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Convention to Bring a New Vision 
of the Advertising Future
The Field of Usefulness of the World’s Most 
Potent Force for Progress Is Ever Widening; 
Some Developments That Are Likely to Come

By ( HARLES F. HIGHAM
European Vice-President of the Associated Advertising Clubs of the World

WHAT KIND of a message 
should an advertising man 
who has travelled three thousand 

miles across the Atlantic to meet 
the advertising men of the world 
at the Indianapolis convention bring 
to the convention?

One might think that, having 
journeyed a long ways, he should 
deliver a long message. I don’t 
think so. I don’t think that we 
need to seek through rhetoric the 
emphasis which an advertising man 
should lay upon the necessity of 
advertising men seeing with a clear 
vision the tremendous potency of 
the force which they control; seeing 
with a clear vision the tremendous 
responsibility that is theirs in un
chaining that force.

NEW VISION AT INDIANAPOLIS

W'e are going to Indianapolis to 
find in each other’s words, in each 
other’s counsel, that vision and, 
along with it, a new, finer and more 
courageous conception of our duty 
toward each other and toward the 
world we serve. It is going to be 
a new conception because this post
war world of ours is a new world. 
It is going to be a finer conception 
because, I hope, it is a finer world 
than the old one. It is going to 
be a more courageous conception 
because, I believe, we are at last 
thoroughly awakened to the part we 
must play in the revised scheme 
of things.

You may have read that bit from 
H. G. Wells’ “Peter and Joan" 
which I used as a preface to my 
book “Looking Forward.” In it, 
the “Lord God” of wounded 
“Peter’s delirium says, as you will 
remember:

“Don’t blame me. There isn’t a thing 

in the whole of this concern of mine that 
Man can’t control if only he chooses to 
control it. It’s arranged like that. 
There’s a lot more, system here than you 
suspect, only its too ingenious for you 
to see. It’s yours to command . . . 
Humanity either makes or breeds or tol
erates all its actions, great and small. 
Xot my doing. Take kings and courts. 
Take dungheaps and flies. Its astonishing 
you people haven’t killed off all the flies 
in the world long ago. They do no end 
ol mischief, and it would be perfectly 
easy to do. They’re purely educational. 
Purely. Even as you lie in hospital, there 
they are buzzing within an inch of your 
nose, and landing on your poor forehead 
to remind you what a properly organized 
humanity could do for its own comfort.”

You will pardon mt for quoting 
this again, but it seems so perti
nent to our mission in Indianapolis. 
We are meeting there in these early 
hours of the post-war day to de
termine how the great force of paid 
publicity shall be directed toward 
commanding the system in the 
world—and toward killing the 
"flies.”

THE POWER OF PUBLICITY
I have, on several occasions, ex

pressed my conviction that there 
is nothing that makes a man so 
proud of being in a given business 
as listening to other men in it who 
know more than he does, as seeing 
the type of men that are engaged 
in his industry, as rubbing shoul
ders with them at a convention 
where one is brought into contact 
with the human side of every man 
and woman engaged in a given task 
and where, if anywhere, one gets 
a broader and better outlook on 
one’s working life.

You and I are engaged in the 
most wonderful business of modern 
times. There is no power in the 
world that excels publicity.

It forever builds the small business, 

the great corporation, the state, the 
nation and the world. We have 
not yet begun to show how the 
world can get on by publicity. We 
are going to begin just as soon as 
we ourselves wake up to the real 
splendor of the future of that force 
we call advertising and soon as 
governments come to see our vi
sion. I meant exactly what I said 
when I told the members of the 
Advertising Club of New York last 
vv eek:

“I believe the time is coming 
when you men are going to sell 
ideas, morality and health to the 
world, and are going to do it 
through your government.”

Today, we are thinking of ad
vertising in international terms as 
we are thinking of politics and of 
economic life. That is how we 
should think of it. To-day, the 
whole world is our field; as the 
outdoor advertiser might express 
it, the whole world is our billboard. 
But let me emphasize this: We 
must not go out into this world 
field with the old, narrow, short
sighted policies of the days of cut
throat competition. We must stop 
this chauvinistic spirit that is as 
ridiculous as it is blind. Stop this 
feeling that “Great Britain got the 
order” or “America got the order.” 
The more business anybody gets the 
more everybody is benefitted. Let 
us both, Britons and Americans, 
enter the world’s market together 
in a spirit of friendly competition 
to get the business. Don’t let’s have 
any argument as to who is going 
to swallow up the trade. Remem
ber that our greatest rival, just at 
this moment out of business, is re
building. If we let ourselves be 
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inveigled into a long and bitter ar
gument, the day is coming when we 
shall suddenly turn around and 
find that the thing we have been 
arguing about has disappeared.
NEW DEVELOPMENTS IN ADVERTISING

j wonder if we shall not do a 
great deal more of our advertising 
in this world market on a coop
erative basis. That kind of adver
tising—association advertising, you 
call it—seems to me to be the most 
distinctive development of these 
new times. I believe that in the 
future vve shall have more and more 
of this advertising, not of the partic
ular design or brand but of the class 
of products to which this design or 
brand belongs. We shall adv er 
tise the need to buy certain goods 
or services as a whole, as, for in
stance, the advantages of having a 
piano in the home, the advantages 
of wearing silk or woolen dresses, 
the need of using electricity in 
cooking. I feel that the day is not 
far distant when all classes of 
manufacturers will find that it is 
more economical to create a favor
able public opinion toward the 
goods which all in each class make 
rather than toward that which each 
manufacturer makes individually.

An illustration of this tendency 
is shown in the co-operative adver
tising of the wall paper manufac
turers of Great Britain who have 
just started a campaign to teach 
the British people the need of re
papering more often. Heretofore, 
the housewife thought of new cov
er-. for her furniture, new carpets, 
or, perhaps, new pictures. She 
changed her curtains from heavy 
to light when the spring days came. 
But it never occurred to her that 
the home could be made much more 
attractive and refreshed for far less 
money by re-papering the house, 
an 1 that there is as much fashion 
in wall paper as there is in clothes. 
Now she is learning these things 
and the wall paper advertising is 
creating a new demand.

OPPORTUNITIES IN GREAT BRITAIN

I ’ e advertising situation was 
never better in Great Britain than 
it is to-day and. by the same token, 
there has never been such an op
portunity for the sale of Ameri
can goods in < Ireat Britain as there 
is to-day. Whatever vou may hear 
to the contrary, there is no anti
American feeling in that country. 
The best indication that T can give 
of the success of American meth
ods in Great Britain is the fact 
that to-day a thousand British 
chemists are operating their shops 

as Rexall pharmacies. I had the 
privilege of meeting several hun
dred of them just before I left, 
and I heard them enthusiastically 
applaud the suggestions for im
proving their business by American 
methods put before them by Mr. 
Liggett, president of the United 
Drug Company. Here you have a 
marvellous portent—the unprogres
sive British chemist suddenly chang
ing his business habits to sell Amer
ican products by American adver
tising methods and adding to his 
stock such lines as candies and 
stationary—vvhich he has never be-
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hi> of the British Parliament and the 
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—THE EDITOR.

fore dreamed of as properly be
longing in a “drug store,” as you 
call it. I merely mention this to 
show that if you have a good line 
of American goods and vou are 
willing to push them in the British 
market, the British shop-keepers 
are ready to sell them and the 
British public is readv to buy them.

To the American advertiser who 
is entering the English market, I 
should say that, above everything 
else, don’t try to sell vour goods 
by .American salesmen. Teach the 
English commercial traveler the 
points in your office in London anil 
let him go on the road and tell 
his storv in the English wav. If 
vou are going to choose an adver- 
tisiny agent in England, use the 
same discretion and get the same 
amount of information in regard to 
his capacity to serve vou as vou do 
when you choose an American 
agent. Too many failures have 
been made because American manu

facturers have started to advertise 
in Great Britain before they had 
their goods distributed to the re
tailer. That is just as great a 
mistake in my country as it would 
be in yours.

AVOID “clever” ADVERTISING

You cannot make a success with 
so-called “clever” American ad
vertising in Great Britain. Don’t 
try to adapt your American copy 
to the English market. Have your 
advertisement written to the people 
in the country in vvhich vou want 
to sell vour goods by those who 
understand the vernacular of that 
country. Take Great Britain seri
ously. If you had a piece of land 
tacked to the coast of California 
of the size of the State of New 
Y'ork and on this piece of land 
there were fifty million people and 
vou could reach them all by rail in 
five hours, you would treat it as 
a most wonderful place to sell your 
goods, and it would have a big 
»hare of your advertising appropri
ation. Well, this is what you have 
got in England, with the added ad
vantage that it is cheaper to ship 
goods to England than it would be 
to ship them to an imaginary piece 
of land off the coast of California.

THE PRODUCTION PROBLEM

Then, don't play with England, 
and don't treat it as a dumping 
ground. It isn't. Don’t send to 
England a sales manager who may 
not like the country and who, be
cause he fears that you may want 
him to stay there for a couple of 
years, will tell you that it isn’t 
worth while tackling it. The onlv 
man who ought ever to go to 
England to study the conditions 
there is the president of the com
pany himself, because he doesn’t 
have to stay there. I like mv 
country, hut then, you see, I am 
acclimated to both countries, for I 
have lived on both sides of the 
water about an equal amount of 
time. There are lots of English
men who cannot stand New York 
during the first week because they 
think it is too noisy, and there 
are just as many Americans who 
find London too slow. Neither of 
them is right.

In every line of activity to
day men are asking themselves 
what their business or profession 
gained or lost through the war— 
are checking up present conditions 
against those existant in 1914. We 
can say confidently that advertis
ing gained tremendouly. I do not 
speak of dollars and cents. Ad
vertisers gained in vision, advertis
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ing gained in prestige. There is no 
question, for example, but that it 
was the British Government's ad
vertising during the war, bought 
and paid for, that awoke the Brit
ish manufacturer to the real power 
of the greatest power in the world. 
Ihe result in Great Britain has 
been that if the newspapers could 
take care of the advertising, there 
isn't an agent in the country worth 
his salt who couldn't easily double 
his turnover.

Of course, extensive advertising 
like that means big sales and big 
sales demand heavy production— 
and there we hit the trouble, but 
not, I think, trouble that cannot 
be mended, that is not now be
ing mended. If we want to in
crease production—and we do want 
to increase production if we are to 
have lower prices—it seems to me 
that the first call is for the business 
man to look with a little more 
kindly feeling upon those who work 
for him and who help him make 
a profit. If you put it up to men 
and women in any sphere of life 
that you have a common job to do 
and are willing to share fairly with 
them they will be willing to put 
their backs to the job and no agi
tator on earth can stop them.

I know of factories in England 
where the workers love their chiefs. 
Their fortunes are watched over 
by men like a manufactuer who 
came to me recently and told me of 
a new plant he was going to build.

