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Rotogravure
And Circulation

HE enormous growth in cir- 
X dilation of The Chicago 

Sunday Tribune (now in 
' excess of 750,000) is cred
ited in no small measure to its 
rotogravure section. New presses 
were installed by The Tribune the 
first of the year, and thirty-two 
page.* tabloid rotogravure sections 
are now being printed. Adver
tising agencies have mastered 
rotogravure technique so success
fully that their beautifully illus
trated copy rivals the news 
illustrated copy rivals the news 
pictures in interest for readers. 
The advertiser is assured that his 
message will be seen by every pur
chaser of the big Sunday paper if 
it appears in this section, because, 
as noted above, people buy the 
paper to get the rotogravure.





WANTED-A WELL-BALANCED RATION

A man may eat a lot of perfectly good food without 
being well fed, unless his ration is properly balanced. 
Quail alone does not furnish a well-balanced ration. 
You need bread and butter, too.

The advertising columns of Successful Farming offer 
the proper country balance to your campaign for city 
and town business.

We will take an honest message to more than 800,000 
farm families who pay an annual fee for our services 
and believe in our recommendations.

Successful Iw? Farming
E. T. MEREDITH, Publisher T. W. LeQUATTE

Des Moines, Iowa Advertising Manager
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Advertising Follows 
the Screen

In its fight for better pictures, Photo] »lay, the World’s 
Leading Moving Picture Magazine, is in constant touch 
with community leaders the country over.

These active American men and women, who are fore
most in the day-to-day life of the nation, realize the 
importance to that life of the motion-picture industry.
They know that no small part of the education and 
viewpoint of an entire generation of Americans is 
directly influenced by the screen. With Photoplay, 
they are determined that this influence shall be con
stantly more inspiring.

With any force as universally recognized as the mo
tion picture modern advertising is inevitably con
cerned. Because the motion-picture commands the in
terest and study of community leaders, because it is so 
intimate a part of the daily life of America, the rela
tion of advertising and the motion-picture is one 
worthy of most thorough-going investigation by every 
advertising man who takes his profession seriously.

There is no quicker, no more effective way of transfer
ring to your advertising message the vital, human in
terest in the motion-picture than by making full use 
of the magazine that gathers up this interest in its 
pages—Photoplay, the World’s Leading Motion Picture 
Magazine.

Let the name stick in your mind, it’s imitated

PHOTOPLAY
The Magazine of the Fifth Estate

JAMES R. QUIRK, PUBLISHER
W. M. HART

ADVERTISING MANAGER
350 NORTH CLARK ST.

CHICAGO
NEW YORK OFFICE. 185 MADISON AVE.
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Can Brains and Experience Be Audited?
Who Wants An Audit Anyway, And 
What Would He Do With It If He Got It?

By A. W. ERICKSON
President of the Erickson Co., Inc.. Vice-President Audit Bureau of Circulations

AS I RE XD the article, “Audit
ing the Advertising Agencies,” 

in the April 17 issue of Advertising 
& Selling, it reminded me of "a 
trail that leads to nowhere." The 
phrase “Auditing Advertising Agen
cies” is about as broad as “Self-de
termination of small nations.”

We may all agree that the prin
ciple is good, but it is the application 
and interpretation of broad general
ities such as these that calls for a 
real Solomon.

To begin with—what are vou go
ing to audit in Advertising Agencies 
—their money or their brains; their 
influence or their service?

To audit the financial condition of 
an agency is a simple matter—it 
merely needs a Certified Public Ac
countant.

But if you try to audit the brains 
of an agency or its service, which is 
by far its most important asset, then 
the lid is off and trouble enters.

If by Auditing the Agents vou 
mean auditing the rates charged to 
clients to see that there is no cutting, 
that might be a very good thing. 
BUT. the real fountain head for cut 
rate records is in the office of the 
publisher who cuts the rate. That’s 
the place to go for such information.

If by “Auditing the Agency” vou 
mean auditing the matter of whether 
rebates are given and commissions 
split, that is a proposition I would 
be in entire accord with if a practi
cal plan of accomplishing that very 
desirable end could be devised, but 
it will take something more than an 
"audit” to do this, in my judgment. 
Personally, I believe there is ven- lit
tle "split commission” busmes* 
placed by members of the American 

Association of Advertising Agencies 
today. So much for that!

Xow, as far as the Audit Bureau 
of Circulations is concerned, I was 
one of its organizers and have been 
Vice-President and Director from 
the start, so I talk with adequate in
formation when I say that in my 
judgment the Audit Bureau would 
not care to undertake any such job.

A. B. C. MAY NOT WANT THE JOB
The Bureau’s function is to audit 

Circulations. This is a definite, 
tangible proposition. It is along the 
same line as a surveyor’s job. He 
tells you how many square feet or 
acres there may be in a given piece 
<if property. The A. B. C. tells you 
the definite circulation of a publica
tion whose influence you are buying.

Circulation is something you can 
count up and measure and verify.

But an Advertising Agency is not 
selling circulation, but service- -an 
intangible proposition which no or
ganization could definitely measure 
or audit.

Personally, I think the whole pro
position has been approached from 
the wrong angle. The big trouble 
will not be corrected by auditing Ad
vertising Agencies or auditing Pub
lishers, but by the use of care and 
discretion in the matter of recogniz
ing Advertising Agencies.

As the article in question very 
truly points out, there are only 117 
members in the American Associa
tion of Advertising Agencies. With 
very few exceptions, these repre
sent ALL of the important service 
agencies of the country.

The test for membership in the A. 
A. A. A. covers financial standing, 
experience, character, and an organ

ization fitted to give adequate serv
ice.

Yet, outside of this group of 117, 
there are over 1,000 Advertising 
Agencies that are now doing busi
ness. The A. N. P. A. recognizes 
363. What’s the answer? It is this. 
A very large proportion of these Ad
vertising Agencies should never have 
been recognized.. They are financ
ially weak; they have had little or no 
experience; many of them have desk 
room only, and handle one, two or 
three accounts of no importance. 
Frequentlv thev split commissions 
and they can do this because they 
give no service.

Legitimate Advertising Agencies 
todav cannot split commissions. 
They receive 15 per cent and the cost 
of doing business runs from between 
12 per cent and 13 per cent in most 
cases. It is safe to say that in 1919 
very few Advertising Agencies made 
over 2 per cent on their turnover 
after paying their taxes.

SMALL AGENCIES WELCOMED BY 
THE FOUR A’S

This is not an argument against 
small agencies. They are welcomed 
by the A. A. A. A. In fact, some 
of the most active men in that organ 
ization come from agencies doing a 
very small volume of business.

d his organization realizes that the 
small agent of today is apt to be 
the big agent five years from now 
and should be recognized and en
couraged, provided he starts clean 
and right and can deliver the serv
ice that the advertiser is entitled to 
get for the commission he pays.
' If the publishers of the country 
would get together and, in conjunc- 
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lion with the A. A. A. A., conduct 
the proper investigations, there 
would be no difficulty in separating 
the goats from the sheep; little diffi
culty in determining when an agent 
should or should not be recognized.

But even this does not completely 
solve the problem. In the final an
alysis this problem can only be solved 
when the individual publishers have 
enough backbone to refuse real 
money from men who they know 
are not Advertising Agents of the 
character that will continue in the 
business and build up advertising.

The great trouble is that when ‘‘a 
man with an order” arrives at their 
door and offers them advertising they 
are apt to accept it without thorough 
investigation, little realizing that 
this is the parasite that is undermin
ing all good advertising; that is re
sponsible for most of its failures, and 
is absolutely destructive.

If the publisher would refuse to 
accept an order from this kind of 
an agent, the advertising would not 
die, it would simply go to another 
agent and to the right kind—to a 
man who would build up and not de
stroy.

The total amount of business 
brought in by the several hundred 
agents who should never have been 
recognized is so small, as compared 
with the hundreds of millions of dol
lars placed by legitimate Advertis
ing Agencies, that it is almost a neg
ligible factor.

UP TO THE PUBLISHER

If the publications of the country 
would only get together and co
operate with the American Associa
tion of Advertising Agencies there is 
no question but what a plan could 
very quickly be worked out that 
would do away with qo per cent of 

all the abuses which are complained 
about, and while it would undoubt
edly reduce very materially the num
ber of ‘’recognized agents,” it would 
be a building up instead of tearing 
down process and would prove im
mensely profitable to the publishers 
of the country because it would make 
for better advertising, and better ad
vertising obviously makes for more 
business for them.

So let the Publishers and the Ad
vertising Agents’ Association get to
gether and decide upon qualifications 
that are fair and reasonable; that 
will let in the good agent whether 
he is small or large; whether he is 
in the Agents’ Association or not.

Let the job be tackled with an ab
solute determination to eliminate the 
fakir and the parasite, the financ
ially irresponsible and the incompe
tent--all for the general good of the 
publishing and advertising business.

Making Overall Advertising Broad Gauged
How the “Headlight” Campaign Was Recast 
to Take In Some New, Strong Characters
Set Forth In Post-War Poster Style

IN AL.MOST every national me 
dium can be found advertise
ments of overall manufacturers. On 

billboards throughout the land are 
the big displays, growing in num
ber and in size in late years.

Whether the impression is gen
eral, the fact remains that those 
who watch advertising closely have 
been impressed with the resem
blance of both the art and the text. 
(Overall copy has 
been a sort of a 
single-track affair. 
It has featured 
railroad men more 
than all others.
1 "gineers, fire
men, switchmen 
and others in 
work garments 
face you every
where.

Styles in adver
tising change, and 
J. W. Rice, sales 
manager of Lar
ned, Carter & 
Company, of Detroit, manufacturers 
of ‘‘Headlight” overalls, spent much 
lime last year in planning something 
new. Careful investigations were 
made of the trade, of the consumers 
and of the potential fields of distri
bution, and the result is a line of 
copy which is entirely new to this 
great industry.

It was the belief of Mr. Rice that 
some detail could be sacrificed with
out harm in the illustrations, if they 
could be shown as the working garb 
of exceptionally verile, two-fisted 
men, and not confined to a particu
lar line of work.

THE FIELD BROADENED
The art work was placed in the 

hands of W alter Whitehead, of war 
poster fame, and a great deal of 

The poster that reached structural workers

latitude was allowed him in details. 
Probably Mr. Rice had in mind the 
striking war posters, for the style 
has found expression in the illus
trations adopted for the campaign— 
one more instance of lessons of the 
war being turned to business with 
profitable results.

Tn the accompanying black and 

white reproductions of the Lamed 
Carter 24-sheet posters, and in the 
miniature copies of farm paper ad
vertisements these live Americans 
stand out as an exemplification of 
progress.

The departure in the instance of 
the farmer is more or less radical. 
It shows him in all branches of 
the work which the greatest of all 
industries demands. He is pictured 

with his trac
tor or automobile, 
herding cattle and 
what not.

Swarthy, sweaty 
artisans working 
in the mills, or 
handling p neu 
matic riveters in 
the dizzy heights, 
are subjects of the 
big spreads that 
are gracing the 
billboards. Thev 
dominate, but al 
ways there is the 
outstanding legend 

“They outwear two ordinary pair.” 
The campaign in itself is new. 

particularly as no other overall man
ufacturer has ever undertaken a 
large educational campaign on the 
wisdom of the farmer purchasing 
higher priced work garments.

But it is not strange that this par 
ticnbr company should pioneer a 
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new line of advertising copy. From 
rhe inception, Larned, Carter & 
(.'ompany has been doing that in 
business, with an attendant growth 
both in equipment and production 
which shows that the fundamental 
principle was right.

"What do you regard as the most 
potent element in the wide sale of 
Headlight overalls?" asked an in
terviewer of David S. Carter, vice
president of the company.

“Why, the overalls themselves,” 
was the quick reply, and therein is 
the explanation.

Mr. Carter paid a tribute to ad
vertising (his firm has been using 
various mediums for twenty-odd 
years) and to salesmanship, but the 
final analysis, he believes, is quality. 
“The best salesmanship in the 
world, and the best advertising ever 
printed, could not keep a high priced 
garment on the market. They might 
PUT it there, but they couldn’t 
KEEP it there. So, I get back to 
my original remark, that Headlight 
Overalls are, in the last analysis, the 
most potent element in their own 
sale.

HOW THE “idea” WAS PUT OVER
“When Mr. Larned and I start

ed to make an overall to sell higher 
and wear longer than any other 
brands, we had to grip our courage 
with both hands. It hadn’t been 
done before, and people said it 
couldn’t be done. And, mind you, 
the garment we first put out at the 
higher price was untested. We 
knew it was better, but only hard 
usage could show whether it was 
enough better to justify the higher 
price. It did justify its sales price; 
it has done so ever since.”

Mr. Carter really is the inside 
man of the company. Abner E. 
Larned, the president, is one of the 
real salesmen of the world. He is a 
leader in civic movements in De
troit, a former president of the 
Board of Commerce and is always 
picked as a leader when there is 
selling to be done, whereupon he al
ways earns another badge for his 
superlative attainments in this line.

When Mr. Larned went on the

Union Modo

Overalls 
outwear two ordinary pair

Poster-appeal to the indoor giants of labor

HEADLIGHT OVERALLS
OUTWEAR TWO ORDINARY PAIR

Twice the wear of ordinary overalls, or money back—that’s our 
guarantee to him, and to you.
Wc put more denim and better demm into Headlights than goes into 
the making of ordinary overalls, so that they Inst longer and give more 
comfort. You can shorten your workday by putting more comfort into 
it—-the roomy com fort ol Headlight Overalls. Buy your first pair today.

LARNED, CARTER & COMPANY, DETROIT
World's Greatest Overall Makers

He is Guaranteed Double Wear 
on His Headlight Overalls

factories: Detroit St. Loui» Sao Francato Port Huron, Mich, ond Perth, Ambo». N. J. 
Canadian Factory : Toronto. Ontario

Carrying the message of overall strength to the farmer

road with the first samples of Head
light overalls he had to fight his 
way against tradition. Before that 
price had sold overalls. His pro
duct had to be sold on quality, at 
higher prices, and merchants told 
him “it can’t be did.” But that only- 
stimulated him; he went over every 
detail of material and workmanship, 
explained how the garment, being 
oversize, did not bear the strain of 
others and naturally would outwear 
them.

Then, when his customer was par

ticularly obdurate, he would don a 
pair of “Headlights” and show just 
what he had told. Such was the 
force of his illustration that dealers 
put these overalls on their shelves 
in spite of the price, though many of 
them had to be guaranteed money 
back in case the goods did not 
move.

When Mr. Larned made a return 
trip a couple of months later it was 
with apprehension that he entered 
the first store. But his doubts gave 
way to satisfaction when the dealer 
hurried up and said, “Larned, I was 
just going to write to your house. 
We’re all out of certain sizes. 
They’ve caught the quality idea.”

Steadily has the factory plant 
grown until now it is one of the 
biggest in size and in production. 
And back of all is quality. Ma
terials, than which none better is 
made, operators whose skill is mar
velous and surroundings which are 
approved by all who have comfort 
and health in mind, are character
istics of the plant.



Page 6 Advertising & Selling

When Animals Chase Us Humans Out of Advertising Copy

Artist Stanley of Advertising & Selling staff offers some ideas garnered at the Zoo

Concentrating Your Fire With Specialties
One Advertising Medium Which Enables You 
to Reach Your Own Man in Your Own Way

By BRUCE MacGREGOR

IT is somewhat unusual to be asked 
for an article on specialty adver

tising. Despite the fact that approx
imately fifty million dollars are used 
in this field each year, many adver
tising men seem utterly to ignore the 
specialty medium when it conies to 
an open discussion of the ways and 
means of advertising judiciously.

The fact that such a large sum is 
invested shows, of course, that the 
business and its opportunities have 
bt en made pretty clear to a vast num
ber of workers in advertising, but it 
remains a fact that there ARE those 
who fail to appreciate its significance 
ami importance. I want to say a 
few things to them with the definite 
understanding that 1 am not knock
ing any other medium or belittling 
any other method of publicity. Be
ing interested keenly in them all, it 
is my function to spend these few 
moments on one.

The first thing we specialty folk
claim for our medium- or media 

'pecialtv or n<>\elt\. is the essence of 
concentrated advertising effort. You 
know the men you want to reach— 
if you don’t, you should—and, know
ing them, it behooves you to reach 
THEM, excluding all others not es
sential, at a reasonable cost. If you 
are the manufacturer of a shoe last, 
your ambition is to reach shoe manu
facturers. You can do it by using 
the newspapers, the general maga
zines, the billboards, etc. Shoe 
manufacturers read them, to be sure. 
But the fundamental point is that in 
reaching your men through those 
methods you not only pay for all the 
shoe manufacturers who read those 
media, but you also pay for every 
butcher, lawyer, carpenter, editor, 
housekeeper and office hoy who reads 
them, too.

It isn’t economical. And while 
not for a minute arguing against gen
eral publicity, I am trying to state 
the fact that, regardless of what cir
cumstances make general publicity 

advisable or profitable in the long 
run, circumstances seldom make it 
possible for you to neglect DIRECT 
publicity. If it is profitable for you 
to invest heavily in general cam 
paigns, it must be even more profit
able for you to invest lightly in di
rect campaigns.

One of the staunchest believers in 
specialty advertising was the late II. 
J. Heinz, founder of the famous 
“57.” Mr. Heinz’s original novelty 
was a little green pickle made up 
for use as a watch charm. This man, 
one of the fathers of judicious ad
vertising, was never without a supply 
of these little “charms.” Yet he 
never “distributed” them in that 
sense of the word—when he met a 
man or boy or woman or girl who 
might take one, he carefully detached 
from his watch chain the one he 
wore and presented it with his com
pliments. Later he put another one 
on from his reserve supply. And 
such personal and active approval of 
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the value of specially advertising, in 
mv mind, never has been surpassed.

BUILDERS OF GOOD WILL

I know of a house selling a med
icinal preparation that has adopted 
an idea of similar nature. This linn 
has watch fobs made up which the 
salesmen wear, and by dint of proper 
display usually evoke a remark from 
the druggist about them. The fobs 
are ven’ attractive and, by tactful 
suggestion, the salesman succeeds in 
hav ing the clerk ask for one. In 
a few days he gets it—from the pres
ident of the company who writes him 
personally. You can’t imagine the 
amount of good will those travellers 
are spreading in their wake.

Which suggests another point spe
cialty men hammer on—Good Will. 
Can you show me a safer way of 
building it than by giving a man 
something he can use? It might be 
a paper cutter, an attractive blotter, 
a calendar for pocket use, a ruler, a 
tape measure or any one of scores 
of such gifts. It is something per
manent and useful and, if the work 
is done properly, it is something that 
will not be thrown away.

The next time you go to a conven
tion or exhibit or show you can find 
some genuine evidence of the brass
tacks psycholog}’ of holding on to 
something that looks like a souvenir 
or a gift. You know the raft of 
stuff that is made up for free dis
tribution at a show—booklets, pam
phlets. folders, novelties, etc. And 
vou see some down-right expensive 
stuff at the exhibitions, too. But 
here’s the point: have you ever seen 
in that mass of stuff thrown about on 
the floors to be walked into destruc
tion any of the specialties or nov
elties that were being given away?

liven it be only a celluloid button, 
they stick 1

And I’ll save you real odds that if 
vou did ever run across one of those 
novelties YOU PICKED IT UP. 
Or else somebody beat you to it. Yet 
it was different where the 25 cent 
H'oklets were concerned. And I say 
that, not merely as an observer and 
not even as the discoverer of that 
[ sychological bit. but as a man who 
has worked in many an exhibit and 
has seen the thing proven from both 
sides of the booth. '

It speaks well for the permanency 
of the novelty gift. They last, and 
that is more than one can sav for 
anv other medium without making 
exceptions.

There are many other strong 
points about this particular medium, 
and while we haven’t the opportu
nity to dwell on them at great length.

Five Elements of Advertising
Ever}’ advertiser has at his command at least five different 

elements to help him tell his storx in the most impressive and 
effective manner. These are: words, illustrations, color, type, 
• nd border.

And these five elements are almost universally effective and 
generally available. Whether in Patagonia or Iceland, in India 
or Africa, wherever paper and type are to be found, these are the 
tools with which the advertiser must develop his markets and 
direct the minds of his audience.

The language may vary: the writing mav change from the 
North American cop} with a “punch” to the more polite and 
leisurely copy of the Spanish speaking countries; the illustrations 
may run the gamut from the Hottentot to the Esquimo; the colors 
ma}- range from the lurid to the sublime; white space may be 
plentiful or scarce; borders may be heavy or light, but every
where, throughout the universe, the basic principles of advertising 
remain the same.

Men and women everywhere admire beauty, they are at
tracted and moved by color; they approve of well balanced and 
proportioned advertisements; they respond to lucid sales argu
ments, and they distinguish good advertisements from the bad.— 
From OKEH, General Motors Co.

it is not amiss to bring up one more, 
the domination of the novelty. If 
you would see graphically just what 
I mean, you should examine the two 
trade papers that are before me at 
the moment. One of them, in the 
engineering field, runs about 90 per 
cent advertising to 10 per cent edit
orial matter. The other, in the tex
tile field, is about the same ratio. In 
each there are nearly 600 pages of 
advertising matter in a 600-page 
book. And these publications are 
great mediums.

YOUR NOVELTY AD STANDS OUT

When I say that one of the strong 
features about a specialty is its do
minating possibilities, I intimate to 
you very pointedly that when you 
send a man a novelty advertisement 
for his desk or his pocket or his 
home, yours is not one of 600 others 
on his desk or in his pocket 1 
Wouldn’t you a grab a chance to run 
an ad in a periodical which limited 
your competitors to three or four at 
the most? That is exactly the op
portunity this medium offers.

Another striking phase of the spe
cialty is its adaptability to the vital 
idea of building up not only con
sumer good will, but also dealer co
operation and directing some of the 
good will vou buy toward the middle

I

man who is helping you make money. 
If you can win his appreciation by 
giving him something for nothing, 
and if you can win your consumer’s 
appreciation in the same way, whv 
not work them both together by giv
ing vour dealer something that he 
can in turn give to his customer?

Put his name on it as well as yours 
and make it a gift from him. See 
that he has enough of them and a 
variety, so that he can continue to 
build good will by periodical use of 
this method. You ought not expect 
any more from ONE solitary gift 
than you do from ONE solitary ad
vertisement. If you can give away 
12 a year you are not only backing 
up your monthly insertions in the 
papers, but you are bettering them. 
While you talk about generosity and 
liberality and service IN PRINT, 
you prove it IN PRACTICE.

Briefly, you are talking service in 
substantial terms—by rendering it. 
As Lincoln once said to a pestifer
ous office seeker. “What you DO 
speaks so loudly that I cannot hear 
what you SAY.” There is no need 
to comment on that.

One of the commonest objections 
I hear to novelty advertising is that 
“it is not dignified.” The only error 
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in that argument is that it is all pop- 
pvcock. In the .short space of six 
seconds I can show you some inser
tions in our best periodicals that are 
anything but dignified. I can show 
vou some novelties that are absolutely 
worthless. Last night T saw a sou
venir knife with a colored reproduc
tion of a naked woman on it. A 
splendid reproduction—but not quite 
right for advertising purposes. Yet 
it is only one step advanced over 
most of our advertisements for 
feminine underclothing and it is 
based on the same appeal.

It is useless to waste time arguing 
the point when the truth is that you 
can make it as dignified or the re
verse as you care to. And it is down
right laughable when I can tell you 
the name of one of the nation’s most 
DIGNIFIED advertising agencies 
that is using NOVELTIES. I 
could fire a book full of names at 
you without a moment’s notice, and 
you wouldn’t find one of them in the 
list classed as anything less than 
splendid advertisers. Such a list 
would include names like the Cham
pion Spark Plug Company, of To
ledo ; the Hotel La Salle, Chicago; 
the Packard Motor Car Company; 
the Loose-Wiles Biscuit Company; 
the Curtis Publishing Company, 
Philadelphia; the Hamilton Watch 
Company; the Travellers’ Insurance 
Company, of Hartford; the Aetna 
Life, also of Hartford—I could for 
an hour tell off the names of banks, 
trust companies, manufacturers, fin
ancial houses and the like to your 
heart’s content. All you have to do 
is drop a line to some of the leading 
specialty manufacturers or to their 
association in Chicago and they’ll 
flood you with names.

SUMMING IT ALL UP

They will be the names of concerns 
who know what they are doing and 
why they are doing it. Without in
vestigating any further, you can bet 
your last dollar that when such peo
ple utilize the advantages of any par
ticular medium or method, there are 
some considerable advantages to be 
gained.

But if you did ask them why they 
are doing it, the concensus of opin
ion would probably just about sum 
up this brief article on the specialty 
medium. These thousands of satis
fied users would say specialties are 
invaluable because:

First: They are direct, exclusive 
and, therefore, economical. “Waste 
circulation” is almost entirely de
stroyed.

Second: They are prime good will 
creators.

Third: They are permanent be
cause they are useful and valuable to 
the recipient.

Fourth: T hey embody the essence 
of domination by virtue of the lack 
of competition.

Fifth: They constitute substantial 
evidence of the earnestness of writ
ten words about service and good 
feeling.

