New York University, re
cently gave a list of ten books which he 
considers to be the best on advertising, 
t > the students’ newspaper, the Il'ash- 
mgton Square Dealer.

The list follows:
"Advertising, Its Principles and Prac

tice," by Tipper. Hotchkiss, Hollingworth 
and Parsons.

"Advertising a- a Business Force," by 
Paul T. Cherington.

“Making Type Work,” by Benjamin 
Sherbow.

“The Psychology of Advertising,” by 
Walter D. Scott.

“The Theory of Advertising," by Wal
ter D. Scott.

“How to Advertise,” by George 
French.

“Writing an Advertisement,” by S. 
Roland Hall.

“Advertising and Selling," by Harry 
F . Hollingworth.

"Typography of Advertisements,” by 
Gilbert P. Farrar.

“The Business of Advertising,” by Er
nest Elmo Calkins.

Arthur Freeman Will Direct Group of 
Stores

Arthur Freeman, president of Einson 
! itho, Inc., who was formerly director 
of sales and advertising for Gimbel 
Brothers, New York, has been appointed 
director of the Sadowsky group of retail 
-tores. Mr. Freeman will retain his in- 
lercst in Einson Litho, but will devote 
his entire time to the activities of the 
association, which makes its temporary 
offices at 1372 Broadway.

The first activities oi the group, which 
consists of 12 stores, will be research 
work in retailing among the members, 
-•andardization of systems, and exchange 
of information. Members of the organi
zation are: Frank & Seder, Rosenbaum 
( o., and Lewin-Neiman Co., all of 
Pittsburgh; B. Nugent & Bro., St. Louis, 
Mo.; Ed. Schuster & Co., Minneapolis, 
Minn.; Wolf Marx Co., San Antonio, 
Tex.; Bailey Co., Cleveland, O.; Levy 
Bros. Dry Goods Co., Houston, Tex.; 
Grand Leader Co., Houston, Tex.; Ames 
Co., Cleveland, O.; Gus Blas, Li tie 
Rock. Ark., and the Bry-BIock Co., of 
Memphis, T<nn.

.1. Roland Kay Adds Three to Staff
Frank C. Lempert, who has been liv

ing in China lor the last few years, has 
recently returned to this country and is 
now associated with the J. Roland Kay 
Co., international adxertising agents, 
New York and Chicago. During Mr. 
Lemperts sojourn in China he was in 
the sales department and for two years 
acted as assistant advertising manager of 
the British- American Tobacco Company, 
making his headquarters at Shanghai. 
Mr. Lempert will devote the greater part 
of his time to helping manufacturers 
solve their sales and advertising prob
lems for increasing the sales of Ameri
can manufactures in the Chinese mark
et.

Thomas Nl. Quinn, who has been as
sistant manager of Messrs. T. B. Brown, 
international advertising agents, New 
York, has recently joined the staff of 
the J. Roland Kay Co. and will make 
his headquarters for the time being in 
C hicago.

The Big Summer Issues 
of our 

Telephone Directories 
Go To Press Soon

They cover all of New York
State and Northern New 
Jersey.

Over 9,200 advertisers are 
now using these books to de
liver their sales message with 
good results. You can, too.

_ Isk us about them.

NEW YORK TELEPHONE COMPANY
P. W 1 LDRIDGE. Soles Mgr., Ihr. .Idety.

15 Dry Street, New York Telephone Cortlnndt 12000

Harry Eduard Snoht, recently of < op- 
enhagen, Denmark, who has been in the 
New A’ork offices of the J. Roland Kay 
Co. for the last few months, is being 
transferred to the head office in Chicago. 
Mr. Snohr is intimately acquainted with 
local existing conditions, and is especial
ly well posted on advertising in Norway, 
Sweden, and Denmark.

lo Select Candidates
.A nominating committee consisting 01 

Frank H. Little, chairman, C. C. Green, 
Frank Presbrcy, Paul Block, George B. 
Gallup, William H. Ingersoll and Dan 
A. Carroll, was appointed by the direc
tors of the New A’ork Advertising Club 
to select candidates for the offices of 
president, treasurer and three director
ships, who will be voted upon at an elec
tion on May 11.
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Putting Over "Coffee Week”
How Association Advertising Han
dled a Short Drive Successfully

U/'UllTEE \\ EEK" has come 
mil gone, leaving behind it 

another advertising footprint, so to 
speak, deep-marked in the sands of 
salesmanship.

"Coffee Week," extending from 
Monday, March 29, to Saturday. 
April 3. inclusive, was a "drive" 
week, during which the Joint Coffee 
Trade Publicity Committee of the 
United States bent till its efforts to 
showing the importer, roaster, job
ber and dealer how to make each 
other, and tinallw the consumer. 
"Think Coffee and Drink Coffee" 
as they had never thought it—or 
bought it—before.

It was more than that. It was a 
public demonstration of the high 
power to which real, live association 
publicity can be carried to get re
sults.

The range of this week's cam
paign and the diversity of media 
used in reaching the eyes and minds 
and stirring the buying impulses of 
those at whom it was aimed make 
up its remarkable features and dis
tinguish it from a number of other 
as ociation campaigns of a similar 
nature.

TALKING COFFEE

Space in twenty-six magazines 
with a combined circulation of 
iG.ooo.ooo in 270 newspapers, in 
forty-four trade papers, and on 
100,000 paster strips for window 
display talked, shouted, shrieked 
coffee throughout the week.

Not satisfied with that, the Joint 
Coffee Trade Publicity Committee 
appropriated $7,500 from its na
tional advertising funds to produce 
a one reel motion picture story 
about coffee, called "The Gift of 
Heaven,” which was produced in 
too theatres in 100 big American 
ci ies.

Not satisfied with that, it organ
ized a nation-wide window display 
contest offering a capital prize of 
J 100 to the best coffee window in 
e; ch of four districts of the coun- 
trv, and other prizes totaling $400 
more in each district.

Not satisfied with that, it went 
put to its dealers with a large va 
rietv of dealer helps in the sliaj»e 
of "heralds” for the movie, window 
cards, local publicity and other mat
ter calculated to put the campaign 
across in each town and hamlet of 
tl e country.

Ulis was the big week of a cam

paign that was started just about a 
i ear ago when roasters and import
ers and other men interested in the 
coffee trade called into being the 
Joint Coffee Trade Publicity Com
mittee. raised a sizeable appropria
tion for it and instructed it to go 
ahead and impress upon America 
that coffee was the American na
tional drink. However, there was 
nothing but coincidence in the exit 
of John Barleycorn about this time, 
they declare.

PREVIOUS PUBLICITY

Throughout the year, the com
mittee lias been hard at work on a 
national advertising campaign in
tended, by appealing to the keen 
American sense of the ridiculous,
to dispel some of the existant fears 
about coffee. This campaign was 
described by Allan P. Ames in the 
November 29 issue of Advertising 
&: Selling. A typical layout ap
peared in the national magazines 
during "Coffee Week.” It depicted 
a mediaeval group of villagers burn
ing coal in their public square as 
“injurious.” and declared that call
ing coffee “injurious" is a modem 
form of superstition.

When the members of the com
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mittee came to put their heads to
gether over "Coffee Week" it found 
that the trade leaders who had been
behind them through the vear were 
backing them stronger than ever for 
this week. As examples, duplica
tions, by individual roasters, of the 
window display prizes offered bv 
the committee raised the amount 
that will be disbursed for this pur
pose from $2,000 to $10,000; roast
ers, acting independently, called for 
130 prints of “The Gift of Heaven" 
to distribute through their own ef
forts ; advertising space regularlv 
used by roasters and importers was 
greatly increased for this week; to 
the $25,000 spent by the Committee 
during the week some $200,000 was 

• added by individual advertising out 
through the trade.

NEW YORK STUDIOS 
23-25 East 26th Street

CHICAGO STUDIOS 
140 N. Dearborn St.

May we ask your requirements?

Campaigning for Foreign Trade
The Part Which 
Is Analyzed by

ST XTISTICS and foreign trade 
are inseparable. To be a suc

cessful trader is to study statistics, 
not in a cursory maimer but in an 
intensix e manner. Hie great bulk 
of all information emanates from 
statistics. Dry, bare figures form 
the foundation. Out of analytical 
minds issues the comprehensive 
statements that show statistics in 
striking and understandable terms, 
which are of great importance in the 
carrying on of international busi
ness. A study- of comparative sta-

XI7TT1I the paths of foreign com 
’ ’ merce and 'flipping opening up, 

America will surely come into its 
own. Nexx methods xvill be required 
to hold and increase the field already 
gained. A quick turn-over of mer
chandise xvill be <me of the first 
requisites. And the greatest aid in 
the “turnox’er” is advertising xvith a 
meaning.

The art and executive staffs of the 
Ethridge Association are composed 
of visualizers—men who have had 
years of experience in the adxertis
ing field—men xvhom you may 
consult and from xvhom you xvill 
get accurate and definite results in 
any gixren phase of the advertising 
field.

The
rTUDinrr association JL 1 eiKIDLjiL of artists

Statistics Play 
An Authority

tistics is absolutely necessary to 
every exporter planning to enter for
eign markets under the most favor
able circumstances and to the vet
eran traders seeking to retain and 
extend their connections.

Statistics are the concrete facts of 
history' reduced to its lowest terms, 
declares Philip N. Kennedy, director 
of the Bureau of Foreign and Do
mestic Commerce of the United 
States Department of Commerce. 
Nothing is truer, he says, than the 
old adage that figures do not lie, but 
it sometimes takes a xvise man to in
terpret them correctly. The more 
knowledge brought to bear on a sub
ject, the more illuminating are the 
statistics. In a single page of fig
ures giving the annual exports or 
imports of any staple commodity for 
a hundred years past may be read 
the growth and history of the nation, 
tariffs or reciprocity treaties; the 
gain in population and national 
wealth. The development of the in
dustry may be inferred from in
creased domestic exports, and the 
creditor nation is indicated by the 
balance of trade as shown in the 
difference between imports and ex
ports.

What bookkeeping is to the indi
xidual trader, statistics are to the 
nation's commerce, says Director 
Kennedy. The Division of Statis
tics of the United States Department 
of Commerce is one of the greatest 
melting pots for statistics in the 
xvorld. In the statistics published bv 
the department in the consular re
ports from the various countries, 
new fields are indicated that may be 
profitably exploited by American en
terprise. A manufacturer, on re
ceipt of a monthly statistical state
ment showing exports of metal
working machinery from the United 
States by countries, recently' xvrote 
that the figures had stimulated his 
interests in the market in British In
dia, xvith the result that he inx’esti- 
gated it and had already made con
siderable shipments to that country.

FIGURES TELL MUCH

Figures tell of enormous opportun
ities They hold much valuable in
formation and will be productive of 
great results to those who stop to 
analyze them. Manx' statistics reach 
the trader already analyzed, but 
other statistics come in the nude and 
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it is too frequent that they go into 
the discard without being examined.

Fresh statistics should be read in 
conjunction with those of the same 
earlier periods, declares O. P. Aus
tin. of the National Citv Bank of 
New York city, one of the best- 
known statisticians in the country. 
It is of comparatively little import
ance to know that the imports of such 
a country were so much for a single 
year, but if you have at the same 
time those for a dozen or score of 
years preceding, or if you care to 
compare them with those of other 
countries for the same year and for 
earlier years, they become meaning
ful. The greater the field for com
parison both as to the earlier vears. 
other countries and other lines of a 
similar general character, the more 
useful they are.