"Mr. Higham,” he said, “I am 
going to have a factory where 
every man shall be an ex-soldier, 
if possible, and I am not going to 
have anv interference from agita
tors. I am going to employ ex
soldiers to build the houses for 
their own accommodation. Then I 
am going to put those men into 
that factory and pay everv man not 
less than a pound a day as soon as 
he has learned the business. I am 
going to say to them, ‘‘Look here, 
hoys, I am just like you, except that 
circumstances, or call it what you 
will, have given me the command of 
a certain amount of capital to start 
this factor}-. I am going to capital
ize the worth of your laber m ex
actly the same way as I show a profit. 
If I pay 8 per cent on my borrowed 
capital I will pay you 8 per cent on 
your average.”

That man is not going to have to 
worry about “slackerism” in his 
factory-.

don’t tax advertising

All have their parts to play in 
keeping clear the channels of in-

CHARLES F. HIGHAM

dustry that lead to national and 
world prosperity. None has a 
more important part than the ad
vertising man; none operates a 
a more potent force to that end. 
Anv thing designed to restrain that 
force cannot be otherwise than evil. 
I have been asked what I think 
of the proposal to tax advertising

Prominent English Advertising 
Manager Here

Ernest Edward Reinhold, sales and ad
vertising manager of Sorbo Rubber
Sponge Products, Ltd.. London, is now 
visiting Xew York Mr. Reinhold is a 
delegate from the Aldwych Club, and 
comes here to attend the Indianapolis 
Convention of the Associated Advertis
ing Clubs of the World, and to make a 
trade investigation. The advertising cam
paign for Sorlo Sponges in England, tin
der Mr. Reinhold’s direction, has attracted 
much attention because of its American 
qualities, and has proven highly success
ful.

I rank Seaman Publishes House 1 >rgan
An internal house organ called Sea

man's Log is now being issued even- two 
weeks by Frank Seaman, Inc.. X'ew York. 
Written in a chatty style, the “Log” is 

which has been agitating this coun
try. That is my answer. Any 
legislation designed to check the 
logical use of the most effective 
force known for the promotion of 
industry and hence for the promo
tion of prosperity would be a ca
lamity.

chock full of personals, news items, hu
mor and poetry. A Limerick Contest, 
now being conducted by the members of 
the Seaman organization, is a special fea
ture.

Benjamin Cory Selover is Dead
Benjamin Cory Sclow’r, connected with 

Abraham & Straus, in Brooklyn, and for
merly in the advertising business, died 
on Tuesday of last week of pneumonia 
at his home. 27 McDonough street. Brook- 
hn. He is survived by his wife, a son 
and two grandchildren.

“Rural Canada” to Issue M eekly
Beginning with September, 1020. Rural 

Canada announces that it will issue a 
weekly edition as a news supplement to 
the regular monthly numbers.
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The Indianapolis Convention—And What 
Lies Beyond It

Some of the Problems Advertisers Face and a Discussion 
of Alethods by Which Their Solution May Be Reached 

By BRUCE MACGREGOR

Beyond the slogan of
"On to Indianapolis, 1920,” 

members of the Associated Adver
tising Clubs of the World and other 
workers in the great held of adver
tising and selling will find the more 
urgent watchwords of "On to 
Greater Production, Wider Distri
bution, Better Merchandising— 
through Broader Vision.”

Not within the lifetime of the 
convening body has there been a 
more momentous event than this 
one in the Hoosier Metropolis. Be
fore the advertising profession to
day lie problems eclipsing in inter
est and fraught with greater conse
quences than, any heretofore en
countered, embracing all but unex
plored fields of business promotion. 
Conditions which have been ac
cumulating with increasing rapid
ity during the last twelve-month 
now represent a variety of problems 
crying for immediate solution—be
fore merchandising, as we know it 
normally, can proceed much further 
on its course.

There are surface signs which 
indicate the hidden things beneath. 
These signs are just as sure to be 
present in business as they are upon 
the bosom of nature. And they are 
quite as hard to find as are those 
indications which nature places. It 
takes the trained eye of the scien
tist to discern them and decipher 
their meaning; the skill of the ex
pert to judge if the lode is valuable 
enough to warrant development.

For nearly five years there has 
been a healthy— in fact an enthus
iastic—growth of the salesmanship 
idea in advertising. In that period 
a* vertising has come to be no long
ei considered aside from the sell
ing force but part- a great, vital 
part— of it. It is true that many 
advertisers have permitted them
selves to be, to an extent, swept 
off their feet; have perhaps pro
ceeded along lines which, in calmer 
moments, they might not have fol
lowed so far. But because there 
has been much advertising done 
throughout the world in that time, 
and for many purposes, advertising, 
a a psychological force, has sunk 
deeply into the public conscious 
ness. It is within reason to assume 
tbit its makers have at all times

A TIMELY CONVENTION

7 HE Sixteenth Annual Meeting of 
ihe Associated Advertising Clubs of 
the ll orld could not have been ar

ranged at a time of greater need of a 
get-together in the interests of scientific 
salesmanship through publicity.

There are problems of many natures 
awaiting solution. In fact, some of 
them are pressing heavily for answer.

In the accompanying article, which is 
necessarily restr^ed to the more im
portant issues, the writer has discussed 
the probable developments in theory and 
practice which, as the title indicates, lie 
"Beyond Indianapolis, 1920.”

—THE EDITOR.

gauged and recorded the effects of 
what they were doing. It is, in 
fact, highly important that they 
have, and thus have obtained a set 
of impressions vital to the planning 
of what is to be done in the ad
vertising of the future. Such im
pressions must constitute the rec
ords upon which further efforts are 
to be based. The advertiser who 
does not understand the effect of 
his advertising is without the means 
to determine, first, the value of his 
advertising; second, the soundness 
of his policy and, third, the desir
able additional steps to send his 
products into new markets.

A PERIOD OF READJUSTMENT

Advertising men have recognized 
for this long time that there is to 
be a period in the not very distant 
future, if indeed, we have not al
ready entered upon it, during which 
will come changes in advertising 
media and in advertising methods, 
which will result in a decided 
broadening of markets. However 
trite this statement may seem by 
reason of the fact that ^Ivertising 
is and ever has been a constantly 
changing, intangible quantity, it is 
especially worth restating just now, 
when the real reaction after war
time conditions is beginning to be 
felt in the advertising business.

It is quite logical that readjust
ment in our economic life should 
bring about, or be brought about 
by, readjustment in this motivating 
factor. Such a transition is bound 
to cause some revision of plans 
which will redound to the benefit 

of the advertising and selling pro
fession, because it will serve to 
greatly stimulate activity in that 
field; to stir new thought, which 
will produce new ideas.

There has been a let-down in the 
nation’s business. But now the low- 
pressure period is ending and busi
ness volume, despite possible chang
es in money values, is certain to in
crease. This because production, 
both of necessities and luxuries, is 
on the increase and workers are 
resuming interest in their perfor
mances as well as in their pay en
velopes.

There will be found no dispo
sition to check this growth in busi
ness, despite the likelihood that 
greater stimulus may be needed to 
move stocks in the near future. There 
have been statements, not long since, 
that much of the advertising done 
last year was merely to dispose of 
moneys which otherwise would 
have gone for taxes. In every ten 
manufacturers who spent a thous
and dollars or more for this reason, 
there must have been at least nine 
who soon came to take the view 
that the departure was a wise in
vestment rather than a reckless ex
penditure. The wise manufacturer, 
on the other hand, who, at the out
set, invested his advertising appro
priation judiciously for promotion 
of sales, and good will at home and 
abroad, today is the biggest opti
mist you may meet in a hundred 
calls.

He was one of the first to exert 
influence to bring about the new do
mestic prosperity to which all of us 
look forward with confidence.

There have been indications that 
some national advertisers have de
sired to reduce their investment in 
publicity at this time, possibly dis
couraged by high priced, low-pro
ducing labor, meagre transportation 
facilities and limited supplies of 
raw materials. There has been also 
a curtailment of advertising space 
allotments in some mediums because 
of paper scarcity. These factors 
have been given concern by adver
tising men, who have been kept 
busy modifying their practices to 
meet changing conditions. At this 
time the paper problem seems more



Page 7
Jr ne 5, 1920

Reads

minneapous.minn.

CosmoP0, Ue* Vorki

Nearly Everybody 
Worth While

1horsen» 
.Aana£er • , e
■ ie« ^ork.



! XUE 8 Advertising & Selling

difficult of solution than either of 
the others which menace the busi
ness of advertising.
PSYCHOLOGICAL ELEMENT ASCENDING

The psychological element in 
salesmanship, steadily increasing in 
prominence, is so closely linked up 
with the advertising idea that it 
does not seem improbable that in 
the near future the advertising 
agent must stand prepared to go 
more deeply into the actual busi
ness of selling—to participate with 
the manufacturer as a sales pro
moter—than ever before. Charles 
F Higham, of London, suggests 
this likelihood, in another article in 
this issue of Advertising & Sell
in with the statement that “as
sociation advertising" is the thing 
of the near future—advertising 
done by a group of merchandisers 
having kindred, competing products. 
This getting together of interests 
will place at the disposal of groups 
the highest quality of merchandis
ing talent, and where, if not in the 
perfected organization of the suc
cessful advertising agency, mav this 
talent be found ?

ADVENTURES IN PRODUCTION

Infusion of the element of psy- 
cological appeal into advertising and 
selling has ended the days of “it 
can’t be done.” So much of this 
"new' thought” is “getting over” 
and winning sales that it is here 
to stay—-to be developed to degrees 
today undreamed of. As wre were 
taught the practicability of the uses 
of electricity in the last decade, so 
are we now to receive lessons in 
new uses of this great mental force. 
"It can be done,” it is being done 
and it is going to continue to be 
done, more efficiently and more 
practically, as the brainy men em
ploying it progress with their re
search and their performances.

It is becoming very ijlear to the 
average manufacturer that his ad
vertising is not complete until it 
has been done “inside and out.” 
T he growth of this idea has led in 
the recent past to the institution 
of scores of campaigns through not 
only the numerous trade and con
sumer publications but in a vast 
array of house magazines, of em
ploye’s papers and kindred period
icals. How man)’ of these publica
tions now exist, it is almost impos- 
-ible to state The total may be 
seven hundred, a thousand, or may
be many more. They are springing 
up everywhere. They represent an 
ax akening to the desirability to 
taking actual, intelligent measures 
io bring about an absolutely neces- 
-arv realignment of industrial at

titude. In the main these organs 
seem to prove out their efficiency 
and to justify the investment neces
sary to their existence, but the prov
ing is still in progress, with actual 
results beginning to show in cases 
where the peculiarly appropriate 
course has been followed. Or, per
haps, this “internal” advertising has 
not, in many instances, gotten fairly 
under way. However, the thought 
of advertising to the employe is 
firmly implanted.

The proposition of widening mar
kets is necessarily contingent upon 
successful enactment of the produc
tion plank in the business platform. 
A manufacturer who ninety days 
ago declared that production in his 
plant was scarcely fifty per cent of 
normal, due to low effort and 
dearth of interest per individual 
worker, has, in the last few days, 
indicated a slight betterment in the 
situation. He beliexes his industry 
is typical of a semi-necessity class, 
and feels decidedly encouraged over 
the prospect of further betterment. 
He believes, also, that if he had 
resorted earlier to employment of 
internal advertising he might have 
secured increased efficiency earlier.