To my mind—and to the minds of 
those who found these things to be 
so true—these are five substantial 
reasons why specialty advertising has 
grown to an annual business of up
wards of $50,000,000.

National Advertising Commission Ap 
points Legislative Committee —

Sends Protest to Congress
At the recent meeting of the National 

Advertising Commission, in Cleveland, 
Chairman, W. Frank McClure, appointed 
Homer J. Buckley as chairman of the 
Legislative Committee. The other mem
bers of the committee are : William H. 
Ingersoll, R. Marshall. W. A. Beatty, and 
Henry W. Newhall.

The protest against the Thompson Bill, 
adopted by representatives of the twenty- 
one departments of advertising at their 
Cleveland meeting, has been sent to the 
House Ways and Means Committee. The 
commission was opposed to the T>ill, “for 
the reason that advertising is a part o<f 
salesmanship and such a tax would be in 
effect a tax upon selling and would op
erate to reduce production at a time when 
the government is doing everything in 
its power to encourage production.”

This Is Eihe

Diamond Effie, private stenographer to 
Uncle Henry Fibre, of the Diamond State 
Fibre Company, Bridgeport, true to pic- 
lure and press agent promise, has arrived 
to begin service with W. A. Adams, Jr., 
advertising manager. This is Effie—-the 
first picture of her ever taken and the 
only one she ever gave to a man, etc.

The idea is to identify her with the 
news of what is going on around the 
plant and in the field, as a trade character. 
Effie has “looks” enough to make good.

Meredith Advocates the Use of More 
Timber Land to Meet Paper Demand
In a letter to American Pulp and Paper 

Association, Secretary of Agriculture 
Meredith advocates greater use of vast 
forest resources of Pacific Northwest and 
Alaska, and the growing of much more 
timber in New England and the Lake 
States. Such a program, the secretary- 
said, will promote a permanent solution 
of the newsprint problem and is in ac
cord with constructive measures now be
ing advocated, including the proposed 
Poindexter pulp survey provided for in 
a bill now pending in the Senate.
W. H. Wise Co. Buys "Current Opinion”

The W. H. Wise Co., Inc., New York 
publishers of The Democracy Magazine, 
edited by Dr. Frank Crane, have pur
chased Current Opinion magazine from 
Adam Dingwall and associates, and start
ing with the May issue the former mag
azine will be combined with Current Opin
ion. The magazine will be edited by its 
former editor, Dr. Edward Wheeler, to
gether with Dr. Frank Crane.

In acquiring the magazine, the W. H. 
Wise Co., who are also book publishers, 
take over the plant and properties ol the 
Current Literature Society, which Mr. 
Dingwall purchased in July, 1917. To 
provide ifor their enlarged business the 
Wise Company has already purchased two 
sites on West 47th street, and a building 
to house (both plant and offices will be 
erected.

Adam Dingwall, long identified with 
the publishing business, will first make a 
trip to Europe before considering busi
ness plans for the future.

Peru Ratifies Pan American Trade
Mark Convention

A cable from thr American legation at 
Lima, Peru, announces the ratification by 
the Peruvian Congress of the Interna
tional Trade-Mark Convention on April 
14, 1920. Including Peru, six South 
American countries have ratified the con
vention and only thej-atification by one 
additional country is necessary to com
plete the number required for the estab
lishment of the registration bureau at Rio 
de Janeiro, which is to have charge of the 
registrations for the southern group. Ac
cording to a recent announcement by the 
Director of the International Bureau for 
the Registration of Trade Marks at Ha 
vana, the privileges of international regis
tration through the Havana bureau have 
been extended to the ratifying countries 
of the southern group of States, pending 
the establishment of the second bureau 
at Rio de Janeiro.
Expanded Metal Co. Places Account
Miss E. Drage Browne, manager of the 

advertising department of the Northwest
ern Expanded Metal Company, Chicago. 
III., announces that, beginning immediately, 
their advertising will be handled by The 
Nichols-Moore Company, Cleveland, O

Gets a Medical Appliance Account
The Akron Advertising Agency, Ak 

ron. O., has been placed in charge of the 
advertising for the Akron Truss Co., 
which conducts a residence and corre
spondence school for instruction in the 
fitting of its various appliances as well as 
manufacturing them.

This agency will soon release to news
paper, farm and trade papers and gen
eral magazines a campaign for the Over
land Tire & Rubber Co.. Omaha, Neb
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How Packing Influences Foreign Selling
Some Experiences of a Big Candy Maker 
Who Wisely Changed His Methods

THE average American manu
facturer is very set in his ways; 

he assumes the attitude of "take it 
as we make it, wrap and pack it. or 
leave it be." In some cases he may 
be right, but when he tries to com
pel the people across the ocean to 
tike his merchandise, "as is," he 
may be disappointed in not getting 
the buyer’s name on the dotted line.

My foreign trade experience is 
limited largely to the candy busi
ness, and since candy is now among 
some very active issues on Wall 
street, and since it has been admit
ted that good candy is food, it 
might be a good idea to consider 
that what is true about American 
candy packed a la American might 
also apply to foods in general.

We have been successful in a 
modest way, in selling our candies 
here at home at prices ranging from 
Si.50 to $-‘.50 per pound, packed in 
very attractive boxes, nicely be-rib- 
boned. and dressed up in a way to 
make the heart of any lady glad. 
Since nearly- every box of high grade 
candy finds its way into the lap of 
some good woman, we try to make 
our appeal to her artistic taste.

There came a time when we were 
honored with foreign buyers of 
candy. With a feeling of conh- 
dence. we displayed our wares, and 
were told that our candy pleased 
them, but that our method of plac
ing it in parchment paper bon bon 
cups was not what their customers 
would expect. After opening the 
box, they preferred to have the 
candy in smaller pieces, and each 
one wrapped in tin foil, preferably 
in many different colors. The box 
was pretty enough, but it was too 
large to put in one’s pocket. Would 
we mind packing the candy in an 
oval “tin”?

MEETING NEW REQUIREMENTS

We admit that we were taken off 
of our feet. Here was our best 
candy, dressed up in fine style, be
ing picked to pieces by some for
eign buyers, for whom we did not 
send, and whose business we had 
rot solicited: but as some day we 
expected to have a million dollar 
candy factory, and would then no 
doubt be glad to have foreign cus
tomers on our books, we proceeded 
to find out just what their require
ments might be. and see if we could

By C. E. LEEBOLD
President Lrebold Candy Co., San Francisco 

not build to their order and tastes a 
package at once acceptable to them 
and the people to whom they ulti
mately expected to sell.

We have built up a large sale on 
old fashioned chocolate drops, a 
small cone shaped chocolate drop 
running over 60 to the pound (the 
average American chocolate will run 
less than 30 to the pound) and we 
trotted these out, and were told that 
the) were acceptable if we would 
wrap each one in a piece of tin 
foil, and pack a pound in an oval 
tin, convenient for the pocket, all of 
which we agreed to do, the price to 
be left open: and the deal was 
closed.

Here we satisfied our customers 
with a medium priced candy, on 
which they were willing to spend 
more than the cost of the candy- to 
have it wrapped and packed as want
ed. We might have “stood pat” on 
asking them to take our goods as we 
found them acceptable here, and 
compelled them to seek what they 
wanted elsewhere, but this did not 
seem like good business judgment. 
We preferred to build to their order 
instead.

WRAPPER SPOILED ORDER
A friend of mine, who is a large 

importer of fancy papers used in 
the candv business recently returned 
from a business trip in Europe and 
told me about an incident along the 
line I have just mentioned, where a 
British importer ordered a car load 
of chocolate bars, justly popular in 
America, with the idea of making a 
killing with it in England. And 
what do you think? The wrapper 
was not in keeping with what might 
be expected to encase a perfectly 
good bar of chocolate, and the Brit
ish consumer refused to buy, so the 
whole lot had to be sold at a loss.

Here is a real test—the same bar 
of chocolate with another suit of 
clothes would have gone across big. 
We might well approach even' pos
sible angle of the quality, the label, 
wrapper and the very box in which 
we expect to pack our goods for for
eign markets, building to their or
der what will sell along the lines of 
least resistance.

Isn’t it true that the majority of 
European goods, such as soaps, per
fumes and even candies are packed 
in a very attractive manner, that 
manv American manufacturers 

might do well to follow, and many 
of them do, the general idea of pay
ing more attention to the dress of 
the thing they want to ship across 
the pond?—\Tw York Commercial.

Brazil Willing to Protect 
American Trade-Mark

As the laws of Brazil and many of 
the other Latin-American countries per
mit the registration of a trade-mark to 
cover any number of articles, it very often 
happens that a popular American trade
mark is chosen by the citizens of these 
countries and this trade-mark registered 
to cover every conceivable article.

Leslie E. Freeman, of No. 37 Liberty 
street, New York, representative of the 
American ( hambe r of Commerce for 
Brazil, points out as an excellent ex
ample of the above, the registration of 
the trade-mark "Eureka,” as shown in 
the March 12 issue of the Diario Of
ficial, the Brazilian government publica
tion. This registration covers agricultural 
machinery of all types, electrical ma
chinery, milk cans, motors, tractors, hose, 
machinery for grinding' sugar, coffee, 
washing machine and some seventy other 
articles.

The Brazilian citizen who registered 
this trade-mark is not violating the laws 
of Brazil in taking out this registration, 
even though he has no intention of manu
facturing the articles mentioned. It may 
possibly be that he adapted this trade
mark without any intention of infringing 
on the rights of American manufacturers. 
The fact is, however, that a great many 
American firms are shut out of the Bra
zilian territory as a result of such regis
trations, and those who fail to protect 
their interests by proper registration of 
their trade-marks have their interests con
stantly jeopardized.

Mr. Freeman says the American firms 
who are using the trade-mark “Eureka" 
have recourse to the courts of Brazil to 
prove their priority, providing the neces
sary opposition is started six months from 
the date of publication of the registra
tion ; however, unless this action is taken, 
their goods sent to Brazil are subject to 
confiscation.

The representative of the American 
Chamlwr of Commerce for Brazil urges 
every American firm doing business in 
Brazil, either direct or through an ex
porting house, to register their trade
marks immediately. The fees are reason
able and the one registration protects the 
firm for a period of fifteen years.—New 
) ork Commercial.

Ajax Rubber and American Motors 
Advertising Goes to Snodgrass 

and Gayness
Snodgrass & Gayness, New York ad

vertising agency, have beer appointed 
to direct the advertising of the Ajax 
Rubber Co. after June 1, 1020. and that 
of the American Motors Corporation, 
Plainfield, N. T., starting immediately.
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Build Your Employes’ Magazine Carefully
Skill and Patience, Humor and 
Originality Are Some of the Elements

By JOSEPH SAMPSON
Advertising Manager Denver Rock Drill Mfg. Co.

CAPTAIN’S lady and 
I Mrs. O’Grady are sisters 

under the skin."
In that line of Kipling's there is 

a world of good philosophy for the 
editor of an employes' magazine 
and the man who absorbs and ap
plies it intelligently and sincerely 
perforins an important service to 
his country no less than to his em
ployer and his fellow workmen.

This point of view involves more 
than a superficial knowledge of hu
man nature and a realization that 
all men are not only created equal 
but that they also generally have 
equal desires, hopes, fears, instincts 
and other human qualities.

To play upon these qualities is 
the art of the advertising man and 
to play upon them for the purpose 
of creating harmony in an indus
trial organization is the special 
function of the "organist” of an 
employes’ magazine. The method 
of appeal for a particular organiza
tion should be the outgrowth of a 
study of the type of men employed, 
remembering always that "what is 
one man’s meat is another man’s 
poison.”

When a fine painting is on ex
hibition in a store window there will 
invariably be found among its ad
mirers a due proportion of hard- 
boiled bohunks hungrily devouring 
its beauty with true appreciation. 
Therein lies a significant fact for 
the house-organist. All men se
cretly yearn for harmony within 
themselves as well as in the things 
they see and it is up to the edi
tor of the employes’ magazine to 
help them satisfy- that yearning. 
Every editor will, of course, have 
a different method of going about 
this business of harmonizing things 
and there are as many different 
ways of doing it as there are stops 
on the organ.

A receipe that will prove gen
erally successful is the following: 
2 parts philosophy; 2 parts news 
of the product; 2 parts humor; 2 
parts salesmanship; 1 part personal
ities and 1 part rhymes; mixing all 
parts together thoroughly in a 100 
per cent solution of originality, sin 
reritv and wholesome optimism. 
1 his recipe can be varied to suit 
th' needs of the particular organi
zation.

HOUSE PUBLICATIONS
rpHE article printed' herewith is the 
/ first of a series of a like nature in- 

■* tended to detail the experiences and 
aims of the editors or other executives in 
charge of house publications, employees' 
magazines, and the various modifications 
of such "inside” magazines.

The series is certain to bring out the 
best thought now being employed in that 
admittedly broad field.

The articles will be published weekly 
in Advertising & Selling and the ma
lerial, if preserved in complete form, 
should provide those who issue such pub
lications with the best volume yet pro
duced in that field, as all of the articles 
will be confined to actual, tested methods 
and still include a considerable propor
tion of theory upon which may be built 
further efforts.—THE: EDITOR.

W hat is required of the editor 
of such a magazine?

He must have a motive bigger 
than his job and its immediate 
ends; he must be both idealist and 
humanitarian; he must be thor
oughly sold on the organization it
self ; he must be a natural optimist, 
a wholesome constructionist, and, 
last but not least, he must be so 
thoroughly and enthusiastically 
American that he can impart his 
own enthusiasm over our American 
institutions to others.

"The man who has no opinions 
or is afraid to express them will 
fail as an editor of anything. A 
wishy-washy, flaccid magazine is 
worse than no magazine at all. 
Consequently, the censorship must 
not be a rigorous one. Better fire 
the editor than not trust his judg
ment or not give him a relatively 
free rein. Too much clock-punch
ing routine will kill out his spirit. 
Creative work that has an element 
of the inspirational cannot be done 
on a routine schedule.

“In the Denver Rock Drill Manu 
factoring Company we have devel
oped our employes' magazine, 
Keepintouch, from a spasmodic 
four-page leaflet, designed originally 
for the sales force in the field, in
to a 48-page monthly for ihe entire 
organization.

“At the beginning our sole edi

torial purpose was to supply the 
salesmen in the field with technical 
information, but, as interest in the 
magazine grew, its scope was ex
tended until now it has become a 
family forum in which is mirrored 
the spirit of the organization.

“The advertising manager edits 
the magazine as a side issue. Some 
of the material comes in each month 
from field and factory, a small 
part is discriminatingly clipped 
from current magazines and papers, 
and the balance is written by the 
editor, whose hands are, fortunate
ly, not tied by censorship from the 
management. You can’t interest an 
audience if the soft pedal is always 
on. We pull out all the stops oc
casionally and let the organ roar.

"How far the magazine has con
tributed to the pep and spirit of 
cooperation in our organization is 
hard to say, but it has certainly 
been a factor in fostering a genuine 
family feeling.

“What we have accomplished in 
our organization others can accom - 
plish as easily, provided that in 
their organization the editor has the 
same latent food for inspiration and 
the same freedom of action in car 
rying his ideas into effect.

“The employes’ magazine will be 
successful only in proportion to the 
bigness of the ideals of the organi
zation and its editor. Gwen a 
broad-gauged management with fine, 
human ideals and an editor who has 
in his soul a genuine feeling of fra
ternity with all men and in his head 
ordinary literary capacity, most of 
your industrial problems will solve 
themselves._____ _
Simmons-Boardman Acquires Mdrich 

Publishing Company
The Simmons - Boardman Publishing 

Co., publishers of Railway Age and four 
other railway journals, has absorbed the 
Aldrich Publishing Go., New York, owner 
of Marine Engineering and The Boiler
maker. The transaction was consuniated 
last week through the Harris-Dibble Co.

H. L. Aldrich becomes a director of the 
Simmons-Boardman Publishing Co., and 
will hate ihe title of managing director 
of Marine Engineering. With H. M 
Swetland and others, Mr. Aldrich estab 
lidu 1 Marine Engineering in 1904; later 
he purchased the other interests and be
came sole owner. In 1906 he established 
a European edition of the magazine, 
known as International Marine Engineer
ing. but during the war the English gov
ernment ordered its suspension.
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Print Paper Conservation
Is the most important matter be
fore the newspaper publishing and 
advertising business of the country.

Unless both publishers and advertisers 
co-operate to keep consumption within 
that of 1919, we will have a panic 
market next Fall and much higher 
prices next year.

THE NEW YORK GLOBE will keep its use of 

print paper in 1920 down to that of 1919 and will 

print no more newspapers or advertising than 

can be done without exceeding that tonnage.

Member A. B. C. || The NeW York Globe
JASON ROGERS, Publisher
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Dealer Helps that Really Help
If You Follow This Lead Your Direct 
Efforts Will Avoid the Paper Baler 

By JAY D. EARLE

A HARDWARE dealer in a 
northern Indiana town of 600 

population has built up his business 
so intelligently that he is now doing 
a business of over $100,000 annu- 
allv. His territory covers a radius 
of 50 miles in every direction. And 
naturally, being successful, he is to 
Ik credited with knowing what he 
i talking about, especially when he 
talks about his business.

The advertising manager of a 
stove factory, whose line is success
fully handled by this dealer, found 
out this fact after he had been in 
conversation with him about three 
minutes. In fact, he received a jolt 
that caused him immediately to re
vise some plans he happened to be 

• completing at the time.
' The statement made by the dealer. 

1 and which produced the jolt, was 
' simplv that he and the local drtiggist 
1 had jointly purchased a paper baler, 
'and that within two weeks after its 

; installation they had baled and sold 
i more than 1,500 pounds of so called 
: Vdealer helps" sent them by manu
: facturers. He admitted that the cav- 
|ernous maw of the baler was filled 
I with expensively lithographed and 
¡minted circulars for which be had 
no use whatsoever.
: The druggist had similar troubles, 
but thev both found a happy solu
tion in the paper baler which was 
tapidly paying for itself and prom
ised to show a worth-while profit on 
the investment.

“I was in ( hicago the first two 
d.ivs of ibis week.” said the hard
ware man. "and when I returned 
I found just 108 pieces of printed 
matter stacked on my desk and the 
table beside it. You can imagine 
how manv of them I-read.” he added 
meaningly.

Upon being pressed. he stated that 
lif had saved his favorite trade paper 
and two house organs that he knew 
v ould contain some facts and sug- 
w-tion- helpful in the conduct of his 
business. All of the others, many 
unopened, were consigned to 1he 
baler.

A discouraging outlook, you say, 
for the advertising man who burns 
ihe midnight mazda in an effort to 
convince dealers, both large and 
small, of the merits of his product. 
On the contrary, it should stimulate 
him to get down to bed rock and

WHAT HAPPENS TO YOUR 
DEALER HELPS?

rHE writer of this article seeks io 
indicate how the advertiser desir
ing the cooperation of his dealers 

may bring to their attention—instead of 
lo their paper-baler—the material which 
he sends them to aid in the selling pro
cess.

1 he subject of wasted effort in direct 
mail literature is one which always has 
annoying sides, and it is discouraging 
particularly to manufacturers having lim
ited means of dealer cooperation to find 
eery often that a loo large percentage of 
their direct material is passed by -with
out consideration from the persons di
rectly interested with them.

I here are suggestions for the improve
ment of such conditions in the accom
panying matter.—THE EDITOR.

find out just what the dealer consid
ers helpful and what is useless to 
him.

The advertising manager thought 
his company was sending out some 
really helpful helps to dealers—he 
liked to think their monthly house 
organ was a winner in every way. 
But he changed his mind when the 
hardware dealer told him frankh 
that the "Stove Poker” went un
opened to the basement.

HE STARTED FACT-1 LATH ERI XG
After spending a worth-while and 

eye-opening two hours listening to 
this small-town merchant, the adver
tising manager made immediate plans 
for a flying trip through the central 
territory to get more facts.

He was given some illuminating 
information on several points. He 
learned the percentage of the dealers 
in the small towns who subscribe to 
trade papers. This gave him a big 
idea. Then, while some dealers ad
mitted thev occasionally read the 
"Stove Poker.” they didn’t get very 
much selling help from it. because 
thev saw no reference made to the 
actual sales problems that were con
fronting them. This gave him an

i >ther idea.
Dealers who subscribed to trade 

papers stated they were mostly in
terested in the experiences of other 
dealers in their own lines of busi
ness : they liked to read about the 
things other fellows were doing to 
attract and hold trade. Another 
idea.

In fact, when the advertising man
ager returned to his desk he was 
so filled with new ideas that he fairly 
bubbled over. And he began to put 
them into effect at once.

A REAL DEALER HOUSE ORGAN

A number of improvements were 
made in a number of direct mail 
circulars and booklets, but the great
est and most noticeable change was 
made in the Stove Poker, which had 
formerh been edited to satisfy the 
whims and egotism of the general 
manager.

All articles telling about how the 
stoves were made, assembled and 
tested, were taboo from that time 
on. Such stories, he learned, did not 
help the dealer sell stoves.

Through the traveling representa
tives, the advertising manager se
cured stories about dealers who had 
made an exceptional success in sell
ing not only his stoves but kindred 
lines, including general hardware. 
Credit for the storv was given in 
each instance to the dealer, and 
wherever possible photographs of the 
dealer and his store were run in 
connection.

The salesmen were called upon al
so to send in items, preferably ac
companied by photographs, telling of 
some time or labor-saving kink they 
had noticed in the stores they visited. 
This in time became a ver}’ popular 
department.

Realizing, also, that no man is 
ever averse to having his name ap
pear in print, in connection with a 
favorable statement, a personal col
umn was inaugurated which soon as
sumed the proportions of two full 
pages, set in eight-point type. The 
salesmen were depended upon to 
send these in, also.

Then, realizing the laxness of the 
small-town dealer in subscribing to 
trade paper, a department was in
stituted to show the current market 
prices of the more popular articles 
handled in the average hardware 
store—articles which were subject to 
constant price fluctuations. And by 
quoting some of the high prices his 
company was compelled to pay for 
raw stock, giving reasons, any long- 
drawn-out discussions as to whether 
or not stove prices would be reduced 
in the near future were eliminated.

More attractive drawings were
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Colliers
national WEEKLY
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The Van Briggle Motor 
Dev 1 ce Co., is using 
Collier’s as the backbone 
of its national advertising 
campaign for the Van

Watch Collier’s
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used for the front covers of the 
house organ, which is nine by twelve 
inches in size, and the two inside cov
ers were reserved for newsy notes 
about the manufacturer’s line.

TIME THAT WAS WELL SPENT
It required three or four months 

of hard work to get the new de
partments permanently installed, but 
the salesmen willingly did their full 
share, and now realize that it was 
time well spent. They reported a 
new interest in the house organ— 
and a noticeable increase in sales. 

Instead of considering the Stove 
Poker a necessary evil or a candi
date for the baler, they regard it 
today as an invaluable sales asset. 
It is one of their main talking points 
in securing a new agency.

A short time after the house or
gan had been given its new dress, 
the advertising manager stopped off 
on a return trip from Chicago to visit 
the Indiana dealer who had incited 
him to poke up the Stove Poker. 
On the morning of his visit, the 
dealer had received only 32 pieces 
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of direct mail matter.
“But you’ll be glad to know," he 

said, “that I saved two of the pieces 
to read at home tonight, and one is 
the Stove Poker. I read it as re
ligiously now as I do my favorite 
trade paper,” he concluded.

Surely, the house organ editor 
could ask no more of any dealer. 
And this Indiana dealer is a good 
man to keep in mind when preparing 
future dealer helps, for he says the 
paper haler is today paying a good 
profit.

Analysis Great Ally of Advertising
See Your Buyers Under the Microscope—
Tabulate Their Habits and Characteristics— 
Then Base Your Ad Copy on Results

HOW many adxertising men re
sponsible for the preparation of 

copy have ever sat down and ana
lysed the prospective purchasers of 
the goods advertised ?

Doubtless there are many who, 
methodical, semi-scientific, and 
thorough in their plan of work, 
have done or do so, but it is by no 
means a general practice.

Yet a few minutes spent in con
sidering those to whom our goods 
should appeal, their view-point and 
their possible attitude toward the 
goods, would elicit a very valuable 
schedule of data that would provide 
many new copy-thoughts and pos
sibly open up some new and hither
to unconsidered avenues of selling 
argument. There are many factors 
in the PURCHASER himself that, 
duly weighed and acted upon, may 
have an important bearing not only 
on the success of advertisements, 
hut upon the actual success of the 
goods themselves.

STUDY CUSTOMERS' HABITS

They are as vital in advertising 
as any analysis of selling points of 
your goods or service. An investiga
tion of the habits, characteristics, 
mode of living, etc., of prospective 
buyers will usually reveal much that 
can be turned to valuable account.

Human nature is an extensive 
subject. A man often finds it dif 
ficult to understand himself, or to 
tell beforehand what his impressions 
or action would be under certain 
conditions. While there are funda
mental characteristics of human na 
lure common to all, there are also 
great differences in human minds. 
Some are sensitive and respond 
readily to delicate suggestions 
Other minds are more crude, and 

may respond only to bold appeals. 
Sex, age, education, social and fin
ancial status, profession, and even 
the geographical situation in which 
the subject lives, all have much to 
do with the differences in receiving 
impressions and in the facilities of 
thinking and acting.