It is interesting to know, for ex
ample. that our own exportation of 
manufactures in the year before the 
war was a bilbon dollars, adds Mr. 
Austin, but that information be
comes the more valuable when you 
have at hand the value of manufac
tures exported by our rivals—Great 
Britain, France, Germany and Aus
tria Hungary. It is even more pleas
ing at the present moment to find 
that our exports of manufactures are 
three times as a great in value as at 
the beginning of the war, and that we 
are now supplying more than one- 
third of the finished manufactures 
entering international commerce, in
stead of only one-sixth as was the 
case prior to the war, and that from 
75 to 85 per cent of our exports to 
Asia, Oceania, South America and 
Africa consist of manufactures. It 
is also interesting to find, bv compar
ing our own figures of imports of 
India rubber with the world figures 
of rubber production, that we are 
taking and consuming two-thirds of 
the world’s rubber; also, by a similar 
process, to find that we are consum
ing considerably more than one-half 
of the world’s silk.

HOW TO STUDY STATISTICS

“This is the spirit in which statis
tical statements should be studied; 
in comparison with those of preced
ing years and of other countries and 
with world production and consump
tion generally.” says M. Austin. 
“They should, in fact, be considered 
as ‘index numbers’ rather than the 
mere single statement, for a single 
article or a single year.”

The specific function of the Div I 
sion of Statistics of the United 
States Department of Commerce is 
io collate, compile and publish the 

import and export returns from the 
forty-seven customs districts of the 
United States, including Alaska. Ha
waii and Porto Rico.

On account of certain fixed limi
tations incident to a public service, 
its stories are a little more difficult 
to prepare than those written bv 
journalists for trade papers and 
magazines. For example, every 
government office, to effectively 
serve the public, must maintain an 
impartial attitude. This eliminates 
the personal element. The writers 
do not sign articles, which are cred
ited to the division of the bureau in 
which they are prepared. nor is there 
an expression of personal opinion on

Hint to Copy Writers
Recently a prize of £25 was of

fered by the Ideal Film Renting 
Co. lor the best four words to lie . 
used in connection with a poster 
dealing with their short Pictures, 
called “Ideal" Varieties.

Although many thousands of 
suggestions were sent in from all 
parts of the country, the best was 
deemed to be a quotation from 
Shakespeare’s “Richard III.” — 
i slightly adapted)—“Better brief 
than tedious.”

The winner of the prize was a 
lady librarian in Bristol, Mis

i Nellie Gilshcnan.—
—Advertisers' (London) Weekly.

any subject. As a rule, no facts or 
figures are used, other than those 
taken from official government 
sources, no deductions drawn unless 
they logically follow’ from a com
parison or study of the statistics.

With these limitations, augmented 
by the rules of the government style 
book as issued by the public printer, 
a statistical storv mav be written on 
any article or commodity entering 
into the foreign trade of the United 
States shown in the export or im
port schedules of subjects related 
thereto, as, for instance, transporta
tion. immigration, cost of living, 
prices, Panama Canal tonnage, etc. 
The writer may select a subject or 
accept suggestions from anyone in 
the division, or an appropriate topic 
may be found in the daily mail. The 
correspondence of the bureau keeps 
it in close touch with the subjects 
in which manufacturers, importers, 
commercial organizations and the 
public generally are most vitallv in
terested.

now #rtk'i.i:s ARt-: prepared

In writing a story, advance figures 
not yet available in the published re
ports of the Bureau may be used, in 
the form of tables with similar sta

tistics for previous corresponding 
periods of time in parallel columns, 
to show at a glance the increase or 
decrease, monthly or annually, in 
quantity, value, price, etc., as the 
case may be. The accompanying 
text may cover percentages of in
crease or decrease, the countries of 
origin and destination, the customs 
districts through which the trade 
passes, average prices, effect of the 
war on such trade, domestic produc
tion and consumption, the reaction 
during the peace year 1919, changes 
in the international trend of the 
trade, and any unusual features or 
developments in the industry indi
cated by the statistics.

The departmental library has on • 
file 125,000 volumes and receives 
regularly about 3,000 periodicals, 
which include the various official 
publications of the United States, as 
well as many from foreign govern
ments, the leading newspapers and 
financial, industrial, technical, and 
commercial trade journals, all of 
which are available for reference 
purposes. In addition the Division 
of Statistics has its own file of gov
ernment reports and technical refer
ence works, and subscribes to a lim
ited number of trade journals.

While outside information is not 
used in the text of the stories, wide 
reading is necessary in order to 
properly interpret the figures. Text 
and tables are combined in a com
plete story which is passed to the re
vision section, where facts and fig
ures are checked and double 
checked. The chief of the division 
then passes on the manuscript and 
transmits it to the editorial division, 
where it is edited for publication in 
Commerce Reports, galley proofs go
ing to the YY’ashington press corre
spondents. who call dailv for copv. 
When published, the storv is also 
used to answer future correspon
dence on the same subject.

Statistics should be read in corre
lation with other available data on 
a given subject, They should be read 
because thev show exactly the quan
tity and value of the various classi
fied commodities imported or export
ed, by countries, and by customs dis
tricts. Statistics showing the for
eign competition in world markets 
are published in the consular reports 
from the various countries. They 
often indicate new fields that may be 
profitably exploited by American 
enterprise. S. F. Thornton, in 
Pacific Ports
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SOCIETE EUROPEENNE DE PUBLICITE
10. rue de la Victoire

P ÍR1S

Dear Sirs:
It is with unfeigned pleasure that we are enabled to inform you that 

on the 17th of December last, the Court of Appeal in Paris pronounced a 
judgment ordering the withdrawal of the sequestration imposed on the 
Societe Europeenne de Publicite on the 13th of January, P'18.

By this judgment of the Court of Appeal, a great wrong has been 
righted, and tardy reparation has been made for the slanders, false state
ments, and judicial error of which we were the unfortunate victims for 
over two years.

In consequence of this judgment, our Company is enabled to resume 
its former activities; that is to say, that all Contracts and all Agreements 
which were operative on the 13th of January, 1918, between the Company 
and other parties are again in force.

It is on this basis that we shall be happy to take up again our former 
relations with you, and we think you will be pleased to hear that it has been 
indubitably proved that the Societe Europeenne was wrongly accused. Wc 
hope you will have the kindness to put us on your Service List.

We beg to add that the firm Pl BLICITAS (formerly HAASEN
STEIN & VOGLER) of Geneva, has been recognized as a purely Swiss 
firm, working with Swiss capital and under an entirely Swiss management.

JOHN F. JONES,
Knight of the Legion of Honour.

MAURICE MERY VAN MINDEN
MAJOR PAUL MERY VAN MINDEN.

War Cross Managing Directors.

Directors:
President and Chairman: CHARLES GEORG, President and 
Chairman of the Publicitas Company of Geneva and The Unione 

Publicita Italiana of Milan (Italy)
Vice-President: HENRY GEORGE, Director of the same 

Companies.
B. GIROUD, Director of the Publicitas Company

B. WELHOI F, Honorary Financial Director of the City of Lille, 
Officer of the Legion of Honour.

J. LEI ON I E, formerly Public Notary.
LI El TEN \NT A. BER 1 H I L() 1, Knight of the Legion ot 

Honour: Mar Cross.
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How To Test Out Bank Advertising
An Exposition of a Concrete Checking-Plan That Has Been 

Employed b.v One Big Institution for Determining the In
fluence Controlling Depositors in Opening New Accounts

A < T T ()\\ do vou know that this 
X J and that medium produces 

new business?"
This is a question 1 am called 

upon to answer almost daily.
"Bv what new depositors tell our 

new-account teller- is one of the 
ways,” is my answer.

If a new depositor upon open
ing an account volunteers the in
formation that Mr. Copeland, one 
of our old depositors, invited him to 
open an account with us, it is con
clusive evidence that the credit for 
[Hitting over the final punch that 
secured the account belongs in the 
column on my records headed by 
"Sent in bv our friends." If an
other depositor upon opening an ac
count tells us that he chose our 
bank because of its convenient lo
cation to his place of business or 
1 is office, it is just as evident that 
the credit for this new account be
longs in the column headed "Bank 
Location.”

Just what part newspaper adver
tising, bill-boards, and similar me
diums may have had in securing 
this particular new business is hard 
to determine; but that they do play 
a big part is evidenced by the fact 
that right across the street and al
most backing up into the "Guaran
ty" are two other banks with fully 
as convenient locations and fully as 
imposing fronts. These mediums 
undoubtedly influenced many of 
these new customers in their choice.

APPLY THIS TEST YOURSELF

Rule up a sheet of paper 8 1-2 x 
11 inches so that the lines run 
lengthwise of the paper, and allow 
about one-half inch between each 
line. This should give you a line 
for your principal business-getting 
mediums and several lines for mis- 
ccllaneoii' reasons why you secure 
new accounts. Begin far to the 
right and put down the several 
mediums you use. under each other. 
You can begin your list with “Sent 
in by friends,” and under this, 
“Introduced by our officers and em
ployees." Continue on down the 
column with “Newspajjers,” “Book
lets,” “Bank Location,” "Window 
I )i plays,” etc. Then rule this sheet 
with perpendicular lines so as to 
provide one column for each dav 
of the week. Head-up these col
umn- with the days of the week, be 
finning with Mondax After you 

haxe decided upon a certain week 
in which to make your test, turn 
oxer your record sheet to your 
new-account teller, with the instruc
tion that he place a small check for 
each new account after the me
dium entitled to credit for the ac
count. Of course, he will not fail 
to keep each dax's business sejiarate 
from the other days of the week.

Infrequently a depositor max’ 
hesitate to tell why he chose your 
bank in preference to others, but 
with a little practice and experience 
\ our new-account teller will be suc
cessful in obtaining a satisfactory 
response from nearly every new de
positor.

In tests which I have made peri- 
odicallx- during the past six vears. 
our new-account tellers have been 
successful in getting definite infor
mation in nearly every instance. 
We have found that about 25 per 
cent of all new depositors volunteer 
the desired information in one way 
or another while opening their ac
counts. and about 65 per cent freely 
declare their reason or reasons, as 
the case may lie. upon invitation to 
do so. A little pressure put upon 
the remaining 10 per cent will usu
ally bring a satisfactory answer of 
some kind, and without offending or 
embarrassing the depositor. If a 
depositor flatly refuses to disclose 
his reasons, after the bank has clear
ly stated why it wishes to know, 
there is nothing one can do but to 
apologize for detaining the customer, 
and of course he should not be per
milted to go without the assurance 
that he has your good will.

ADVERTISING BUILDS BUSINESS

A great surj>rise awaits the bank
er who will apply a test as to why 
people select his bank in prefer
ence to others. Such a test will 
explode that old mistaken notion 
which a few bankers have that a 
large percentage of people just drift 
into the first bank that gets in their 
way, and without any good reason 
for opening an account there, throw 
their savings down upon the counter 
and call for a pass book. The facts 
are, 80 jier cent of nexv depositors, 
according to my tests, have good 
and sufficient reasons for opening 
their accounts with the Guaranty 
Trust and Savings Bank, with which 

I am associated. This large per
centage convinces me of the great 

value of advertising as a business
getter for banks. If it were true 
that j>eople drift aimlessly about, 
and ojiened their bank accounts 
without regard to where and why, 
so many of our leading banks 
would not be advertising for new 
accounts. But these tests show that 
the average new depositor gives 
considerable thought and study as 
to where he is to transact his bank
ing business. Probably not two out 
of every hundred just droji into a 
certain bank because it looks good 
to them, and without any good rea
son part xvith their hard-earned 
money.

Just recently I conducted one of 
my periodical tests covering three 
days' business in our new-account 
department. During this period our 
new-account tellers obtained the 
desired information of 164 new de
positors as to why thex had walked 
jiast other banks to open their ac
counts with us. In every case the 
nexx- customers gave good and suf
ficient reasons for choosing the 
"Guaranty,” which reasons our new- 
account tellers recorded on the test 
sheet, and at the conclusion of the 
test passed on to me for my care
ful perusal.