“My employes,” he said, “when I 
have approached them with the pur
pose in view of stimulating them to 
greater interest and effort, have 
shown decided indifference. It has 
not seemed important to them that 
I have turned away business which 
at one time could have been hand
led with exactly the equipment I 
now have. When I have talked 
matters over with them I have 
found them attentive, respectful, 
satisfied with their wages, but in
different and determined to do no 
more work per day than they were 
doing, until it should be possible 
for them to obtain more than they 
now' can for what they lay out for 
the necessaries of life. I have been 
advertising consistently in an effort 
to hold what prestige I have W'on in 
my field, and making every effort 
possible to increase production to 
a point where I might fill most of 
my orders. I have been obliged 
to stick to domestic markets al
though my products should, many 
months ago, have been exported to 
a dozen lands. As vou will see, it 
became imperative that I focus up
on getting more production. Aly 
workers have been told, in plain 
words, that our foreign competi
tion already is invading markets 
which should be ours. The con
templation of this feature has, I 
think, seiwed to stimulate, ever so 
slightly, their ambition to compete, 

which is a distinctive, American 
trait. What other steps I shall 
take depends upon developments. 
Certainly 1 shall not attempt to ex
port until I have obtained more 
normal distribution in America. But 
I am going ahead, right now, never
theless, with the steps preliminary 
to an intelligent foreign sales cam
paign, which will be built from its 
very foundations.”

TO SOLVE DEALER PROBLEMS

Dealer problems have not con
fronted this particular advertiser as 
they have some others. His pro
ducts are being handled almost ex
clusively through large, well estab
lished department stores and drug 
houses. He is spared some wor 
ries that do not seem to cease for 
the sellers of certain lines of goods.

The troubles over dealer sales be
gin almost invariably at the point 
of contact with small town store
keeps, who are not, in most cases, 
to be considered merchants.

The bother of this is that the 
class represents an enormous total 
of distribution, far too important 
to be left out of any national mer
chandising campaign, and yet woe
fully unversed in selling practices, 
to the extent of being unable to 
move the best advertised products, 
without direct, skilful guidance. 
Here, of course, the house organ 
functions, but the habit of the small 
town storekeeper is to fail to con
nect himself in thought with the 
great campaigns, his idea being that 
his position is too isolated to make 
him a factor, when, as a matter of 
fact, he is, as a group, very vital 
to the success of any consumer
product campaign. Ihe farm pap
ers have worked long and faithfully, 
both through storekeeper and farm
er-customer. to alleviate this condi
tion, but to date they have barelv 
scratched the surface. In thous
ands of stores of this class the 
proprietors, unskilled in merchan
dising, are struggling to dispose of 
ancient stocks, instead of clearing 
their shelves by regularly scheduled 
turnovers, and keeping pace with 
the output of new, attractive, brand
ed, adx-ertised goods.

The writer was asked, in a cir
cular sent out from the offices of 
the Associated Advertising Clubs of 
the World, over the signature of 
Charles Henry Mackintosh, chair
man of the educational Committee, 
for assistance in preparing short 
courses in merchandising for these 
helpless small town dealers. It is 
quite within the province of the 
.-Associated Advertising Chibs of the 
World to undertake such construe-
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Statistical Comparisons 
No. 4

Eastern States

Population - 24,910,446 
Area (sq. miles) 111.966
New York. New Jersey, Penn- 
sylania. Mart land, Delaware, 
District of Columbia.

Western States

Population - 7.129,830 
Area (sq. miles) 844,503 
North Dakota, South Dakota, 
Nebraska, Kansas. Montana, 
Wyoming, Colorado, New 
Mexico, Oklahoma.

Eastern States Western States
Bank Clearings (year Sept. 30, 1919)_________ $202,480,000,000 $3,835,000,000
"Individual Deposits (all banks) Nov., 1919_____ $13,228,248,000 $2,120,619,000

No. Depositors in National Banks___________ 5,040,210 2,090,661
Liberty and A ictory Loan Subscriptions_______  $9,656,091,150 "*
Value Manufactured Products, 1914 _ $8,516,406,000 $933,965,000
Value Crop and Live Stock. 1919 ___ _ $1,904,915,000 81,119,006,000

■ Number of Farms, 1919___________________ 527.000 881,000
■ Farm Acreage, 1918 _______________________ 19,854,000 97,781,000
No. Personal Income Tax Returns, 1917-_____ 1,050,943 313.142
Net Income Shown on Returns, 1917_________ $4,313,278,222 $851,689,934
Tax Paid, Income Tax, 1917. ________________ X378.131.268 $24,812,822
Number of Families, 1910__________________ 1,626,789 1,526.501
Number of Illiterates, 1910__________________ 937,384 181,443
Number of Automobiles, 1919_______________ 1,379,000 998,000
Expenditures tor Better Roads. 1918_- $49,308,307 S27,712.512
Expenditures Public Schools, 1915 ____________ $166,852,734 $65.951,398
No. Morning Newspapers___________________ 101 61
No. Evening Newspapers ____________________ 29x 191
Average Circulation Daily Newspapers 8.646,981 1.322,680
Combined 5,000-Line Rate Daily Newspapers. $20.12 $5.06

Facts upon which campaigns to reach those with most 
money to buy advertised goods may be based.

THE NEW Y0RK GLOBE TdT
Li . 4» *—'Ciy

JASON ROGERS, PubLthar

'Report Comptroller of the Currency........’Department of Agriculture.
'"’Reported in Middle West and Pacific Federal Reserve cities.
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And if ALL of Our Advertising Really Made Good

tive, educational work among deal
ers, on an association basis, and 
there should be at the disposal of 
the Clubs a vast store of ideas and 
financial assistance, from scores of 
associations of manufacturers who 
have goods to place in the thousands 
of lesser centers of population. The 
suggestion is made that numerous 
Short Courses be compiled, giving 
the fundamentals of retail buying, 
selling and accounting. The effect 
of this would be not only to em
bolden small town dealers to stock, 
but to employ some genuine sales
man ship and the secondary result 
would be the prompt payment of 
wholesalers’ and jobbers’ invoices 
with a general stimulation all 
around.

I believe that in this connection 
Associated Advertising, the alto
gether wholesome and inspiring 
publication of the Associated Ad
vertising Clubs of the World, 
could and should be employed to 
decided advantage to advertisers, 
to the country’s thousands of deal
er merchants and to itself.

The trend of the circulation of 
the publication long has been in 
that direction. As such an organ it 
could do, and has been doing in

calculable good for national adver
tisers. Associated Advertising is 
equipped editorially to function 
hand in hand with national adver
tising at the dealer’s end of the 
line.

PROVIDING NEW INSPIRATION
There may be other problems 

needful of solution in the advertis
ing field, but none of them should 
take precedence over those herein 
stated.

If the Indianapolis Convention 
speeds their solution—if it adds 
something to the plans for increas
ing production; if it directs the 
thought of the profession toward 
widened home markets ; if it dis
closes information that will assist 
in the building of export campaigns 
for the immediate and more distant 
future, it will have been of vast 
benefit.

Hence the watchword that is be
yond the slogan of “( )n to Indian
apolis, 1920.”

Northern Advertising Service Started
John McCartan, Arthur Cummings and 

Arthur J. Brady are now associated in 
the Northern Advertising Service, just 
organized in connection with the North
ern Engraving Co., at Canton, Ohio.

John McCartan is well known through 

his affiliation with the Northern Engrav
ing Co. and from his frequent contribu
tions to Advertising & Selling and other 
periodicals.

Arthur Cummings for the past two 
years has been advertising manager of 
the Timken Roller Bearing Company of 
Canton, and previously was assistant ad
vertising manager for the B. F. Goodrich 
Comp.uty at Akron, Ohio.

Arthur J. Brady has been engaged in 
advertising work for twelve years.

Martin Joins “Globe” in Toronto
G. K. Martin, formerly business man

ager of the Kingston, Ont., Daily Stand
ard, has joined the advertising department 
of the Globe in Toronto. He will be in 
charge of financial and automobile adver
tising.

H J. Elder, formerly manager of the 
Globe's eastern office at Montreal, has 
been promoted to the home office. He 
is succeeded by J. R. Hamilton, a former 
Toronto newspaper man.

Baumgart ot “Successful Farming” 
Heads Des Moines Advertising (.tub

C. A. Bailing art, of Successful Farm
ing, was elected president of the De» 
Moines (Iowa) Advertising Club at the 
annual election held last week. Chester 
Cogswell, of the Coolidge Advertising 
Service, was chosen vice-president, and 
Ray Lockard, publishers subscription rep- 
1 esentalit e, was elected secretary-treas
urer. Harter Hull, retiring president; E. 
F. Corbin, James D. LeCron, J. E. Swalley 
and Kenneth Smith were elected to the 
board of governors.
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MADE FOR THE.

Watch Colliers

B.VD.

Colliers
THE ‘'NATIONAL ‘'WEEKLY'

1 n <-<1 a copy

BEST RETAIL 7 RADE
( Trade Mark Reg USRit Offand Foreign Countries!

As in the past 15 years,
Collier’s is again a
leading factor in the

advertising campaign.
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Twenty Cents

The Woman’s Home Companion is the 
most helpful magazine of the home. It 
is edited for women by a woman.
The Woman’s Home Companion stands

Better Homes 
Better Children
Greater Usefulness

for better clothes, for more and better 
comforts from the family income.
Hundreds of thousands of women each 
year bring to the editors every conceivable 
problem on children, food, dress and home. 
The personal attention given each of these 
questions'is one reason for the great reader 
interest in the Woman’s HomeCompanion.

Net Circulation 1,346,780
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Farm & Fireside
tune 1920

The National Farm Magazine____  ln_______ _ ___ -—ÿ A copy

Farm Sc Fireside is the first of the 
new order of farm paper, h has 
broken away entirely from the old 
fashioned academic treatise on agri-

Farm \ Fireside is the Personal Farm 
Paper. It carries the message of 
better farming through example.
The articles and stories tell of things 
that have been done, money that has 
been made, better methods that have 
been worked out—naming names and 
giving facts.
Farm & Fireside stands for:

Better Farms
Better Farmers
Greater Usefulness

Farm & Fireside interests and inspires 
the alert, thoughtful, successful

Net Circulation 715,056
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The Convention at a Glance
Associated Advertising Clubs of the World.

Indianapolis, Ind., 1920
SUNDAY

5:00 p.m. Inspirational meeting, ( University Park. Temporary chairman, 
Reuben H. Donnelley, Welcome to Indianapolis. Charles Coffin, 
president, Chamlier of Commerce. Hon. E. T. Meredith installed 
permanent chairman. Address, Richard H. Lee. Evening, serv
ices in churches with advertising man in each pulpit.

MONDAY
9:30 a.m. First general session, Tomlinson Hall. Special opening ceremony, 

followed by addresses on "Hoze to Make the Best Use of Ad
vertising Now”

2:00 p.m. Departmental sessions and conferences. Evening, historical page
ant of one hundredth anniversary of Indianapolis.