Therefore, before commencing to 
write copy, or even before one at
tempts to make an analysis of a 
proposition, there should be fixed 
in the mind the group of people to 
whom the appeal is to be addressed.

If we are writing advertisements 
to appeal to one special class, it is 
important to find out all we can 
about that class. It may be cyclists, 
smokers, doctors, business men; 
each must be studied. Write down 
the characteristics of the class.

PREPARIN'!; AN ANALYSIS

For example, suppose we are ad
vertising a speed gear for cycles. 
Let us set down the characteristics 
and interests of our prospective 
buyers

That is, for all practical purposes, 
an analysis of buyers of a cycle 
>peed gear, and their attitude to
ward it. Precisely the same kind 
of analysis can be applied to any 
class. While with many practised 
copy writers this can be done in a 
few minutes by mental process, it is 
desirable to set it down on paper 
for reference, and because addition
al thoughts will arise from it.

Decide what motives and charac
teristics in your prospective buyers 
you can appeal to. Imagine all 
these qualities or idiosyncrasies p>os- 
sessed by a single reader, and ad
dress him.

The attitude of people toward 
the article should be ascertained as 

far a> possible. Their ability to 
buy and their habits of reading and 
buying' should be investigated.

MAKING YOUR OWN TESTS
Where it is not possible to visual 

ise adequately the prospective pub 
lie, enquiries should be set on foot, 
tests made, and the results tabu
lated and noted. In one’s own cir 
cle of friends there are usually 
many who can be pressed into serv 
ice to secure helpful facts of this 
kind.

There are certain lines of busi 
ness in which success—even exis 
tence—is bound up in the fact that 
the advertisers keep their fingers 
continuously upon the pulse of their 
buying public. The art of advertis 
ing is to suggest that the goods or 
service fills a distinct need, but the 
product must satisfy in that re 
spect, or the advertising merely pro 
duces first sales instead of perma 
nent customers.

Analysing a buying public means 
the discovery of what that public 
wants, what it will buy, and what it 
can afford to pay, and advertising 
based on such analyses not only 
creates a demand, but impresses its 
public with the fact that the goods 
advertised are suited to its special 
needs.

So analyse your buyers.—C. F. 
Hylton, in The Advertiser's (Lon
don) Weekly

“Life” Will Soon Cost 15 Cents
After having been sold at 10 cents a 

copy since it first started, thirty-seven 
years ago, Life announced editorially in 
the April 22 issue that its newsstand price, 
due to the depreciated purchasing power 
of money, will be increased to 15 cents 
in the course of a few weeks. Subscrip
tion rates, for the present, remain un
changed.
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“The House of Transportation”
Chapter One

TN a recent annoucement we said: “That the Simmons-Boardman
Publishing Company may be more truly ‘The House of Trans

portation we will soon launch a ‘Shipbuilding Unit’ which will be 
a close companion to the Railway Unit, the first section to be known 
as the ‘Shipbuilding Cyclopedia.”

Here it is—
a volume of over 1200 pages unlike any
thing heretofore published and destined 
to revolutionize ship designing methods.

The “Shipbuilding Cyclopedia” will be 
published annually and work on the 1921 
edition has already been started. The 
Catalog Section affords a means of plac
ing the catalogs of those who make or 
sell equipment for ships and shipyards 
before every man of importance here and 
abroad who has to do with designing and
building ships. Send for rates. Circulation to be guaranteed and at
tested by the Audit Bureau of Circulations in which the “Shipbuild
ing Cyclopedia” has applied for membership.

In the next issue of Advertising & Selling, we will tell about the 
second section of the Shipbuilding Unit of

“The House of Transportation”

Simmons-Boardman Publishing Co.
WOOLWORTH BUILDING, NEW YORK

CHICAGO CLEVELAND CINCINNATI
Transportation Bldg. The Arcade First Nat’l Bank Bldg.

\\ ASHINGTON LONDON
Home Life Bldg. 34 Victoria St.

Publishers also of- Railway Age, Rtilway Mechanical Engineer; Railway Electrical Engineer, Railway Signal 
Engineer; R-iilway Maintenance Engineer—the “Railway Service Unit"—all members of the A.B.C. and A.B.P.
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Turning the Salesman into a Camera Man
How Portable Projectors and Safety Films. Salesmen 
and Uncle Sam Are Selling “Good Luck” Can Rubbers

By RALPH E. CONDER
Advertising Manager, Boston Woven Hose & Rubber Company

WHEN THF BOSTON Woven 
Hose & Rubber Company 

first considered the use of motion 
pictures in advertising, we had no 
idea of the extent to which our ac
tivities along this line would develop. 
We began by using the standard 
size film for theatre and general cir
culation. Then the portable projec
tor and the safety film came along 
and we enlisted its services. To
day. we have eliminated theatre cir
culation and are concentrating our 
efforts on advertising through the 
portable projector in the hands of 
our salesmen and. as will be seen, 
our friends. ( >ur success has been 
three-fold.

IN THE salesman’s HANDS

First of all, we have used the film 
for the instruction of salesmen at 
our own sales conventions and the 
sales conventions of our jobbers or 
wherever groups of men handling 
our line can be brought together and 
given the detailed visual instruction 
which is only possible through mo
tion pictures. We have been able to 
accomplish things along this line 
which would have been impossible in 
any other way. Only last week the 
writer spent a day at the Winchester 
|>lant in New Haven with the films.

The Winchester Company, branch
ing out as it is into the hardware 
business, with the intention of con
trolling some 6,000 retail stores 
throughout the United States, has 
taken on our advertised line, but 
never having been in the hardware 
business before, knew very little 
about our merchandise. Tt would 
have been a long and tedious job if. 
indeed, it would have been practi
cal. to assimilate enough knowledge 
to train all the store clerks through 
the use of printed matter, but with 
the motion pictures it was a com
paratively simple task. Assembled 
in New Haven were some sixty men 
ol the sales promotion end of the 
Winchester business, who for the 
past three weeks have been holding 
a school, inviting a different mann- 
facturer each day lo send a repre
sentative to tell the men about the 
goods, and teach them, so that they 
might in turn go out into the hard 
ware stores and train the retail 
salesmen and clerks how best to 

sell the merchandise to the con
sumer.

Through the aid of the portable 
projector and our non-inflammable 
films showing the details of our in
dustry, we were able in an hour 
and a half to cover the entire sub
ject and at the close of the lecture, 
we were not only complimented by 

those in charge, but were told that 
our demonstration was the only real 
sales talk which had been given, and 
the opinion was freely expressed 
that it could not be done as well 
without motion pictures.

Second.—W'e have used our films 
for the instruction of the general 
public through the medium of lec-

Midwest Tanners are 
Piospeious-Px^i'^ 
They buy products that 
save time and labor 
and make better homes-

They read 
The Capper Farm Press 

as carefully as you should 
read the next pace«——
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lures. We hate two sets of films 
and two projectors which are used 
by our salesmen and representatives 
on the road in department stores 
ami other places where the general 
public can be reached. In connec
tion with the sale of our Good 
I tick rubbers, we find that in most 
of the large cities where department 
stores have auditoriums they are 
very glad to have our representative 
come and lecture twice a day for a 
week on the subject of canning and 
the making and using of jar rub
bers. They advertise this in their 
I real papers and good crowds at
tend. In tliis way, we are able to 
help the department store sell Good 

»■aSo rapidly has farm life in the Midwest 
progressed that a new chapter in American 
business has been written, thru simply fur
nishing these farm homes with the actual 
necessities of life—to say nothing of the 
luxuries.

The Capper Farm Press has been an inte
gral part of this romantic development— 
has. indeed, thru years of constructive ser
vice, been responsible for much of the 
progress made.

Farm folks of the Midwest know Arthur 
Capper and respect his ability and his 
whole-hearted devotion to a better agricul
tural life.

That is the prime reason why The Capper 
Farm Press has its commanding position: 
farmers look to it, its publisher and its 
editors for real leadership.

And they have never been disappointed.

Our Bureau of Research will help 
you determine the possibilities of 
this market for your product.

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

Arthur Capper, Publisher
Marco Murrow. Asst Publisher

TOPEKA, KANSAS
SECTIONS

Cappers Farm»r (Mid-West) Monthly
Kansai Farmer and Mail and Breeze Weekly
Miisoun Rumlist Semi-Monthly
Nebraska Farm Journal Semi-Monthly
Oklahoma Farmer. Semi-Monthly

Luck rubbers and we are also fur 
thering the practice of home can
ning. because our lecture and pic
ture cover the government method 
of cold-pack canning as well as the 
method of making jar rubbers.

LOANING TO UNCLE SAM

Third — Our films are used by 
government demonstrators them
selves in organization work. For 
instance, under the provisions of 
the Smith-Lever bill the country is 
divided into groups according to 
the counties in the various states. 
The state work is under the leader
ship of the state agricultural col
lege. the county work is conducted 
bv the farm bureaus in each county 

and the local work by di-Arict and 
town leaders working under the 
farm bureaus. Now, the problem 
facing the state and county leaders 
each spring is purely one of organi
zation. They must go out and 
form clubs of the boys and girls in 
canning work. Next, through the 
efforts of the home demonstration 
agents, the women in the com
munitv, form group clubs for com
munity canning or for cooperative 
home canning when the fruits and 
vegetables begin to ripen. It is a 
tiresome job to tell the story of 
home canning possibilities by word 
of mouth with nothing except a few 
jars of last year's canned products 
to illustrate the story. We have 
realized this and have offered to 
supply a copy of our film, either in 
standard size, of safety- standard 
size with a machine, wherever 
demonstrators wish to use these 
pictures to turn the organization 
meeting into an entertainment and 
sell the idea to those present in the 
most practical way, i. e., through 
actual demonstration on the screen.

The results have been most as
tonishing. We sent out a circular 
letter to every farm bureau and 
state and government demonstrator 
in the country and requests have 
come to us from every state so that 
the sixteen sets of films which we 
had made have been constantly kept 
going and we have been unable to 
supply the demand and have had a 
waiting list most of the time.

Imagine the publicity obtained 
through being able to shoyy these 
used. Not only have the films been 
used in the spring during the 
demonstration period but in sum
mer, often in lieu of a real can
ning demonstration. Even though 
the past winter our films were con
stantly in request by leaders who 
were anxious to promote the gov
ernment program in anticipation of 
the coming season’s work.

We believe we have made as 
wide a use of motion pictures in 
advertising as any other concern 
and y\e have done it at very small 
expense. We have altogether less 
than $6,000 invested, including our 
two projectors, and that part of our 
films which has been most widely 
used, that is. the 1,000-ft. section 
relating to rubber rings and can
ning. cost less than $1,500 and has 
been in use constantly for nearly 
four vears.
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American Advertising Methods Successful in China
Some of the Methods of Which American and Other 
Advertisers Now Are Making Use Of In the Orient 

By DWIGHT K. GRADY
Foreign Trade Department, San Francisco Chamber of Commerce

ADVERTISING of American 
products in China is becoming 

more necessary with each passing 
year. A record of the new lines be
ing introduced almost monthly will 
demonstrate the reason more clearly 
than any statement possibly could. 
The methods of distribution and 
marketing in China make it safe to 
say that intelligent advertising will 
bring great returns in the Orient as 
in the United States. Advertising 
and personal salesmanship are more 
closely related than in America but 
they have not been developed to 
such a high point. No advertising 
campaign in China would succeed 
unless it was definitely ‘‘hooked up" 
with the sales campaign. Before 
taking up the subject of advertising 
to the 450,000.000 Chinese, it is 
proper to make a quick review of 
the marketing situation as it exists 
in the Orient.

Most American firms in China 
which have enjoyed any degree of 
success have a fair basic means of 
distribution. These means, how
ever, only offer a foundation upon 
which to build a really efficient or
ganization. Most houses have ad
opted the English method of distri
bution, which means selling through 
compradores who control a wide cli
entele among the large buyers, who 
in turn effect distribution through 
long established and nation wide 
channels to the smaller trade. When 
a line is once successfully intro
duced, the process of selling be 
comes more or less automatic, but 
this means only supplying a fixed 
demand rather than stimulating 
greater demands. Little effort is 
made to change conditions as they 
actually exist.

In the United States, manufactur
ers long ago realized that it is im
possible to develop consumer de
mand through dealer cooperation. 
The result has been that hundreds 
of thousands of dollars have been 
spent annually in direct-to-consumer 
advertising. Some day this method 
will be universally adopted by con
cerns doing business in China. Some 
have already adopted this plan with 
most gratifying success. Modern 
methods as they are known among 
the more progressive nations are 
bound to come sooner or later and 
with their coming will occur the 
passing of compradores and other 

middle men whose presence causes 
prices to be high or profits to be 
low, and thus acts as an automatic 
"choke off” on trade.

SOME OF THE ADVERTISERS
Sales of machinery for flour mills, 

mines, etc., are of course not usual
ly made through a long line of buy
ers or jobbers. The personal touch 
is usually established here through 
one jobber. Railroad machinery and 
machinery for public utilities, on the 
other hand, usually find sale through 
political channels, and this will prob
ably be true until such time as China 
grows stronger both politically and 
financially. It is even now improv
ing and there is still much to be 
done.

This condition, however, deals 
only with machinery and allied lines 
for which there is not or never will 
be a general consumer demand. In 
the general consumer class of mer
chandise it stands to reason that the 
amount of advertising done is go
ing to have direct bearing on the 
size of the demand.

Some great examples of success 
in to-the-consumer advertising are 
the campaigns of the British Ameri
can Tobacco Co. and the Standard 
Oil Co. The former company plan
ned its campaign along American 
lines.

They sent out salesman under di
rect supervision and worked each 
section of the country intensively. 
Very often from launches and other 
boats they worked the water ways, 
sowing cigarettes broadcast, and lit
erally placing lighted cigarettes in 
the mouths of the public. Of course, 
at the start the campaign was car
ried along modest lines, but as its 
success was apparent they increased 
their sales force. They found that 
the old system of marketing through 
jobbers and dealers was holding 
down the business and so bought out 
Mustard & Co., a firm of long 
standing, with a widely scattered 
distributing machine, and their suc
cess in selling cigarettes throughout 
China is an example of what enter
prise coupled with modern business 
methods can accomplish.

The Standard Oil Co. also started 
in a small way, hut has enjoyed re
markable success in developing the 
latent demand for oil. They had 
many problems to cope with, but by 
advertising extensively and expand

ing their distributing system, they 
succeeded. They found people who 
retired at dark out of sheer neces
sity.

The Singer Sewing Machine de
veloped its business along original 
lines ami at considerable expense. 
Their number of prospective buyers, 
much smaller than was true of oil 
or cigarettes, due chiefly to price, 
made it necessary that they adopt an 
instalment system, such as is used 
in the United States. They adver
tised on a grand scale and every 
wheie in China the big “S” with the 
Chinese woman at the sewing ma
chine is a character which mean;, 
sewing machine to the Chinese 
mind.

PROCESS IS COMPLICATED
Advertising in China is somewhat 

complicated if it is to give results. 
1'here are the poster, the hand bill, 
the moving display, flags, the news
paper, the mailing lists, street car 
displays, moving pictures, store dis 
plays, samples and sundry other. 
The poster is probably the most im 
portant and strongest medium in 
China. For the masses it will prob
ably remain so for many genera
tions. The standard size of posters 
in China is 31 inches by 43 inches. 
Another size which has been used 
widely is 25 inches by 37 inches. 
This is the size that the Standard 
Oil Co. uses successfull}’. It is 
more advisable to use a cheap grade 
of paper for posters than a high 
quality one. as posters are usual!} 
placed on boards and little attention 
given to them afterwards by those 
putting them up.

In preparing posters for Chinese 
advertising there are many things to 
be considered outside of the mere 
printing and posting. The psychol 
Dgy of the Chinese, their customs 
(local and national), the translation, 
which must be different for North 
China and South China, and many 
other details must be taken into 
consideration. Color combinations 
are most important as are characters 
and figures. Any reference to 
mourning or certain figures such a^ 
the turtle and other combinations of 
lines should invariably be avoided. 
Posters may be placed in railway 
stations, steamship wharves, and 
manv other advantageous places.

Ranking next to the poster comes 
the hand bill which, as in the Unit
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Increased Facilities 
to Serve Old Clients - 
Room to Serve More

An advertising agency' builds and occupies 
its own six story' building.
What does that mean to you as its present or 
prospective client ?

IRECTLY little. Yet indirectly much. Winning ideas 
may flash in the din of a boiler plant, or the racket of 
a shipyard. But it is our experience that constructive 
thinking is best done in quiet, with the necessary con
veniences and office organization to grease the wheels 
of thought.

And so our new building was designed and built with definite ideas 
of what the home of an advertising agency should be. It gives us room 
for the conveniences and facilities necessary to creative planning and 
thinking room to surround our executives, account managers, merchan
dising investigators, writers and artists in quiet, that they may apply them
selves without interruption or distraction to the marketing problems 
of our clients—room to back up their recognized selling ingenuity and 
advertising ability with ah organization wise and skilled in the hand
ling of advertising detail room to house in comfort the expansion that 
is certain to continue

We shall be glad to have you stop in to inspect our new home, or to con
fer on the economic marketing of your commodity through modern mer
chandising and advertising methods.

Stone Street, one of the oldest and most histone streets in 
New York, runs from Whitehall Street opposite the Custom 
House to Hanover Square. Number Fourteen is half way’ 
between Broad and Whitehall Streets, and opposite the Stone 
Street entrance to the Produce Exchange Building. The 
Whitehall Street station of the new B R T Broadway’ Sub
way. is just a step from our door

Albert Frank C& Company offer you over 48 years'corporate experience in 
advertising and merchandising, and several times that in the combined 
experience of the men who sit in conference. And with this wealth 
of experience and ripeness of growth, an organization youthful enough 
to dare the startling when the unusual will win the point.

Our New 'Phone Number is Bowling Green 2930

Albert Frank 
& Company

Our Chicago office also has felt the effect 
of the prosperity and success of the clients 
it serves.
On May' first it became necessary to more 
than double the floor space and to make 
several additions to the staff

Advertisers feeling the need of western 
connections will find Albert Frank S' 
Companyl in Chicago fully equipped to 
render a complete agency service.

ADVERTISING 
SToiirl.een Slone Street 

Chicago New (YÒrII LONDON

TtfHhfcSSi
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ed States is an adxertising medium 
for the masses. In China it should 
he made to appeal to those who can
not read. Picture stories with a 
short legend are effective. Distribu
tion can be effected at about 20 
cents per 1.000. or possibly a little 
more at the present time. The 
question of treating these hand bills 
for mailing will lie taken up in an
other paragraph.

FLAGS

I he first impression of the foreign 
Bsitor to China is that it is a country 
of flags. The Chinese have xvorked the 
flag and store sign idea to the ultimate 
of elegant monotony on every important 
street. In practically every Chinese town 
myriads of these flags are displayed. 
Fl gs may be combined to have both 
Ai erican and Chinese advertising ideas 
and principals on them, thus, to a cer
tain extent, making American advertising 
conform to the Chinese taste. The flags 
where standardized are about seven feet 
by nine feet. To conform strictly to the 
Chinese method of advertising in the 
treatment of flags xvould be to discard 
a real opportunity. Novelty in flag ad
xertising would be more likely to be 
successful. The < hinese design is prac- 
ncally always the same; painted on both 
sides and with a strip of turkey red cot
ton as a border. All flags look alike. 
Probably a better size for the flag xvould 
be four and a half feet by eight feet, as 
the streets in many Chinese toxvns are ex- 
c< ssively narroxv.

NEWSPAPERS
From their strictly advertising value 

in the stimulation of national consump
tion. the foreign newspapers do not de
serve much consideration. They have 
their x-alue, however, although no mer
chant catering to a national demand 
counts very heaxaly on the foreign daily 
There are probably 200 or 250 vernacular 
newspapers in China, but the value oi 
main for adv ertisins is Questionable. Long 
held in cheek by the Government, Chin
ese newspapers have not been capable of 
much initiative. It is almost impossible 
in many cases to know the truth about 
the circulation of Chinese mediums. 
N < certheless the Chinese nexvspaper of- 
1 rs a good method of adxertising.

THE MAILING LIST

There are a number of excellent mail
ing lists in China, but they arc the prop
ertv of private concerns and are not for 
sale or for rent. There is one adver- 
osi>iL agencv in Shanghai xvhich max- be 
entrusted with the mailing of circulars 
and other propaganda. It is a very ex
pensive proposition, compiling a mailing 
list, ami to depend solely upon it xvould 
render the cost of advertising prohibitive. 
It may, however, be built up as a by
product of advertising and sales cam- 
piigiis. It is a simple proposition to 
secure mailing lists of the foreigners 
in China but of the natives it is differ
ent. Once constructed, however, mailing 
lists arc productive of great results when 
used in connection with commodities 
xx1 ch may be reasonably expected to 
enjoy general consumption.

A the average Chinese family receives 
ver few letters in the course of a year, 
interest is very keen in anything that 

comes through the mails, and a circular 
letter or a hand bill sent by mail would 
receive much greater attention than a 
family xvould give it in the LInited 
States. The post office is very reliable 
and therefore definite results may be 
counted upon through mailing.

STREET CARS—TRA M XV A VS
To date street car or tramway adver

tising is confined to Shanghai, Tsinglau. 
Tientsin, and Hongkong. The traffic in 
Shanghai in the foreign settlements is 
from 20 to 22 passengers to the car 
mile. The cars are divided into first 
and second class compartments, and both 
are generally used by the Chinese. For
eigners, howexcr, rarely ever use the 
second class compartments. Adxertising 
in street cars is effective and it reaches 
practically all classes, both foreign and 
native. It provides a good medium for 
reaching the middle class. Of course 
the methods used would vary according 
to the community in xvhich the advertis
ing xvas carried on.

IHE CINEMATOGRAPH

During the past few years this method 
of advertising has had a marked groxvth 
in China and it bills lair to become very 
effective. The Chinese are very much 
interested in motion pictures and note 
carefully all adxertising by this method. 
Thire are a number of moving picture 
houses throughout China, which at the 
present time xvill probably exceed 300. 
Rates for this advertising are not high, 
counting (he actual manufacture at a nor
mal rate of exchange about 30 cents gold 
per foot for original films.

WINDOW DISPLAY
Window display, as far as the actual 

placing of goods is concerned, is in gen
eral use throughout China, but the win
dow and store display sign has not been 
developed to any extent. The Japanese 
do considerable advertising through store 
display signs as do one or two of the 
larger American adx-ertisers.

HOUSE BOATS
In conjunction with national campaigns 

in China big results are often obtained 
from house boat tours. There is a great 
deal of detail in connection with such 
tours, but a very effective distribution of 
samples is secured and many stunts may 
be held throughout the count ry from the 
house boats.

BRANDS, TRADEMARKS---- CHOPS
Occasionally American brands and 

trademarks arc successful in the Chinese 
market, but it is safe to say that greater 
success has attended the sale of commo
dities xvhich were marked under brands 
adapted to the Chinese. An example of 
hoxv a trademark can go astray is that 
of the first attempt to market a certain 
commodity using the figure of a Quaker 
as its mark in China. Practically all 
Americans are familiar with the Quaker 
and the fact that he stands for honesty, 
stability of purpose and general worth. 
When this message was translated into 
Chinese, however, these points were miss
ed and the trademark was accompanied 
by the quotation, “An American of an
cient times in ancient costume.”

The introduction of a now nation
ally known phonograph trademark 
and its quotation were also sadlv 
mishandled.

It is not only advisable but essen
tial that trademarks and brands be 
carefully considered from the Chin

ese point of x iew before being intro
duced into the market.

Early in 1920 there has appeared 
a trade journal devoted to drugs 
and chemicals xvhich virtually con
stitutes an innovation in advertising 
in China. This magazine is pro
duc ed by an American firm and has 
been cordially received. Early cop
ie- indicate that the publishers are 
thoroughly in touch with the situa
tion and cai>able of turning out a 
high class magazine. There is a 
real demand for media of this sort, 
and no doubt the enterprise will 
meet with success.

As a final word, it is of utmost 
importance for merchants and man
ufacturers exploiting goods in the 
Chinese field to see that their com
modities are in harmony with cus
toms and usages in that market. 
NO LONGER A “DUMPING GROUND"

American manufacturers in China 
have long been guilty of using that 
country as an extensive dumping 
ground for sizes, styles, etc., that 
the Chinese can not use to best ad
vantage. Teo much emphasis can
not be placed on the necessity for 
remedying this fault.

In doing business with China, we 
cater to a population four times 
greater in number than the United 
States and a people who are largely 
dependent on the outside world for 
what they consume and manufac
ture.

It is a peculiar market and it will 
prove much more difficult and ex
pensive to put out a package xvhich 
does not conform to the Chinese 
ideas than immediately to take into 
consideration the nature of the de
mand before exploiting commodi
ties.