It was disclosed that 32 per cent 
of those opening accounts during 
the first three days of the week 
were either sent to the bank by its 
pleased customers or personally in
troduced at the new-account de
partment. In commenting on the 
percentage named above, let me say 
that it does not do justice lo the 
good work which a bank's jileased 
depositors are doing for their bank. 
The percentage of new accounts as 
a result of the recommendations and 
introductions of vour old dejiositors 
should not fall much short of one- 
half. or 50 per cent, of all new busi
ness obtained. Add to the above 
named 32 per cent nearly 20 per 
cent as a result of efficient service, 
which makes pleased customers, and 
your answer is about where it 
should be.

I believe, from the results of all 
such tests I have made that at least 
50 per cent of the new dejiositors 
coming into the Guaranty Bank can 
be properly credited to the efficien
cy of the service rendered to those 
already our patrons. For it is only



Aprii. 17. 1920 I’ "f 4;

A Record Breaker
In automobile advertising the News-Times scored a six 
months’ victory of 155,722 lines over its competition in 
the South Bend field. During the six-month period the 
News-Times carried 319,396 lines of motor advertising 
to 163,674 in the rival paper.

This record clearly demonstrates the fact that the 
News-Times dominates in Northern Indiana and 
Southern Michigan in automobile advertising. More 
national advertisers are selecting the News-Times in 
South Bend.

What is true in motor advertising applies in a general 
way. During the same six months’ period the News
Times totaled 195,174 more lines than its competition. 
No doubt about it, the News-Times is the paper to use 
in the South Bend territory.

Let us send you News-Times, Jr.

South Bend News-Times
Morning Evening Sunday

J. AI. STEPHENSON, Publisher 
Foreign Representatives

CONE. LORENZEN & WOODMAN
Chicago New York Detroit Atlanta Kansas City
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bv ¡'’.easing our present patrons that 
we can induce them to recommend 
ihi' Lank to their friends.

OTHER CONTROLLING INFLUENCES

"Busines.' from other depart
ments" scored 1(3 per cent of all ac
counts opened. This is due to the 
fact that the Guaranty Trust and 
Sav mgs Bank never loses an oppor
tunity to induce a customer of one 
department to become a customer 
of other departments of the bank. 
This is accomplished in different 
wavs. I will mention kml one. W'e 
I ave a list of several thousand

?JTHE MOST PROGRESSIVEHOUSEINTHECITYÎ

INGENUITY
AND A THOROUGH KNOWL
EDGE OF MECHANICAL 
POSSIBILITIES AND TRICKS 
OF THE TRADE ARE ESSEN
TIAL TO THE PRODI CTION 
OF PERFECT FAC-SIMILIES.

STERLING F A C - SIMILIES 
ARE THE RESl LT OF THIS 
KNOWLEDGE WHICH IS
EVIDENT IN THE FINISHED <

PLATE ►

DIO TONES — THREE A N D 
FOl R COLOR PROCESS — 
BLACK AND WHITE —LINE

STERLING ENGRAVING COMPANY 
UPTOWN- 10TH AV. & 36™ ST 
D0WNT0WN-200WILLIAM ST 

NEW YORK 

names ol depositor' in our 'livings 
department whom we circularize 
(direct-by-mail) in order to inter
est them in our trust department, or 
we may on a special occasion cir
cularize these same depositors re
garding the safety and convenience 
of safe deposit boxes, or the pur
chase or >ale of bonds and other in
vestments. We have other lists of 
our patrons, among which is a list 
of safe deposit box renters whom 
we circularize periodically in the 
interest of securing their savings 
and commercial accounts.

This to per cent is due to the 
efficient service rendered in other 
department:' and to the results of 
direct-by-mail advertising. 'There is 
a big opportunitv in large depart
mental bank' with thousands of 
patrons to develop all departments 
equally right among their ovv n cus
tomer- bv the use of direct-by-mail. 
Many bank' are not making the 
mo't of this opportunity.

"Employees' Contests" scored io 
per cent of all the new accounts re
ceived while this test was being 
made. This is a little under the 
average for the past five years, due 
partly to the fact that our contests 
have run at frequent intervals dur
ing this long term, and the field is 
pretty thoroughly gleaned for new 
accounts so far as our employees’ 
personal pull goes among their 
friend'. It is mv experience that 
business secured by the employees 
cost much less per account and per 
each Sion than by many of the 
other medium' now being used by 
our banks, besides the business is 
inclined to be more permanent and 
more likely to grow. In a contest 
which closed December 31. 1919. 
our employees 'ecured 183 new ac
count'. aggregating $209,000 of new 
deposits, an average of approxi
mately $1150 an account. In ad
dition to the 'plendid business se
cured, these contests have other fea
tures which should commend them 
to every banker. They make bus
iness-getters out of employees who 
ordinarily manifest but a nominal 
interest in the growth of the bank, 
besides everv cent of monev paid 
for this business goes directly to 
the bank’s own employees, which in 
itself is a consideration of no little 
importance in these days of the 
high cost ol living.

EFFECTIVE W INDOW DISPLAYS
Ten per cent of all new accounts 

received, according to this test, was 
the direct result of our twelve large 
window displays. How did we as 
certain that 10 percent of the 164 
new depositors came to the “Guar- 
antv" as a result of these window 

displays.' This is how: Upon open
ing their accounts, sixteen new de
positors called for the kind of ac
counts outlined in our window dis
play.'. or they asked for the loan of 
one of the small home safes then on 
exhibition in our windows.

The remaining 32 per cent was 
credited up to a half dozen medi
ums of more or less importance.

In drawing anv conclusions from 
such tests as are made above it 
must be borne in mind that the me
dium checked as getting the bus
iness can not be given entire credit. 
As a matter of fact it may be lik
ened to a salesman for a tire man
ufacturer. Certain salesmen are 
credited with all the sales which 
thev mav book, and if one goes no 
deeper, it would seem that monev 
'pent on national magazine adver
tising, billboards, etc., were wasted 

-that all that is necessary is to 
keep a force of good, live salesmen 
on the road. But the fact that an 
ordinary clerk can go out and take 
more orders for anv one of the big 
advertising tire manufacturers than 
could be secured by the best sales
man in the business Irving to push 
an unadvertised and unknown line 
shows the folly of trying to test out 
such advertising mediums as news
papers, magazines, billboards, and 
car-cards by a merely superficial 
check of the reasons why any par
ticular bit of new business is se
cured.

Once the test has been made and 
you have completed your report 
showing what mediums are pulling 
a full share of new business and 
those which are evidently ineffec
tive, vour problem is to either make 
the ineffective mediums producers 
or discard them, and thereafter ex
pend your best thought and money 
on those mediums which your tests 
show conclusively are good bus
iness-builders.

MAKING THE TESTS

T would recommend that you take 
at least three tests before reaching 
definite conclusions. Select one 
week this coming month, another 
week the following month, and still 
another week the third month, and 
when you have made your tests 
take an average of the results for 
the three tests, and govern yourself 
accordingly.

In any event, it is good banking 
for vou to know bevond any doubt 
which mediums are producing and 
which are non-productive. Your new 
depositors are in a most favorable 
position to give vou this informa
tion. if you will but give them an 
opportunity to express themselves 
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on the subject. The cold fact» are. 
if they do not know why thev chose 
your bank in preference to others, 
w ho does know "

Put your adxertising to the test, 
and I venture to say that you will 
find great satisfaction in knowing 
just how effective your advertising 
mediums really are. at least from 
the standpoint of those who call to 
open accounts. If wur case is not 
an exception to the rule, I venture 
to say that you are using some ad
xertising mediums xvhich you will 
discard after you see the results of 
a test, while others will make such 
a good showing that vou will push 
them for larger results in the 
future.—W. R. Morehouse, in the 
Pacific Ranker.

Campaign for Ready to-Fry Codfish 
Cakes

The Gorton-Few Fisheries Co., Glou
cester, Mass., has launched a newspaper 
advertising campaign in New York to 
introduce the Groton Ready-to-Frv Cod
fish cakes.
Advertising Head, Business Manager

IL A. McKenzie, until recentlj- adver
tising manager of the Elgin Daily News. 
will assume the duties of business man
ager of the Elgin Courier on April 19. 
Mr. McKenzie, who has spent more 
than twenty years in the newspaper busi
ness in Elgin, succeeds C. B. Strohn, 
whose election as vice-president of the 
XX estern L nited Gas and Electric Co. 
will necessitate his presence in Aurora. 
Ill.

1. AX’. Lyon to Wed
The engagement of Irving W. I.von, 

»on ol the late Whitney Lyon of New 
A ork, to Miss Helen Maie Wilberding 
has been announced. Miss Wilberding 
is the daughter of Mr. and Mrs. Joseph 
C. Wilberding ot Pelham Manor, N. Y. 
Mr. Lyon, who was a member of the 
class of '19 at Aale, left college for the 
war, serving as an ensign in the naval 
aviation. Hi is a member of the firm of 
I. W. Lyon Sr Son, the manufacturers of 
tooth powder.

Kramer with Comrie and Cleary
George, A. Kramer, xvho was former

ly xvith The Brunswick-Balke-Collendi-r 
Companj-, Chicago, auditing department, 
statistical reports, is now- connected with 
Comrie and Cleary, Chicago.

Fi. T. Babbitt Combines Advertising 
and Premium Departments

B. T. Babbitt. Inc., the large manufac
turer of soaps and cleansers, has com- 
lined its premium department xvith the 
advertising department, and has placed 
J. B. Miller in charge Mr. Miller, who 
succeeds E. C Looker. Jr., as advertising 
manager, xvas formerly at the head of 
tl < premium department.

SYSTEMS BOND
TheRag-conientlofl-dnedTaper at Ihe Reasonable Price"

Savage Arms Buys Stevens Co.
The Savage Arms Co., manufacturers 

of automatic revolvers, have purchased 
tl St vens Arms Co., makers of shot
guns and small bore rifles and pistols in 
Chicopee Falls. Mass. At the annual 
meeting of the Savage Co. these direc
tors were elected: W. F. Kies, F. H. 
Moses and F. R. Phillips. Thev succeed 
C. S. Miller, E. M. Willys and Henry 
Pruere. resigned.

Sarnoff-lrxing Hat.» to be Advertised
A newspaper campaign for Sarnoff- 

Irving Hats is being prepared by Hanff
Metzger, Inc., Xew A’ork. The cam
paign has already started in New' Or
hans and will open in other cities, in
cluding New A’ork. within the next fexx- 
weeks.

Presbrey Absorbs Brjant Advertising
The Frank Presbrey Co. has taken 

over the accounts of the Bryant Adver
tising Corporation, 103 Park Avenue, 
f om April 1st; the Bryant agency dis
continuing business.

$50,000 to Advertise Piston Rings
The Burd High Compression Ring Co.. 

Rockford, Ill., have appropriated $50,000 
this year for advertising. The companj’, 
which formerly placed its advertising 
direct, is now using trade papers and 
newspapers through Comrie & Cleary, 
Chicago advertising agents AL L. Ho- 
g.ird is the advertising manager.

Southern Agency in Larger Quarters
F or the third time in a year the George 

W. Ford Companj', advertising agents of 
Atlanta, have been required to move into 
larger quarters. The companj- now oc
cupies a large suite in the Austell build
ing. having until just recently been lo- 
et-cd in the Rhodes building

The Needed Punch
If your letters are appealing but lack the 
needed punch that will make them impress
ive and give them more actual pulling 
power, perhaps the fault lies in your letter
head,

SYSTEMS BOND will make your letters 
look better and give your sales message 
every chance to win.

Standardize on SYSTEMS BOND the un
varying paper—for your letterheads. It is 
available exurywhere. All printers know 
it. Your printer can get it for you or a re
Quest on your letterhead will bring samples.