TUESDAY
9:30 a.m. Second general session, Tomlinson Hall. Addresses on “Adver

tising How and Now in Its Relation to Distribution.”
2:00 p.m. Departmental sessions and conferences. Evening, Outdoor Ad

vertising Show of Indianapolis, Advertising Club. Theatre par
ties. Official dinner to club presidents and executive committee 
of A. A. C XXX, Severin Hotel, 6:30.

XX EDNESDAY
9:30 a.m. Third general session, Tomlinson Hall. Session subject: “New 

and Significant Developments in Advertising."
12:30 a.m. Nominating committee luncheon. Claypool Hotel.
2:00 p.m. First interdepartmental session. Best address of each depart

ment will be delivered.
8:00 p.m. General exhibit session. Three speakers will explain three com

plete national campaigns.
THURSDAY’

9:30 a.m. Second interdepartmental session. Best address of each depart
ment delivered.

2:00 p.m. General business session. Reports, trophies, motion picture of 
A. A. C. XX”. headquarters offices at work, selection of convention 
city for 1021. and election of officers. Final adjournment.

All Aboard for the Indianapolis 
Convention

The Depart mental Sessions, Here Outlined. Will 
Prove of \ ast Interest to Advertising Visitors

THOUSANDS of advertising men 
from all over the United States and 
from many other lands, representa

tive of the best thought in the profession 
are gathering at Indianapolis to participate 
in the sixteenth annual convention of the 
Associated Advertising Clubs of ’he 
XXorld, from June 6 to 10.

An inspirational meeting will open the 
convention on Sunday afternoon, and spe
cial services with an advertising man in 
each pulpit will be held in the city’s 
churches in the evening Beginning at 
9:30 XIonday morning the trend of the 
c invention will follow its “brass tack" 
program epitomized in the slogan: “Ad- 
>ertising How and Now.’ The speakers 
cn the general program, and their sub
jects, were announced in Advertising & 
Selling of May 8; our issue of May 
12 will report the principal happenings of 
the convention as well as reproduce many 
of the important papers.

The first session of the fourteen de
partments and the four conferences will 
start on Monday afternoon, and the sec

ond will be held on Tuesday afternoon. 
A particular feature of the convention 
this year will be the two big interdepart
mental sessions on XX ednesday afternoon 
auad on Thursday morning. At each of 
these the best addresses of the various de- 
paratments will be delivered, thus giving 
every delegate the best thoughts from 
each and a broad perspective ot the en
tire situation in the advertising and busi
ness world today.

A schedule of the departmental meet
ings are arranged alphabetically, giving 
tune and pldce, follows:

Xmerican Association of Advertising 
Agencies—Ballroom, Columbia Club. Ses
sions—‘Monday at 1 :3O p. m. and Tues
day at 2'00 p. m. General subject of 
speeches and discussion “The Service of 
the Advertising Agency-.”

Xgricultural Publishers—Parlor, Lin
coln Hotel. Sessions—Monday and Tues
day, 2:00 p. m. General subject: “The 
Influence of the Farm Paper.”

Business Papers—Assembly room, Unit
ed Mine XX’orkers, XIerchaants’ Bank 

Building. Session—Tuesday, 2 :3c p. m. 
General subject: "Business Paper Serv
ice.”

Community Advertisers—House of Rep
resentative room, State House. Sessions 
—Monday and Tuesday, 2:00 p. m. Gen
eral subject: "Selling a Community to It
self and to the Nation ”

Directory Publishers—Director’s room, 
Chamber of Commerce. Sessions—Mon
day and Tuesday, 2:00 p. m. General 
subject: “The Place of Reference Adver
tising in the Campaign.”

Financial Advertisers—Udd Fellows 
Building. Sessions—Monday and Tues
day, I :oo p. m. General subject: “Effec
tive Financial Advertising.”

Graphic Arts—Lincoln Hotel. Sessions 
—Business sessions will be held at lunch
eons on Monday and Tuesday at 12:3c 
p. m.

Daily Newspapers—Assembly room, 
Claypool Hotel. Sessions—Monday and 
Tuesday, 2:00 p. m.; executive sessions 
Monday and Tuesday evenings; leading 
subject of discussion: “The Daily News
paper as a National Advertising Medium."

Direct Mail—Odd Fellows Building. 
Sessions—Monday, 2 :oo p. m., speech and 
discussion meeting; Tuesday, 2:00 p. m., 
presentation of a novel play entitled “Put
ting the Sales Story Across by Direct 
Advertising. This will be one of the most 
interesting features of convention week.

Outdoor Adxertisers—Roof Garden, 
Severin Hotel. Session—Monday at 2 :oo 
p. m. General subject: “Outdoor Adver
tising, Nationally and Locally.”

Periodical Publishers—Governor’s room, 
State House. Session—Monday, 2 :oo p. 
m. General subject: “Modern Conditions 
in the Periodical Field.”

Poster Advertisers—‘Club Room, Sever
in Hotel. Sessions—Monday and Tues
day, 2:00 p. m. General subject: “How 
Posters Get Results Now."

Screen Advertisers—Palm room, Clay
pool Hotel. Sessions—Monday and Tues
day, 2:00 p. m. General subject: "The 
Possibilities of the Motion Picture Me
dium."

Specialty Manufacturers — Parlor, 
XX'ashington Hotel. Session—Tuesday, 
2:15 p. m. General’subject: “The Place 
of Specialties in .-Xmerican Advertising.”

Club Secretaries (conference)—Library. 
Columbia Club. Session— Monday, 2 :oo 
p. m. General subject: “The XX'ork of 
the Advertising Club Secretary.”

Pan-American Conference — Senate 
Chamber, State House. Sessions—Lunch
eon meeting, Monday noon, discussion 
meeting Tuesday noon. General subject: 
“From the American and from the La
tin-American Points of X’iew.’’

Retail Advertisers (conference) — As
sembly room, Y. M. C. A. Sessions— 
Monday and Tuesday, 2 :oo p. m. Gen
eral subject: “Better Methods of Retail
ing.”

Women's Conference—L. S. Ayres' Au
ditorium Session—Tuesday, 2:00 p. m. 
General subject: “The XX ork of the XX o
man in the Advertising Field."

Hotchkis; XX ill Judge Truth Trophy 
Contest

Professor George Burton Hotchkiss, 
head of the advertising department of 
New Y’ork University, has been appointed 
chairman of the board of judges which 
will examine die briefs submitted in the 
Baltimore Truth Trophy Contest. The 
board will award the trophy to the Xd- 
xenising Club which has done the best 
work to promote “Truth-in-Advertising.”
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The Marketing Function of Advertising
Distinct Models of Selling to Be Considered in National ( am
paigns and Some Methods of Causing Them to Become Active

By HOMER B. V ANDERBLUE, Ph.D.
Associate Professor. Northwestern University. School of Commerce

THE MARKETING organiza
tion provides the channels 
through which operate the forces of 

demand and supply. Buying draws 
the goods through these channels, 
and the device whereby the goods are 
carried from original producer to 
final consumer is (normally) that of 
purchase and sale. There is a recur 
ring passage of title, through suc
cessive enterprises or sets of enter
prises, which take title solely to pass 
it on. The continuous movement of 
goods is maintained by contracts 
transferring ownership until title 
finally lodges within the consumer.

Since the device of transferring 
ownership is that by which marketing 
is carried on, the methods of pur
chase and sale have an important 
bearing upon the machinery of mar
keting. Five distinct methods of sale 
are found today in commercial prac
tice, either in their "pure” state or 
in combination :

1. Sale in bulk;
2. Sale by inspection;
3. Sale by sample;
4. Sale by description ;
5. Sale by symbol.
'I he basis of this classification is, 

fundamentally, the degree of stand
ardization which has been secured 
through the establishment of grades, 
before the acutal transfer of title is 
made. Sales in bulk are made when 
the purchaser buys the goods in the 
mass, as "mine run” ; sale by inspec
tion remains as an important basis of 
title transfer, (1) when units of a 
supply are not homogeneous in quali
ty, (2) when the individual purchase 
involves a considerable sum, and (3) 
when goods are bought at retail. 
( )bviously sale by inspection is a 
clumsy and expensive process. If 
each change of title is to be accom
panied by inspection, someone must 
pay the cost. The earlier that stand
ardization takes place in the market 
ing process, the more quickly and 
cheaply can the subsequent work of 
passing title be done. The services 
now performed by technical experts, 
buyers, engineers and chemists, can 
in considerable degree be concen
trated on a single link in the market
ing chain.

Sale by sample demands standardi
zation. but a standardization for 
which the sample is a basis of com

parison. Sale by description has no 
objective test; it is sale by specifica
tions only. These specifications may 
be formal specifications, established 
by associations of business men or 
by boards operating under legislative 
authority. I hey may be specifications 
established by either buyer or seller. 
W hen the seller sets specifications he 
is laying the ground work for sale 
by symbol. By branding, he then 
seeks to put his goods in a class 
where common knowledge attaches 
specifications, especially quality 
specifications, to the product. This 
operation is thus analagous to the 
grading of farm products. When an 
entire line is branded, the quality 
characteristics of one article are as
sociated in the minds of purchasers 
when other articles are bought. How 
important must be this cumulative 
force for a family of products I Sale 
by brand or trade mark is sale by 
symbol.

\\ hat may be termed the market
ing function of Assorting, Rear
rangement and Standardization must 
be here emphasized. Such goods as 
can be marketed in packages admit 
of ready standardization, and it is 
for this reason that canned goods and 
“package” goods, particularly, have 
been so effectively and generally ad
vertised. In food stuff advertising 
campaigns, not alone have quality 
and the brand name, together with 
the trademark, been lined together, 
but an actual picture of the container 
has frequently been reproduced. If 
size, color and appearance of the 
package can be isolated in the cus
tomers' mind there can be little sub
stitution. It should be clear, there
fore, that the link in the chain, which 
brands the goods, is the one which 
determines the methods of sale to 
dominate the subsequent marketing 
process. The earlier in the chain that 
sale by symbol can be utilized the 
more economically will the task of 
carrying the goods on to the con
sumer be performed. ()n the other 
hand there cannot be economical 
branding until there is a volume of 
product. Where producing units pro
duce only a small percentage of the 
total output, a marketing agency 
must brand.

1 he fundamental problem is one of 
scale of operations in relation to 

overhead costs, another phase of the 
principle that the division of labor is 
limited by the extent of the market. 
In the salmon industry the brokers 
brand ; in the flour industry, the large 
manufacturers brand their best flour, 
the inferior grades, produced in 
smaller volume, being branded by 
jobbers; oleomargarine is packed by 
a middleman. Oranges are graded 
and branded by the California Fruit 
Growers Exchange with its Sunkist 
brand, and there is the newer com
petitive Florida brand, Sealdsweet.

But advertising finds its most im
portant place as a selling agency, in 
the marketing of manufactured prod
ucts, rather than in the marketing of 
farm products, where uniformity 
must be secured by grading anil 
packing. For any large scale and 
widespread selling campaign stand
ardization is essential since the same 
selling points cannot be used to reach 
a large group of consumers unless 
the product shall uniformly corre
spond with the description. And in 
tbe second place, standardization is 
essential for sale by symbol, that all 
purchasers, guided by satisfaction 
from an original purchase, shall not 
be disappointed because of uncertain 
quality.