It xvould be the height of folly to 
export certain kinds of American 
tools to China at the present time. 
The Chinese wood saw is entirely 
different from anything used in the 
United States today. Our bucksaw 
more nearly resembles it in appear
ance than does any other saw. The 
Chinese can use our blades, how
ever.

The Chinese have many preju
dices and have been known to 
throw their patronage from one 
house to another merely because of 
the color of the packing paper used. 
It is quite conceivable that the Chin
ese would not care to market can
dles packed in blue paper xvhere they 
xvould accept exactly the same qual
ity and make of candle wrapped in 
brown paper. The Chinese are not 
strong for marked or radical chang
es iit their practices.—A cw York 
Commercial.
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There were used in the printing

Halftones
...................................................................

»gages

Black and White, Line Ben Day, Process, Wax.

of this catalog two hundred and 
fifty-one fine screen halftones and 
twenty-eight zinc e t c h i n g s. 
What more could be said of the 
quality of these plates than that 
they are uniformly excellent?

Maintaining a hiidi standard in 
this number of plates is evidence 
that all Sterling plates are of the 
same uniform excellence.

THE STERLING ENGRAVING CO.200 WILLIAM ST YORK N Y -AVE. & 3615 ST
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"Advertising
J. W. Craver, treasurer of the Aunt 

Jemima Mills Company, St. Joseph, Mo., 
is a firm believer in the wisdom of the 
old saw, ‘‘It pays to advertise." At a 
meeting of the corn millers of the coun
try, recently held in Chicago, Mr. Craver, 
m an informal address, made some very 
valuable suggestions on this subject.

“Advertising is a business—I might say 
it is a science." Mr. Craver stated, “In 
simple language, it is telling the public 
what you have to sell. Advertising is a 
distinct feature, or should be, of our bus
iness and should be handled as a separate 
department, although the manufacturing, 
sales and advertising departments must 
work hand in hand that the proper results 
may be obtained.

“If you want to expand your business 
by advertising, and I hold there is no bet
ter way, you should provide the proper 
agency, for not every one can write an 
advertisement. It has been said ‘Poets 
are bom, not made? and so it is, in my 
opinion, with advertisement writers. Much 
money is annually thrown away by poor 
advertising methods and lack of distribu
tion. Very often stupendous campaigns 
result in failure for the reason that the 
copy was misleading and did not carry 
conviction.

“Advertising should be truthful—a con
cern might advertise a poor article year 
after year and eventually lose out be
cause the article advertised did not pos
sess merit. I have said before and I re
peat now, that if you will judiciously 
advertise an article of merit you will win 
success. In saying this I do not mean 
you can disregard proper business meth
ods in conducting your business. If there 
is any one that must conduct his busi
ness along proper lines and keep faith 
with the public it is the man, or concern, 
doing extensive advertising.

“Above everything, if you are going to 
advertise, let the article you advertise be 
exactly, or even better, than you repre
sent it to be. Do not break faith with 
th< public, for it has become a custom to 
look upon the advertised article as being 
a superior one, and it should be to win 
permanent favor. You must keep it so, 
for the public is fickle, and if once de
ceived it would be difficult to win it back.

“One of the biggest problems confront
ing the advertiser is how to advertise and 
through what channels. It is a subject 
that must be studied thoroughly. You 
cannot always get results through one 
particular channel. Changes in your 
m hod of advertising, therefore, are 
sometimes necessary'. While you might 
get results that would be very satisfac
tory by using magazines, if you would 
support the campaign with newspaper 
copy' your results would be very much 
greater and with but little additional ex- 
p< nse.

“We should not overlook the fact that 
every form of advertising has its strong 
and its weak points. In our business we 
have used magacims, newspapers, bill
boards, painted signs, trade journals, 
street-car cards, novelties and house-to- 
house canvassing, as well as demonstrat
ing in department stores and other pub
lic places. I confess I am unable to tell 
you which has brought the best results,

Must Have Merit,” Says J. W. Craver
but it was a combination of mediums 
that has produced satisfactory results. In 
doubling up, the great trouble is 'that you 
are apt to over-advertise and too rapidly 
dissipate your appropriation, which may 
mean financial ruin. Advertising should 
be run steadily and not intermittently to 
secure the best results.

“Advertising, so to speak, is the dynamo 
behind most of the nationally known art
icles of today. If the label of a well- 
known fountain drink and the good will 
of the business can be capitalized and sold 
for many millions, then why is it not time 
for us to awake from our lethargy and 
make a start? I hope this will be done.” 
—Retail Public Ledger.

WHEN 
does the farmer

Changing conditions 
on the farm have exploded 
the old Summer Slump Theory!

Popular fallacies about the farm persist like 
a superstition.

One of them—a particular hobby of adver
tising men -is that farmers are too busy to 
buy in the summer. They still think that it 
is on long winter evenings that the farmer 
pulls his chair up to the lamp, devours the 
advertisements in his farm paper, and de
cides to huv.

Here’s What An Investigation Showed
The Farm Journal determined to get the facts 
in black and white. It went to hundreds of 
merchants in small towns from 1,000 to 10,000 
population. It checked their answers by 
bank, deposit records furnished by local 
bankers.

“When does the farmer buy?” w< asked.

“When he’s working in the field during the summer." 
they answered. “W hen roads are good and he gets to

“The Paper They Farm By" 
Washington Square

PHH ADEI.PHIA
15 E. 40th Street 

NEW YORK CITY

Standard Parts Advertising Head 
Resigns

James A. Braden, advertising manager 
of the Standard Parts Co., Cleveland, O.. 
will resign on May I, to devote a con
siderable portion of his time to personal 
interests. Ralph W. Leavenworth, who 
has been assistant advertising manager 
for nearly two years, succeeds Mr. 
Braden.

Schott Appointed Sales Manager
The American Ever Ready Works oi 

the National Carbon Co., Long Island 
City, N. Y., has appointed H. S. Schott 
to be Eastern sales manager, succeeding 
J H. Somers, resigned. Mr. Schott, who 
has been with the company since 1913, won 
promotion through the record he estab
lished as assistant sales manager of the 
Canadian Ever Ready organization
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Ralph Foote Goes with Sherman 
& Bryan

Ralph Foote, recently in the service de
partment of Frank Seaman, has joined 
Sherman & Bryan in a similar capacity.

Mr Foote's advertising experience in
cludes the management of his own agency 
in Seattle, Wash., also some years with 
the Taylor-Critohfield Corporation, Chi
cago, and the Ethridge Company, New 
York. More recently he has been with 
ihe Remington Arms Co., and the Martin 
V Kelley Co. During the war he was 
director of the bureau of advertising in 
the .American Red Cross.

'•Price Current-Grain Reporter” Moves
The Price Current-Grain Reporter has 

moved its offices from 327 South LaSalle 
street, Chicago, to quarters twice as large 
at 305 South LaSalle street.

spend his money?
town.'’ “When he knows for sure that his crops will 
be good.” “When harvest hands double his family.”

Read These Figures from Rural Merchants
Here is the average percentage of sales by 
months of hundreds of merchants in every 
line of business:

January, 6.2' February, 6.1%; March, 7.2%;
April, 8.0%; May, 8.6 ; June, 8.6%; July, 8.7%;
August, 8.7%; September, 8.7%; October, 9.5 
November 9.3%; December. 10.4%.

June, July and August were proved conclusively to be 
three of the biggest buying month-- in the year Sales 
averaged 22% higher than in December, January and 
February, which many thought were heaviest buying 
months.

If you believe in striking while 
the iron is hot, selling a man 
when he has money to buy, 
advertise to the farmer in 
JUNE, JULY and AUGUST.
The Farm Journal will gladly submit detailed figures 
of this investigation.

Die farm Journal JL Over 1,050,000 a month
“The Paper They Farm Ry’’

Peoples Cas Bld--. Crocker Bldg.
CHICAGO, ILh SAN FRANCISCO. CAL.

Says Institutional Publicity is Cure for Unrest
The public should be made to see the 

purpose of big industries is not to op
press employees, but to afford them a 
means of livelihood surrounded by con
ditions as healthful and as pleasant as the 
nature of the business permits. A. A. 
Talmage, textile editor of the New Bed
ford Standard declared in an address 
before the convention of cotton mnnufac- 
turers.

His speech follows in part:
"Never before in the history of this 

country was the public mind influenced to 
so great an extent by what it reads as 
is the case today. Newspapers, maga
zines, books, pamphlets, bill boards—yes, 
and moving pictures — these are the 
sources from which the public draws most 

of its information, and the impressions 
it gets from these sources are the prem
ises on which it forms its opinions and 
sympathies today on a much wider range 
of matters than in former times.

“My purpose in coming here today is 
to call your attention to the fact that 
this same weapon can be used with as 
great or greater effectiveness in defense 
of the industries.

“People ought to be shown that the 
large scale production that comes with 
big business and big industries, makes it 
possible to manufacture at lower costs, 
makes available more products for public 
use, adds much to be sum total of human 
happiness and tends greatly to reduce the 
cost of living or at least to make pos
sible better living at no greater cost.

‘Industry has progressed in civilization 
fully as rapidly as has the public at large. 
Conditions which prevailed ten years ago 
would not be tolerated any more by the 
industrial manager today than they would 
by his employees.

“But the public as a rule does not know 
this. It pictures the industrial workers 
toiling in poorly lighted, poorly ventilated, 
depressing surroundings, and pities them 
because of the low wages they get for it 
and the unhealthy life they have to lead.

“Why not let them know that these con
ditions have gone never to return? Why 
not advertise the fact that the interior 
of the modern cotton mill, for example, 
is as light and airy and pleasant as their 
own kitchen or sitting room, and many 
times much more so?

"Why should not the public know the 
facts as they are, and realize that the 
mill workers today have as much oppor
tunity for enjoyment and lead as happy 
and wholesome a life as those who work 
in offices?

“Publicity, with truth behind it, can and 
will, if properly directed, overtake the 
false ideas that have gone out, and Avail 
accomplish the psychological overturn 
that is so much needed in industry today. 
The workers’ minds can be -directed to the 
many advantages they enjoy rather than 
upon the comparatively few and ven
minor disadvantages. The public can be 
enlisted in support of big business and in
dustry instead of against it if industry 
can show its sincerity in working for the 
public good and can show it is dealing 
fairly and openly with its employees and 
the public.”

Prominent Philadelphia Advertising 
Men Address New York Club

Edwin S. Stuart, president of the Poor 
Richard Club and former Governor of 
Pennsylvania, Cyrus H. K. Curtis, Phil
adelphia publisher; Rowe Stewart ad
vertising manager of the Philadelphia 
Record; Richard A. Foley, head of the 
Foley Advertising Agency, Karl Bloom
ingdale, of the Bloomingdale, Weiler 
Advertising Agency, and David B 
Provan, director manager of the Phila
delphia Ritz-Carlton, were guests of 
honor at the "Philadelphia Day” lunch
eon of the New York Advertising Club 
on Wednesday. They urged closer co
operation of the advertiting clubs oi 
the East, and offered the suggestion that 
the advertising Clubs of Boston. Phila 
delphia, New York, Baltimore, Wash
ington and other Eastern cities meet in 
Philadelphia in the fall to discuss the 
question.



Face 2 Advertising & Selling

Butler & Canavan Represent Kelly’s 
Directory In West

Announcement is made of the appoint
ment of W. J. Butler and F. J. Canavan 
as Pacific Coast Representatives of 
''Kelly's Directory of Merchants, Manu
facturers and Shippers of the World,” 
the other Kelly publications, and “Hen
drick’s Commercial Register of the 
I'nited States for Buyers and Sellers,” 
sue seeding Chester D. Clark, resigned. 
"Ihe office will remain in the Hearst 
Building, San Francisco, California.

Service Appreciated
As a reward for ten years of satisfac

tory and successful service, S. E. Leith 
has been voted full rights and title to 
As .ociated Farm Papers in the Eastern 
field, thus permitting him to do bus
iness under this title in the future, for 
his own personal benefit.

This gives Mr. Leith full possession 
of a well established and successful bus
iness, acting as eastern advertising rep
resentative for a splendid list of agri
cultural papers.

This action by the members of Asso
ciation Farm Papers gives substantial 
evidence of appreciation in a most un
usual and gratifying manner.

Commercial Xrtists Are L’nionizing
Commercial artists of New York and 

of other principal cities are engaged in 
a campaign to unionize the craft, in 
affiliation with the Photo Engravers’ 
Union, according to officers of both or
ganizations who said this week that the 
local Commercial Artists’ Union already 
has between 400 and 500 members.

The union is said to have been formed 
at the instance of the photo engravers so 
as to confer upon the artists and them
selves control over the work for repro
duction by the latter. George Ethridge 
of the Ethridge Association of Artists 
and other employers of commercial ar
tists when interviewed asserted their be
lief that the movement cannot succeed 
in this city. 
Stevens-Duryea Appoints Advertising 

Manager
Stevens-Duryea, Inc., manufacturers of 

automobiles in Chicopee Falls, Mass., 
have appointed Carroll McCrea as ad- 
•rrtisinu manager. The Blackman Co. 
is placing the advertising.

Prominent Publishers and Advertising
Men to Speak at Missouri Journal

ism Convention
Newspaper men and women of wide 

experience, and representing every field 
or phase of journalism, will discuss prac
tical problems at the eleventh annual 
J >urnalism week of the School of 
Journalism, University of Missouri, to be 
1 eld this year from May 3 to 7. The 
question which daily arise before those 
cn aged in journalism of any nature will 
be tonsidered from every viewpoint, and 
every branch will have competent spokes- 
rr ■ 1.

The week has been divided by days for 
the treatment of the several general de- 
parttm nts of journalism. Following the 
session of the Missouri Writers’ Guild 
on Monday, those lines of journalism 
other than news will be grouped for dis- 
eu-sfim on Tuesday's program. Wednes
day will be Advertising Day, crowded 
w h addresses by the ablest advertising 
mt n in the country. The Missouri Press 
Association will hold its annual meeting 
on Thursday and Friday, and speakers 

will consider the problems of the rural 
newspaper.

A partial list of the speakers who will 
be heard Journalism Week has been an
nounced :

J. W. Alexander, Secretary of Com
merce; United States Senator Gilbert M. 
Hitchcock, editor of the Omaha World 
Herald; Samuel R. McKclvie, editor of 
the .Nebraska Farmer, and Governor of 
Nebraska; Governor Frederick D. Gard
ner, of Missouri; Jason Rogers, pub
lisher of the New York Globe; J. J. Tay
lor. editor of the Dallas Ne.es; Mrs. 
Irene Sickel Sims, president of the Chi
cago Advertising Women's League; 
Philip Kinsley, of the Chicago 
Tribune; Samuel O. Dunn, of the 
Railway Age and president of the Asso
ciated Business Newspapers of the United 

Selling Through Dealers 
With Mail Order Copy

THE far-reaching effect of the right kind of 
copv is graphically shown by the experience 
of one of our clients whose product is sold 

through druggists.

f irst we found what we thought was the 
right appeal behind the product. Then, instead 
of following a long established precedent, we 
drew up a schedule based on sizes of copy 
which we had found best for mail order adver
tisers in over Go different lines of endeavor.

I he copy was written along tested lines. (Ine 
city was selected as a try-out. Not a salesman 
was used—only the copv.

During the first week the demand from drug- 
gi-ts and jobbers showed clearly that the prod
uct had taken hold.

At the end of the first month, sales had ex
ceeded advertising expenditure, with repeat 
business and good will purchased at no ex
pense. The product. which sells for $1.50, can 
be obtained at anv druggist. Xew cities are 
being opened a- rapidly as production can be 
increased.

In this case, copv secured distribution. In
vestigation has shown that there is practically 
no substitution. The sales possibilities have 
been proven quickly and economically. And 
the risk has been practically eliminated.

This is but one instance of many which prove 
the real power of mail order copy in selling 
through dealers. And this ability to tell a story 
that “gets across" with the public comes to us 
as a result of our wide experience in selling 
bv mail.

States; Barton W. Currie, editor of The 
Country Gentleman ; .Marlin E. Pew, edit
or and general manager of the Interna
tional News Service; Karl A. Bickel, 
vice-president of the United Press Asso
ciation; Frederick W. Smith, of the 
Franklin Cost Finding Company; W. H. 
Powell, editor of the Ottazoa Courier; 
W. D. Nesbit, vice-president of the Will
iam H. Rankin Advertising Agency’; 
Henry Schott, advertising counsellor, 
Montgomery’ Ward Company ; Henry L. 
Wells, editorial writer for the St. Louis 
Globe-Democrat ; C. L Rutt, managing 
editor of the St. Joseph News-Press ; D. 
R. Fitzpatrick, cartoonist. St. Louis Post
Dispatch; Marion F. Parker, sport editor, 
St. Louis Globe-Democrat ; Marvin H. 
Creager, telegraph editor, Kansas City 
Star; W. F. Brennan. National Cash
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Register Company; I. I Stone president 
of the Duplex Printing Company; lames 
M. Thomson, editor of the Xew Orleans 
item; John T. Harding, of Kansas City; 
Harvey Ingham, editor of the Des Moines 
Register and Leader; J. C De Veyra, 
resident commissioner from the Philip
pine Islands; Arsonio Litz, editor of El 
Ideal, Manila; H. V. Kaltenborn, assist
ant managing editor. Brooklyn Eagle: 
Miss Vina Lindsey, Kansas C'ty Post.

Big Prizes for Daylo Contest
Xo less than $10.000 in prizes, xvith a 

first prize of $3.000 and 104 chances of 
getting a .-hare, is offered as the reward 
for a contest xvhich the American Ever 
Ready \\ orks. Long Island City,, X. X'., 
plans to inaugurate June I. From that 

time on until August 1 the end of the ■ 
competition, the focal point 0» the contest 
will be the Daylo dealer’s window, xvhere 
there xvill be on view a window trim 
piece nt which every pointing element is 
directed at a central figure. This picture 
contains a human-interest story intimately 
«^rapped up with the product, and just 
what story the picture tells will remain 
a mystery until the contest opens.

Staff Additions tn t apper Press
Roy R. Moore, formerly publicity and 

general advertising xvriter for the Empire 
Gas & Fuel Co., Kansas City, has been 
added to the advertising department of 
The Capper Farm Press, Topeka, Kans. 
Mr. Moore, xxho is a graduate of the Uni
versity of Kansas, has had considerable 

experience in newspaper work
-Miss Eleanor Eakins, lormerly associ

ated with Hart, Schaffner, & Marx in 
sales promotion work and later connected 
with the Swedish Separator Co., has be
come a member of the sales promotion 
department of the Capper Press. She 
will devote her time to field work.

Amsden Studios in Xew Horne
Die .xmsden Studios, Cleveland, Ohio, 

have taken a ninety-nine year lease on 
the property at 2307 Prospect ax enue, and 
are now occupying the entire building 
there. Two recent additions to their stall 
arc Howard \ . R. Palmer and Harn 
Lees. Palmer was lormerly assistant ad- 
virtising manager of the Atlas Portland 
Cement Co., and more recently connected 
with the adxertising department of the 
Eastman Kodak Co.

MAIL order adxertising allows of no com
promise. Either it pays or it doesn't. 

Results are definitely traceable. And this agency 
has groxvn because its mail order clients have 
grown. Now we are simply adapting mail or
der methods to products sold through dealers. 
And results shoxv the soundness of these 
methods.

This does not mean that our advertisements 
lack in beauty or character or impression-value. 
Instead, where art work is needed we purchase 
the finest available. Where special composition 
is required we employ recognized leaders in 
typography. But these things are incidental to 
copy. For we have found that copy is the big
gest thing, by far, in advertising. It is, in the 
final analysis, what actually sells a product.

It costs no more for space to publish the kind 
of copy that creates ten new customers than it 
does to circulate copy that produces but one 
nex\- customer. Copy can easily make this dif
ference in results.

"The Tested Appeal in Advertising" is the 
title of a little book which, we believe, treats 
advertising in a way that should be of the deep
est interest to any executive who is interested 
in the results his advertising is producing.

A request for this interesting little book 
creates no obligation. Please use business let
terhead or enclose business card.

Agency Advertising I nusually Active
Adxertising of advertising agency sen- 

ice is becoming more and more active. 
In St. Louis at present the Chappelow 
Advertising Company and the Eisher- 
Brow n Advertising Agency are among 
those carrying on newspaper advertising. 
Good sized space is being used. Nelson 
Chesman & Co. in taking a double page
spread, besides having ‘'its say” and list
ing the seventy or more concerns xvho 
place adxertising through the company, 
took the opportunity to show reproduc
tions of products manufactured by some 
of its clients.

The Brearley-Hamilton Company in 
Grand Rapids, Mich., has used full page 
space to tell manufacturers their story. 
Advertising by agencies in Xew York is 
going on stronger than ever. The Wen
dell P. Colton Co., Federal Advertising 
Agency, Albert Frank & Co., Hoyt’s 
Service, Sherman & Bryan, Street & Fin
ney and others, in city newspapers have 
been particularly active.

Hyatt Man Resigns
L. M. Baker has resigned as super

visor of sales of the motor equipment 
division of the Hyatt Roller Bearing Co., 
Detroit, Midi., to take over the represen
tation of the Dittmer Gear & Mfg. Co. 
for the state of Michigan, and to be
come associated with his brother, E. K. 
Baker, in the wheel and rim business.

Criswell Join* Gotham Studios
Clyde A. Criswell, lately sales manager 

of the Ledger Art Service, is now direct
ing the sales of the Gotham Studios, New 
York. Crisxvell comes from Philadelphia 
w-here he xvas formerly with the Richard 
A. Foley Advertising Agency as art di
rector. and with N. W. Ayer & Son.

RUTHRAUFF6 RYAN
ADVERTISING

404 I Ol WTH AVENUE ar 28M ST. NEW YORK 
CHICAGO 30 NORTH MICHIGAN BOULEVARD

Colcord Becomes Square !• Company 
Advertising Manager

D. H. Colcord, director of research en
gineering for the Square D Co., manu- 
factunrs of safety switches in Detroit, 
has been appointed advertising manager. 
L. W. Strong, formerly of the publicity 
department of the Westinghouse Ai> 
Brake Co., has been appointed director 
of research engineering.

Fuller is “Christian Herald” Advertis
ing Managtr in East

C W Fuller, who for the past three 
years has represented the Christian Her
ald in New York City, Philadelphia, and 
southern territories, has been iiq.«rni I 
Eastern Advertising Manager.
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O ur research  work  has covered  the  buying  habits of 
all types of men. W hen  paper is a facto r our sugges
tions will increase  the re tu rn s  from  your catalogues, 
booklets, house organs, m ailing  cards, enclosures, cir 
culars  and  letterheads.
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Sales and Earnings Increased by Millions
Figures for 1919 Show a Growth More Phenomenal Than 
Ever Before in the History of American Business

Familiar as we are with 
the tremendous increase in ad
vertising during 1919, it is impres

sive, to say the least, to observe the 
increases in the sales and earnings 
in that same period of some twenty 
large American businesses. Adver
tising & Selling has taken the 1919 
sales and earnings of these well 
known concerns, which were among 
the first to make reports this year, 
and has arranged the figures accord
ing to size and in comparison with 
those for 1918. Included in the list 
are : five general merchandise chains, 
four grocery chain systems, three 
mail order houses, two rubber and 
tire manufacturers, a producer of 
sugar, a maker of automobiles, one 
of tobacco products, of shoes, motor 
trucks, a chain of cigar stores, a 
meat packer and a group of drug 
stores. The sales follow:

1919 1918
Armour & Co. .$1,038,000,000 $861.000,000
American Sugar

Refining Co.. 300,000,000 200,000,000
Sears, Roebuck

& Co.............. 257,930,025 198,523,079
Goodyear Tire

& Rub. Co... 168,914,983 131,247,382
*Great Atlantic

& Pc. Tea Co. 
Amer. Tob. Co. 
B. F. Goodrich

Co...................
F W. Wool

worth Co. ..
Montgomery, 

Ward & Co..
Amer. Stores.. 
Studebaker Cor. 
F.ndicott-J ohnson

Co...................
United Cigar

Stores Co. . . 
United Drug Co. 
S. S. Kresge Co. 
National Cloak

& Suit Co. ..
*J C. Penny Co.
S. H. Kress & C. 
Hones Bros.

Tea Co.........
♦Jewel Tea Co.. 
McCrory Stores 
Federal Motor

Truck Co. .

122,192,671
14.I.523.730

123,470,187

107,179,411

76,1(16,848 
62,000,000 
52,087,007

52,896,275

52,037,747
51,028,336 
36,309,514

32,592,925
18,809,754
21,131,019

12,402,860 
13.948,325
9.607,250

8.664,527

154.718.124 
146,023,730

141.343.419

119,496,107

97,500,000 
75,000,000 
66.383.307
62,713,040

61,874,053 
60,000,000 
42,668,152

39,449.985 
25479,776
25.244.232

14,906,266 
14.843.106
11,487.045

10,525.265

♦Figure for 11 months or less.

Practically in every case the sales 
have been the largest in the history 
of the concern. Armour passed the 
billion mark for the first time, and 
in its field was surpassed by Swift & 
Co., only, who did a business of 
$1,200,000,000. Oi the twenty-two 
firms whose sales total approximate- 
1’. $3,000,000,000. it is striking to 

note that one firm contributed more 
than one-third to the number.