Eastern Manufacturing Company
General Sales Offices:

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



Advertising & Selling

These Things the A. N. P. A. Stands for 
and These it has Accomplished

A Brief Review of Organization (deals and 
Achievements, on the Eve of the Convent’on 

By WARD GEDNEY

iX THE BAI) old days of long 
ago when Lincoln B. I'aimer, 
now manager of the American 

\iws|>aper Publishers Association, 
was advertising manager of the New 
Y ork Commercial Advertiser, now 
ihe Globe, when every newspaper 
ad ertising manager thought even 
other newspaper ads ertising man
ager no better than he should be. 
never spoke to him and seldom 
-poke of him except in short and 
ugh words, someone, in an inspired 
moment, conceived the revolution- 
:.r\ idea of gathering the newspaper 
advertising managers of New York 
together at lunch once a week. "It 
would help them to know and to 
understand each other better," the 
inspired one said.

Ihe idea was taken up in fear 
and trembling- and, to everybody's 
surprise, proved a huge success. 
I hose who came to scoff at it re
mained to see it pav and the metro- 
pohian advertising managers, in- 
'le.nl of acting like Kilkenny cats, 
suddenly realized that individually 
an I collectively they were not such 
had fellows after all.

IHE IDKA BEHIND IT

Thereafter, the fraudulent "ad
vertising game" began to lag in 
Xew Y’ork. W ord got around that 
the ad. managers had formed an of- 
u-n-ivc and defensive alliance and 
‘hat the davs when vou put some
thing over on one of them bv tell
ing him that the others had already 
fallen for it were gone. The one 
knew just what the others were do- 
1:14. Everything in the line of ad- 
\< ii'ing information, outside of le
gitimate business secrets, became the 
common properly of the alliance. 
I rom that dav, new spaper advertis- 
m" in Xew Y ork began to walk with 
r- head up.

lust such an idea as that which 
inspired the organization of the 
Xfw Y ork new spaper ad. managers' 
informal lunch chib of core father
ed the organization ot the Ameri
can Xewspaper Publishers Associa 
I on. A- Mr. Palmer put it in an 
address which he delivered before 
the Xew Y’ork Associated Dailies at 
Albanv in 1917:

"During the years preceding the 
organization of the A. X. P. A. in 

Rochester in 1887, newspaper pub
lishers were working in an atmos 
phere of low visibility, and coopera
tion among them was unknown.

"Ihe birth of the Association 
brought about a happier condition 
and today mutual helpfulness among 
newspapers is the rule.

"As a direct consequence of the 
spirit of amitv which prevails, the 
Association has achieved results 
which have been of vital import to 
the well-being and prosperity of the 
craft and which, without organiza
tion. would have been impossible of 
accomplishment.”

In other words, the A. N. P. A.

THE CONVENTION
GALLERY

On the opposite and suc- 
ceedi ng pages are new 
photos of some of the busy 
conventioners of the coming 
publishers' gatherings.

forms a national nucleus about 
whicch national ideals of newspaper 
publishing can develop and through 
which the battles of the newspaper 
puldishing trade can be fought.

HOW IT STARTED

The American Newspaper Pub 
Ushers Association, now passing its 
thirty-third anniversary, has 515 ac
tive members and three associate 
members. b^w publishers outside 
of the membership have any concep 
U011 of the extent and variety of the 
work done in many lines through 
the machinery of the Association, 
vet every daily newspaper in North 
America has been the beneficiary ot 
the Association’s work ami is under 
obligation to it.

Prior to 1887, there were a num
ber of editorial and telegraphic press 
associations but no. organization ot 

the newspaper business interests. In 
consequence of the lack of cooper
ation between publishers, many dif
ficulties were encountered and loss
es incurred. Publishers were not 
protected from irresponsible adver- 
ti-ing agencies. Standing alone, 
their interests could not be repre
sented in Congress when postal rate 
bills and other measures affecting 
their prosperity and their freedom 
from unwarranted interference were 
under consideration. I hey had no 
organization to confront the closely 
welded new sprint manufacturers. 
With the formation of the A. N. P. 
A. and the extension of its activi
ties in manv lines, all this has been 
changed. Today, there is a special 
Bureau of Advertising to stimulate 
advertising, and again and again in 
the last few crowded years the abil
ity of A. X. P. A. committees :, to 
handle other problems germane to 
the newspaper trade as a whole has 
been adequately demonstrated.

I he first convention of the A. N. 
P. A., at which its present name 
was adopted and its initial program 
of work laid down, was called to 
order by W. H. Brearley. advertis
ing manager of the Detroit Free 
Press, originator of the A. X. P. 
A. idea, at Powers Hotel, Roches
ter. X. Y’.. February 16, 1887. The 
register of the convention contains 
51 signatures, and 29 signatures of 
prominent newspaper publishers 
were affixed to the articles of asso
ciation.

ADVERTISING FIRST PROBLEM

That misrepresentation of circu
lation ami fluctuating advertising 
rates were the major evds of the 
time is shown in the subjects for 
discussion listed in the last call for 
the Rochester meeting, the bulk of 
which were concerned with rate
cutting. with the publisher’s rela
tions w ith the adv ertising agenc v. 
and with the necessity oi liaving all 
publications truthfully represent 
their circulation.

Xgain. at the second convention 
of tiie Association held at the Xew 
Denison Hotel. Indianapolis. Ind., 
February 8-9, 1888, advertising was 
to the forefront. Messrs. Rowell. 
Goodrich, Erickson. Lord. Puller
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and Doughty, the latter represent
ing Messrs. S. H. Parvin's Son;, of 
Cincinnati, all of them advertising 
agents, appeared before the conven
tion bv invitation anil delivered ad
dresses. At the third convention, 
held at the Hoffman House, New 
Mork. February 13-14. 1889, the 
fruits of this long discussion of ad
vertising problems were brought out 
in the adoption of resolutions rec
ommending that the maximum com
mission paid advertising agencies by 
members of the A. X’. P. A. be 15 
per cent; that members pay commis- 
'loii' only to those agents whose 
names were upon a list approved bv 
the executive committee; and that 
members have no preferred posi
tions for advertising, but that when 
such positions were allowed an ex
tra price be charged. In 1913. the 
A. XT P. A.'s Bureau of Advertis
ing was organized. During the last 
vear, the operations of this Bureau 
under the directorship of \\ illiam 
A. I hompson and his associate. 
Thomas H. Moore, as described in 
the April to issue of Advertising 
A Selling, played an important part 
in rolling u]» the stupendous total 
of $150,000,000 of national adver
tising placed in daily newspaper; 
during the year.

As the A. XT 1’. A. has grown, 
the problems presented to it for 
solution have multiplied. The ad
vertising question we shall always 
have with us. Indeed, advertising 
will hold a position not far from 
the center of the stage at the 1920 
convention. Since 1915. the cost 
of newsprint has jumped kk) per 
cent. In the same period, overhead 
charges have increased at least 75 
percent. According to an estimate 
made by the Bureau of Advertising 
ot the A. XT P. A., average news
paper advertising rates throughout 
the countrv have been advanced no 
more than 25 per cent during the 
four years. While the subject of 
advertising has the floor next week 
there will be plentv of members to 
;ound the alarum that the continued 
prosperity ot the new spapers in the 
face of advancing costs demands an 
X lociation recommendation that 
ad ertising rates be raised all along 
the line.

TAC K 1.1 N G N E VV STR I N T

However, the Association began 
to take up other big, vital problems 
-oon after its formation. Among 
them- -at the head of them was 
the newsprint j»aper difficulty.

I he use of improved machinery 
and methods caused a downward 
iindencv in the price of newsprint 
during the eighteen vears preceding 

1N98, which vear saw the incorpor
ation of the International Paper 
Company, with a capital stock of 
$55,000,000 and composed of 
twenty-four 1 'iibsequently increased 
to thirty) of the largest mills in the 
countrv and controlling 80 per cent 
of the total output.

During the same year, the A. XT 
I’. A. appointed a committee to in
vestigate the Paper Trust and at the 
annual convention of 1900 resolu
tions were adopted urging Congress 
to inquire into the price of news
print which had been “arbitrarily 
increased in price from 00 per cent 
to too j,er cent without reason or 
warrant to lie found in the condi- 
ticns of the industry itself."

It is interesting to note that dur
ing 1900. for the purpose of com
batting the trust, newspapers were 
trying most of the methods of econ
omies practised today, such as abol
ishing returns, cooperative buving, 
and increase of subscription and 
selling price.

A. N. P. A. 
PROGR VM 

1920 
Wednesday, April 21: 

Advertising Bureau Luncheon 
Thursday, April 22: 

Sessions at 10 a. in.; Luncheon 
at 12.30 p. tn.; Session at 2 p. m.

Friday, April 2.3:
Session 10 a. m.; Concluding 

Sessions, 2 p. m. 
at the

WALDORF-ASTORIA 
NEW YORK

This vear of 1900 was memorable 
because the (¡eneral l’aper Co., a 
consolidation of twenty-five mills in 
Wi'Consin, Michigan, and Minnesota 
was also organized to secure control 
of the western market and compete 
with trust prices.

At a meeting of the A. XT I’. A 
in 1904, Don C. Seitz called atten
tion to the advances in prices which 
newsprint paper makers had en
forced. ( )n behalf of Joseph Pul
itzer. he subscribed $io,<>(><> toward 
a fund to combat the restrictive 
methods of the paper makers. Ollier 
subscriptions were tendered and a 
committee on I’;q>er consisting of 
Don C. Seitz. |ohn Xorrs and 
Condé Hamlin was appointed. As 
a result ot that effort, the United 
States Department of lustice started 
proceedings which ended in the dis
solution of the < reneral l’aper Com

pany in June, tgotj. The outcome 
was the first substantial victory of 
the Anti-Trust Law.

THE PRESENT CRISIS

From then until the fall of 1907 
the average price of news print de
livered in the eastern freight zone 
was $40.17 per ton and the lowest 
price $38 a ton. During August of 
that year, however, famine reports 
began to come in and quotations 
shifted from $38 to a minimum of 
$50 a ton.

The situation was so serious that 
the A. XT P. A. held a special 
meeting in September. 1907, to pro
test against the action of the paper 
makers and steps were taken to 
break the prices, which the protes
tants declared artificial, bv legisla
tion which would promote normal 
conditions. This action resulted in 
the reduction of the $6 tariff on 
newsprint to $3.75 and, subsequent
ly, to its abolition on October 3, 
1913.

From 1913 to 19111 the prevailing 
market price of paper was around 
$38 per ton f.o.b. mill. The fall of 
1915 witnessed an unexpected in
crease of newspaper advertising 
which resulted in increased deliver
ies from the mills and. by July I. 
1919, newsprint stocks on hand had 
dwindled to 58,000 tons, well below 
the danger mark.

At the end of 1910 came the 
third big squeeze. Contracts were 
renewed at increasing prices. Dur
ing December of that year the In
ternational announced its minimum 
price to be about $<>2 a ton at the 
mill for 1917 delivery and some 
other mills fixed even higher prices. 
In 1017, came the inquiry of the 
Federal Trade Commission into the 
activities of the Xew sprint Manu
facturers Association resulting in 
the dissolution of the Association 
and the imposing of tines upon some 
of the members. Everyone knows 
what part the A. XT P. A. plaved 
in the initiation of this inquiry 
Followed closely, ihe war and the 
fixing of newsprint prices bv the 
government.

In the present newsprint crisis, 
which finds the publishers caught in 
a fairlv bad hole with the demand 
for newsprint paper far over
reaching the supply. Ihe A. NT P. A. 
has been of unquestioned service. 
XTol as successful as it had hoped 
to be in regulating prices at the 
stipplv end. it lias turned to the 
task of encouraging economy at the 
consumption end and has done 
much to bring about cooperative re
duction in the tonnage of newsprint 
used. A. XT 1’. A. bulletins warn
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member.*- ut fre-Ji alliances anil ail 
vise of changing production condi
tions. Recently, the Association 
covered the country in an investi
gation to find out if anv newspapers 
were really unable to secure news
print as had been reported in Con
gress. and in the few cases located 
afforded prompt relief.