The factory product meets these 
basic requirements. For most fac
tory products, standards are fixed 
before the products enter upon the 
marketing journey. The machine 
process, with the modern cutting 
tools, and devices for measurement, 
and standard work instructions and 
inspection, means that factory prod
ucts come from the mill as substan
tial duplicates. One screw is like 
another screw ; one bolt like another 
bolt, one yard of cloth like another 
yard, and even one cracker like an
other cracker. Uniformity is. there
fore. secured by standardized pro
duction methods.

VALUE OF STANDARD BRANDS

The social importance of stand
ardization in marketing (which is the 
basis of all general advertising) 
should be here emphasized. Its great
est advantage is that the average con
sumer can avoid the necessity of 
being an expert judge of the many 
articles which he purchases. Coined 
money is perhaps the best illustra
tion of the application of the stand
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ardization principle to a commodity 
which is intended for exchange. By 
definition, a dollar is 25.8 grains of 
gold mine—nine-tenths tine- -23.22 
grains of fine gold: weight and qual
ity are standardized, and guaranteed 
by the government stamp. It is this 
guarantee which enables gold coin to 
pass from hand to hand without test
ing.

In Professor Carver's phrase, it 
“sells on grade and reputation rather 
than on inspection." Professor 
Carver continues:

"The reasons in favor of fixing stand
ards of quality wherever it can be done, 
are identical with those in favor of fixing 
standards of measuring quantity. They 
are all summed up in the superior 
economy of buying on grade and reputa
tion as compared with buying on inspec
tion. The buyer of an unstandardized 
commodity may have enough confidence 
in the seller's system of weights and 
measures to avoid the necessity of weigh
ing and measuring for himself; but he 
can scarcely avoid the necessity of in
specting the commodity in order to de
termine its quality ... In all cases 
where quality can be standardized, there 
is economy of effort. So far as buyers 
can be saved the trouble of inspection, 
so far will they be enabled to economize 
the time and effort involved in making 
purchases, and so far also will the sal
ability of commodities be increased."

THE FUNCTION OF ADVERTISING

Advertising is the use of printed 
matter to effect sale by description 
or sale by symbol, or to facilitate sale 
by any method of sale, as advertising 
is supplemented by inspection. Sale 
by description may be made either by 
the use of the salesman’s spoken 
word, by use of the printed page, or 
by a combination of methods. Sale 
by symbol requires the brand ( ori
ginally a mark actually burned into 
the articles) or trademark. These 
seek to establish, in the minds of pur
chasers, “shorthand” symbols of the 
standardized specifications which the 
goods represent. Sale by description, 
however, is rather the means for 
creating demand through explanation 
of the character of the goods, where
as sale by symbol seeks either (1) to 
prevent the leakage of this demand 
by affording an easy means of recog
nition at the time of an initial pur
chase. or । 2 1 to control subsequent 
reorders through isolating the prod
uct in the mind of the purchaser, and 
utilizing his "force of habit.” For 
these reasons, therefore, most ad
vertisements combine a description 
of the goods with a trade mark.

The aim of advertising is in part, 
furthermore, to overcome the strate
gic weakness of selling through a 
chain of middlemen. This weakness 
lies in the fact that the selling points 
which appeal to the middlemen are 
not the selling points which must he

conveyed to the final consumer to in
duce purchase. The selling points 
which appeal to the middleman are 
based upon prospective profits, and 
only incidentally upon the qualities 
of the goods (except fundamentally, 
"in the long run”) although the quali
ties of the goods represent the speci
fications whereby the producer has 
sought to meet the requirements of 
demand as he has analysed that de
mand. If the distribution chain is 
that of jobber to retailer there is a 
possible leakage because of the lack 

Announcing Another o
New Record!

first two weeks of our selling and 
■- advertising campaign resulted in or

der' for and one-half solid carloads of 
our product. Ind so far we have been 
able to check results only in New York.” 
- In advertiser’s statement to J. K,

II hat is the explanation of 
these phenomenal returns ?

of control over the means by which 
the quality ideas, especially if these 
quality ideas are new and “unstand
ardized” ideas, are transmitted in 
turn to the retailer. The retailer also 
is actuated by consideration of profit 
and turnover; and too frequently his 
vision is limited to short-time re
turns.

The selling points which the pro
ducer (or jobber, if the jobber is the 
advertiser ) desires communicated to 
the consumer in order that demand 
will focus on his product may or may 
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not be the ideas which the retailer 
actually does convey. With the 
merchant handling a variety of 
goods, he cannot be expected to em
phasize the particular selling points 
of each product. Except where in
dividual sales are large, the actual 
contact with the customer is made by 
subordinate members of a large or
ganization or by small shop-keepers 
and their forces. The difficulty of 
securing, training and holding an 
adequate sales force is everywhere 
a real problem.

It is competition, then, which forces 
the producer to take every step to 
ensure that the ideas about his prod
uct. which are conveyed to possible 
purchasers, are properly coordinated. 
This result is sought by communi
cating direct the peculiar selling 
points of the goods through printed 
appeal to the consumer. Control over 
the form and emphasis of the selling 
ideas is thus exercised, either 
through general advertising, the use 
of newspaper and magazine publicity, 
or through direct advertising, the 
transmission of ideas by mail. Which 
shall be used, and the exact agencies, 
or the combination of agencies, pre
sents a problem of internal manage
ment. to be decided, ultimately by the 
test of cost. For many products, 
therefore ( since history shows a con
tinued advertising campaign ), it may 
1 e fairly assumed that advertising 
furnishes the most economical (and 
profitable ) means for selling and for 
transmitting selling ideas.

THE EFFICIENT TRADE .MARK

1 he trade mark, if it is to perform 
its basic function, that of tying the 
customer to the producer, and thus 
to build and maintain goodwill, must 
carry' with it an expressed or implied 
guarantee which goes even beyond 
the bare requirement of the law. The 
most important element in this im
plied guarantee is that quality will be 
maintained upon an even basis. The 
brand constitutes the consumer’s pro
tection against substitution and 
variation in quality. This assurance 
of standard quality is a part of the 
satisfaction which he buys. And 
from the seller’s point of view, the 
brand and the trade mark are in
struments for the control of demand, 
and the creation of goodwill—“all 
that good disposition which consum
er' entertain toward the house of 
business identified by the particular 
name or firm, and which may' induce 
them to continue giving their custom 
to it.” ( Washburn, National Wall 
Paper Co., 82 Fed. 17, 20). They 
link up the merchandise and adver
tising. Their owner must, as a re

sult, be ready to stand back of the 
quality specifications with which he 
Leks to surround them, in his ad
vertising copy. The legal guarantees 
built up to protect sale by description 
are thus reinforced by a business 
policy, made essential by the further 
development, sale by symbol.

It has been well stated that a trade 
marked product is like a marked man, 
which may be easily avoided if the 
public disapproves of it. No amount 
of artificial stimulation of demand 
will alter this for long at a time. 
Since easy and sure recognition is 
the test of a good trademark, such 
recognition permits rejection as well 
as acceptance. And it is not im
portant how the distinguishing mark 
is attached, whether by a special con
tainer, by a label affixed on fruit or 
bread, by watermark, by a band on a 
cigar, or by a colored thread, or wire 
in a rope.

Trademarks, brand names and 
slogans may therefore each be 
divided into two broad classes based 
upon the trademark functions: the 
identification of the product, and the 
transmission of selling qualities.

i. BRANDS
Identification Xanics

By Firm 
Parker 
Fownes 
Ford 
Firestone 
Ingersoll

By Location 
Detroit 
Boston

Quality 
Descriptive

Spearmint 
Two-in-ne 
Ivory 
Waterproof 
Holeproof

Conventional 
Society 
Fairy

Elgin 
Manhattan 
Kansas City

Coined
Kodak 
Vaseline 
Celluloid 
Postum 
Cravenette
Names
Premium 
Royal 
Sterling

. Coined
Uneeda 
Indestructo 
Sunkist 
RexaJl 
Certain-teed

2. TRADE MARKS 
Identification Symbols

Hudson Triangle
Armour Oval
Hart. Schaffner & 

Marx Herald
Baker’s Chocolate 

Girl
Douglas Portrait

Maxwell Shield 
Pears Soap Bar 
Beaver Board

Shield
Log Cabin
Red Crown

Gold Dust Twins
Dutch Cleanser

Girl
Quaker
Keen Kutter
Whitman Sampler

Quality Symbols
Walk-Over Man 

and Shoe
Y'ictor Dog
Cream of Wheat 
, Chef

Sonora Bell 
Knox Crest

3. SLOGANS
Identification Slogans 

The name of Weed on every hook. 
I f it isn’t an Eastman, it isn’t a Kodak. 
Dictate to the Dictaphone.
If it hasn't this Red Woven Label, it isn’t 

B. V. D
It floats.

Let the Gold Dust Twins do your work. 
Good Morning, have you used Pear’s

Soap ?
Quality Slogans

Clear as a Bell.
Built like a Skyscraper. 
Tells time in the dark. 
As easy as pointing your finger. 
No metal can touch you.
Makes Life's Walk Easy . 
His Master’s Y’oice.
From Contented Cows. 
It Pours When it Rains.

Another important social gain re
mains for mention. Because of the 
essential emphasis upon quality in 
advertising, it is a matter of common 
interest to all advertisers that only 
“honest” copy be printed. Sale by 
description and sale by symbol are 
built upon confidence. That a code 
of advertising ethics, founded upon 
sound business principles, should de
velop. was inevitable. The effect of 
unfortunate experience with one ad
vertised article, is to reflect doubt 
upon other articles in the mind of 
the consumer. Conspicuous and suc
cessful effort (none the less con
scientious because based on business 
grounds) has therefore been put for
ward by the Associated Advertising 
Clubs of the World, acting through 
the National Commission to create a 
generally accepted code of profes
sional ethics.

The strengthening of this volun
tary work by the passage of general 
laws forbidding fraudulent advertis
ing measures advances in advertising 
standards possible because of the 
common interest involved, and be
cause a relatively small number of 
specialized business men deal with 
clients rather than with customer.'.

( ollisson is Advertising Manager of 
Bushnell Publications

Charles F. Collison, who joined the ad
vertising staff of the Rational Farm 
Power last February, lias been appointed 
advertising manager of North-west Farm
stead of Minneapolis, and the Dakota 
Farmer of Aberdeen, South Dakota, pub
lished byr the Bushnell Company, and a 
part of the National Farm Power. His 
headquarters will be at Minneapolis, 602 
Oneida Building.

Mr. Collison, who has had more than 
twenty years’ experience in editorial and 
advertising’ work, was formerly assistant 
advertising manager of Farm, Stock and 
Home, Minneapolis.

James, Business Manager of “Yale 
Rev iew”

William A. James, formerly at the west
ern office at Chicago, of the People’s 
Home Journal, and previously with Har
per's Bazar, has been appointed business 
manager of the Yale Review. New Haven, 
Conn.