The American Sugar Refining Co. 
increased its sales by $100,000,000, 
or 50 per cent, and the business of 
Sears, Roebuck & Co., which was 
enlarged by more than $50,000,000 
is equivalent to a rise of over 25 
per cent. This mail order house 
during the past ten years has made 
probably the largest turnover of 
any retail organization in the world, 
having sold merchandise amounting 
to $1,214,826,121.

A gain of more than $37,600,000 
in the sales of the Goodyear Tire & 
Rubber Co. means close to 30 per 
cent more than the previous year. 
The Great Atlantic & Pacific Tea 
Co., while it shows a 26 per cent, in
crease with a figure of $154,718,124 
for ten months, sales for the entire 
year have been estimated at over 
$180,000,000.

The National Cloak & Suit Co., 
notable among those who recorded 
more sales than ever before, doubled 
the business that it did in 1915, 
which then amounted to $17,371,
650. Similarly the United Cigars 
Stores increased their 1915 business 
of $31,038,846, by nearly 100 per 
cent. And like other tobacco com
panies, in spite of the many months 
of labor trouble, they made a better 
showing than might have been ex
pected.

Montgomery, Ward & Co.’s in
crease equalled 27 per cent, and so 
on down the list a substantial in
crease in nearly every instance is 
shown.

CHAIN STORES AND MAIL ORDER 
HOUSES

Before leaving these interesting 
figures, it might be well to observe 
how the eleven firms in the list rep
resenting chain stores and mail ord
er houses fared. Their sales were 
22 per cent greater than in 1918, 
and individual increases show' gains 
as high as 35 per cent. The in
crease in business for December, 
1919, for each of these concerns 
averaged close to 30 per cent. Much 
of this increased business can be at
tributed, of course, to the opening 
of more stores, and the number 
during 1919 was really remarkable.

The largest retail grocery chain 
in the United States, The Great At
lantic & Pacific Tea Co., opened 126 
new stores, making in all at the 
close of last year, 3,928. New W00L 

worth stores numbering 45 were es
tablished, bringing the number up 
to 1084. The United Cigars Stores 
Co. had 1350 stores at the begin
ning of 1920, having opened 108. 
the United Drug Co. advanced its 
number to 207 and more than 8000 
Rexall agents; the establishments of 
the American Stores now total 
above 1300; the Jewell Tea Co. has 
530 branches; the Jones Bros. Tea 
Co., 333; J. C. Penney Co., 197; 
S. S. Kresge Co., 188; McCrory 
Stores, 150, and S II. Kress & Co., 
144-

WHAT THE EARNINGS SHOWED

While sales may indicate big busi
ness, profits in the last analysis, nat
urally, are the only standards by 
which to judge successful business. 
In the list of earnings that follows 
one-half of the firms given were 
also listed in the table of sales, and 
the remainder is composed of eleven 
equally well known concerns.

EARNINGS

1919
Armour & Co...... $27,186,124
♦Goodyear Tire &

Rubber Co........ 23,277,245
*B. F. Goodrich Co. 20.340,214
♦United Fruit Co.. 20,163,517 
Sears, Roebuck &

Co.......................  18,800,125
Corn Products Co. 13,717,486 
Studebaker Corp.. 11,283,463 
*F. W. Woolworth

& Co.................. 10,361,556
♦Amer. Sugar Re

fining Co............ 10,283,082
♦Butler Bros......... 5,900,259
♦Chandler Motor

Car Co.............. 5,652,255
Nat. Biscuit Co... 5,349,863 
Cluett, Peabody &

Co............................5,153,129
Endic’t-.Tohnson Co. 4,955,286 
United Cigar

Stores Co.......... 4,436,479
♦Montgomery,

Ward & Co... 3.538,350 
Am. Radiator Co. 3,036,247 
Ajax Rubber Co.. 2,201,267
♦Hart, Schaffner &

Marx .............. 2,200,218
Amer. Cigar Co... 2,175,790 
Slcwart-Warner

Snecdometcr Co 1,962,574 
Federal Motor

Truck- Co ....... 1.281.706

1918
$26,128,610

15,388,191
21,610.322
14,094,046

12,704,065
8,652,400
4.883,463

7.188,716

6,661,684
6.451.764

2,194,618
5.135.839

1,871,162
4,398,187

4,010,204

2,990,025
2,656,213
1,215,368

1,481,015
2.318,082

1,594,665

922,634

♦Figures before deduction of all 
charges and Federal taxes.

Here again substantial increases 
are in evidence. Even with an in
crease of $1,057,514 in earnings Ar
mour & Co. made only 6.74 per cent 
on the net capital invested, and 1.35 
cents on each dollar’s sales. The 
Studebaker Corporation advanced 
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its profits by more than $0,400,000, 
more than doubling its 1918 income. 
E rnings for the Chandler Motor 
Car (. o. were enlarged by more than 
two anti a half times the 1918 figure 
anti those of Cluett. Peabody & Co. 
came very close to being tripled.

Hart. Schaffner & Marx came 
ch se to doiifiling its 1918 profits and 
so did rhe Ajax Rubber Co. Oniv 
the B. F. Goodrich Company and 
Butler Brothers show a slight drop 
below the iqi8 figure, even though

Earning Reader Attention
The Cartoon In This Case Provides 
Both Entertainment and a “Good Ad”

I WONDER WHAT IT tS THAT 
KEEPS ME MOVING BACK AND 
FORTH SO REGULAR LT —

Believe- i'll look around 
A BIT----

JUST FINISHED ANEl&iT HOUR 
RUN AND I SET I'VE PASSED OVER 
EVERY SPOT IN THIS BEARING A IGuESS MAVaE it’S THESE

SPIRAL ROLLERS------

(MOW I HAVE IT ! SOME OF THEM 
ARE Right HANDED AND HAVE 
BEEN RULLtNG ME LIKE THIS -

^ID I GUESS THE DIRT WORKS 
THROUGH THE SPIRALS INTO THE 
CENTER OP THE ROLLERS BECAUSE 
ITS ALWAYS NICE AND clean

THEN TOO, THERE’S PLENTY OF ROOM 
IN HERE. L FEEL SORRY For THS 
PROPS OE OIL IN OTHER 
BEARINGS; TOO CROWDED TO 
LIVE DECENTLY and always

TUI-RE are many ways to at
tract attention in advertising 
and in the present age practically 

every da)' brings forth some new 
method or plan of catching the pub
lic unawares and holding its at
tention long enough to tell the 
story.

The Hyatt Roller Bearing Com- 
pam is using the cartoon idea to 
good advantages. These people 
manufacture roller bearings which 
are installed on practically every
thing that has wheels, including 
heavy mining machinery, delicate 
textile equipment, automobile trucks, 
tractors, trailers, etc.

A roller hearing falls tinder that 

their sales were larger than ever. 
This was due, it is believed, to vari

ous adjustments and to increased 
costs in manufacturing. The Good
rich profit was double the total for 
1916.

The big gains of the Goodyear 
Tire & Rubber Co., of Sears, Roe
buck & Co., the Corn Products Co., 
and of the American Sugar Refining 
Co., and of the remaining firms 
speak for themselves.

class of products that the purchaser 
seldom sees. This is particularly 
true of the Hyatt Bearing because 
it is designed in such a manner as 
to require no special attention for 
lubrication or adjustment.

The more aggressive manufactur
ers interpret this as a necessity for 
more rather than less advertising. 
Popularizing such a thing in the 
minds of the public can only be ac
complished through educational ad
vertising, building an atmosphere 
around the product, telling what it 
does, how it does it, etc., etc.

Now it seems as though the Hy 
att Bearings differ from other bear
ings in the matter of a unique spiral 

roller which serves to distribute the 
oil, cushion the road shocks and 
keeps the working parts clean.

This spiral construction is an im
portant feature of the product but 
was difficult to explain through pub
licity until the cartoon idea suggest
ed itself.

The treatment, although not with
out a touch of humor, sets forth an 
intricate mechanical subject in a 
most interesting and impressive 
manner.

Southern Farm Papers’ Association 
Organized

The Association of Southern Agricul
tural Publications, founded last summer 
in Asheville, N. C, has been dissolved by 
action of its members in convention at 
Atlanta, and reorganized under the name 
of the Southern Farm Papers’ Associa
tion. The old organization, it was stated, 
was lacking in the elements of unity and 
capacity necessary to carry forward the 
broad plans contemplated by its founders 
for the advancement of southern agricul
ture.

Some of the objectives embodied in the 
new association’s policy will be : the stand
ardization of agency recognition ; united 
protective action during the present print 
paper shortage ; exploitation of the 
South’s agricultural advantages, and the 
development of mutually beneficial rela
tions with other agencies working in the 
interests of agriculture.

L. A. Nevin, of the Progressive 
Farmer, Birmingham, Ala., was president 
of the old organization and was elected 
to this office in the new organization. 
Russell Kay, of the Florida Grower, Tam
pa, Fla., former secretary, was named 
secretary-treasurer.

The next annual meeting of the asso
ciation will be held in Asheville. N. C.. 
in July of next year.

German Government Backs 
Advertising Films

Consul Frederick Simpich, on duty' 
with the American Commission at Ber
lin, in a report on the motion picture 
business in Germany says:

“The Deutches Lichtbilt at Berlin is a 
Gentian moving-picture advertising con
cern, backed by the government and cer
tain private corporations such as the 
Krupps, which produces and distributes 
industrial films. This concern has en
deavored to advertise German industries 
in South America and other foreign coun
tries by distributing such films. Within 
the last few' months it has also begun in
dustrial educational work in Germany. 
This concern has lately taken over the 
National Pictoral News Weekly, which 
corresponds to the Hearst-Pathé News 
An arrangement has been made between 
the Deutches T.ichtbilt Company and 
American Company to exchange, weekly 
news films—news films not being ex
ebub d under the embargo.”

Stanley Frost Goes with Packard
Stanley Frost, for over ten years with 

the New" York Tribune, has resigned from 
the city staff to go with the Packard Mo
tor Car Company at Detroit.
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Automobile Advertising
In the Only 7-Day Associated Press Newspaper

In Minneapolis
This is the record of automobile advertising, by agate 

lines, in Minneapolis since 1913:
The Minneapolis Tribune Second Paper

490,466
The Tribune's Lead

39,0111913._____ ___  529,477
1911 __________ 644,637 609,916 34,721
1915 686,056 615,394 70,662
1916 __________ 955,460 713,783 211,677
1917. 1.000,931 863,996 136,935
1918.__________ 703,065 584,111 118,654
1919._________ 1.127,461 1,060,727 66,73 1

There Is Always One Newspaper in 
Each City That Leads in 
Automobile Advertising

In Minneapolis It’s The Tribune
The Minneapolis Tribune, tach year, for 

many years has published more automobile 
advertising than any other daily newspaper 
in the Northwest.

Automobile advertisers know that The 
Tribune reaches the people who buy cars.

First to Promote Auto Industry
The Tribune leads because it was the first 

daily paper m the Northwest to realize the 
potential possibilities of the automobile in
dustry and to foster it.

This lead has been maintained for many 
years although The Tribune does not trade 
its advertising space tor automobiles, 
trucks, or accessories, accepts no fly-by
night, or fake tire advertising, and is rigid 
in the credits it grants.

The Tribune publishes more financial ad
vertising, more school and college advertis
ing and more hotel and resort advertising 
than any other Minneapolis daily’ newspaper.

Preponderance of Circulation
The Largest Home Carrier Circula

tion of Any Daily Newspaper in Minneapolis 
Sworn statements to the Government and 

the Audit Bureau of Circulations for the 
six months ending March 31, 1920, show 
that the aveiage net paid circulation of 
the Minneapolis Tribune for that period 
was 116,127 for the daily editions, and 
130,051 for the Minneapolis Sunday Tribune. 
This is 19,(151 in excess of the daily circula
tion of its nearest competitor in Minneapolis, 
and 36,111 greater than that of its nearest 
Sunday competitor.

Gains in Advertising
Between January 1 and March 31 of this 

year the Minneapolis Tribune has shown 
the largest gains in local display advertising 
of any paper published in Minneapolis its 
total gain for that period being 181,640 
lines, which is 123,395 lines more than the 
gain of its nearest competitor. In the same 
months the classified gain of the Tribune 
was 260,146 lines, which is 14,353 lines 
more than its nearest competitor gained, 
and the Tribune refuses hundreds of thou
sands of lines of undesirable advertising 
each year.

GUY S. OSBORN 
Western Representative 

Tribune Building, Chicago, Ill. 
Ford Building, Detroit, Mich. 

Globe-Democrat Building, 
St. Louis, Mo.

GERALD PIERCE 
Manager of Advertising,

JOHN B. WOODWARD 
Eastern Representative, 

Times Building, New York City

W R. BARANGER ( OMPANY 
Pacific Coast Representative 

Examiner Bldg., San Francisco, Cal 
Post-Intelligencer Budding, 

Seattle, Wash.
Title Insurance Building, 

Los Angeles, Cal.

The Minneapolis Tribune
First in Its t ity First in Its State First in Its Federal Reserve District
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Publisher Sails to Boost Trade
Jehu F. Stern, president of The Knit 

Goods Publishing Corporation, publishers 
of The Underwear & Hosiery Review 
and Sweater X ezes, sailed for England on 
the “Victoria," April 26, to visit knit 
goods centers of the United Kingdom, 
France and Switzerland. His mission is 
lo dec clop foreign trade for American 
knit goods manufacturers. He will be 
gone two months.

New Account for Peck Agency
ihe Peck Advertising Agency, New 

York, has secured the account of the 
Ralph B. Carter Company, manufacturers 
of water supply systems and pumping out
fits. The campaign is running in news
papers and trade papers.

A new campaign for the contractors’ 
equipment department of Fairbanks, 
Morse & Co., New York, is also being 
placed in trade papers by the Peck 
Agency.

Keeping Up With 
The Times

A FACT A WEEK

What does it mean to the 
advertiser that Washington is 
the National City?

It means that he gets in 
Washington a national audience 
—members of Congress, their 
families and attaches from all 
parts of the country, tourists 
that come in thousands each day 
to the Capitol.

In Washington the advertiser 
talks not only to the people of 
a metropolitan city, but also to 
the preferred representatives of 
every State in the Union, repre
sentatives who are most influ
ential in the laily life and 
habits of their home communi
ties.

Advertising space in The 
Washing-ton Times does double 
duty—local and national.

The Washington Times,
WASHINGTON. D. C.

Highain Cables “A. & S. ’ That He’s 
Coming

A cable from London received by 
Advertising N Selling on Tuesday brings 
the good news >that Charles Frederick 
Higham will sail for America on May 
15, to attend the Indianapolis Convention 
ot 'die Associated Advertising Clubs of 
the World.

To say that the advertising profession 
of the United States is proud and ap
preciates the coming ot this big, influ
ential advertising man is indeed unneces
sary. His keen interest in the affairs of 
this country and his efforts to bring about 
a closer relation between the advertising 
interests of die United States and Great 
Britain have won lor him high esteem.

As a Member of Parliament and the 
head of C. F. Higham, Ltd., one of Great 
Britain’s leading advertising organiza
tions, Mr. Higham has achieved wide re
cognition. In the current issue of Im- 
piessions his personality is made the 
theme of an article entitled, “One of 
Britain's Best Employers.’' He is die 
publisher of Higham's Magazine and is 
the author of several books. "Looking 
Forward,’’ a volume on mass education 
through publicity-, is his latest work. It 
was through Mr. Higham's efforts that 
the Thirty Club of England became as
sociated with the advertising clubs in 
America. He is associated with the Will
iam H. Rankin Co. in this country’, and 
as a vice-president of the Associated Ad
vertising Clubs of the World, his juris
diction lies over all territory outside of 
the United States and Canada.

American Advertising in Argentina
According to Trade Commissioner 

Sanger, of the Bureau of Foreign and 
Domestic Commerce, there is one market 
factor of paramount importance in Ar- 
gmlina in which the United States is ad
mittedly supreme and to which European 
exporters have paid scant attention, and 
that is merchandising, which includes ad
vertising.

In a report just published by the 
bureau on advertising methods in Argen
tina, Uruguay and Brazil, Trade Com
missioner Sanger points out that it is to 
this factor more than to any other that 
we may turn while we are improving and 
adapting our facilities in manufacturing, 
selling, shipping, and enlarging our in
vestments. Argentina possesses the most 
favorable present-day advantages for in
tensive trade cultivation and for Amer
ican merchandising skill. She is rich 
and very productive and has a large per 
capita purchasing power and a high de
gree of literacy. Her people are vigor
ous and enterprising and are most favor
ably disposed toward the United States.

Argentine newspapers and weekly- pub
lications are, all in all, perhaps better 
than those of any other Latin-American 
country, and offer the advertiser an ad
mirable médium for reaching all classes 
of consumers. Other local mediums such 
as street cars and bill boards are poorly 
organized anil poorly utilHed and will 
continue to be of much less value than 
similar mediums in the United States un
til they are more effectively organized 
and given more uniformity and staldlity, 
and until better display methods arc 
adopted. A judicious and profitable use 
may be made of motion pictures and 
other aids to selling. The dealer has been 
ignored too much by both European and 
American exporters. He will not change 

over night, because his traditions and 
training are along European lines, but 
helpful suggestions from American ad
vertisers based on an understanding ot 
Inis problems, practical "dealer helps," and 
consumer advertising will work wonders 
in changing his outlook and his attitude.

No matter what conditions the post
war period produces it is certain that a 
full share of this rich Argentine market 
will go to that country which is best pre
pared to serve it. The people are pros
perous and are generous purchasers of 
good merchandise. “There is every rea
son to believe,” says Trade Commissioner 
Sanger, “that they will respond very 
readily- to the appeal of American adver
tising adapted to suit their tastes."

't he bureau's report discusses all phases 
of advertising in Brazil and Uruguay, 
as well as Argentina, and is the result 
of a first-hand investigation by- an adver
tising man of recognized standing. Un
der the title, “Advertising Methods in 
Argentina, Uruguay, and Brazil,” Special 
Agents Series No. 190, it is sold at 30 
cents a copy by the Superintendent of 
Documents, Government Printing Office, 
Washington, D. C., and by all district and 
cooperative offices of the Bureau of For
eign and De mestic Commerce. It con
tains many pertinent illustrations.

Federal Agency Uses Space to Protest 
Against an Advertising Tax

In an advertisement this week, the 
Federal Advertising Agency, New York, 
registered a forceful warning of the 
danger of putting a tax on advertising. 
The copy follows :

“There is a movement afoot to tax
legitimate advertising.

“This is a step toward the destruction 
of trademark standards in quality and 
price.

“Advertising is an assurance of quality 
because no worthy business can afford 
to advertise anything but dependability.

“Advertising by creating volume de
mand reduces the cost of production and 
thereby makes possible the lower retail 
price.

“Adiertising develops business. in
creases employment, energizes industry, 
stabilizes markets and benefits the home.

“Advertising is the most trustworthy
in formation about the most needful 
things of life. To tax legitimate adver
tising would be as sensible as putting 
a ta.r on .1 R C education."

Chinese Newspaper After Business 
Here

The Shun Pau (Chinese Daily News) 
of Shanghai, China, started in 1872, and 
one of the oldest daily newspapers in 
China, has established representatives in 
New A’ork City through the office of 
the AA orld Wide Advertising Corpora
tion. 1 West 34th Street, and will make 
an active bid for advertising from 
American concerns engaged in business 
in China. 

British Merchants Will Tour U. S.
Twenty of the leading merchants of 

England are due to arrive in New York 
next Friday for a tour of the United 
States and Canada as guests of the 
National Retail Dry Goods Association 
'Phey will study retail trade methods of 
the American department stores under 
the guidance of sixteen prominent 
American department store owners, 
members of the National Dry- Goods 
.Association.
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Albert Prank & Co. Moves Into Its 
Own Building

On May I. Xlbert Frank & Co., New 
X ork advertising agency, will move into 
its own new. six story building at 14 
Stone Street.

The company began as XIandel & 
Frank in 1872 with its office at 67-(x) 
William street. Six rears later Mr. 
Mandell died and the firm became Frank 
& Flamont. under which title it went 
along until 1880. Mr. Frank then bought 
out his partner and took in Senator 
John J. Kiernan, and the firm name was 
changed to Frank, Kiernan and Co.

The Senator retired in 1803 and Mr. 
Frank admitted his son-in-law, James 
Rascovar, as a full partner. He had 
held a junior partnership for several 
years At that time the firm took its 
present name of Albert Frank & Com
pany. Upon the death of Mr. Frank in 
August, tool, it was incorporated and 
James Rascovar was elected President. 
He held this office until his death in 
September, 1916.

Soon thereafter his son, Frank James 
Rascovar, succeeded as President, while 
F' rry Rascovar, who started as a boy 
with the firm, continued as vice-president 
and treasurer. Recently W. X". Record, 
long at the head of the Chicago office, 
was elected a vice-president. Mark Ash 
has served as secretary for many years.

The following are the more important 
departments in the present organization, 
and the names of the men in charge: 
Service Department, Lloyd B. Myers; 
Financial Serxace, John Schwarting; 
F Ians, M. Robert Herman; Steamship, 
George Borst; Order, C. J. Southerton; 
Space Buyer, H. J. Riordon; Account
ing. W. R Siegfried; Bookkeeping, J. 
McKay; Forwarding, XX’. Rae. The 
agency has a personnel of 122, and main
tains offices in Chicago and London.

Advertising Men Are Guests of 
Brooklyn “Daily Eagle”

At ;. dinner given by the Brooklyn 
Daily Cagle to national and local ad
vertising men on Tuesday evening of 
last week, newspaper adxertising was 
discussed, and the new book. “Attain
able Ideals in Newspaper Advertising,” 
setting forth in artistic and practical 
forms efftetixe grouping of tape and 
cuts, was inspected.

The book was the work of a dozen 
or more experts, working under the 
leadership of Carl W. Jones, adxertising 
r- nager of the Minneapolis Journal. 
who conceived and developed the idea ; 
Benjamin Sherbow, the typographical ex
pert ; Richard Walsh and Merrill Rog
ers. For more than a year these men 
have been preparing the work in two 
la rec volumes, one devoted to magazine 
and the other to newspaper advertising. 
Ten thousand copies of these expensive 
productions have been printed and xvill 
be distributed throughout the country. 
The papers contributing, to the cost of 
the work are The Eagle. Minneapolis 
/ urnal. Des Moines Capital, Sacramen
to Bee. Milwaukee Journal. Omaha 
World-Herald. and their national repre- 
seritatives, O’Mara and Ormsbee The 
books were greatly- admired and the 
authors complimented on their progres
sive and striking contribution to the ad
vancement of nexvspaper advertising.

Among those who spoke were : Her
bert F. Gunnison, publisher of The 
I gle, xvho presided ; XX’illiam Horner, 
advertising manager: Carl XX Tones. 
Malcolm Ormsbee. of O’Mara and Orms- 

bec; Beniamin Shvrboxx. Richard Walsh. 
W. S. Jones, business manager of the 
Minneapolis Journal' William S. Free
man and others.

Geo. S. Mandril President ol Boston 
Transcript I ompany

George S. Mandell has been elected 
President of the Boston Transcript Com
pany, lo fill the position held by his 
father, Samuel I’. Mandell, who died in 
February.

L. M. Hammond was elected treasurer 
and business manager, and George E 
Stephenson was elected assistant treas
urer and a director of the company.

The Work Behind The Service
Owing to international conditions, 

the Bell Telephone System was for 
two years unable to secure raw 
materials and equipment. While 
supplies were thus shut off demands 
for service increased beyond all 
precedent.

When the opportunity came to 
go forward the system faced the 
greatest construction problem of its 
history. It has gone forward with a 
speed and certainty that is bringing 
nation-wide results.

New exchange buildings, perma 
nent brick, stone and steel structures, 
have been erected in many cities; 
scores of central office buildings have 
been enlarged; additional switch
boards are being installed in all parts 

American Telephone and Telegraph Company 
And Associated Companies

One Policy One Syetem Universal Service

Mr. Stephenson is ihe great grandson ol 
Henry W. Dutton. Ihe founder of the 
paper, and ihe first of the fourth gen
eration to become active in the paper’s 
management.

The ownership of the paper still re
main-. wholly with the lineal descendants 
of its founder

New York “Evening Journal ' 3 Cents
The New Y’ork Evening Journal on 

Wednesday evening increased its adver
tising rates and raised its price per copy 
to 3 cents. It was announced that the 
advance is due to increased cost of 
paper and labor.

of the country; new conduits built; 
hundreds of thousands of miles of 
wire added to the Bell service; more 
than a million new telephone stations 
installed; and expansion giving a 
wider range of operation has been 
ceaselessly advanced.

As the wheat crop gives no bread 
until after the harvest and milling 
so you will not have the full fruition 
of our efforts until construction is 
complete.

But, a big part of the work is 
accomplished; the long hard road 
travelled makes the rest of the un
dertaking comparatively easy. It is 
now but a matter of a reasonable 
time before pre-war excellence of 
service will again be a reality.