WATCHING POSTAGE LAWS

()ne should not leave the subject 
of this remarkable association with
out referring to the third phase of 
its activity—that which hl to do 
with legislation affecting the news
paper publishing interests. 1'robabh 
die two most important pieces of 
legislation of this kind in the past 
decade have been the I'ost Office 
.Appropriations Bill of 1912 and the 
second class postage sections of the 
W ar Revenue Bill of 1917.

In helping to bring about a test, 
before the Supreme Court, of the 
constitutionality of the rider in the 
former which demanded that everx 
daily newspaper advise the Post 
( iffice Department of its average 
daily paid circulation and publish 
the same ex ery six months, and 
that every newspaper mark all paid 
matter “advertising," under pain of 
debarrment from the mails, the A. 
X. P. A. helped to clarify these 
provisions of the bill and establish 
certain data that would prevent the 
I’ost Office Department from using 
its authority arhitrarilx.

In the hearings on the second 
class postage sections of the War 
Rex enue Bill of 1917, representa
tives of the A. X. P. A.’s Second 
t lass Postage Committee were 
among those who spoke before the 
Senate Finance Committee. Un- 
lortunately, the Association found 
itself divided into two factions on 
1 his vexing question and, with other 
tactions which argued on the three 
and even four suggested solutions of 
the problem presented by the de
termined ujtou advance in rates, 
won the negative success of the 
hy >ri<l flat rate and zone rate pro
vision xvhich went into effect Julx 
1. 1918, to extend over four vears 
1 com that date. Two of the spe
cified years haxe passed and the 
highly unsatisfactory results of this 
law have, it is beliexed, united the 
members of the Association in fax- 
oi the Fess Bill, designed to correct 
its inequalities, which is now before 
l 1 ingress.

THAT m-I.LETlN SERVICE

'I his brief outline of A. N. P. A. 
activities will serve lo indicate some 
of the aims and achievements of 
th< great organization. It does not 
pretend to do more than outline the 

program and lo outline onlx some 
of the main features of the program 
at that. For instance, nothing has 
been said of the splendid vigilance 
work of the men at headquarters 
and in the held. Ihe success of 
the leaders in arranging arbitration 
agreements between newspaper pub
lishers and newspaper labor has not 
been touched upon. Xo more than 
a hint has been given as to that fa
mous A. X. P. A. bulletin serxice, 
which posts its members on the lat
est dexelopments in all departments 
nf newspaperdom. warns them of

Expect Large Attendance at A. 
N. P. A. Convention

“ I lie American Newspaper Publishers 
Kssociation convention, which will be 

held at the W aldori-Astoria Hotel, New 
York City, April 21, 22 and 23, will be 
more largely all ended this year than 
ever before. The great importance of 
the discussions on newsprint, postage 
and labor, al this time, make certain 
that the various sessions will not only be 
crow (led with members seeking inlorma- 
imu. but that they will also be of un
usual y ahie to those present.”

Phis is the amiouncemciu scut out 
from A. X. F. A. headquarters herald
ing the big convention, which will be 
opened al 10 o’clock next 'Wednesday 
morning when the members gather for 
their first session in the Astor Gallery 
on the first floor of the Waldorf. As a 
heavy program will be carried out, am- 
phasis is being laid on the fact that the 
business of each session will start 
promptly at the hour named for meet
ing, whether there i> a full attendance 
at that time or not.

A. X. P. A. meetings will, as in for
mer years, occupy Wednesday, Thurs
day and Friday. Practically the only de 
vial ion from ihe customary program 
will be the replacing of the final ban
quet by a luncheon on Thursday. This 
will be held 111 the ballroom of the W al
dorf. At this luncheon, the addresses 
will be short, but there is a promise that 
they will be of the type that will hold 
members m their scats until the final 
applause has subsided.

On Monday, the directors of the Asso 
dated Press will continue their sessions 
Irom this week and on the same day 
there will be various committee meet
ings. On Tuesday the \. F. will hold 
its annual meeting in the morning. At 
this time will be presented the annual 
report of the retiring board of direc
tors, applications for membership will 
be considered and passed upon, five new 
directors will be elected, with advisory 
boards and nominating and auditing 
committees. After luncheon, the A. P 
members will re-asscmble to hear the 
results ol the morning’s election and to 
wind up their meeting.

Wednesday will sec the opening of the 
\. X. F. \. convention and the luncheon 
of the Advertising Bureau. Two ses 
sions will be held on (hat day and on 
each ot the two 1 allowing days.

The full list of events for ihe week 
1 ollow s :

Tuesday. April 20.—1T p. m., A. F 
annual meeting; 1 p. 111.. A. P. luncheon ; 

breakers ahead, advises them as to 
what others are doing, presents to 
them results of investigations car
ried on, furnishes them with data 
on proposed legislation affecting 
them, and gives them confidential 
information as to fraudulent opera
tors in the publishing and advertis
ing fields. Suffice it to say that the 
American Xewspaper Publishers 
Association is doing a big work, the 
value of which to the press and to 
the nation, is being realized more 
fully with every passing year.

3 p. m, A. P. Meeting (concluded).
W ednesday , April 21.—10 a. m., A. N. 

P. A. opening session; 12:00 p. m., Ad
vertising Bureau luncheon; 2 p. m.. A 
X. F. A. convention session

Thursday. April 22.—10 a. m., A. N 
P. A. convention session; 12:30 p. m., 
A. N. P A. luncheon; 2:00 p. m.. 
A. X. P. A. convention session.

Friday, April 23.—10 a. m„ A. N. F. 
\. convention session ; 2 p. in.. A. N. F. 

A. concluding session.
Newsprint and postage again will hold 

the center of the stage in the convention 
discussions, and the question of boosting 
advertising rates to meet increased costs 
of publishing will be debated. Compari
son of data as to methods in economiz
ing in the use of newsprint paper is ex
pected to furnish much interesting mate
rial for recommendations on this sub
ject.

The election of officers for the corning 
year will take place on Friday.

As is customary, all available space 
011 the convention floor outside of the 
ballroom and the Astor Gallery will be 
occupied by the representatives’ offices 
and exhibition booths of publishing trade 
papers, printing machinery companies, 
feature services and syndicates. Twenty- 
two of these interests have obtained al
lotments on the floor.

Those announced to speak at the A 
X. P. A. luncheon on Thursday are Ed
win T. Meredith, Secretary of Agricul
ture, Harry Dwight Smith, of Fuller A 
Smith, Cleveland, president of the Am
erican Association of Advertising Agen
cies, and Jolin Sullivan of New York, 
secretary-treasurer of the Association of 
National Advertisers. William F. Rog 
ers, chairman of the ad bureau commit
tee will be toastmaster.

Bill Would Prohibit False or Objection 
able Advertisements Entering Mail
A bill introduced into the House of 

Representatives by Rcprcscntaii\c Steen- 
erson last week would declare “any ad
vertisement which contains any false or 
fraudulent statement or representation,” 
and which reters to anv person or per
son - from whom, or to any means bv 
which, or 10 any place al which treat- 
mcni or cure for certain private diseases, 
as nonmailable matter.

A penally of $1,000 fine or imprison- 
11.cut for one year or both would be 
inflicted upon all violators.
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Marshall Field Advertising Manager to 
Become Merchandise Chief of

Federal Agency
Russell A. Brown. resigning as adver

tising manager of Marshall Field & 
I umpany s retail store lo become mer
chandise manager for the Federal Adxer
tising Agency (Inc.) of Xew A’ork, was 
given a farewell luncheon by his former 
staff, in the Tip Top Inn on April 9 
I’hose present were: Miss Rene Mans
field, Mrs Irene S. Sims, Herbert Chad
wick, V C Cutts, Miss Frances Hooper. 
Miss Margaret Macy, S. A. Sullivan, 
Rate Salsbury, Mrs. C I’. Wilson. Mis- 
Achsah Gardner, Miss Margaret Haas. 
Miss Anne Mathieson and H. L. Pei- 
witch.

Detroit tilth tondtmii» Advertising 
Tax

The Detroit Adcraft club at its last 
meeting went on record as opposing the 
advertising tax bill, now before Con
gress, as unfair. A resolution condemn
ing tl e legislation will be forwarded to 
the House of Representatives. It is 
printed out in the resolution that pres
ent heavy advertising appropriations 
which have aroused the suspicion of 
congressmen apparently, were necessary 
in erder for manufacturers to resume 
communication at rhe close of the war. 
with their markets. The resolution 
brands as foolish any suspicion that con
cern» are avoiding high income taxes by 
invesung heavily in advertising spac.

Farnsworth Joins Murray Howe & Co.
Clarkson L. Farnsworth, who has beei 

assisting tn the 1 diting of the “Advertis
ing Club Xews” in Xew York for some 
time, has left the Club to accept a posi
tion with Murray Howe & Co., adxertis
ing- agency.

Walter H. Collins, formerly with 
Louis Wiley on the Xew A’ork Times. 
has succeeded Mr. Farnsworth on the 
“Xews.’'

Mallory, Mitchell & Faust Add tu Staff
Clyde M. Joice. Lyman L. \\ eld and 

E. Ö. Ham have been added lo the staff 
of Mallory, Mitchell & Faust, Chicago, 
advertising agency.

For five years Mr. Joice was connect
ed with the Fair department store in 
Chicago, holding the position of adxertis
ing manager for the greater part of the 

Concentrate

time Mr. V. 1 Id, who is a graduate of 
the University of Chicago, has had a 
broad and varied agency experience, par
ticularly in connection with national cam
paigns on rubber products, musical in
struments, sporting goods, food products, 
automobiles and accessories. Mr. Ham 
wa: formerly editor for five years of 
“The Armour Magazine.”

I hapiu. A aporub Advertising Manager
H. S. Richardson, president of the 

A’ick Chemical Co., manufacturers of 
Vaporub in Greensboro, N. C announce» 
that C. F. Chapin has become advertis
ing manager effective March 31. Mr. 
Chapin, who for the past four and a 
half years has been assistant advertising 
manager, except for the eighteen months 
he spent in khaki, succeeds Richard B 
G. Gardner.

Meredith & Co. Organizes for Adver
tising and Selling

Meredith & Company, Inc., has been 
incorporated at Troy, X. A’., to carry on 
the business of a general advertising and 
s< Hing agency. The president, Russell 
I). Meredith, was advertising manager 
for a number of years for \ an Zandt, 
Jacobs & Co., makers of Triangle col
lars. Troy, X. Y., and more recently he 
was asso •iated with the Byron 1 i. Moon 
Agency, at Troy, as head of the sales 
department. The new company has its 
headquarters in Cannon Place Building.

F letcher a “V isualizer” for Wales 
Agency

J. .Man Fletcher has joined the Wales 
Advertising Co., Xew York, in the ca
pacity of “visualier." A "visualizer” is 
an advertising executive who has a fac
ulty for analysis, for the selection or 
creation of dominant ideas on which to 
base advertising campaigns, and for their 
execution in an effective manner. The 
larger advertising agencies, it is said, 
have created this position in the profes
sion.

Mr. Fletcher did work along the same 
lines for the George Batten Co., and the 
H. K McCann Co. before coming with 
the Wales agency.