Leaves Newspaper For Magazine Field
Homer Gnck, for fifteen years editor of 

the Daily Mining Gazette, at Houghton, 
Mich., has resigned his position to encage 
in magazine work
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"The House of Transportation”
Chapter Four

J.^ANDLING materials by means of machinery is transportation.
Its development during the last few years has been so rapid that 

it is now one of the greatest single factors in both production and 
distribution.

So vast are its ramifications and so flexible 
its application to the great economic 
scheme of the world of industry that we 
decided to gather together and classify 
machinery and appliances made in this 
country for handling material of all kinds.
1 he vehicle through which this will be accomplished 
will be known as the “MATERIAL HANDLING 
CM I ( )PEDIA," and it will be published annually.

1 he data will be compiled and edited by a separate
staff of experts. And while the “Material Handling Cyclopedia” has been endorsed by 
1 he M aterial Handling Machinery Manufacturers Association, it will in no sense be con
fined to the products of members of that Association. Merit alone will govern what is 
selected for presentation in this ( yclopedia.

And the same is true of the ( atalogue Section. Space in it will be sold only to manu
facturers of material handling machinery of recognized worth; and all copy will be 
passed on by the Editor of the Cyclopedia.

The first edition will be on sale in January next. XX^rite for rates for the Catalogue 
Section now.

Simmons-Boardman Publishing Co.
WOOLWORTH BUILDING, NEW YORK

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

\\ ASHINGTON LONDON
Home I ife Bldg. 34 Victoria St.

Publishers also of Railway Age Railway Mechanical Engineer; Railway Electrical Engineer; Railway Signal 
Engineer Railway Maintenance Engineer—the “ Railway Service Unit”—all members of the A.B.C. and A.B.P.
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What Advertising Means to Our Business
A Candid Testimonial to the Efficacy of a Sound Policy 
of National Publicity in Promoting a Great Enterprise

By GEORGE M. VERITY
President. The American Rolling Mill Company

Advertising is a modern 
means of communication be

tween millions of individuals who 
are never privileged to meet in any 
other way.

.Action or lack of action on the part 
of the individual is 
the result of his 
“viewpoint." View
point on any subject 
is the sum of one’s 
understanding of 
that subject through 
seeing, reading and 
hearing.

A noted writer 
said something to 
the effect that if you 
can make a better 
mouse-trap than was 
ever made before, 
all the world will 
make a pathway to 
your door.

Advertising obvi
ates all such unnec
essary travel. It car
ries the message that 
you or I wish to 
convey directly to 
the desk, or chair 
by the fireside at 
home, of the indi
vidual or individuals 
we may wish to 
reach, without loss 
of time or effort on 
the part of either.

You choose a pro
per medium and— 
presto !—your mes
sage is scattered to 
the ends of the 
earth. If it contains 
a “truth,” the echo 
will come back to 
you in due course.

High-class adver
tising is a modern instrument of ac
complishment that serves the masses 
and displaces much laborious work. 
\\ e are all buyers and seller . Every 
hit nan being is a purchaser of many 
things and his wants grow with the 
development of new or better things. 
He scans the current periodicals of 
the day to find what new thing has 
be< n developed for his comfort or 
convenience.

Every one of us has something to 
sell, either our service. <mr experi

ence, our products, or our ideas and 
suggestions, so that we are all grow- 
ingly interested in modern adver
tising, vvhich has become so largely 
a work of art instead of a mass of 
prosy type.

GEORGE M. VERITY

Another thing! Advertising has 
helped to bring out more than any
thing else the human element in 
business.

Work—honest labor—is one of the 
noblest things in life, (due who can 
feel that he is doing his fair share 
of the work of the world has good 
reason to be happy.

No normal man can. however, be 
satisfied to simply work. He wants 
to work to some purpose and to ac
complish the largest possible result. 

both for himself, his associates and 
his company. He wants to work ef
fectively.

There can be no real, effective work 
without the inspiration of that thing 
called "spirit,” which is the main

spring of acccorn- 
phshment.

It is for that rea
son that we have 
been so greatly in
terested in the de
velopment of real 
"Armco Spirit.” As 
a part of our insti
tutional advertising 
“Armco Spirit” can 
first be compared 
with what at school 
is termed “college 
spirit" or “class spi
rit" as applied to 
those graduating in 
any given year. It 
c o m p a r e s vv i t h 
"community spirit,” 
or what might be 
described as "group 
spirit" as represent
ing the combined in
terest and purpose 
of any given num
ber of persons work
ing together in a 
common cause.

Spirit is that thing 
which grips and 
holds the hearts of 
men and gives them 
the power of extra
ordinary accomplish
ment, when working 
for a worthy pur
pose. Reducing Arm
co Spirit to the four 
walls of an adver-
tisement, we say of 
it:

" Armco Spirit is a comprehensive, 
vital force, which finds expression in 
the practical application of policies 
builded on a platform of Christian 
principles, in vvhich selfish purpose 
lias no place.

“Armco Spirit combines in proper 
proportion a spirit of fairness, a 
square deal always, both in theory 
and practice; a big, broad view of 
every problem, cutting out all nar
rowness and littleness; a spirit of 

Continued on page 22
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Marketing a New Product Through a 
Single Great Color Page

AN AIWER list NG-M ERCHAND1SING CAM PAIGN 
THAT IN TWO XVEEKS SOLD EIGHT AND

ONF-HALF SOLID CARLOADS OF A
NEW FOOD PRODUCT

On .-April 25th a great color page ad
vertisement ot a new food product (name 
on request) appeared in the American 
Weekly. W ithin two weeks the manufac
turers received orders for eight and onc- 

sexen great newspapers located in seven 
great trading centers is another tremen
dous factor. Every Sunday its great color 
pages are one of the splendid features of 
the Xew York American, Chicago Herald 
and Examiner, Boston Advertiser, Wash
ington Times, Los Angeles Examiner, San 
Francisco Examiner and the Atlanta Geor
gian-America. Color is the wetm detain 
qian-America. ( OLOR is the third reason 

—color—which lends vitally to the other 
two, which, like the general in the great 
parade of advertisers, commands the at
tention of all eyes.

Color multiplies by ten the meaning of 
a pn ture. Memories, associations, desires 
are instantly awakened by color. An ad- 
xirtisement in color stimulates the imagi
nation, while ordinary black and white 
taxes the imagination.

.And, in the color pages of the Amer
ican Weekly, the largest available in any 
publication, you have the greatest of ail 
opportunities to use color. No wonder 
—a great color page in the American 
Weekly is in itself a national advertising 
campaign.

half solid carloads of their product. And 
I hen they had been able to check results 
only in Xmx York.

They zerite of their great success: " A!- 
this advertisement zeas nol written 

to secure inquiries — rec have been hl- 
etally inundated with requests. One uf 
.Yew York's largest jobbers informed us 
***that they received, without solicitation 
Oh their part, thirty-five orders from 
their retail trade.'

What is the explanation of such phen
omenal returns? Why did a single great 
color page in the American Weekly act 
like a blast of T.X.T. tearing wide open 
the gates of a difficult market?

\\ nen you analyze the facts, you can
not fail to see the reasons.

There are in the entire United States — 
according to latest available figures — 
about twenty-one million families. And 
the American U’eekly going into two and 
a half million homes reaches, therefore, 
about one-eighth of all the population of 
the United States.

As you go to luncheon today and min
gle with the crowds thronging the streets, 
think that one in every eight reads the 
American Weekly. As you ride home to
night. rushing past a myriad of homes, 
think of a publication that goes into one 
out of every eight of these homes that 
are scattered throughout the country. 
Think of the vast quantities of every kind 
of all those homes 1

Call in the immutable laxv of averages 
and you will find that, according to the 
latest available census figures, the readers 
of the American Weekly bought $94,033,
750 worth of flour and mill products in 
a year. They bought $8,520,125 worth of 
condensed milk and milk products and 
$3,888,875 worth of canned fish.

By the same law of averages canned 
vegetables and fruits consumed by Amc’- 
ican Weekly families in that year amount
ed to at least $18,647,000; chocolate and 
cocoa products, $4,464,125, and confec
tionery, $28,353,500.

And these figures are for the year 1914. 
Since then production and consumption 
have greatly increased. Prices in many 
instances have more than doubled. Take 
a pencil and multiply each of these fig
ures by txvo, and even those tremendous 
sums would still be conservative estimates 
of tile foods consumed by American 
Weekly families.

And remember that the progressive 
families who read the American Weekly 
I uy in proportionate amounts everything 
iiom five-cent packages of chewing gum 
: Sto.ooo ready-to-erect houses.

Hence, circulation — the greatest of any 
kind in America, entailing tremendous 
buying poxver—is one reason for the phen
omenal returns gained by advertisers in 
the American Weekly The fact that 
tK American U’eekly is distributed xvith
Advertisement
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unselfishness, of loyalty, of courtesy 
to and consideration for the other 
fellow.

‘‘Armco Spirit is. in fact, simply an 
exemplification of the highest stand
ard of real American citizenship.”

To any keen observer it will be 
seen that the spirit of business is all 
and more than that: it is that spirit 
which is life itself. It is a distinct, 
vital, concrete force. It despises class 
distinction; it hates inferiority in 
men or in products, and in all things 

affecting life itself It will have 
nought to do with commonplace 
things and glories only in the highest 
and the best.

It is that intangible but intensely 
potent thing which so firmly grips 
the hearts of men that it inspires 
them with the unconquerable, will to 
be and to do the limit of their endur
ance and ability.

It is that latent power which 
the thoroughbred draws upon when, 
running neck and neck with his ad

versary clear up to the last lap, he 
suddenly forges ahead to victory.

It is that spirit which makes for 
the real brotherhood of man and the 
building of the highest type of 
Christian citizenship, which will in 
turn produce an indestructible demo
cracy. As advertising helps build 
the great industries of today it also 
knits the hearts of the workers closer 
together for the glory of their daily 
toil.

Agents Adopt Business 
Paper Policy

The American Association of Advertis
ing Agencies has adopted the following 
statement of the policy which should gov
ern their relations with business papers:

"Each agency member of the Ameri
can Association of Advertising Agencies 
should be guided by an earnest purpose 
to render adequate service and assistance 
to clients in the’selectjon and use of busi
ness papers. To render such service a 
cordial relation should exist between 
publishers and agent.

“It is a recognized obligation to give 
courteous consideration to presentations 
of the merits of the business press as ad
vertising media and to maintain at all 
times adequate information regarding the 
circulation, advertising rates and market 
of each business paper. The co-operation 
of publishers is invited in furnishing this 
data.

"An attitude of friendly co-operation 
should be maintained by the agencies to
ward the service and research depart
ments of the different business papers’ or
ganizations when it is recognized that the 
best interests of the agencies’ clients are 
being served by such co-operation. The 
practice of serving advertisers and agents 
with accurate statistical information and 
competent surveys of trade conditions is 
highly approved, and further development 
of this service will lie welcomed.