I'1. ' Advertising & Selling

The Men and Women Who 
Make Our Mediums

J. LUES SCHERMERHORN 
Publisher of The Detroit Times

One of a Series of Informal Visits w ith the Leading 
American Editors and Publishers with the Object 
of Interpreting What They Mean to Advertisers

By VERNE EDWIN BURNETT

JAMES Si HERMERHORN had 
greatness thrust upon him when 

he was ven young, but after that 
lie had to tight a series of battles 
which few other editors or publish
ers ever have had to lace. W hen 
he was just a trecRied. barefooted 
kid in the village of Hudson. Mich., 
a minstrel show came to town. 
“Jimmy” crowded ahead of all the 
other uttle chaps and his eagerness 
attracted the leader of the parade, 
then preparing to show off before 
the wide-eyed spectators on the 
streets of Hudson.

“Hi, kid, want a job?" asked an 
official.

Did her Well, just lead him to 
it if it meant a free ticket!

“All right, kid. your job is to walk 
ahead of the parade and go through 
all the important streets of the burg, 
and you win a free pass. See?”

Fame achieved so young natural
ly went to the poor lad's head. His 
boy pals looked green with jealousv 
as their comrade strutted ahead, her
alding all the glory of the parade. 
But "Jimmy" had one Mecca to 
which he wished to go in his new
born triumph. And that was to his 
girl’s house. Think of it, leading the 
minstrels right past the house where 
his girl lived ! Of course, she lived 
pretty far to one side of the town, 
but that made no difference. So far
ther and farther the cavalcade passed 
down a road with the houses appear
ing fewer and farther between. 
HER house hove in sight. They 
were finally in front of it and HER 
frouseled head shone at the bav win
dow.

"Hi. kid, where'll Sam Hill you 
takin us—out in the countn.”

Then and there the juvenile drum 
major lost his job. Infinite great- 
ne.s to utmost disgrace and right 
in front of his girl’s house! He cut 
many cords of wood anil sold many 
messes of dandelion greens before he 
lost the sling of that episode But 
lie managed to shake it off and 
started a series of other undertak- 
intp of a similarly trying but more 

serious nature. He got the habit of 
casting disasters aside like a duck 
shakes water off its back. And his 
big, Holland-Dutch, though thor
oughly American, grin breaks 
through the clouds like the sun after 
the shower.

INHERITED editor's TALENT

James Schermerhorn was born 
March 13, 1865, at Hudson, Mich., 
anil found a life's work already cut 
out for him. His father was editor, 
publisher, advertising manager, cir
culation manager, foreman, etc., of 
The Hudson Gazette. Had his par
ents been engaged in farm or fac- 
torv work, it is likely that he would 
have fought his way to an education 
anvway, because something in the 
make-up of the man tells one that 
such would have been his course.

How to Obtain 
Foreign Trade

"If you want for
eign trade you must 
go after it. You can’t 
get it by sitting in 
your office and look
ing at a map of the 
world. If you want 
your product known 
all over the world, 
you m u s t advertise 
all over the world.” 
- -F rank A. Arnold, Man
ager Foreign Department 
Frank Seaman, Inc.

lie early showed a will of his own 
and a determination to win an edu
cation, aided by his parents, who 
gave him a lift onto the right track 
for what lay ahead.

He left high school anil entered 
Oberlin t'ollege in 1885, to prepare 

for West I’oint. At the military
academy he made many lifelong 
friends, among them General John 
J. Pershing; General Hahn, who 
commanded the famous Red Arrow 
(32nd) Division in France; Gen
eral Kenley, of the Aviation Service 
and General Rhodes. Pershing was 
captain of Company- A the year 
Schermerhorn was a plebe and, with 
others of his unit, stood at atten
tion along the banks of the Hud
son River as the Grant funeral cort
ege passed by. His acquaintances 
have been kept alive and were re
lived during the war. When ‘‘Black 
Jack" returned from Europe, Mr. 
Schermerhorn met him and pre
sented his old captain with a huge, 
leather-bound scrap book of several 
hundred pages, containing clippings 
of eulogies of Pershing, selected 
from thousands of American news
papers—one of the most complete 
documents of its kind.

Visions of becoming another 
Grant were abruptly ended for 
Schermerhorn. In his second year 
at West Point the news came to him 
that his brother was ill and that it 
was imperative that he take care of 
the Hudson Gazette. That was in 
’86, and ever since he has been in 
newspaper, advertising and public 
work.

The future editor of the Detroit 
Times made minor forays into the 
realm of the fourth estate while his 
father was editor of the country
weekly at the home town. But the 
younger Schermerhorn’s first real 
newspaper story- came when he was 
only- 16. It was a story about Chi
cago, published in the Hudson Gaz
ette. In some ways this achievement 
meant much more to him than that 
of years before when he was chosen 
to lead the parade. The newspaper, 
moreover, didn’t have the come-back 
that the other had. When he was 
twenty, he had become quite fluent 
wfith his reporter style, and he won 
a writing contest in the Ifetroit 
Nrics, with a contribution on Haz
ing at West Point.”

These successes seemed mountain
ous in those days and helped con
vince him that the inborn talent, to 
some extent, at least, lay within him. 
He started work for the Detroit 
.Vetw in ’95 and became Washing
ton correspondent for that publica
tion at the then lordly salary- of $35 
per week. Later he joined the staff 
of The Free Press in Detroit and 
wrote for that morning paper for 
the three years preceding 1900.

With the dawn of the new cen
tury. James Schermerhorn decided 
that it was time to strike out as his
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own boss. So he organized an in
dependent newspaper, the Detroit 
Today, the only one-cent paper in 
the city at that time. How the new 
publication got by, against the almost 
inhuman odds of the securely estab
lished competitors, only the Lord 
and J. S. can explain. The paper 
made up in brilliancy and notoriety 
what it lacked in circulation and. 
in 1901, it helped give the Detroit 
Times, into which the original paper 
was changed, a send-off which has 
gathered momentum every year.

In discussing the lives of various 
editors one can aptly say the same 
things over and over again in differ
ent words for many of them. But 
James Schermerhorn is truly unique. 
He is one of those rare geniuses de
veloped in the Middle West—one of 
the notables who chose to stand and 
■.’■ork a’onc- -like Henry Ford, 
Thomas Edison, and many others.

Schermerhorn was the first editor 
01 publisher to drop from his col- 
iniin' advertising of intoxicants, 
and fake medicine. He is not so 
strict about cigarettes, but has ex
pressed the belief that it would be 
to the best Interest of young folk
in h’s '-irculation family to omit ap 
peals in behalf of nicotine. Tn this 

regard he says that he wants "every 
product advertised to be of such a 
high character that I would go bail 
for it and advocate it in the editorial 
columns, if need be.”

Fie is the first editor in his area 
who edited a church page. He was 
the first midwestern editor who fore
saw the rising star of Woodrow 
Wilson and who helped blaze the 
way for Wilson’s election triumphs. 
Schermerhorn maintains a strictly 
independent policy, however, in po
litical matter?..

Mr. Schermerhorn yy as one of the 
first publishers in the country to 
come out squarelv for prohibition, 
woman suffrage, and other political 
issues which are now accepted but 
which were scoffed at when he dared 
to defend them, in the first years of 
their development.

He maintains a personal independ
ence which few public characters 
can equal. He does not belong to 
any club, lodge, fraternity or organ
ization of any kind in which he 
might feel obligated to modify edit
orial expressions for friendship’s 
sake. But in this seeming policy- of 
isolation he has won thousands of 
warm friends who will swear bv him 
as one who speaks the truth with 

perfect frankness. Thus he has built 
up a following ch rafporte with him.

KNOWN AS AN ADVERTISING MAN
Mr. Schermerhorn has taken part 

in a record number of national and 
local advertising activities. He has 
attended and taken an active part in 
nearly all the important advertising 
men’s meetings for many years. A 
striking address by him usually 
marked each of these occasions. All 
this has tended to make him perhaps 
more renowned among advertising 
men than among newspaper pub
lishers.

He has delivered speeches in 
many cities in the United States, for 
a multitude of activities. Church 
movements, Y. M. C. A. campaigns, 
chamber of commerce lectures, edu
cational programs, advertising con
ventions, press association meetings 
—all of these on occasion have 
called upon Schermerhorn to give 
one of his powerful, rollicking talks.

There are many other points for 
which Schermerhorn is unique as 
an editor and publisher. But these 
give an idea of his breadth. It must 
be admitted that he invariably' gets 
along remarkably well, even when 
audiences are not particularly “yvith 
him” at the outset. His funny 
stories pepper his talks and writings, 
keeping audiences and readers at at
tention. Swift repartee has pulled 
him out of many a bad hole in pub
lic argument. For an example, sev
eral years ago. when Peruna was 
running big in the advertising world. 
Schermerhorn advocated to a body 
of publishers and advertising men 
that they put a ban upon that and 
similar medicines. As he began his 
address, the orchestra had just left 
the stage in the hall, and the chair
man asked Schermerhorn to go to 
the platform to talk. En route to 
the stage. Schermerhorn remarked 
that he was “called higher.” At 
the close of his striking oration, con 
demiting certain kinds of advertis
ing, there yvas not a stir of applause. 
The yvhole house was either against 
him or afraid to support him openly. 
And as Schermerhorn clambered 
down the steps of the platform, 
someone satirically tried to rub the 
defeat into the speaker by remark
ing that “Schermerhorn, after being 
called higher, had descended again, 
but yvas leaving hi> harp on high." 
referring to an orchestra harp left 
on the stage by the musicians.

To this Schermerhorn flashed 
back, “I thought it best to have the 
harp up there and the tuneful lyre 
(liarl at the other end.”

(Continued on page 40)
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Saving 5 % and Getting 25 % in Dead Ends
Emphasizing Concentration on Salable Merchandise 
Rather Than on Shaving Prices—Showing How Dealers 
in Seeking One Advantage Often Lose on the Other 

By SAUNDERS NORVELL

LET US start here with the re
tail merchant when he goes to 

.market to buy his opening stock. I 
haxe sold hundreds of stocks of 
goods and haxe therefore been pres
ent at the birth of hundreds of new 
merchants. In selling these "new 
stocks" there was frequently ven- 
hard competition. A number of 
jobbing houses were trying to sell 
the merchant and to convince him 
that it would be to his interest to 
cast in his lot with them. I was 
fairly successful in selling these 
stocks, and now I am going to give 
you one of the secrets of my suc
cess.

It is very simple. I simply told 
the merchant the plain truth about 
the retail business as I saw it. 
Most of my competitors attempted 
to make the customer believe they 
would sell him the goods at cost or 
at least very much cheaper than any 
* me else.

In a word, all of them talked 
price.

As a result, most of these new 
merchants became imbued with the 
idea that there was just one prob
lem in doing business, viz., to buy 
goods cheap, and that the greatest 
danger to them in business was that 
somebody was going to "rob” them 
in the price.

Then, without belittling the nec
essity of buying their goods at the 
right prices, I attempted to prove to 
them that the price at which goods 
are bought in the retail business is 
not the main consideration. I tried 
to show them that most merchants 
paid just about the same price for 
their goods. The thing that I em
phasized was that the main point in 
liuving new stock was to get the 
right assortment of goods—goods 
that xvould sell in their community— 
and to buy these goods in the quan
tities, sizes and styles, just as they 
sold. Sometimes a merchant was 
■doubtful in regard to this proposi
tion. and then I put it to him this 
way :

"Suppose you and I wish to buy 
out a retail stock. Suppose we 
went to ten towns, say of 5,000 
population, and looked over ten run
ning retail stores with a stock of 
merchandise worth say $5,000. Now, 
I put the question to you: In your 
opinion how much cheaper would 

the closest and most careful buyer 
of these ten stores buy his goods 
than the most careless buyer?” On 
the entire stock it would usually be 
agreed that the close buyer would 
not get an inside of more than 5 
per cent.

In other words, the difference 
would be $250 on the total stock.

"Now,” said I, "in your opinion 
how much difference would there 
be in value between the best assort
ed stock and the poorest—that is— 
by reason of unsalable goods, dead 
stock, wrong sizes, etc.?” W'e us
ually agreed that this difference 
would amount to fully 25 per cent 
to 30 per cent.

“It is for this reason,” I would 
then say, “that I hold that the char
acter, condition and assortment of 
goods in a retail store is of greater 
importance than the extra 5 per cent 
a merchant may obtain by the clos
est attention to buying.

Now, this new merchant would 
say, “Well, why can’t I buy cheap 
and also get the right assortment?”

One Sale or Twelve?

WHAT has 
smear his 
every particle of 

his product you 

become of the old-fashioned manufacturer who used to 
name-plate or his package all over the page and take up 
the typespace with copy designed to state that if you used 
needn’t buy anything else?

Nowadays the idea of co-operation in sales 
competition. The latest thing in merchandising 
tion ” which, even though the prospect may not 
sales to accompany the product advertised.

Many manufacturers of ifood-stuffs are featuring their cook books and 
recipes, Del Monte even going to the extent of using practically all of an 
$8,000 page in a national publication to print thirty-five ways of serving 
Del Monte products, every one of xvhich xvould necessitate the purchase of 
other goods handled by the retail grocer.

Possibly the best example of this new note in suggestive selling- -an 
idea which is rich in possibilities for the progressixx merchant—is the recent 
advertisement of Swans Down flour, in which the retailer is reminded that 
the sale of each package of this product prompts an average $4 sale of flavor
ing extracts, baking powder, spices, cocoanint, chocolate, sugar, eggs, butter 
and other ingredients necessary for the making of lighter, whiter, finer 
cakes.

The grocer is not the only one who can take advantage of this sugges
tion. The druggist who sells a toothbrush or a safety razor ought to have 
but little difficulty in convincing the purchasers that they need a tube of 
toothpaste or a cake of shaving soap; the store that sells a bed or a conch 
ought also to sell the pillows and sheets to fit it ; even the- shoe dealer has ex
cellent “suggestive side lines” in shoe-trees, laces, polishes and hosierx.

Experts agree that the only way to 1>eal the high cost of living is bx 
increasing the individual production capacity. So, too, the best way to 
beat the high cost of selling is bx adding to the amount of the individual 
sale—bx- making two or six or twelve sales at a time, instead of one.

’ —Retail Public Ledger. Philadelphia.

My answer to this was, "Simply be
cause it is a peculiar twist of human 
nature that the man who always 
wishes to buy things cheaply de
votes so much thought to the extra 
5 per cent that he forgets other con
siderations entirely.”

To illustrate—the close buyer is 
almost invariably overstocked with 
"windows” because in order to get 
his extra 5 per cent he has been com
pelled by the seller to buy in large 
quantities—much larger quantities 
than he actually needs. Then many 
a retail buyer in his vain desire to 
buy direct from a manufacturer and 
to get the extra 5 per cent has had 
to buy more goods than he needed 
to make up a shipment from this 
manufacturer when it would have 
been much better for him to have 
bought in a more moderate quantity
even at a somewhat higher price 
from his local jobber.

Then I called the attention of 
this new' merchant to another fact 
that probably had not occurred to 
him. It is a simple matter to get a

appears to have replaced 
is “ cooperative competi- 
realize it. suggests other 
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salesman to make prices when lie 
has a price-book in front of him. 
Tl e making of prices for reasons 
that will follow later in this article 
does not take much salesmanship. 
A a matter of fact, the average 
salesman has very little leeway, but 
when w e leave the question of prices 
.'■nd get to the question of assort
ment of goods, then it takes real 
salesmanship with knowledge and 
experience to see that the new mer
chant is put into business right.

As I have remarked before. I 
went on the road when I was nine
teen years of age. I went out West, 
where business was booming. In 
those first two or three years as a 
salesman I had many “new stock” 
orders thrust upon me. Will the 
good Lord ever forgive me for what 
1 did to some of these merchants in 
helping them select some of their 
assortments? When Gabriel's Horn 
Hows and I am called to judgment, 
some of the charges I will have to 
answer I am sure will be preferred 
i y the ghosts of some of my former 
trade. I gave them prices, all right. 
11 at was easy. The prices were in 
:ny book, but there was no guide to 
assortment, and the confiding mer
chant got merchandise for which 
there was not a call within five hun
dred miles.

I suppose this accumulation of 
dead stock is still on the shelves, 
covered with the dust of the years 
and with the fly specks of many 
generations of flies. I never know
ingly overcharged a customer. 1

FIRST OF A SERIES

What Do You Want to Know?

PROBABLY no other paper in the coun
try has a more intimate knowledge of its 
market than has The Indianapolis News. 

The market is very compact. Information 
has been co-ordinated and correlated. 
Trade information of practically every 
nature is available. Your letter will bring 
you what you want.

Use Newspapers on a
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THE INDIANAPOLIS NEWS
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DAN A. CARROLL
Tribune Building 

FRANK T. CARROLL
Advertising Manager

ne\er asked more than our selling 
price. My conscience does not prick 
me on the score of prices, but, oh, 
those assortments that I scattered!

My dear friend, do you realize 
that to-day in the L’nited States 25 
per cent of all the capital invested 
in business it tied up in the ends of 
the line." Don't you know what 1 
mean ?

Then there was another fact that 
I used to call to the attention of 
these merchants who had the idea 
that their nfain object in life was 
to buy goods cheaper than their 
competitors. This idea was that 
about 25 per cent of the average 
retail stock consisted of goods on 
which the manufacturer fixed the 
price—there was only one price. 
Then there was another 25 per 
cent, which consisted of jobbers 
special brands, where the jobber 
fixed the price—there was but one 
price.

Then there was another 25 per 
cent of goods, on which no man 
could tell whether the price was 
right or not—goods bought on trust.

For instance — who knows the 
real value of a medium or high- 
priced razor strop? In order to 
know the real value of this strop 
you would have to know whether 
the hide was cut over the back, 
the side or the belly of the cow. 
Leather from each locality has a 
different value, and you certainly 
cannot tell this leather when it is 
fixed up in a razor strop.

Then take brushes. How can

Chicago Office 
J. E. LUTZ 

First National Bank Bldg. 

you tell the exact value of a brush 
unless you count each bristle, and 
so know just how many bristles 
and how much tampico is in the 
brush ?

So if the above statements are 
correct, we have 75 per cent of 
a retailer's stock on which he ab
solutely pays a fixed price. This 
leaves 25 per cent of staple items 
on which he can occasionally pug- 
gle an extra 5 per cent, but is the 
game worth the candle? Personal
ly. I think not.

I have always preached and I still 
preach that the main thing in the 
retail business is salesmanship and 
the ability to sell goods. When 
vour goods are bought in right as
sortments then comes the question 
of moving the goods. Here comes 
the art of salesmanship, and in this 
art I include the arrangement of 
the store, show-window, show-case, 
and the smile on the face of the 
clerk.

If vou will investigate the his
tory of the most successful retail 
merchants that this country has 
produced, vou will find that judg
ment in the purchase of their mer
chandise and not the obsession to 
buy something cheap, built their 
reputation ami their fortune. A. T. 
Stewart, the first of the great mer
chant princes, grew from the small
est of storekeepers, with an original 
capital of less than $1,000 to a vol
ume of over $2O,oooax m > a year on 
this principle—Stewart assortments 
yvere selected with the finest dis
crimination with the view to their 
selling, not their saving qualities.

Charles L. Tiffany, founder of 
the great world-famous jewelry 
house, started business September 
18. 1837—the vear of the terrible 
national panic—with but $500 cap
ital. In his first three davs his to
tal receipts were but $4.88. But 
Tiffany had what other merchants 
didn’t have—taste, refinement, judg
ment. and psychic sense. In buying 
his initial stock, he aimed for dis
tinction of its quality, and then, 
when his merchandise arrived, in
fused into its display the love of an 
artist. Folks who came into his 
store went away and told all their 
triends of the elegant line of mer
chandise he carried and the exqui- 
>ile taste shown in its display. The 
dav before Christmas — three 
months after starting—he took in 
$230, and the day before New 
3 ear's the receipts jumped for the 
day to $075. Prom that day busi- 
nc'S soared higher and higher. 
When the French Revolution of 
1848 sent Louis Phillipe into exile, 
and his nobles into pawn. Tiffany 
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hurried to Europe and bought all 
the diamonds of the hard-up aristo
crats and a part of the French 
crown jewels, including a zone once 
worn by Marie Antoinette. Tiffany 
aimed high—sought quality—assort
ment—not price, always keeping in 
mind their selling appeal.

Stud} the history of Marshall 
Field and you’ll observe the same 
principle at work—with the same 
result. Stew art. Tiffany and Field, 
besides using judgment in what they 
bought, met their customers at the 
front door with a smile and insisted 
on their employees doing likewise.

Do not forget that smile.
Then with a smile, the pleasant, 

gentle voice If I were running a 
retail store. I think the first thing 
I would do everv morning would 
he to get my clerks together and 
sav: "Gentlemen, now let us all 
smile. Let us see who can put on 
the best smile to start the day’s 
work.” If you have a grouchy 
clerk in your store, if you cannot 
cure him of the grouch, put him to 
work in the basement. Do not let 
him get in front, where he will 
come in contact with your custo
mers.

The other day I dropped into a 
cigar store on Vladison Avenue, and 
as I was lighting my cigar, an 
old man came in and mumbled 
something to the clerk. The clerk 
was very sharp and short in serving 
the old man. As he went out, the 
clerk turned to me and said: “A 
lot of dubs do come in here.” "Yes.” 
I answered, “the only trouble with 
that old man is that he is deaf and 
vou are not keen enough observer 
to remark that fact. Of the two, 
my dear boy, I think you showed 
up as the dub.”

Let us not forget that some of the 
most famous personages of the 
world have been hard of hearing, 
including Beethoven, the world's 
greatest musician; Julius Caesar, 
the world’s greatest soldier; Dr. 
Swift, the world’s greatest satirist, 
and a host of others little less dis
tinguished. among whom may be 
mentioned Coleridge, the poet; Har
riet Martineau, the essayist; Sir Jos
hua Reynolds, one of the world’s 
great painters, and our own Tho
mas Alva Edison. Of the 100.000,
000 inhabitants of the United States, 
an estimate was made some time 
ago that approximately 3,000,000 
suffered in one degree or another 
from impairment of the hearing 
sense, including the wives of three 
of the richest men in America. Look
out—be considerate to the hard of 
hearing—they can help or hurt you, 

depending upon whether you please 
or offend them.

Have you, as the proprietor of 
your store, ever told your clerks to 
look out for the deaf and those 
who can hardly see/

People who are almost blind and 
who are deaf are very sensitive in 
regard to their affliction. Usually y ou 
can tell a deaf person because, 
strange to say, a deaf person speaks 
in a very low voice. You can gen 
erallv notice those who have very- 
poor evesight because they hesitate 
in walking. A retail clerk who will 
studv these things, who will speak 
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loud and clearly to the deaf, and 
who will take pains to explain 
things verbally to the almost blind 
is a pearl without price. I wonder 
how often in your store you have 
had your clerks assemble and dis
cuss the handling of different kinds 
of customers?

Not long ago I went into a re
tail store and called for a certain 
collar. The clerk looked at me and 
said, “We don’t keep ’em;” and 
then he said nothing more. I asked 
him why he did not try- to sell me 
something else. “Well,” said he.

(Continued on page 47)
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Advertising Mediums Useful for Export Campaigns 
A List of Publications in Foreign Fields 
With Some Explanatory Notes

By CLAYTON SEDGWICK COOPER
Author of “Understanding South America,” “The Man of Egypt," etc.

AS id definite kind> of periodicals 
to use for foreign trade adver
tising the following suggestions may 

lie of use: Saturday Evening Post, 
Literary Digest, Neto York Times, 
System, The Christian Science 
Monitor and the A cre York Sun, all 
of which papers and periodicals 
have been read by the writer in for
eign homes and many clubs of the 
chief cities of the Orient, Europe. 
Africa and Latin America. The 
advertising in these widely read 
American publications is quite likely 
to be noticed by business firms in 
different parts of the world and this 
has been a very real means of start
ing first inquiries concerning Amer
ican products.

Export Papers.—One of the first 
mediums to be considered is that of 
export trade papers which are be
coming important international trade 
media. These export publications 
are looked upon by many business 
men abroad as catalogues of Ameri
can products in merchandise and 
have been one of the greatest single 
factors of private enterprise in 
bringing together more closely the 
commercial interests not only if the 
two Americas but of our country 
and more distant lands.

The Golden Rule In Business
• There is an international leaven of morality abroad in the business world today. 
It is of recent origin and rapid growth. Its potential possibilities for good are 
unlimited, its accomplishments to date remarkable. It is not a new cult or be
lief or creed, but merely the application of ancient accepted principles to mod
ern everyday affairs. It is, in a word, the introduction of the Golden Rule into 
business and it is called “Rotary”—The Denver Times.
•' If you want to do business with the type of men who make up this organization 
advertise in

THE

ROTÀRIÀN
Magazine ©y Service

Published Monthly by the International Association of Rotary Clubs

Eastern Representative
Wells W. Constantine

31 East 17th St,, New York
6 So.

CHICAGO
Great Britain 

Tn os. Stephenson 
Charlotte St., Edinburgh,

Subscription price: $1.50 in U. S. A. and Cuba: $1.75 in Canada; $2.00 in all other countries

Member Audit Bureau of Circulations

Local Foreign Media.—In select
ing the magazines or periodicals gen
erally for advertising in foreign 
lands it is necessary to have local 
knowledge concerning such subjects 
as the conditions of the market, pop
ulation, its buying power, and the 
kind of publications which are most 
naturally adaptable to the traits and 
tastes of the people one wishes to 
impress.