Will Advertise Baker I ractors and 
Trmks—Rauch A Lang Buy Elec

tric Vehicle Business
The Baker R. & L. Co., Cleveland, 

h;o 1 disposed of their electric vehicle 
business to Ranch & Lang, Inc., of Chic
opee Falls, Mass. The plant capacity 
thus released is now being devoted to 
a greatly increased production of electric 
industrial shop tractors and to closed 
automobile bodies. Plans now in prepa
ration for an advertising campaign for 
the industrial tractors and trucks are in 
charge of The Pawcrs-House Co., ( levc
I nd.

j lyjJANY national advertisers
• who want Chicago bus- 

are JaZZ|ec| by far_ 

flung circulation when their 
objective is a single market.
They have visions of domi
nating thirteen million people 
around Chicago, and disastrous
ly forget the nearly three mil
lion right in Chicago that can 
be and are dominated by a single 
advertising influence — that of 
The Chicago Daily News.
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How Much Can I Spend 
In Advertising

"Huw much can 1 safely 'pend hi advertising.'" is a ques
tion many local advertisers often ask. Of course thev mean how 
much can he spent with safety, because it is quite possible t> 
'[>end too much and too little.

There are several ways of arriving at the amount of the 
appropriation, but probably the best wav is a percentage of the 
previous year's gross business.

Ihe following talile may be of some help m planning adv er 
tising appropriations. 1 he figures are authoritative and are a> 
recent as could be compiled. While no names are mentioned, 
they are all national advertisers.

Business Percent
Collar manufacturer ................................................................ 3W
Paint manufacturer ..........................................................    3%
Spark plug manu facturer ....................... . .......................... 7
Clothing manufacturer ....................;................................... 1%
Clothing manufacturer ......................................................... pc
Soaps and perfumes .............. . ............................................ 2
Ci.' arettc manufacturer ....................................................... 5
Soap manufacturer .............................................................. 3
Phonographs ........................................................................... 
Grape juice manufacturer ...............................................  10
Refrigerator manufacturer .................................................. 7g
Food products ......................................................................

These manufacturers are large advertisers; their appropria
tions, based upon this percentage table, will all run over one 
hundred thousand dollars and some of them well over a million, 
annually.

If the appropriation is too small the progress will not be 
great enough to justify any' advertising; on the other hand, not 
enough profit can be shown if the appropriation is too large. It 
is taise economy to skimp the advertising appropriation. —The 
Guiding Post.

Auditing the Ad Agencies
((. outinued from page 5)

one in possession of the facts will 
deny.

SUGGESTS THE FOUR a’s DO THE 
AUDITING

Said one agent, "Why go to an 
i d TSI DE organization to have our 
books audited; if thev need audit
ing in this manner, whv not have it 
done by the Four AH?"

I pursued this same line of dis
l U-sion with the president of a big 
agency, and then asked him if he 
would express himself for publica
tion. lie is a member of both the 
Four .A’s and the .A. B. C.. and 
loyal to each in its established field. 
He said: "If the A. B. C. displays 
the same thoroughness and imparti
ality in handling the agencies that 
they have in handling newspaper 
ai 1 magazine audits. I cannot see 
that anything but good can result."

Perhaps more agency heads will 
feel the same wav when thev have 

given the matter adequate consid
eration. Ninety per cent of the 
publishers are honest; 10 per cent, 
let us say, are dishonest. The 90 
per cent support the A. B. C. and, 
with these as a nucleus, a campaign 
to bring all that are worthy of 
recognition into the Bureau could 
be attempted with prospects of suc
cess. The agencies backed the cam
paign for publisher members, and 
no doubt the publisher members 
would reciprocate. I admit, of 
course, that the A. B. C. might not 
look with favor upon the subject 
of assuming new responsibilities, of 
such magnitude.

It is pretty well established that 
there is need for an absolute dis 
courager of rebating, and if it can 
be arranged before it is necessarv 
to have recourse to legal measures, 
so much the better. For if the 
practice is not fought from within, 
it will be fought from without. 

Ihat, at am rate, is what 1 glean 
from the statement made by Com
missioner W illiam B. Colver of the 
Federal Trade Commission, who 
sav s:

TRADE COMMISSIONER’S OPINION

"1 have expressed it as my per
sonal opinion, not, however, as the 
opinion of the Commission nor as 
an official opinion, that the split
ting of commissions with respect to 
advertising is an unfair method of 
competition.

“There are some legal questions 
involved which perhaps need not be 
gone into and which will have to 
l.-e settled before a determination of 
the matter. A test case where the 
facts are undisputed ami where the 
single and simple question is pre
sented will be extremely useful in 
clearing up any doubts in the sit
uation."

There has been some divergency 
of opinion, as I have indicated be
fore, as to the suitability of the 
A. B. C. for the job of rating and 
standardizing. N. W. Ayer & Sons 
inquire, "What’s the matter with 
Dun and Bradstreet?"

Jason Rogers, publisher of the 
Xew A’ork Globe, gave me a short 
but carefully prepared statement as 
follows:

‘Tn my opinion it would be fool
ish to inflict on the A. B. C. any 
checking up of the advertising agen
cies. Between the American News
paper Publishers’ Association, which 
insists on financial statements and 
other information before extending 
recognition, ami the American .Asso
ciation of Advertising Agents, which 
is putting the whole advertising 
agency industry on a higher plane, 
I believe much progress toward in
creased efficiency and reliability is 
being worked out.

“The .Audit Bureau of Circula
tion has about all it can reasonably 
care for in auditing circulations, 
which is what it was organized for. 
It is up to the publisher to recog
nize agents or not, and with the 
A. N. P. A. and the A. A. A. A. 
operating, we have practically elim
inated the old-time fly-by night 
agent. It is up to us to prevent 
unfair practices by illegitimate 
house agents cutting into the field 
of real agents, and to give increas
ing protection and practical support 
to legitimate advertising agents."

UNSTABLE AGENCIES MIT

MADE STANDARD

It is perhaps unnecessary to ex
plain why Dun and Bradstreet rat
ings do not cover the situation, but 
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there are many who will disagree 
with Mr. Rogers' assertion, "\\ ith 
the X. X. 1’. A. and the A. A. A. 
A. operating, we have practically 
eliminated the old-time fly-by-night 
■■gent.” Remember that the news
papers recognize about 150 more 
agencies than do the magazines, and 
then consider that it is not merely 
ihe fiv-by-nights who should come 
without the pale. There are sev
eral of the big and well-established 
agencies that are not free from the 
suspicion of being under the finan
cial aegis of one or more of their 
large accounts.

Of course, as Mr. Rogers asserts, 
"it is up to the publishers to recog
nize agents or not.” but inasmuch 
as there has been such a variation 
in publishers' standards, there is a 
corresponding variation in the mat
ter of agency recognition.

Collin Armstrong, who feels posi
tive that he represents between 99 
per cent and 100 per cent of the 
agents, says that “if the publishers 
want an audit, they are the people 
to demand it.” but he considers it 
"highly illogical” that the matter 
should be handled by the Audit 
Bureau of Circulations. “If I want 
credit from the bank.” is his par
allel, “the bank is the organization 
to investigate me.” The suggestion 
is that the publishers and the ad
vertisers should do their own in
vestigating of advertising agents.

Mr. Armstrong is not hostile to 
the idea of some organized audit of 
the agencies. On the contrary, he 
says he would welcome it. but he 
asseverates with very definite em
phasis that the demand for it must 
come from the publishers. Having 
made this statement, he opened the 
way for my query:

Supposing the publishers, believ
ing as they do in the efficiency of 
the A. B. C., asked that the func
tions of the A. B. C. be extended to 
cover the auditing of agency' ac
counts. This would satisfy your 
requirement that the demand should 
come from the publishers. Would 
vou then be in favor of the A. B. 
( taking up tbe work?”

The question was a leading one, 
but Mr. Armstrong side-stepped. 
He would not admit the hypothesis. 
'Lie publishers wouldn’t ask the A. 
B. ( , to do it; the A. B. C. wasn't 
intended to do this sort of thing; 
at I the A. B. C. wouldn’t do it.

THE VIEW OF A BIG ADVERTISER

It is said that the American 
• hide Company employes in the 
: t ghborbood of $2.000.000 annu- 
Mlv in advertising chewing gum. 
There are few institutions that in- 

v est more, so I considered that the 
advertising manager would have a 
valuable opinion to express on the 
subject.

Accordingly. 1 called on J. 1'. 
Bresnahan and asked tor a frank 
expression of his ideas. XX hat he 
told me so completely represents 
the general feeling that 1 have 
saved it for this partigraph of my 
article. Mr. Bresnahan was guarded 
in what he said, and the full sig
nificance of his statement does not 
appear on the surface, but he spoke 
whole-heart ediv.

"If the A. B. C. audit of pub
lishers is a good thing for agencies," 
said Mr. Bresnahan, "why isn’t an 
audit of agencies a good thing for 
publishers ?”

Strictly speaking, that isn’t a 
statement : it’s a question.

If, in the near future, the pub
lishers encounter more of the dif
ficulties with agencies of a sort 
which they have been meeting in 
the recent past, it is more than 
likely that they will answer the 
question and solve the problem for 
themselves.

For. after all, the remedy is in 
their hands. They publish the ad
vertisements; they control the cir
culation mediums of the L nited 
States.

How many publishers, banded to
gether for the purpose, do you 
suppose it would take to putt the 
agencies on a standardized -XL D- 
1TED basis?

“Wallace’s Farmer” Purchases Large 
Site

Il'a/Zacc's l ariner of His Moines, la., 
has purchased property on the southwest 
corner of Walnut and Fifteenth streets, 
for $85.000. The property is 120 by too 
feet, and offers splendid transportation 
facilities.

Although the new purchasers were 
noncommittal in regard to the disposition 
they will make of the property, which al 
present is unimproved, it is undersbMd 
that it will be used as a location for it 
large publishing plant.

I erguson Co. Account with Powers
House

Th« H K Ferguson Co., engineers 
and builders of standardized factory 
buildings in Cleveland, ()., have placed 
their advertising with the Powers-House 
Co. of that city.

Introducing a Ne» Disinfectant
Within the next few day: Alexander 

D. Shaw X Co., 12 Stone Street, Xew 
Y'ork. will inaugurate an extensive ad
vertising campaign in Xew Y'ork to 
market Milton, a product that has anti
septic, disinfectant and other propi r i< -

in the World
The greatest magazine — the 
best story book—the leading 
fashion authority—is right be
fore you.

It has more readers than all 
other publications printed; is 
better written, and every page 
is done in colors.
It is the unending panorama of 
stor» windows—the house or
gan of the retail merchant. 
These windows all have a lead
ing position, and they are 
everywhere.
They are filled with all the 
things that interest people, and 
are often true works of art.
These windows are preferred 
positions for your ad. The 
space is to be had. Y'ou just 
prepare your copy.
Prepare that copy, with tbe aid 
of experts, and, as in other 
publications, change it regular
ly-
We are the expert creators of 
advertising “copy” for win
dows.

Correspondence invited

Ein/on 
LITHO
INCORPORATED

71 W. 23d Si. 332 S. Miction Ao.



Page ix' Advertisixg & Selling

HON. (HAMP CLARK STATES.M \X AlTiHHOGRAPHER

BOOK REVIEWS
MY QUARTER CENTURY OE AMERICAN 

POLITICS: By Champ Clark. Two vol 
times. Illustrated. Harper & Bros. $6.

Oh the occasion of the complimentary 
“birthday session” of the House of 
Representatives on the day that former 
Speaker Joseph Gurney Cannon becann 
righly years old. Champ (.'lark of Mis- 
-ouri, then Speaker, in the key speech of 
the occasion, told the House that then 
were three Americans who owed it to 
themselves and to their countrymen lo 
write books of reminiscences. The men 
he named were “Uncle Joe,” Senator I>e- 
pew, and "Marse” Henry Watterson. the 
latter of whom has recently fulfilled his 
obligation. Modesty prevented Mr. ( lark 
From adding his name to the trio, but wu 
now have "My Quarter Century of 
American Politics” to prove how ver 

tainly it belonged then
brom lhti»< who have read Colonel 

Watterson’s delightful memoirs, so n 
cently brought out, and have closed tin 
volumes with appetites whetted for mon 
Im »graphical material of this sort— inti - 
male, iranklv opinionated, reflecting th 
events and the thought miirciits of a 
notable period in American history.