‘‘Many of the leading business papers 
have endorsed advertising agency service 
by payment of agency differential on all 
space used by the agencies' client. While 
this payment does not fully remunerate 
the agent for the exacting preparation of 
pl ns, copy and design, it is an appreci- 
at <1 recognition of the importance of 
agency service both to the advertiser and 
the publisher. .

“Regardless of agency differential, how
ever. it is the purpose of agencies to rec
oi imcnd business papers to clients when 
and if they are needed in the conduct of 
- campaign.

“To facilitate business between us, it 
i ■ r commended that the business papers 
j -in the Audit Bureau of Circulations. 
aT.p the flat rate and the standard rate 
rard pr<ip''-<'<1 Iiv ihe .Xmerican Associa
tion of advertising agencies

“There are many advantages that would 
a,-erne t<> advert.-er-, publishers and agen
, h . from a greater deeri e m standardi- 
/aiimi in page sizes among the business 
p, ... .ay - bv io. The agencies ask your 
m ri"ii- consideration of this subject, the 
r< complishment of which will result in 
man ri.ll >a\ w in effort and u-eb-- pt- 
miint' । ists, and in a more effective, 
pmfifa'1 le and larecr use of the business 
f P' r- "

Goldwyn Sums I p the “Movies” In 
Figures

Samuel Goldwyn has summed up the 
motion picture industry in terms of fig
ures as follows:

There are 15,000 motion picture thea
tres in the United States, providing 8.000,
000 seats. Their gross revenues for 1919 
are estimated to 'have been more than 
$800,000,000. Prdducers spent over $40,
000,000 a year for film alone. At the 
present time almost 500,000,000 linear feet 
of motion pictures are being made in 
America annually, of which over 20c.- 
000,000. valued at close $10,000,000, arc 
being exported abroad. American mo
tion pictures practically dominate the 
foreign motion picture market. The 
growth of the industry in the last six 
years has been so great and rapid that 
it exceeds in proportion the growth of 
any other industry. To-day the motion 
picture industry is the fifth in point of 
size and importance throughout the coun
try.

Changes in International Money 
Machine Staff

George C Tenney, general manager of 
the International Money Machine Com
pany, Reading, Pa., was elected president 
of the company and Marshall L. Fawcett, 
sales manager, was elcated vice-president 
in charge of sales at a meeting of the 
board of directors, held at Reading. Both 
Mr. Tenney and Mr. Fawcett hate been 
with the company since the early part of 
1910 and under their direction the business 
of the company has approximately trebled. 
At the same time the appointment of 
Samuel Frommer, formerly advertising 
and sales promotion manager of the Mc- 
Caskey Register Company, of Alliance, 
O., was announced. Mr. Frommer is a 
graduate of Columbia University. He 
served for a time on the staff of the New 
A'ork Tribune, resigning to take charge 
of the advertising of the United States 
Fidelity and Guaranty Company of Balti
more.

Bauerlein Says Prepare Advertise
ments XYith More < are

G. XX’. Bäuerlein, manager of the New 
Orleans office of the Ferry-Hanly Advcr- 
ti-mg Co., in a recent issue of the South
ern Pine Salesman, says:

To-day when there is such a volume of 
cupy appearing in newspapers and maga
zines there is a very definite tendency to 
think of space as advertising. .

Space is. of course, only the vehicle.
The need for the intelligent use of.space 

is ¡.Water to-day than ever before in the 
hisp.rv of advertising

Ability will determine the degree of ef
ficiency which can be secured from space.

Publishers and advertising agents every
where are counseling advertisers to more 
carefully prepare advertisements and cam
paigns—to put enough thought, time and 
brains into the copv in order that the 
space may pay out to the fullest degree.

Plan Co-Operative Advertising In 
Baltimore

The finishing touches are being put on 
the co-operative advertising plan which 
will be launched within the near future by 
the X’ictor Talking Machine Dealers’ .As
sociation of Baltimore. It is promised 
that the campaign, which will be along 
educational lines, with “There Can be No 
Home, Sweet Home XX'ithout Music," as 
the slogan, will be an unique undertaking.

New Agency for (.hemical Accounts
The Hazard Advertising Corporation, 

with offices at 17 XX est Forty-second st., 
New A’ork Gity, recently organized, will 
specialize in accounts in the chemical and 
allied fields.

Mr. Hazard has for some time been 
identified with the chemical industry- and 
connected with several well-known 
houses. He served as an officer in the 
Chemical XX’arfarc Sendee.

Lyman O. Fiske, general manager 
of the corporation, was editor of the 
Dramatic Mirror for over twenty years, 
and is well known in publishing and ad
vertising circles. He was for a number 
of years very active as an officer in the 
Seventh Regiment, N. X’. N. G.

Firm accounts include H. A. Metz X: 
Co., Inc.; H. A. Metz Laboratories, Inc.; 
Iordan Coal Tar Products Co., Inc.; XX'm 
E. Jordan, Inc., and Plexo Preparations, 
Inc.

Let’s Expel the XX ord “Ad”
In the May issue of The Three Circles, 

published by Evans, XX’intcr-Hcbb, Inc., 
Detroit, printing concern, they say : XX'e 
wish to join the movement to eliminate 
the terms “ad,” and “ad men." Adver
tising is a profession with us and these 
terms are as objectionable as “Doc” must 
be in the medical profession.

Highly Pleased XX ith “A. & S.”
Editor, Advertising & Selling :—

A’ou have had numerous congratula
tions. but wc can't help adding ours, too. 
\\'e are highly pleased with .Advertising 
& Selling.- F. A. Rosacio, principal, The 
Silent Salesman, Hongkong.
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THE NEWSPAPER
An always welcome messenger, in instant and constant readiness, through which you may 

quickly and economically reach every worth-while home, office, store, shop 
and factory in the land. Or in any desirable section you select

NEWSPAPER READING has come 
to be regarded almost as important a 
part of the daily life of every intelligent 
man or woman as food or sleep.

You, personally, are one of the many 
millions of people who prove this statement.

I he quickest, surest, most direct way to tell all 
of tire people of a community the thing you want 
them to know is through the columns of ITS 
N EW'SPAPER. Newspaper readers accept and 
regard the advertising columns of a newspaper as 
a legitimate part of the paper, and not intrusive. 
Good advertising is news.

The NEWSPAPER is made up of units, each 
under its own name, 
with its own individ
uality, serving i t s 
own circle of read
ers. clearly defined 
either by geographi
cal boundaries or be
cause constructed to 
appeal to a special 
interest.

1'here need be ho 
guesswork. You can 
use one of those 
units, knowing ex
actly what you cover 
with it, or multiply 
it by' tens or hun
dreds with equally 
definite knowledge.

Like a wise farmer you may, if you choose, de
velop a convenient field, then add one after an
other until you bring a vast territory under inten
sive cultivation.

You may select your territory so as to take 
advantage of sectional prosperity’ or needs, and of 
transportation or manufacturing facilities.

While the real development has only begun, 
hundreds of so-called national advertisers are users 
of i- »tensive newspaper space today, as compared 
with dozens a few years ago.

Time was when anyone, everyone, or no one, 
looked after “the advertising.” Now ADVER
TISING is usually close under the keen eye and 
careful direction of the head of the house.

For a while it was the tendency of many men 
with decisive voices to visualize their audiences as 
numerous duplicates of themselves, with similar 
habits and tastes, and to select media accordingly. 

Vanity often ruled. Pretty pictures, some of them 
exquisite, and fine, dainty printing, had full sway.

All this is changing. The direct, short cut, 
quick, frank appeal or argument, vibrant with con
fidence and consequently with conviction, has come 
into great faz'or and use.

Advertising men have learned how even to con
struct illustrations for newspaper reproduction that 
are strikingly beautiful.

Merchandising and advertising plans are now 
rightly considered inseparable, and this has em
phasized the value of the opportunity to select 
reachable and responsive territory for sales work, 
and to concentrate in a most intensive and thor

ough manner therein 
whatever advertising 
is then being done 

We do not dec ry 
the value of a n y 
other legitimate form 
of advertising, but 
we are convinced of 
and enthusiastic over 
tin* superior advant
ages of newspaper 
advertising for every 
form of massed mer
chandising appeal, in
formation, or argu
ment.

Properly done, 
newspaper adz'ertis- 

ing leads wherever speed, thoroughness, economv 
of cost, and result, both immediate and cumula
tive, are considerations.

We represent, in the national advertising field, 
a list of progressive newspapers in the prosperous 
cities shown on the map above. We are the ad
vertising field forces of those newspapers, thor
oughly informed concerning the publications them
selves, and the territories in which they respective!v 
circulate. We have gathered and are prepared to 
place before you. at any time, anywhere, all sorts 
of statistical trade information.

In conjunction with the publishers we serve, we 
have eliminated as far as these publications are 
concerned, the old bugbears of uncertainty of 
rates and of circulation.

We have earnestly striven for manv years to 
make the “Known Circulation” seal and the name. 
"The John Budd Company,” synonyms of accuracv 
and honesty. We are confident those who know 
us will say we have not failed.

“We are at your service, any time, anywhere”

THE JOHN BUDD COMPANY
National Advertising Representatives of Newspapers

Burrell Building, NEW YORK 't ribune Building. ( HIC AGO Chemical Building. ST. LOI IS
Healej Building, ATI AAM Examiner Building. SAX FRANCISCO

Title Insurance Building LOS ANGE1 ES Post Intelligencer Building, SEATTLE
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Electric Railway Journal Electrical Merchandising Journal of Electricity

Two Years
THE Interstate C o m- 

merce Commission has 
just recently announced 

that the railroads will be per
mitted to spend 300 millions 
of dollars.

But the horse is stolen!
What the railroads need 

now is cars for transporta
tion. Two years ago they 
should have had the monev 
to buy them. For railroad 
cars are not built over night 
—orders now mean deliveries 
two years from now. And 
orders two years ago would 
have meant deliveries now. 
We are two years late in get
ting action!

Will manufacturers — will 
the government — learn by 
experience? We hope so. 
Today we are facing certain 
definite problems, but these 
problems of today are rela
tively unimportant. Adver
tising men ought to be think
ing two years and three 
years ahead. Some far
sighted manufacturers are 
thinking ahead. We know of 
one great advertising cam
paign all planned and in

storage, ready to be released 
on a moment’s notice to meet 
an anticipated economic sit
uation.

We are just emerging from 
a high-price period due to in
flated credit. But solid bus
iness was never in a more 
substantial situation. The 
shelves of the world are short 
of stocks. One of our funda
mental needs is production 
to till these shelves. Let us 
concentrate our thinking on 
industrial necessities. What 
are they?

FIRST: Coal and power. Our coal 
supply is insufficient to meet our ever
expanding needs. Our developed water 
power is inadequate. Our Public Utility 
Corporations have on order thousands 
of horse-power which they cannot fur
nish. The forces of publicity and ad
vertising must be turned to show the 
need of financing and building.

SECOND: Construction. We need 
new highways, new office buildings, new 
homes. There are thousands of build
ing projects that should be carried 
through to completion. We must con
centrate our capital and thought on 
getting things done.