In Argentina, for example, there 
is probably a greater variety of good 
publications than in any other one 
Latin American country. It must 
be remembered, here as in other re
publics to the south of the United 
States, that newspapers take the 
place very' largely of magazines, and 
there are many influential and well- 
edited newspapers throughout Latin- 
America which carry' great author
ity with the people. In Buenos 
Aires the prominent dailies, like La 
Prensa, La Nacion and La Razon, 
carry' a large amount of local adver
tising while the first two mentioned 
contain many' .American advertise
ments. The high-class Argentine 
weekly' Cara y Caretas has a large 
circulation up and down the coast 
as well as in the interior of the coun
try', and in a recent issue carried 
50 pages of advertising, 9! 2 pages

Advertising Manager 
Frank R. Jennings 

qio So. Michigan Ave., Chicago 
Scotland 

icp.esenting products of 15 Ameri
can advertisers. There is also the 
art:stic monthly' called Plus Ultra. 
reaching the best classes of society 
and in its general makeup compares 
artistically with any magazine pub
lished in the United States.

In the Brazilian Republic there are 
important dailies such as Journal de 
Commercio, Correio da Manha, 0 
Imparcial, together with the illus
trated and popular weeklies Fem 
Fon, O Malho, etc., all of which cir
culate widely through the whole re
public. The Brazilian newspapers 
carry many literary articles which 
would naturally appear in the 
United States in our better maga
zines. The newspapers here as in 
Argentina are institutions of the 
country and are regarded with high 
respect.

Among the important publications 
in Chile are the dailies El Mercurio. 
of Santiago, and El Sur, of Concep
cion. There is also the illustrated 
weekly' review Zig Zag, which cir
culates widely on the West Coast.

In going up the coast to Peru the 
dailies assume even a more import
ant position and carry the chief ad
vertising messages. Among the re
liable newspapers are El Commercio. 
of Lima, and La Prensa, of the same 
city, which have a very large and 
important following in both business 
and social circles.

The IFest Coast Leader, a paper 
published in English at Lima, Peru, 
circulates quite widely along the 
West Coast, and is a well edited and 
worth while publication.

The Review of The River Plate, 
a British weekly paper published for 
the most part in English in Buenos 
Aires, carries in addition to British 
copy' considerable advertising of 
American firms.

WORLD MARKET MEDIUMS

World markets, however, cannot 
be exhausted without a more or less 
wide knowledge on the part of some
one connected with the firm relative 
to media in all the large foreign 
countries. (We are indebted for 
certain of this information to How
ard G. Winne. manager, Johnston 
Overseas Service.')

In Australasia the following dai
lies have been suggested as worthy 
media for attention: Melbourne
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Herald. Melbourne Age, Sydney 
Morning Herald, Brisbane Courier, 
H'cllington Post, The Press of 
Christchurch, N. Z., ami other 
yvorthy dailies throughout the com- 
monyvealths. In the class of import
ant weeklies of Australasia may he 
named the Sydney Bulletin, The 
Australasian, The Auckland Week
ly News and The ITeekly Press, 
Christchurch, N. Z., etc. Among 
the trade papers of this section we 
yvould suggest such reviews as 
Australasian Hardware and Ma
chinery, Chemist and Druggist of 
Australasia, Chemical Engineering 
anti Mining Revictu, Australasian 
Leather Trades Review and substan
tial motor trade papers.

In South Africa the prominent 
dailies to be mentioned yvhich have a 
wide influence are the folloyving: 
Cape Argus of Cape Town, with its 
valued yveekly edition. The ITeek 
End Cape Argus; the Eastern Pro- 
vinee Herald of Port Elizabeth, and 
The Star, of Johannesburg. The 
Sunday Times of Johannesburg 
yyields a powerful influence and is 
recognized as the most important 
Sunday issue of that district.

Trade papers which will be found 
satisfactory in South Africa and 
which are read by the chief commer
cial and industrial people are Indus
trial South Africa, South Africa 
Mining Journal, Motoring in South 
Africa, South African Motorist and 
Farmers' Weely.

FAR EAST PAPERS

In the Far East both English and 
native periodicals should be noted, 
since the English dailies and trade 
reviews are required to reach im
portant traders and foreign buyers 
despite the fact that they are not 
generally read by the native popula
tion.

The Far East and Eastern Com
merce, published in Japan, carry a 
message in English and Industrial 
Japan presents the story’ of selling 
in the language of the country.

In China yve have Millard’s Re
view, Industrial China and Far 
Eastern Review, all of yvhich make 
a substantial contribution to the 
trade press, while dailies in the Eng
lish language have been proven good 
media, and among these are: The 
F * kin Daily News, The China Press, 
N' rth China Daily News, and the 
South China Morning Post. In 
( hina. as in Japan, firms having lo
cal branch houses situated in the 
I irger cities would naturally depend 
upon their local managers to select 
such periodicals in the native lan
guage as would be the most useful 

to the particular product yvhich they 
wish to advertise.

In India there are dailies and 
yveeklies well edited, such as the 
Times of India, Bombay; The 
Statesman, Calcutta ; Capital, Calcut
ta ; Madras Mail, Madras, and trade 
papers of the character of the In
dian Textile Journal.

It may be further noted that 
throughout the English reading col
onies of (ireat Britain one finds the 
Illustrated London News, The 
Sphere, The Sketch and the Graphic. 
These papers are very popular and 
should not be overlooked among 

SYSTEMS BOND
The Rag-content Laft-driedThper at (he Reasonable Price '

Your stationery is responsible for a large share of 
your sales.

SYSTEMS BOND gives you a letterhead that serves 
as a fitting introduction to your business message

The toughness and crackle of SYSTEMS BOND are 
due to its rag fibres and its loft seasoning. Yet, with 
all its firm body, its close-knit texture and its pleasing 
finish, SYSTEMS BOND is sold at a business man’s 
price.

Ask your printers opinion. Have him quote on 
SYSTEMS BONI) for your next order of letter
heads.

A request on your letterhead will bring samples.

Eastern Manufacturing Company
General Sales Offices

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

advertisers who yvish to reach by 
pictures as well as by printed word 
the constituencies of such countries 
as India, Ceylon, Burma, South 
China, Egypt and South Africa.

STUDY OF FRENCH MEDIUMS

French publications are important 
for study by manufacturers since 
France has become such a large buy
er of American specialties of all 
inds. The trade and technical re
views are receiving increasingly 
large support on the part of Ameri
can advertisers. Among the leading 
dailies in France may be mentioned 
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/ e Petit Parisian, La Matin, Le 
Temps, Le Journal and LTntransi- 
geant. Among the technical and 
trade journals are such reviews as 
L’Usine, L’OutiUage, Sciences ct 
Armecs. In one of the comparative
ly recent issues of the L’Usine there 
were 105 pages of advertising with 
5 whole pages given up to the ad
xertising of 13 American manufac
turers. In France there are also a 
large and good selection of engineer
ing papers, hardware and machinery 
reviews, factory and plant publica
tions and ¡tapers on lumber and 
leather trades, in all of which jour
nals the rates are much lower than 
they are in the United States.

In Scandinavia there is a well de
veloped press with dailies and week
lies reaching the commercial and in
dustrial interests. Among those of 
note may be mentioned Affarsvarl- 
den, Electroteknisk Tidskrift, In- 
genir, etc., corresponding to our 
American issues of Manufacturers’ 
Record, Electrical World, American 
Machinist, and papers of a similar 
character.

If the appeal has a more general 
character, and dailies are required, 
the highly regarded Aftenposten, 
Christiania; Politiken and Borsen, 
Copenhagen; and Dagens Nyheter, 
Stockholm, are available.

The American manufacturer who 
is really in earnest about foreign 
trade will tind that a study of the 
large variety of the media for pre
senting his products in foreign lands 
wdl furnish him not onlx- with valu

Announcing
our removal to
709 SIXTH AVENUE

Opposite Bryant Park

Reuter Advertising Agency
Phone Bryant 4778-9

able money returns when properly 
studied, but also will stimulate his 
mind and imagination to a new and 
wide interest in the various nations, 
which are being bound to us today 
more closely than ever before in 
vital commercial union.

Editor’s Nott—This is the concluding chapter 
of an article on "Export Mediums and Meth 
od-" which appeared last week in Advertising 
St Selling.

Dealer Service Appoints V ice President
1'he J. R. Mayers Dealers Service Co., 

Xew \ ork, announces that L. J. Mayers, 
of the Washington, D. C, bar, has been 
appointed vice-president of the company. 
Mr. Mayers who is editor of the Institute 
of Government Research in Washington 
will assume the business management of 
ihe company.

Electrical Wheel Account with Kennedy
The Electric Wheel Co., Quincy, Ill., 

haxe placed its advertising with Will
iam Kennedy, 208 South LaSalle street, 
Chicago. Mr. Kennedy, as recently re
ported, was formerly with Critchfield & 
Co. ----- —

More A. N. P. A. Membership
The Attleboro. Mass., Sun has been 

elected to actixv membership in the Amer
ican Newspaper Publishers' Association, 
and the Denton, Texas, Record Chronicle 
and the St. Johnsbury, Vt.. Evening Cal
edonian have become associate members.

Lovejoy Returns to Tracy-Parry Co.
Frederic H. Lovejoy, xvho has been as

sociated xvith the Tracy-Parry Company, 
Inc., almost from the time of its organ
ization, has been appointed office man
ager at their New- York branch. Since 
his return from Y. M. C. A. service in 
France, Mr. Lovejoy has been engaged in 
other adx'ertising work, and previous to 
tilie organization of the firm, he was with 
N. W. Ayer & Son, and Strawbridge & 
Clothier, of Philadelphia.

Whitbeck is Sales and Adxertising 
Manager

Frank Whitbeck, who has been adver
tising manager for the Comerford Cir
cuit theatres, at Scranton, Pa., became, 
on April to, general advertising and sales 
manager of the Air Compressor & Equip
ment Company, San Francisco.

Miss Dunham with Johnson, Read
Miss June Dunham, of the Christian 

Science Monitor, has joined the staff of 
Johnson, Read & Company, advertising 
agency, Chicago. Previous to her connec
tion with the Monitor, Miss Dunham was 
associated xvith Peck & Hills, furniture 
jobbers.

Former “Globe” Man with Brokers
Frederick B. Taintor, managing editor 

of the Nexxr York Globe for the past fif
teen years, who was succeeded by Bruce 
Bliven, has become associated with 
Walker Brothers, New York.

James Schermerhorn
(Continued from page 34)

That brought down the house and 
took the edge off of much of the cut 
which the orator’s reform speech 
made. But little by little his doc
trines of clean advertising began to 
“take” at meetings of advertisers 
and publishers. Finally, a few years 
ago, following his famous speech, 
“Truth in Advertising,” before a na
tional advertising convention, his 
slogan “Truth” was adopted by the 
assemblage. The Associated Adver
tisers will remember him for a recent 
stroke—that of advocating the 
League of Nations and the Peace 
Treaty, during the Nexx- Orleans con
vention.

There is much which might be 
said along these lines. But some of 
his idiosyncrasies should be noted 
before setting down “finis" to this 
subject.

James Schermerhorn is easily rec
ognized for his extraordinary fea
tures. especially his great, square, 
fighting face, which seldom loses the 
stamp of his strong sense of humor. 
He is a terrific hustler—he has to be 
to accomplish all that he does.

His method of keeping healthy is 
"hiking." He walks five or ten miles 
every Sunday and is proud of the 
walking expeditions he took in his 
youth through Bermuda, Jamaica, 
Florida and other Southern districts, 
including Mexico. He lives his edit
orial preachments. But in spite of 
some habits which his competitors 
say xvould mark a “crank,” he is a 
regular fellow. It is easy to see in 
a fexx- moments’ conversation with 
him that he is a genius and a big 
man ; but when you hear him crack 
a joke and laugh, it is still easier to 
realize that he is tremendously 
human.



May i, 1920 Pack 41

Looking Back at the A. N. P. A. Convention
A Summary of the Achievements of the New 
York Meeting and the List of Officers Chosen

THE “Four Hundred" of news- 
paperdom—that 475 who at
tended the big convention of the 

American Newspaper Publishers 
Association at the Waldorf-Astoria 
Hotel in New York recently—have 
now dispersed to their homes far 
and wide over the Unitd States and 
Canada and the newspaper world is 
today casting up, estimating and re
viewing the results of their four 
days’ labor in the eastern metropo
lis.

Agreed that the record-size con
vention represented publishers’ 
thought throughout North America 
north of the Rio Grande; agreed 
that the publishers assembled were 
facing their big problems with an 
unprecedented determination to find 
a solution in unitv, the results of 
this meeting attain a great and sig
nificant importance.
SOME OF THE “FOURTEEN POINTS”

These results are summed up in 
the disposition that was made of the 
“fourteen points,” as they were 
nicknamed—the points raised to be 
formulated in resolutions intended 
to express the common opinion of 
rhe assembly.

One of the results which attract
ed much attention was not expressed 
in resolution form at all. This was 
the “gentlemen’s agreement” entered 
into by the publishers of the larger 
daily papers throughout the coun
try to the effect that they would 
keep out of the spot paper market 
and confine their supplies to the 
paper due them on contract. In 
convention session, the publishers 
passed a resolution binding them
selves not to consume any more 
newsprint from May 1 to December 
f. 1920, than they used during the 
same period in 1919.

By another resolution, the con
vention declared itself in favor of 
the 48-hour week and asserted that 
the 44-hour week, which it is under
stood the International Typographi
cal Union will demand in the new 
contracts to be drawn up May 1, 
1921, is "unjustified.”

Another big point was disposed 
of in the resolution calling upon 
Congress to repeal the excess profits 
tax as unsound and productive of 
irreparable injury to the people at 
large.

A fourth resolution which will 
keenly interest advertisers condemn
ed the reset charge, imposed by a 
union rule which demands that all 

matter received in a printing office, 
even in mat form, or already set up, 
must go through the composing 
room and be set up as if it had ar
rived in cop}- form. This resolu
tion, while calling upon the mem
bers of the association to observe 
their present contracts upon this 
inatter, urged them to “use all fair 
means within their power” to elimi
nate this “abuse” the only purpose
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Did You Ever Waste-Basket
A Princess-Covered Publication?
QUITE naturally, the first appraisement of a catalog is at its face value. 
The exterior must be so pleasing to the eye as to invite intimate acquaint
ance xvith the contents.

A catalog clothed in Princess Cover Paper will always arrest the at
tention and elicit favorable comment. Such beautiful colors are not en
countered in every mail; they are a little high-priced for the common run.

To its attractiveness, Princess Cover Paper adds a serviceability that 
is only approximated by the best cloth binding fabrics.

Pure white, jet black, and through a harmonious spectrum of twelve 
shades, the Princess Covers suggest an endless array of striking color treat
ments. Mate your printed matter xvith this splendid line of cover material 
and increase its productiveness.

Have you a demonstration book of Princess Covers?
Are you receiving XTRA. the inimitable H. O ?

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

of which "is to make more and un
necessary work for members of the 
union without any proportionate re
turn to the publisher.”

THE NEW OFFICERS

T. R. Williams, of the Pittsburgh 
Press, formerly vice president, was 
elected to the presidency of the A. 
N. P. A. to succeed the retiring 
chief executive, Frank P. Glass, of

CONNECTICUT
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WILLIAM F. ROGERS 
Chairman A. N. P. A. Bureau of Advertising 

Committee

the Birmingham News. Paul Pat 
terson, of the Baltimore Sun be
came vice president; John Stewart 
Bry an, of the Richmond Nezus Led
ger. secretary ; and G. H. Larke, of 
the New York ITorld, treasurer.

The directors for 1920-21 will 
be F G. Bell. Savannah ATtca; E. 
II. Butler, Buffalo News; J. E. At
kinson, Toronto Star; Elbert H. 
Baker, Cleveland Plain Dealer; Hil
ton U. Brown, Indianapolis News; 
Hany Chandler, Los Angeles 
Tinies; Hopewell L. Rogers, Chi
cago Daily News; and Charles H. 
Taylor, Jr., Boston Globe. H. N. 
Kellog remains as chairman of the 
standing committee on labor and 
Lincoln B. Palmer as manager of 
the Association.

The Bureau of Advertising re
elected William I?. Rogers, of the 
Boston Transcript, chairman; Laf
ayette Young, Jr., of the Des Moines 
(la.) Capital, vice chairman, and 
Howard Davis, of the New York 
11 ibune, treasurer. William A. 
Thomson, director of the Bureau, 
and Thomas FL Moore, associate 
director, remain at the helm.

Other members of the committee 
for 1920-21, all re-elected, are Da
vid B. Plum, of the Troy Record, 
and Louis Wiley, of the New York 
Times, who continue as the Bu
reau’s Finance Committee; G. Ed
ward Buxton, Jr., of the Providence 
Journal; Harry Chandler, Los An 
gele' Times; William Findlay, To 
ronlo Globe; Fleming Newbold, 
Washington Star; S. E. Thomason, 
Chicago Tribune: and fohn B. 
\\ oodward, Chicago Daily News

The annual luncheon of the 
Bureau of Advertising of the A. 
N. I’. A. held April 21, al 
the Waldorf-Astoria in New York 
was remarkable for more things 
than one but one of the things it 
was most remarkable for was the 
brass tacks answer to the question: 

“What are the reasons for the pres
ent enormous volume of advertis
ing/" made by William A. Thomson 
in tiis speech reviewing the year's 
work if the Bureau.

We hear a lot of loose talk these 
days about manufacturers evading ex
cess profit taxes by making big appro
priations. said Mr. Thomson. This 
strikes me as being very loose talk in
deed. talk that is not borne out by the 
facts but which must inevitably injure 
the standing of advertising.

advertising after the war
Al the close of the war the Depart

ment of Labor issued an appeal to ad
vertisers to advertise liberally for the 
purpose ol stabilizing business, and, in
deed, advertLi.ig was needed badly so 
tar as nationally distributed products 
were concerned. The leading products 
in every line of merchandise had en- 
lisrcd for the war When the Govern-

G EDWARD HI X fl IN. JR.
Of the A. N P A. Bureau of Advertising 

Committee

ment wanted to buy products for war 
uses it bought the leaders and the Icad- 
< rs were invariably advertised lines. The 
result was that most of these products 
were missed Horn their familiar places 
on the dealers' shelve;.. in the homes of 
the consumers and their places were 
taken by articles 'ess well known. Every 
survey made by the Bureau of .Adver
tising at the dose of the war disclosed 
this loss of good wib for advertised ar
ticles.

With the coming of the armistice, 
manufacturers adopted the quickest and 
cheapest method of winning back this 
lost ground with the consumer and ad- 
wrtised heavily. That has been one of 
the real causes for the present volume.

Then again the redistribution of wealth 
that followed the war created markets 
for many lines of merchandise where 
these markets never before existed and 
this brought into ihe field new advertis
ers and more advertising.

I believe firmly that a careful analysis 
of the situation will show the percentage 
of advertising to sales today is not any 
greater than it was in the normal year, 
particularly in view of the fact that ad
vertising has increased so little in cost 
and merchandise has advanced so much. 
While it may well be so that some 

manufacturers have taken this opportun
ity to invest money in advertising and to 
create new volumes of business upon 
which incidentally the Government col
lects taxes, 1 think it is well for all of 
us to be in possession of facts which 
show sound economic reasons lor the 
vast majority of the dollars spent today 
in adverti ing.

WHAT THE BUREAU HAS DONE

Continuing on the subject of the 
Bureau’s work in building up news
paper national advertising during 
the year, Mr. Thomson said in part:

The Bureau has had a splendid year, 
the best year in its history’. It found 
opportunity not only to render its great
est service among advertisers and agen
cies, but to strengthen its position and 
10 enlarge its work. The readjustment 
and the equalization of its dues made 
possible an increase in membership of 
50 per cent ; an increase in monthly in
come of 60 per cent; the doubling of 
its surplus, and the establishment of a 
middle western office in Chicago. The 
opening of this Chicago office fulfills an 
old ambition and a long realized need. 
From now on, the important middle
western field will be covered adequately 
in the development of newspaper adver
tising.

The volume of national newspaper ad
vertising in 1019 reached the huge sum 
of $150,000,000. It is a pleasure to be 
able to say that the individual members 
of this Bureau increased their national 
advertising by at least 70 per cent aver
age over 1018. Of course, I know this 
has not proved an unmixed blessing, in 
view of the paper crisis.

But I don’t want to talk about paper 
From the standpoint of the Bureau’s job 
the big fact is that newspaper advertising 
has reached .the point of supremacy as 
a national medium that it has always 
held as a local medium. The Bureau of 
Advertising has done its duty as a fac
tor in this achievement.

EACINi; THE FUTURE

I have said the Bureau was determined 
never to be satisfied, lust now it is de
clining to yield to ihe temptation to con-

JOHN SULU VAN 
Secretary-Treasurer Association of National 

Advertisers
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D. D. MOORE
Editor and Manager, New Orleans Times 

Picayune

template contentedly the great volume oi 
newspaper advertising as a finished fight 
and a work accomplished. The newspa
per has come to stay as the great na
tional medium of advertising, but if we 
newspaper men would be fair with our
selves we must have vision enough to 
look clearly at the future beyond these 
abnormal times with their great oppor
tunities and their great difficulties. Every 
plan the Bureau has made has been laid 
with a certain knowledge that the read
justment of our economic life which is 
bound to come, must leave us once more 
seeking and selling advertising as it 
seems to be seeking us today.

It is admitted that the country faces 
an era of tremendous competition after 
the pendulum has swung back and this 
competition will extend to advertising, 
too. How much of the good will and 
the appreciation of our medium will en
dure? I think this will be largely gov
erned by the intelligent and constructive 
thought we give today to the problems 
of advertisers, by our ability to apply 
our medium to meet these problems and 
by the organized selling effort which w'e 
put behind it.

If the Bureau of Advertising shall con
tinue to be the national advocate for 
newspaper advertising, it has a larger 
job before it than it ever had. Its obli
gations for service grow with the volume 
of advertising. Each new service opens 
new fields for development. The closer 
the analysis which it induces advertisers 
to make of their market problems, the 
greater the tax upon its facilities. We 
are proud of the fact that 50° newspa
pers support the Bureau, but acutely 
conscious that hundreds don’t support it 
but profit by its work. This will al
ways be true in some degree, but surely 
the useful service which this Bureau has 
performed justifies the expectation that 
in another year our membership list will 
include the entire membership of the 
A N. P. A.

Educating the public up to adver
tising; selling the public on the idea 
of advertising as one of the most 

potent of forces in the development 
of human affairs in general: this 
was the theme of the address de
livered at the annual luncheon of 
the Buteau of Advertising of the 
A. X. P. A. at the big meeting in 
the Waldorf-Astoria in New York 
bv John Sullivan, Secretary
Treasurer of the Association of 
National Advertisers. Warning 
his audience of the dangers of let
ting the public remain, if not in ig
norance, at least in a state of veri- 
dim understanding of the raison 
d’etre and the aims of advertising, 
Mr. Sullivan said in part:

Advertising will be under fire during 
at least the next five years. The period 
may be more or less according as this 
factor in the development of human af
fairs is permitted to be regarded as a 
self-centered interest, or as operating 
and functioning in the broadest sense— 
commercially, socially, religiously, scien
tifically, educationally and governmental
ly—permitted by the kind of men and 
women present at this luncheon of the 
Bureau of Advertising.

LOUIS J. WORTHAM 
Of the Fort Worth (Texas) Star-Telegram

The attacks will come from the old- 
fashioned economists—the one-dimension 
economists; they will come—they arc 
now coming—from administrators, from 
government officials, from politicians. To 
adapt Walt Whitman’s phrase, organ
ized nations constantly suffer from the 
audacity and the ignorance of elected or 
appointed persons. The attacks will 
come also from the rank and file of 
industry and commerce.

There will also be attacks from indi
viduals here and there who can be clas
sified as dilletantes—the long-haired men 
and the short-haired women—the people 
who, strange to say, consent to abide in 
so imperfect a w-orld, and who should 
step off the edge of this sphere into one 
all nicely smoothed out and perfumed 
for them.

Scarcely any attacks. I anticipate, will 
be made en masse. The public in gen
eral will not attack; but, also, the pub
lic will not defend. The public is inert, 
apathetic, and if not altogether ignorant, 
indefinite in its knowledge, and particu
larly indefinite in action.

So far as the public, as a whole, is 
concerned, there will not be attacks, but, 

rather, doubt, questionings, curiosity, aris
ing out of economic ignorance, or in
complete economic knowledge.