Champ Clark's story will receive a royal 
welcome. It belongs with “Marse” Hen
ry’s book.

It belongs, particularly, on the pub
lisher’s table. Most men who think ol 
Champ Clark as a great Democrat -who 
arc thinking of him now as a candidate 
for ihe Democratic nomination for the 
Presidency at the San Francisco con
vention—who think of him as a states
man, or as a lawyer who made an im
perishable record as a lawmaker, do not 
know that lie was once a newspaper man. 
True, it was only a short career that 
he had in a newspaper office, but H was 
an eminently successful one, seeing that 
he bought his newspaper—a Pike County, 
Mo., sheet- on credit; ran it for a year, 
made twenty-two hundred dollars ami 
then sold il to the man he bought it 
from for seven hundred dollars more 
than he paid for il

'I'his happened in the early «lays of 
his eventful life not long after he had 
like many other great men—been cx- 
pcllcd from one college and then—con
trary to the tradition—had won chief 
honors al «mother.

Writing m “My Quarter Century of 
American Politics" of Daniel S. Lamont. 

Secretary of War under Cleveland. a 

man who came from the newspaper field, 
Mr. Clark says:

“Speaking from a somewhat varied 
experience, I state for the benefit of all 
boys that even my short career of eleven 
months as a country editor has been of 
more lasting benefit to me than any 
other portion of my life.

"Newspaper work forces rapidity of 
thought and facility in writing. Anews- 
paper man must frequently 'fire off-hand 
without a rest. He can’t afford to 
scratch his head and chew the end of 
his pencil a week waiting for an idea 
or for inspiration. He must strike while 
the iron is hot. Consequently, newspaper 
men in Congress arc among the readiest 
talkers and most skilful wrestlers. They 
may not be as profound as the philoso
phers. but in the general melee usually 
come out on top."

In his introductory chapter, Mr. Clark 
ventures the opinion that his whole lin 
could be condensed into these words : 
“Fifty-odd years ol unremitting toil."

“I started out to accomplish certain 
things," he says. "1 kept pounding away 
at them and have achieved most of them.
As a rule, 1 out-pounded my oppon- 

t nts. Sometimes I didn’t—particularly 
on one most notable occasion.”

This “most notable occasion” was tin 
occasion oi the Baltimore convention 
where Mr. (lark was defeated in tin 
contest for ihe Democratic Presidential 
nomination after he had led Woodrow 
Wilson ami the field in thirty ballots, in 
eight of which he had a clear majority. 
The dramatic story of that convention 
and of the part that William Jennings 
Bryan played in dashing down the cup 
that was so near the Missourian’s lips 
is told in the final chapter of the book.

The story is, as the title suggests, 
largely of politics, but Mr. Clark’s ca
reer touched upon many other phases of 
American life. Besides having been a 
politician, in the best sense of the word, 
and a newspaper man, he has been a 
school teacher and a college president 
He grew up xvith the AVest and prac
tised law in Missouri when law was al
most more an adventure than a profes 
sion. Hu came to \A ashington to make 
a fine, high-spirited adventure of states
manship and there, and in his travels 
about the country, met a vast quantity 
of men—good, bad and indifferent—oi 
whom he has written intimately’ and in
terestingly in “My Quarter Century.” H< 
came nearer at Baltimore than any 
other unsuccess in! candidate ever has 
come to achieving the Presidential nomi
nation of a great party. With another 
Presidential convention approaching, he 
looms up as an increasingly prominent 
figure and there may be another volium 
to write more important than these two 
(hat he his already been set down, be
fore he can close the story of hie ca*

Publisher Heads Atlanta Committee
President Dave AA ebb of the .Atlanta 

Ad ('lub has appointed W. R. C. Smith, 
president of the AA R. C. Smith Pub
lishing Company, of Atlanta, as chair
man of a committee that will bend its 
efforts toward securing the 1021 con
vention of the Associated Advertising 
Clubs of the World for Atlanta. Tin 
W. R. C. Smith Publishing Company 
publishes the business journals, Southern 
Engineer, Southern Hardware and Im-
lenient Journal, and ('ofton.
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A few laps ahead
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A Fertile Field for 
Shaving Soaps

Over 6,000 retail cutlery dealers and 
hardware 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

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”

evllera
Better 

selling means 
better pay.

In every large institution THE
SA LES MAX AGE R-Mout b 1 y 
will be found on the desks 
of ’’Sales Managers" 
because it makes 
them better

25c a copy—$3 a year
_ The William Edward Ross Service, Inc.
1114 Sun Bldg., New York City, N. Y.

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 18. h St , New York C < y

Hickory Garters Advertised in 26 
States

In the Spring- campaign for Hickory 
garters and waists for children, A. Stein 
& Co.. Chicago, will use the principal 
papers in twenty-six stales and the Dis
trict of Columbia.

Will Advertise Hides and Furs
'Hie Coolidge Service, Des Moines, la., 

is placing “From Rib to Robe” adver- 
ti-ing for the Globe Tanning and Manu
facturing Co., of that city. An appro- 
pri.it 1011 of $25,000 has been made by 
Kenneth Smith, president, who directs 
sales and advertising.

Sales Offices Moved to Baltimore
The general sales offices of the Na

tional Wire Wheel Works, have been 
removed from Detroit, Mich., to Balti
more.

Statement of the ownership, management, 
circulation, etc., required by the Act of Con
gress of August 24, 1912, of Advertising & 
Selling, published weekly, at New York, N. Y . 
for April 1. 1920.

State of New York.
County of New York.
Before me, a notary public in and for the 

State and county aforesaid, personally appeared 
Wm. B. Curtis, who, having been duly sworn 
according to law, deposes and says that he is 
the treasurer of Advertising & Selling Co.. Inc., 
publishers of Advertising & Selling, and that 
the following is, to the best oi his knowledge 
and belief, a true statement of the ownership, 
management (and if a daily paper, the circu
lation), etc., of the aforesaid publication for 
the date shown in the above caption, required 
bv the Act of August 24. 1912, embodied in 
section 443, Postal Laws and Regulations, 
printed on the reverse of this form, to wit:

1. That the names and addresses of the pub
lisher. editor, managing editor, and business 
managers are:

Publisher. Advertising & Selling Co., Inc.. 
471 Fourth Ave., New York City.

Managing Editor. M. F. Duhamel, 471 Fourth 
Ave., New Y’ork City. .

Business Manager. J. M. Hopkins, 471 
Fourth Ave.. New Y'ork City.

2. That the owners are: (give names and 
addresses of individual owners, or, if a cor 
poration, give its name and the names and 
addresses of stockholders owning or holding 1 
per cent or more of the total amount of stock 1 :

Advertising & Selling Co.. Inc., 471 Fourth 
Ave., New A’ork City.

J. M. Hopkins, 471 Fourth Ave.. New Y'ork 
City.

H. B. Williams. 471 Fourth Ave., New York 
City. .

Wm. B. Curtis, 471 Fourth Ave., New York 
City.

3. That the known bondholders, mortgagees, 
and other security holders owning or holding 
i per cent or more of total amount of bonds, 
mortgages, or other securities are (if there 
are none, so state): None.

4. That the two paragraphs next above, 
giving the names of the owners, stockholders, 
and security holders, it any, contain not only 
the list of stockholders and security holders as 
they appear upon the books of the company 
but also, in cases where the stockholder or 
security holder appears upon the books of 
the company as trustee or in any other fiduci 
ary relation, the name of the person or cor 
poration for whom such trustee is acting is 
given; also that the said two paragraphs con
tain statements embracing affiant’s full knowl
edge and belief as to the circumstances ami 
conditions under which stockholders and se 
entity holders who do not appear upon the 
books of the company as trustees, hold stock 
and 'securities in a capacity other than that of 
a bona fide owner: and this affiant has no rea
son to believe that any other person, associa 
lion, or corporation has any interest direct or 
indirect in the said stock, bonds, or other se- 
ciniiiv'. than as so stated by him.

Wm. B. Curtis. Treasurer.
Sworn to and subscribed before me this 

Sth day of April, 1920. Charles Bischoff, 
Notary Public, N. Yr. County No. 143, Regis
ters Certificate No. 1118. (My commission 
expires March 30, 1921.)

George Terris Ferris Dies
George Terris Ferris, associate editor 

of the Montclair Times, died suddenly 
at Bloom lì eld. N. J., on Sunday in his 
78th year. After graduation from Yale 
I 'mversity, lie went to Chicago and en- 
urud newspaper work. In the early 
70s he held editorial positions on the 
New York Commercial and on the New
ark livening News.

Bergfeld Joins “The American 
Weekly”

A. I Kohler, advertising director of 
ihe American il'cekly, announces the ap
pointment of M. F. Burgfeld as a mem
ber oi the selling organization of the 
An, er min U'eekly.

Mr. Bergfeld resigned from Ruggles 
A Brainard to accept his present posi
tion. For a number of years Mr. Berg
feld was with the Hearst organization in 
the New York office, and resigned a fuw 
years ago to become advertising man
ager of the Chicago Herald, remaining 
until that newspaper was consolidated 
with the Examiner. “lack” Bergfeld is 
om of the best known advertising men 
in the business.

Collegiate Special Advertising Agency, Inc.
503 Fifth Avenne, New York Established 1913
Chicago office : i io So. Wabash Ave.

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 I 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, wc 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 expressive and con

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

Quality- Adv antages 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 words which, if cor
rectly used, will influence your readers 
to your way of thinking. Price One 
Dollar. Postpaid.

DALL Pl BL1SHING COMPANY
DenhamBuilding Denver, Colorado

“GIBBONS KNOWS CANADA”
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A Federal Department of Advertising?
Plan for Its Creation in the I nited States Gov eminent 
Will Be Offered at the June Convention in Indianapolis

\l'l. A.X ior a Federal I lepartmen: 
o' Advertising, presented in the 
form oi a proposed bill creating it, 

v ill be offered at the Indianapolis con- 
vemnm of the Associated Advertising 
I Tubs. Jum o to to, the program com 
•mittec announces.

The bill, which will be drawn by enu- 
nent authorities, will lie presented by a 
man of high position, who will show, 
briefly, what advertising has done and 
stdl must do. for the Government.

The committee has announced an out
line for the program which, while still 
tentative in a measure, is practically as 
i will be presented. Few speakers haw 
been announced, though the committee 
has. of course, begun the work of en- 
uagmg them.

As heretofore announced, there will 
be an inspirational meeting Sunday af- 
tirnoon. with sermons in five leading 
churches, preached by men of promi
neme in the advertising and publishing 
fields.

General sessions will take place Mon
day. Tuesday and Wednesday forenoons, 
Wednesday night and Thursday after
noon. For Monday and Tuesday after- 
1» .ms, departmental sessions are sched
uled, and Wednesday afternoon and 
Thursday morning have been reserved 
for interdepartmental sessions for the 
representation of the best addresses de
livered before departmental sessions. At 
the general session Wednesday night, 
delegat .-s will hear talks by some of 
those whose advertising campaigns are 
d splayed in the Rational Advertising Ex
hibit. which will be an important feature 
of the convention.

COMMITTEE FURNISHES "ATMOSPHERE”

Attractive entertainment features are 
being planned by the Indianapolis Ad
vertising Club for Monday and Tuesday 
•tights.