How should the attacks be met? What 
strategy should be employed? Our con
cern is to educate the economist, the ad
ministrator, the legislator, the heads of 
government departments, the politician, 
the labor leader. Single them out for 
personal and absent treatment. They are 
the people who must be sold correct eco
nomic ideas. Sell them; they will sell 
the others. Sell them; they will influ
ence the mass. Every attack, every in
stance of ignorance, of doubt, of preju
dice, must be met. There will be fight 
at every step; but the ignorance, the 
doubt, the prejudice, must be fought step 
by step.

GETTING A FRIENDLY ATMOSPHERE

At the same time, education of the 
public must be pursued constantly for 
the purpose of creating and maintaining 
a generally friendly atmosphere that will 
act as a buffer to the onslaughts of the 
economist—the old-fashioned economist, 
of course—the politician, and other indi
viduals, to say nothing of the disgrun
tled publisher who seems to think that 
manufacturers have in some location in
accessible to them a vast reservoir of 
money for advertising, for dipping out 
of which they have furnished huge and 
individual ladles to the publishers of 
magazines and large city newspapers.

At the same time, we must get our 
own definitions straight.

If there are any men who should get 
their definitions of advertising straight, 
they are surely the publisher, the pub
lisher’s representative, the printer, the 
lithographer, and every other person en
gaged in w-hat is called the advertising 
business. In the development of this 
factor in business, in human affairs gen
erally, we are the leaders. If we do not 
lead, how shall the mass be led? And 
if we do not know' thoroughly what we 
mean when we talk of and about adver
tising. hew shall we lead?

Among ourselves we use a certain ad
vertising terminology. We understand 
it. Scarcely anyone else does. The man 
in the street does not. The average man 
in legislative assemblies does not. He

J. M. NORTH. JR.
of the Fort Worth (Texas) Star-Telegram
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ducs nut even know what we mean when 
we use the word advertising. Advertis
ing is to him a fad, a fancy, a pastime, 
the means by which a predatory interest 
gets more money than it deserves—and 
to him most business—most big business 
—is predatory. Advertising to him is 
i usincss gone mad.

TALKING IN SELLING TERMS
Put take that man in the street, that 

average man in legislative assemblies, 
or any other kind of average man with 
whom we have to deal, and talk about 
selling goods instead of advertising them. 
Does he ask why the manufacturer wants 
to spend money to sell his goods? Yet 
there was doubtless a day- yvhen the in
dividual salesman yvas an innovation in 
promoting business, and was considered 
an unnecessary expense. The ordinary’ 
human being is reluctant to acknoyvledge 
the existence of a dimension of anything 
with yvhich he is unfamiliar.

That being the case, we must talk to 
him in words he understands. Let us 
go into the dimension in which his un
derstanding functions, and lead him, by 
using his language, to venture with con
fidence into another dimension.

Call advertising massed selling, the 
massed salesman, the massed marketing 
method, and even the man in legislative 
halls understands. Make him understand 
that only by securing and stabilizing mar
kets, by securing a constant outlet, can 
a manufacturer venture upon large-scale 
production ; that large-scale production 
can only be standardized if there is a 
constant output ; that only through stan
dardized large-scale production can the 
minimum unit cost of production be se
cured; that only bv the massed market
ing method—advertising—can a manufac
turer stabilize his markets, go on to 
standardized large-scale production, se
cure a low pruduction cost, a low selling 
cost, and tell the goods at a minimum 
marketable price.

To distrain in cases of distress upon 
the tools of the workman has for cen
turies been recognized in settled coun
tries as economic foolishness and injus
tice. Why, then, distrain in cases of na
tional distress because of need of reve
nue upon the tools of business—money 
spent in ihe promotion of business? In 
one-dimensional promotion the tool was 
the individual salesman. In two-dimen
sional promotion of sales the tools are 
the individual salesman and the massed 
salesman or advertising If it is foolish 
and unjust to tax one kind of tool, it is 
just as ioolish and unjust to tax the 
ether. It yvould be just as foolish and 
unjust to tax the four-bottom tractor 
as to tax the spade.

ADVERTISING AND CIVILIZATION
Advertising is just as fundamental a 

force as electricity. For ages the force 
of electricity was unused by man, and 
even today its use is crude and clumsy 
in comparison yvith what it will be some 
years hence. The power, the force, the 
science, the art of making known is 
just as fundamental and original, and 
yve are using it more crudely and clum
sily than we will.

I said that I would speak of this 
massed salesman, this massed marketing 
method, as having a wider application 
than only as a factor in commerce. All 
of us here are, in some form or another, 
engaged in cummerce. And it is difficult 
for busy men to avoid being self-cen
tered regarcing their yvork; difficult to 
realize that in seeking to secure free
dom for the use of this advertising fac

tor, freedum from restrictions and bur
dens. competence in its employment, we 
are actually protecting and developing 
one of the' most potent factors in the 
development of human affairs in general. 
If this factor were used in promoting 
understanding betyveen bodies of interest, 
in the assimilatin'; education of the im
migrant, in the reaching of fundamental 
religious tenets, in the promotion and 
development of yvhat we call democratic 
institutions and government, would not 
the process of promoting understanding, 
immigrant education, religion, democracy, 
be hastened—and hastened soundly?

Democratic government is costly; its

American Advertising Situation Seen 
Through British Eyes

UNDER the heading of "The 
United States,” in its Overseas 
Survey, The Advertising World, of 

London, publishes the folloyving in 
its current number:

The Rational Vigilance Committee of 
the Associated Advertising Clubs of the 
World have been dealing with a matter 
yvhich has attracted a great deal of at
tention in Great Britain, especially since 
the war broke out. We refer to the 
pricing of articles at sales. It is a 
common practice to see articles marked 
at prices far below those at which they 
were said to have been originally of
fered. and as both prices are shown on 
the tickets people ask themselves why 
such a big reduction is made in an ar
ticle of which they know the price is 
steadily going up. They further say, “If 
the article was really worth the larger 
price and the demand is so great (as 
they know it is), why is the tradesman 
so stupid as to offer it at the smaller 
price?” As they don't believe the shop
keeper is so stupid their faith in his 
bona fides is shattered, or else they think 
the original price showed a huge profit.

The Committee have been investigating 
many cases brought to their notice, and 
they- found that the price marked on the 
goods as the original price yvas far 
above the real value, and was put high 
to make the reduction look very great. 
In some cases the true value of the 
goods yvas found to be simply the sale 
pr-ce.

Is it a fact that the same explanation 
holds good in this country? The Com
mittee of the A. A. C. conclude their 
report thus:—

“The average person of intelligence in 
reading such advertisements of great re
ductions at a time when the news and 
advertising columns are filled yvith 
stories of advancing cost and shortage in 
most lines of merchandise, can only con
clude that the merchant so advertising 
has cither been making an unconscion
able profit or is lying.”

A committee is arranging for news
paper departmental sessions during the 
sixteenth annual convention of the As
sociated Advertising Chilis of the World, 
to be held at Indianapolis from June 6th 
to loth, which will seek to advance the 
cause of newspaper advertising.

During the exchange of ideas, the mat
ter of destructive criticism which one 
newspaper sometime, indulges in at 'he 
expense of its competitors will be dis- 
ctissed.

development under old methods, or, per
haps, no methods at all, is slow—heart 
breakingly slow. It is because informa 
tiun about the true nature of democratic 
institutions is scanty or is inefficiently 
communicated. Yet an uniformed de
mocracy is not a democracy at all. When 
we have leaders--more leaders—who un
derstand hoyv to use in government and 
national development the massed method 
of marketing ideas and knowledge, we 
will have less costly government; we will 
take a straight line across the circle in
stead of going a long way around. We 
will then have a real democracy, be
cause we will have an informed nation.

The aim of the newspaper, it is 
urged, should be to improve the selling 
methods of its advertisers, and it fails 
in this purpose if it spends its time in 
destructive criticism of its neighbour. 
Nothing is gained by ‘‘knocking" the 
other fellow, says Mr. Millis, Executive 
Secretary of the Indianapolis Convention 
Board, for if a newspaper is strong it 
does not need to take advertising space 
away from its competitor, and if it is 
weak it will only make itself ridiculous 
if it resorts to abuse.

Th» Engineering Advertisers’ Associa
tion Protests Advertising Tax Bill
The bill proposed by C. J. Thompson. 

Representative in Congress, to tax adver
tising, was discussed at length by the 
members of the Engineering Advertisers’ 
Association at its monthly meeting at the 
Great Northern Hotel, Chicago, on April 
13, and it was unanimously agreed to en
ter a vigorous protest against this pro
posed legislation as being unsound and 
unfair to business.

The passing of such a bill yvould tend 
to curtail the advertising of some manu
facturers, which would cause more or less 
depression in business, and as the crying 
need of the hour is for more production, 
and more production, and still more pro
duction, it would be most unwise to in
terfere with business now by passing the 
proposed tax bill.

The members of the Engineering Ad
vertisers’ Association represent about one 
hundred of the leading manufacturers of 
engineering products in the Middle W est 
and their opinions on such an important 
subject should be seriously considered.

Doty Publishing Company Moves
The James J. Doty Publishing Co., pub 

lisher of the Swine World in Chicago, 
has moved to Des Moines, Iowa.

Periodical Publishers 10 Meet
Members of the National Association 

of Periodical Publishers have been no 
tilled of a special meeting which is to be 
held at the association’s office in New 
York on the afternoon of May 7. The 
corporation proposes to change its name 
to Che National Publishers’ Association

Johnson Will Direct Heater Sales
R. W. Johnson has resigned his posi 

tion as business manager of the Minne 
apolis Gas Light Comi any, to become 
sales manager of the Hoffman Heater Co.. 
Lorain, Ohio.
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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 Cut'er
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”

In every large institution THE
'SALES MANAGEK-Montlily <
will be found on the desksL*****^ K—
of “Sales Managers”-^***^*!- A 
because it makes^*****^ a IM
them better^^-A Better
Bellers^x**^ means

-T >^^-*****^ better pay.O A- 25c a c°Py—$3 a year
>5 si-'The William Edward Ross Service, Inc.

1114 Suu 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 ly

Atlanta to Employ $50,000 Advertising 
for Next A. A. C. W. Convention

'Phc Advertising Club of Atlanta has 
organized a campaign to secure for the 
city ihe 1921 convention of the Associated 
Adx ertising Clubs of the World, and has 
raised the greater part of a $50,000 fund 
to be invested in securing the convention.

Nashville and New Orleans have 
pledged their support to the Atlanta cam
paign and sex oral other southern cities 
are expected to join with them. Of
fices of the campaign have been opened 
in the Chamber of Commerce building, 
xvith W. R. C. Smith as campaign di
rector, and an extensive advertising cam
paign xvill be conducted to spread the 
name of Atlanta as the prospective con
vention city- over all parts of the United 
States.

The .Atlanta Chib xvill send a special 
train to the 1920 convention in Indiana
polis, and has reserved more than 100 
rooms in Indianapolis hotels.

Plimpton Joins Wales tgency
Raymond E. Plimpton, formerly pub

lication manager and field secretary of 
the Society of Automotive Engineers, has 
joined the Wales Advertising Co., of New 
York. He will devote his time primarily 
to the handling of advertising campaigns 
of a technical or semi-technical nature.

Plimpton for a year was assistant editor 
of Power before becoming associated 
with the Automotive Engineers. During 
the war he was in the Motor Transport 
Corps, and after the armistice remained 
for some months as one of the authors 
of the “History of Motor Transport En
gineering in the World War."

Doremus Advertises New Rubber Heel
Doremus & Co., New Y ork adxertising 

agency, is conducting a newspaper cam
paign in the South to introduce the 
Beaded Tip Pneumatic Rubber Heel, 
manufactured by the United Lace & Braid 
Co., Providence, R. I. Advertising for 
the heel, and a series of small "ads" for 
the company’s Beaded Tip Shoe Lace is 
being carried in Next' York newspapers 
also. ----------

$250 For a Name
The Broadway Subway and Home Bur

roughs Car Adxertising Co., New A’ork. 
advertises that it will give $250 as first 
prize for a popular new name for the 
Broadway Subway. The Broadway Sub
way is the part of the B. R. T', with 
terminals in Brooklyn and Queens, and 
operating under the Broadway in Man
hattan. The new name must contain the 
word Broadway according to the prize 
requirements. ______
Smith with Matteson-Fogarty-Jordan

K. C. Smitili, formerly advertising man
ager of the Malleable Iron Range Co., 
ot Beaver Dam, Wis., is now with Tin 
Matiteson-Fogarty-Jordan Company, ad
vertising agents of Chicago.

Plan National Campaign for Gates 
Rubber

A national advertising campaign to in
clude magazines and farm publications is 
being planned by William & Ciinnyngham, 
advertising agents of Chicago, for the 

< >ates Rubber 1 o., I lenver.

Edison Appoints Editorial Directoi
Daniel Edwin Wheeler, formerly as

sociate editor of the Popular Magazine, 
has been appointed editorial director in 
the advertising department of the Edison 
Company, Orange, N. .1.

Manchester “Inion” Editor Dies
Edward .1. Burnham, sixty-six, for 

thirty years editor of the Manchester, N. 
H., Union, died recently at his home in 
Chichester, N. II. He was the author of 
a history of New Hampshire’s part in 
the W ar of 1812.

Letter Pay System Changes Name
Making Letters Pay System, Next 

A'ork, has changed its corporate title to 
the Making It Pay Corporation.

D’Arcy Renexvs Tank Car Advertising
The D'Arcy Advertising Co., St. Louis, 

Mo., have recently sent out renewal or
ders for the year 1920 for the Standard 
Tank Car Company to a list of trade 
journals, an appropriation of $20,000 hav
ing been made for this purpose.

Editor & Publisher Represented in 
Chicago

Editor and Publisher, of New A'ork, 
has opened an advertising office in the 
Marquette Building, Chicago. It is in 
charge of Harold Sohryver.

Michigan Removes Road Bill Boards
W ork has been commenced by the 

Michigan state highway department re
moving advertising bill boards and signs 
from public highways. Authority is given 
the department under a recent act of the 
legislature. Frank F. Rogers, state high- 
'JW commissioner, says the law will be 
folloxved to the letter.

Topeka Daily Capital 
Sworn government report a p Q 1 H 
for 6 months ending Apr.

Publisher
TOPE KA. KANSAS

Member ^udit Bureau of Circulations

THE JEWELERS’ CIRCULAR 
New York, has for many years 
published more advertising 
than have the sexen other 
jewelry journals combined.

'GIBBONS KNOWS CANADA”
" 'NTRE <L TORONTO WINNIPEG
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Saving 5' c and Getting 
25' c in Dead Ends 
(Continued from page 37) 

"the reason 1 didn’t try was because 
you look like one of those guys that 
wouldn’t take anything except what 
lie called for.” I told him that he 
might be right, but on this occasion 
1 had to have a clean collar at once, 
and if 1 were sufficiently urged I 
might buy some other kind.

I arly in these articles I made a 
simple suggestion in regard to sales
manship that has brought forth 
more letters than anything else I 
have written, but this suggestion 
was so simple that it has struck me 
as being remarkable that so many 
persons noticed it and have taken 
die trouble to write me on the sub
ject. For this reason I am going to 
repeat this suggestion for fear some 
may have missed it in the earlier ar
ticle. The suggestion is that the 
basis of all good salesmanship is to 
lie pleasant and agreeable, and the 
best way to go into training to be
come a star salesman is to start at 
home by being pleasant and agree
able in your own familv. I said 
that the aspiring young salesman 
should try at the evening dinner to 
entertain the familv. He should 
tell about the amusing things that 
have occurred to him during the 
day: but, better still, he should try 
to be amusing to his familv at 
breakfast.

Here is another apparently small 
matter that I have suggested from 
time to time to employers, and they 
have told me the results have been 
very satisfactory in building up 
good-will and in reducing the em
ployment “turn-over.” When you 
advance the salary' of a boy or a 
girl working for your establishment, 
who is living xvith his or her par
ents. at the time you make the ad
vance just write a brief letter to the 
father and mother, telling them hoxv 
well their son or daughter has been 
Joing—that to shoxx- your apprecia
tion of their work you have advanc
ed his or her salary. These letters 
naturally will give the parents a 
great deal of pleasure. They will 
also stimulate self-respect in your 
• oung employee. They only cost a 
txvo-cent stamp and five minutes' 
time, and I believe are worth the 
price. Put yourself in the place of 
the parents. Suppose your son or 
our daughter was at work. Would 

you or would you not like to receive 
such a letter? Would it be a cause 
of rejoicing at the family dinner? 
Possibly the letter might be confi- 
dentiallx- shown to a fexx' of the 
neighbors. To say the least, it might 

be good adxertising for your shop!
Do you know that one of the 

tilings the world is suffering from 
just now is the lack of a sense of 
humor? Do vou know we do not 
laugh as much as we used to laugh, 
and 1 wonder if you know the real 
reason why. In discussing this 
question recently with some friends 
from the West 1 remarked that 
Western men told more funny 
stories than Eastern men. At our 
dinner I had enjoyed some delicious 
stories. All of us had laughed hear
tily. I laughed more than I had for 
a long time. Then I remarked: 
"Do you know in Xew York they 
do not laugh much?"

Then I thought a while and I 
said: "I think the reason we do not 
laugh so much in large cities is be
cause we have lost the art of enter
taining each other. We are in too 
much of a hurry to tell stories. The 
story-teller is voted a bore.

"Now, the real reason that the 
large cities are losing their sense of 
humor and are afflicted with Bol- 
sheviki ideas that never could exist 
in the same atmosphere xvith a germ 
of humor is because we buy' our fun 
ready-made. When we feel like 
laughing, xve go to the theatre. We 
pay our $3.00 and our war tax and 
a paid comedian tries to make us 
laugh. (tccasionallv he is success
ful. Then we go home and forget 
all about it, and we do not have an
other laugh until xve go to another 
¡flay or to the movies.”

Isn’t there a good deal of truth in 
this? If you do not agree with me. 
just try' to tell an amusing story’ to 
a board of directors in a New' York 
bank. It won’t go. They buy their 
humor just as they buy their stocks 
and bonds. Most of them have lost 
the personal sense of humor, and 
this has gone all down through their 
establishments. As a result xve have 
unrest.

How can a man be a revolution
ist if he enjoys a funny story i It 
is simply inconceivable.

Now, xvhat has this got to do 
with salesmanship? Only this — 
suppose all the traveling salesmen 
and all the retail clerks in the coun
try would decide to be cheerful and 
smiling under any and all circum
stances. It might stop the spread 
of unrest. Who knows?

Almost every business in its early 
stages has xvhat I have called a 
"hump.” Sometimes there are sev
eral little humps, and usually' there 
is one big one. If the merchant can 
manage to get over this hump, he 
makes a success of his business; but 
main- a merchant never gets over 

the hum',', and so makes a failure. 
He sells out or absolutely fails. Ask 
any successful business man and he 
will tell you of the one great experi
ence in his business life—the one 
“hump” with which he came face 
to face and how he got over it.

I remember sitting in a confer
ence once in which a banker told 
the head of a house that his concern 
was “busted.” The figures in regard 
to the business were all on the table, 
but this banker was a real banker. 
He had confidence in the character 
of the merchant. He also had con
fidence in his ability.

He said, “I propose to stand by 
you, but you have got to raise more 
money, as vour business needs more 
capital.”

This merchant had everything at 
stake in his business—all of his 
past savings—the reputation of a 
hard-working lifetime. I walked 
home xvith him after the meeting, 
and he remarked: “To-morrow mor
ning I am going down to my' office 
xvith two resolutions. The first is 
to work like h----- , and the sec
ond is to keep smiling all the time!”

This merchant got the additional 
capital he needed. He carried out 
both of his resolutions. His busi
ness became very successful, but 
he often referred to that conference 
with the banker that night. He had 
been up against his great hump.

Now, in selling “nex\' stocks” I 
used to talk to the young merchants 
about their humps. I said to them, 
"You are now buying your new 
stock. Everybody is taking you out 
to dinner—giving you theatre par
ties and saving nice, flattering things 
to you.” “Why,” I said, “it is just 
like getting married. Everybody is 
sending you presents and flowers, 
and everybody is saying such nice 
things to you that you feel it is a 
most wonderful xvorld.”

I used to say to these young mer
chants, “After you have been in 
business about a year probably some 
of those smiling customers of yours 
who bought goods on credit do not 
ome around any more. A ou are 

onlv reminded of them by going 
over the unpaid balances on your 
books.”—Copyright. 1920. Topics 
Publishing Co. Reprinted from 
Drug Topics.

Five More A. N. P. A. Members
The Norfolk, Va., Firgininn-Pilot, the 

Washington, D. C., Herald, Philadelphia, 
Pa., Press, have been elected to active 
membership in the American Newspaper 
Publishers Association. The Norristoxvn. 
Pa.. Times, and the Orangeburg, S. C„ 
Times and Democrat have been elected 
to associate membership
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telephone 
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8517
8518

GOTHAM STUDIOS INC- 
111 EasC'14tb Street 

New Yorhj
MARTIN UlLMAN-Cy/Janz^u^

0
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Calendar of Coming Events
May 3-5—Annual Convention, Associated 

Cooperage Industries of America, 
Planters' Hotel, New Orleans.

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

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.

Jones Goes with Class Journal
Richard C. Jones, formerly associated 

with the Stewart-Davis advertising 
agency, Chicago, has recently become a 
member of the merchandising service de
partment in the Western office of the 
Class Journal Company, Chicago.

Ulis a Rankin Copy Writer
J. H. S. Ellis, formerly with the Arthur 

M. Crumrine Agency in Columbus, Ohio, 
has joined the copy staff of William H. 
Rankin Co., of Chicago.

Egan Illustrators in Vanderhoof 
Building

Sidney B. Egan Company, art illustrat
ors, will be sub-tenants in the new build
ing to be occupied by Vanderhoof & Co., 
Chicago, advertising agents, after May I. 
The building is located at St. Clair and 
Ontario streets. The art company will 
occupy an upper floor of the building.

Advertises Macaroni Manufacturers’ 
Industrial Relations

Tire Armstrong Bureau of Related In
dustries is featuring an advertising cam
paign in behalf of the Macaroni Manu
facturers Industrial Council. The cam
paign is being placed through the Snitz- 
ler-Warner advertising agency of Ghica-

Blaha Will Direct Available Truck 
Adv ertising

W. F. Blaha, formerly in the advertis
ing business in Iles Moines, has bei 11 ap
pointed advertising manager of The 
Available Truck Company, Chicago.

New Account Executive for Vanderhoof
Lawrence Wilson, formerly engaged in 

the real estate business in I hicago is now 
with Vanderhoof & Company, advertis
ing agents,- as an executive in charge of 
accounts.

Knowles is Staybestos Manager
E. B. Knowles, for the past fifteen 

years associated with the brake lining 
business, has recently become secretary 
and general manager of the Staybestos 
Mfg. Go., Philadelphia. Mr. Knowles was 
for years with the Raybestos Co., and for 
the past seven years with the sales organ
ization of the Thcrmoid Rubber Company.

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.

June 6-10—Annual Convention, Associa
tion of North American Directory 
Publishers, Indianapolis, Ind.

June 7-12—Annual Convention, National 
Association Sheet Metal Contractors. 
Peoria, Ill.

June 12-15—Semi-annual Meeting, Asso
ciation of National Advertisers, Bed
ford Springs, Pa.

June 21-26—Annual Convention, National 
Fertilizer Association, the Greenbrier. 
White Sulphur Springs, W. Va.

Tobacco Products Advertising Manager 
Goes with Auto Supply House

James C. Cushman, advertising manager 
of the Tobacco Products Corporation, has 
resigned -to take the position of adver
tising manager of the Times Square Auto 
Supply Company.

This company is just entering into an 
extensive national advertising campaign, 
using the principal weekly periodicals, 
farm publications, automotive journals 
and newspapers. This is being placed 
through Evans & Barnhill.

Barbier Now with Lincoln Motor Co.
A. R. Barbier, formerly of the adver

tising department of the Packard Motoi 
Car Company and the Power, Aiexandei 
& Jenkins Agency, 01 Detroit, has joined 
the staff of Frank Eastman, advertising 
manager of the Lincoln Motor Company

Borden Man Joins Gardner Agency
Walter C. Becker, of New York, who 

has been associated with the Borden Con
densed Milk Company as divisional sales 
manager, has joined the merchandising 
and service department of the Gardner 
Advertising Company, St. Louis. Previ
ous to lais connection with the Borden 
company, he was with Swift & Go., Chi
cago, lor seven years.

Mr. Becker will devote special attention 
to the food products accounts of the 
Gardner agency.

Detroit “Journal" Make* Horn Adver
tising Manager

Ralph Horn, who has been connected 
with the advertising department of the 
Detroit Journal lor years, was appointed 
advertising manager last week, to sue 
ceed Harold Stretch, who resigned to take 
a position in the east.

Publicitj Bureau Vppotnts Cleveland 
Manager

A. M. Minnick, formerly of the adver
tising department of the Western Electric 
Co., New York, will assume the manager 
ship of the Cleveland office of the Manu 
facture Publicity Bureau on May I, ac 
cording to an announcement made b\ 
W. D. Lindsey, general manager.

Mr. Minnick, prior to war time serv 
ice with the Ordnance Department, 
advertising manager of the Central Elec
tric Co.. Chicago.