"Atmosphere" is as important at an 
adve rtising convention as in a theatre, 
the program committee believes, and it 
intends to supply it at the Indianapolis 
g thering. The stage setting for the 
first morning will be a richly furnished 
director’s room. with the necessary 
"props ' This primary session will be 
opened by a man attired in ;m old-fash- 
iomd town crier's costume, who will 
n ike a five-minute announcement in 
rl yme. after ringing a bell, advancing to 
the center of the stage and reading from 
a large scroll. At the close of this in 
traduction. the curtain will be raised.

No one will occupy the stage except 
those participating in the program. Meet
ings will be started promptly, and mi 
one will be permitted to interrupt the ad
dtress by ntering while some one is 
speaking An electric light signal, con
cealed front the audience in the foot- 
Fghts. will be employed to remind the 
speakers when their time is up.

The walls of the main auditorium will 
lc lined with large charts and posters 
I 1 aring instructive and timely fact' 
about advertising. These charts will bi 
illuminated, and will be an attractive 
addition to the general advertising at- 
mospheri-. it is believed. The bi~, oi 
these charts will be reproduced in ad- 
umo of the convention, in sizes suitable 

for publicity in newspapers and other 
publications. .1. George Frederick, presi- 
deni of Business Bourse and a formet 
iditor of Auvertising & Selling, a mem- 
ln-r of the program committee, will be 
in charge of this phase of the program. 
I'osiers, containing an outline of the 
general program will be displayed in 
each departmental meeting place.

The general plan for the program, as 
it stands to date, follows:

General Convention Theme—AD\ ER- 
T1SING: HOW AM) NOW.

Sunday Sessions, Afternoon.—Princi
pal speaker. Richard H. Lee. Subject. 
"The Golden Rule as an Applied Busi
m-" Force.” Other speakers, feature- 
and musical program to be provided. 
President Donnelley will be témpora» 
chairman, introducing retiring president 
E. T. Meredith as permanent chairman, 
at Mr. Donnelley's suggestion.

Evening.—Services in downtown chur
ches. The pulpits will be occupied by 
laymen of prominence who attend the 
convention.

Monday Morning.—Session sithjec. 
“How to Make the Best Use of Adv'er- 
tising Now"; Advertising as an Eco
nomic Force; How to Analyze Buying 
Motives; The Economies and Economics 
of Product and Market Analysis; Put
ting Longer Legs on the Advertising 
Dollar; Scientific Advertising Training 
in Schools and Colleges, and Its Effect 
Upon Advertising; How to Keep Pro
duction Up with the Advertising by Sell
ing the Advertising to the Workers.

Tuesday Morning—Session subject. 
"Advertising, How and Now, in Its Re
lation to Distribution.'’ The Efficient 
Distribution of Agricultural Products; 
the Part That Advertising Can Play, by 
E. T. Meredith, Secretary of Agricul
ture; How to Fit the Display Window 
into Local and National Advertising; 
The Function of the Wholesaler as an 
Independent Advertiser and Merchan
diser, as AVvll as a Distributor; How 
National Retail Distribution Can Best 
Be Obtained, (a) By National Mediums, 
(ID By Other Means; How Advertis
ing Facilities Economical Distribution 
of Raw Materials and Manufactured Ar
ticle' from One Industry to Another; 
Advertising as a Modern Sales Machine 
for Getting Distribution Tit Minimum 
Cost to the Final Consumer.

Wednesday Morning—Session subject, 
“New and Significant Developments in 
Advertising”; Co-operative Advertising 

as a Social Service as well as a Power
ful Sales Force: A Plan for a U. S. 
Department of Advertising; Thi Clean
up. Paint-Up Movement—Developing a 
Markel Through Cultivation of Interest 
in Civic Hygiene and Beauty; What Ap 
plied and Practical Psychology is Doing 
to Shorten the Distance Between Human 
Minds; Advertising a Nationalizing, Unl
iving Influence: H w II Creates Na
tional Standards in Dress, Food. Amuse
ment;. Buildings, Furniture and All Nec- 
i s'itii-s of Life, Thus Standardizing All 
Industry from Raw Materials to the 
Finished Product, and L «¡ting People 
and Sections through Common Taste- 
and Interests; Alternatives; What Wo- 
iveii Owe to the Home-making Influence 

of Advertising; by a AA oman ; Advertis
ing and .Anuric mization.

MEETING PLACES ARRANGED
The general sessions of the convention 

will be held in Tomlinson Hall, Market 
anil Delaware Streets, just two blocks 
directly east from the famous Soldiers' 
and Sailprs’ Monument. The list of 
other meeting places is a follows :

General Sessions—Tomlinson Hall.
Inspirational Meeting—University Park.
Newspaper—-Assemble Hall, Clavpool 

Hotel.
National Advertisers—Senate at State 

House.
Financial Advertisers—Riley Room.

Claypool..
Graphic Arts—Lieut. Governor's Office, 

State House.
Directory Publishers—7th floor. Cham

ber of Commerce.
Associated Business Papers—2nd floor 

Denison.
Outdoor Advertisers—Severin Roof 

(iarden.
Poster Association—Club Room, 12th 

floor Severin.
Export Advertisers—7th floor. Board 

of Trade.
Agricultural Publishers—Parlor at Lin

coln.
Direct Mail Advertisers—Odd Fellow

Building.
Advertising Agencies—House. State

House.
Religious Press-Basement. Central 

Library.
Club Secretaries—Library, Columbia 

Club.
Retailers—Tomlinson Hall.
Advertising AA omen- L. S. Ayres Tea 

Room.
Community Advertisers—City Hall.
Screen Adve- tisers—Oth floor Clay

pool.
Periodical Publishers —7th floor. Cham

ber of Commerce.
Lithographers--12th floor. < )dd Fellow 

Building.
Advertisers Specialties—Parlor. AA'ash- 

mgion Hotel.
Theatre Program—Committee Room.

I hamber of ( ommerce.
Church Advertising—Committee R"om, 

('hamber of Commerce.
Vigilance Commitlee—Moorish Room. 

( laypool.
Registration—First floor. Claypool.

Hok-pioo! Advertising in Canada
The Holeproof Hosiery Companj 01 

Milwaukee is sending out contracts to 
Canadian newspapers through Lord & 
Thomas of Chicago.

New Advertising Head for I nion 
Machines

O. A. Horsack hà - 1 UTT ;u I A < IT I - 
ing manager of the Union Special Al. 
chine ( ompany of Chicago, A. C. Klein, 
the .former advertising manag- ■ li.o i>- 
1 r-gned.
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telephone 
numbers
are .

Madison
Square
8517
8518

GOTHAXi STUDIOS INC 
111 East 14^ Street 

"New Yorhj
AAAUTIN ULLMAN

Good, Better-, Beet, 
J!esser- let it reeh, 
h££ the, Good Le Better 
Qnd the Better fleet.

Calendar of Coming Events
April 21-23—Annual Convention, Amer

ican Newspaper Publishers’ Associa
tion, Waldorf-Astoria, New York.

April 26—National Association of Hosiery 
and Underwear Manufacturers’ Con
vention and Annual Exhibition, Phila.

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

April 27-219—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.

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

Newsprint Situation Acute—Much Ad
vertising Curtailed

The railroad strike now in progress 
has further aggravated the newsprint 
situation, and as a result many of the 
leading dailies of the country have been 
compelled to cut their advertising still 
more, and in many instances have come 
out in abbreviated form without display 
advertisements of any nature.

The three Munsey papers in New 
York: the Evening Sun, The Nun and 
.Wte York Herald and the Evening Tele
gram, issuing in restricted sizes with only 
news and theatre announcements, have 
made a “horrible slaughter," leaving out 
a total of 225 to 250 columns of adver
tising a day.

Like the- Pittsburgh Sun and Post which 
for six days last fall came out with nary 
an “ad,” other papers are reported now 
to have been forced to do likewise.

Besides refusing to accept further ad
vertisements, a very large number of 
newspapers are endeavoring to reduce 
the space of their old advertisers. The 
Newark Evening Sews has succeeded in 
getting the several department stores in 
its city, formerly using full page copy, 
to make radical cuts. The Pittsburgh 
Chronicle Telegraph and the Pittsburgh 
Gazette Times are urging old advertis
ers to reduce copy 25 per cent. The 
Detroit Journal and numerous others 
have refused to accept classified adver
tising but for one edition or have re
stricted it to type no larger than agate. 
Others are forbidding blank space for 
display, cut or rules; nothing which will 
help conserve white print paper is being 
overlooked.

Agricultural Advertising Course and 
I xhibit Held in Milwaukee

In connection with the Milwaukee Ad 
Show and under the direction of the 
National Advertising Commission, a two 
evening short course on agricultural ad
vertising and a large exhibit was held 
in Milwaukee, April 8 and <) by the Ag
ricultural Publishers’ Association.

One of the specific results of the shorl 
course was the resolution adopted by ad- 
viriisirs, agency men and farm paper 
representatives in attendance, favoring 
special courses in slate schools of com- 
nn reo for small town merchants. Such 
courses, it was asserted, would do much 
to bring about better conditions on the

May 18-20—Annual Convention National 
Association of Manufacturers of the 
United States of America, New York 
City.

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

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

June 1-5—Annual Convention of the Na
tional Association of Credit Men, At
lantic City.

June 6-10—Annual Convention of the 
Associated Advertising Clubs of the 
World, Indianapolis.

farm through improving the local buying 
and selling market and giving of a gen
eral better service to farmers. This reso
lution will be forwarded to the Gover
nors’ of agricultural states and the chan
cellors or presidents of state universi
ties by the Agricultural Publishers’ Asso
ciation.

National Organization Planned to Aid 
Publishers Hard Pressed for Paper
To relieve hard-pressed publishers 

who are shown upon investigation to be 
unable to obtain a sufficient supply of 
paper through the usual trade channels, 
a national organization is being planned, 
according to 'Willard E Carpenter, pub
lisher of the Courier-Herald of Lincoln. 
III., and chairman of the board of di
rectors of the Inland Daily Press Asso
ciation, which is composed of newspapers 
in the thirteen central states.

Mr. Carpenter, after a conference with 
representatives of paper manufacturers, 
recently said that the International Paper 
Co. and George H. Mead of Dayion, 
Ohio, the principal paper manufacturing 
and distributing firms represented at the 
conference, had written to their custo
mers asking the latter to release 1 or 2 
per cent of the amount of paper called 
for by their contracts during the months 
of April, May and June. Distribution 
to the needy publishers will be through 
the Newsprint Service Bureau and com
mittees to be appointed in each State at 
the price fixed in each contract.

Harry A. Meyers \<>w with Raugh
The Richard S. Raugh Co., advertising 

firm in Pittsburgh, announces the ap
pointment of Harry A. Meyers as office 
manager and space buyer. Mr. Meyers 
was formerly of the E. I’. Remington 
Co.. Buffalo and Pittsburgh. and the A 
]’. Hill Co., Pittsburgh.

L M Hellwig Resigns from George L.
Dyer Company

F \\ . Hellwig, lor ten years with the 
George L. Dver I ompany, New \ ork, has 
resigned to establish Ins own advertising 
agency under the name of the E. AA . Hell
wig Company. Among Mr. Hellwig’s ac
counts will be the Corn Products Cor
poration and Penick & Ford. Ltd., manu
facturers of Brer Rabbitt molasses in New 
< Jrleans.



Babys Reply to The Borden Company
** * * (AS INTERPRETED BY DADDY) *

to address

Borden Building New York

photos 
below.

A handsome prize 
will be given to 
the handsomest 
“Eagle Brand” 
baby of a Sales 
Manager. Send

THE BORDEN COMPANY. Inc
Established 1857

Send for booklets, 
“The Message of 

w The Months”, 
Baby s Biogra- 

j phy. ” Free for 
the asking.



EFFICIENT
SERVICE
The proper presentation of outdoor adver
tising requires unusual care in space selec
tion, design, execution, construction and
maintenance. That advertisers may be 
assured of efficient country-wide service, 
plants are maintained at
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