THIRD: Productive machinery. Our 
labor shortage is tremendous. Wages 
have been fixed at a new level. They 
cannot go higher. Neither will they 
return to where they were before this 
period. Automatic machinery must 
supplant common labor. Machine tools 
to build automatic machinery, and au
tomatic machinery in its turn to do 
more work, are absolutely vital to the 
industrial supremacy of this country.

THE 11 McGRAW-
McGRAW HILL

Tenth Avenue at

American Machinist Power Ingeniería Inti rnacional
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Engineering and Mining Journal Chemical and Metallurgical Engineering

Too Late
F O U II T II : Transportation 0 u r 

transportation system has broken 
down. In the handling of freight, in 
the handling of passengers, in the 
handling of urban traffic, we have been 
short-sighted and niggardly. A great 
movement is on foot to increase the 
capacity of our track mileage, and to 
cut the costs of operation by huge 
electrical projects. This is not a dream, 
but a reality to be financed out of sav
ings made possible by more efficient 
operation.

FIFTH: Raw materials. We must 
conserve and economize in the use of 
materials. The whole distributing 
channel of materials, from manufac
turer to consumer, is undergoing in
tensive study and investigation. We 
must open new projects, to replace 
materials which were burned by the 
ton during each hour of the World 
War.

These are the high spots. 
There are a hundred ramifi
cations a hundred intensive 
ways in which advertising 
can be put to work as a great 
economic force to get these 
things done.

The men who will do them 
—the men who do the world’s 
work in engineering and in
dustry- are a comparatively 
small group. One way of 
directly a n d economically 
reaching this g r o u p is 
through the great business 
and technical journals upon 
which they depend for in
formation and guidance in

the discharge of their pro
fessional duties. One organ
ization alone, the McGraw
Hill Company, Inc., has chos
en from industry two hun
dred thousand of these men 

industrial managers, pub
lic officials, engineers, de
partment heads—the prac
tical men of industry. And it 
is these two hundred thou
sand men whose thought and 
action are influenced through 
the editorial and advertising 
pages of the 11 McGraw-Hill 
Publications.

Never was there a greater 
opportunity for manufac
turers or their advertising 
agents to match the needs of 
industry with the men who 
c a n act and accomplish 
things. Never did advertis
ing have a greater opportun
ity to function as a great 
force in bringing together 
manufacturer and man-of- 
action in the buying pages of 
the great engineering jour
nals. Let us learn by experi
ence. Let us not waste years.

Let us act now!

HILL PUBLICATIONS
COMPANY Inc

36th Street. New York

Electrical W orld Coal \ ge Engineering News-Record
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No Agency can 
give 100% service 
to its clients unless 
it is a member of 

I the A. B. C.

An Advertising j
Agency can get |
A. B. C. reports f
without belong
ing to the A. B.
Q.—some of them.

But not all of 
them—for obvi
ous reasons.
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American Advertising Going ’Round the World
A Few Glimpses of What Home Manufacturers 
Are Doing to Promote Foreign Selling Campaigns

By CH. LECOQ
European Correspondent of Advertising & Selling in Paris

WHATI VER American or for
eign advertising advertisers 
may say to the contrary, American 

advertising is making steady, intelli
gently accomplished gains in the 
I nropean and other fields.

Which seems to tend to prove that 
there need not be such a great hold
ing back upon the part of the busi
ness interests of the United States, 
in their efforts to invade the over
seas areas with merchandising plans.

The situation in Europe today is 
such that almost any useful branded 
line of staple goods mav be marketed 
to advantage, so far as the mere pro
position of advertising and selling 
may enter into the consideration.

The European field is, in fact, rich 
in potentialities for American inter
ests. and in nearly all of the coun
tries there is not alone the urgent 
need of necessities, but an altogether 
favorable attitude toward United 
States products.

COMMON SENSE POLICY WILL WIN
The American who comes to Eu

rope today, with an advertising cam
paign, needs only to follow a course 
of sane, conservative common sense, 
in his marketing methods.

For the brands of goods already 
somewhat well known in Europe, ad
vertising very similar to that em
ployed in America will serve very 
well. If it is expected to sell Amer
ican-made goods as such in Europe, 
the Europeans will, logically enough, 
expect to he “advertised to” after the 
distinctive style employed by Amer
icans. France, in particular, now is 
wholly accustomed to America’s 
“punchy” ways of doing things and 
delighted, as well, with the many 
seemingly quaint mannerisms dis- 
jJaved by their brothers from the 
western world.

F rance is always receptively in
clined to a certain kind of clever
ness, and I believe that the average 
A nerican advertising agent will have 
no difficulty winterer in reading the 
1 rench popular mind and learning 
the manner of messages which will 
best sell in France

I am sending you herewith a few 
I.rief note about some of the ad
vertising and selling campaigns al
ready in progress in Europe. These 
are not all conducted on strictly 
\mer>canized lines but in much of 

the advertising copy employed, the 
American flavor remains and that, 
the French people, at least, are in
clined to feel, tends to popularize 
rather than the reverse.

dire si vous mâchiez des

WRIGLEYS
Adoucissent la gorge Blanchissent les dents 

Facilitent la digestion

There is No Radical Departure from the Amer
ican Style in This “Copy’ Used With Great 

Success in France

Chewing Gum Successfully “Put Over” 
In I lance

Six years ago American chewing gum 
was practically unknown in France; it can 
be found now in any shop. Grown-up 
pi "pie as well as school boys are taking 
to it.

These gratifying results were brought 
about by an advertising campaign con
ducted on American lines—attractive pic
tures and large spaces in the principal 
wailies. Of course, the advertising start
ed at the right ume, when the doughboys 
were still quartered in the principal towns 
and they contributed to the success of the 
campaign.

The advertisements also appealed to the 
children and through them the parents 
became interested. People who never 
read the advertisements, as they say, can
not fail to be attracted by the large and 
peculiar ads, were it only’ when they turn 
or fold up their paper. Again, at home, 
the children will get hold of the paper, as 
it often is the case, and begin to ask ques
tions.

A French advertiser in the same line 
would probably have used ten-line adver
tisements without any results.

, 1 he American chewing gum campaign 
is now being extended to Belgium, Spain 
and other countries, and its chances for 
success look very good. Wrigley's Spear
mint and Adam’s Chiclets are two popu
lar brands. 
Pierce-Arrow Establishes In France

The Fierce Arrow Motor Co., with a 
capital of 2,000,000 francs, has established 
in France under the name of Societe des 
Automobiles Pierce Arrow.

Palmoliv e >oap After European Trade
De pite the numerous brands already 

on the market, Palmolive soap has launch
ed an advertising campaign in France, 
Spain and in other sections of Europe.

“El Sol” Follows American Style
El Sol, a new paper in Madrid, Spain, is 

following, if not completely, many points 
which go to make up the style of’ Ameri
can newspapers.

Polish Makers \lter French and 
Spanish Business

Through its advertising O-Cedar Mop 
Polish is now beginning to be known to 
the French. Recently the company ex
tended its advertising to Spain. Liquid 
V eneer is being advertised in newspapers 
in the south of France by a Marseilles 
branch.
French Magazines Practice Vmerican 

Methods
The Paris Magazine and La Revue 

d'Hygiene of Strassburg, Alsace, are ex
amples of magazines in Europe, which are 
being guided by American standards and 
methods. The latter, a medical paper, 
makes it a point to follow American style 
in all details. 

“Drug Topics” Manager Weds
Mart in Stanley Small, business man

ager of Drug Topics, was married on 
.Tune 3 to Blanche Dorothea Abrams, 
formerly of the advertising staff of the 
Goldwyn Pictures Corporation, and prior 
to that with the Bush Advertising Serv
ice.

Mr. Small was formerly assistant ad
vertising manager of McKesson & Rob
bins, and was with the American Drug
gist Syndicate in the same capacity, ai 
one time. He is president of the Triad 
League. Miss Abrams, who has been ac
live in advertising work for several years, 
is now doing newspaper and magazine 
writing. _ _ ____
Indianapolis Delegates " ill See Cam

paigns in the “Movies”
Industrial and educational films will 

be shown on the screen tn the Claypool 
Hotel Convention Hall in Indianapolis, 
every afternoon and evening of the con
tention, June 6 to io. from 4 to 10 
o’clock. The films will show both na
tional and local advertising campaigns.
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Camels and Velvet Are Well Known
Camel cigarettes, Velvet tobacco and 

oil er American tobacco products arc now 
1 imiliar names in France, although no 
large outlay of money was used in ad
vertising. This is due to generosity of 
the American doughboys who gave their 
smokes liberally, and to the fact that the 
French Government has been selling the 
surplus stocks which had been left in 
camps. In the trains one can hear youths 
talking of “Camel Cigarettes Améri
caines.”

American Kazor Store Opened in 
Paris

The Evcr-Ready Safety Raazor Co. has 
opened a store in the Rue Lafayette, near 
J e Printemps and Les Galeries Lafayette, 
the general stores well known to Ameri
can visitors. The store is richly furnished 
in mahogany and the razors and shaving 
brujjes, displayed in true American style, 
attract attention.

So far, no advertising campaign has 
been started, but outdoor advertising is 
well cared for.

The razor sells for 15 francs and is one 
of the cheapest on the market.

American Advertisers Active In 
Spain

Among the American concerns which 
have started advertising campaigns in 
Spain arc: The Conklin Pen Mfg. Co., 
the Remington I nion Metallic Arms Co., 
Yale & Towne Mfg. Co., and the Taylor 
Instruments Co. 'they are reaching the 
South American market as well as the 
Spanih. for the illustrated papers of Spain 
also circulate 111 the other Spanish-speak
ing countries.

Advertising Notes
Aluminum Manufacturers Appoint 

Sales Manager
L. F Y'oungs, manager of the Detroit 

office of the Aluminum Company of 
America, has beeiMppointed general sales 
manager of the Detroit plant of the Alum
inum Manufacturers, Inc. Youngs is suc
ceeded in the Aluminum company's office 
by Hardwood Byrnes, who comes from 
the main offices at Indianapolis.

Joins 1 hamhers Agency
M. B. Landry, of Los Angeles, Cal., has 

become associated with the Chambers 
.Agency of Xew Orleans.

McCoy Resigns From Olds Motor
1 >. B. McCoy, for the past three years 

connected with the Olds Motor Works, 
Lansing, Mich., first, as advertising man
ager and for the past year as assistant to 
the sales manager, has resigned from 
the company. His plans for the future 
h ive not been announced.

Theodore Philhpp Dies in Chicago
T1 -odore Philhpp, for years associated 

editor of the Abend Post, died Sunday 
at his residence. 5001 North Ashland avc- 
n ic, Chicago. 1 le was 62 years old.

Another Year of Help With “A. & S.”
Editor, Advertising & Selling:

1 am very glad, indeed, 10 enclose my 
-til scription to Advertising & Selling for 
one year. I find your publication very 
micresting and 1 look forward to another 
year of great interest and help—William 
llliioM. advertising and sales promotion 
tmimiagi r. Packard Motor Car Company 
o, York.

Lynn J. Arnold Dies
Judge Lynn J. Arnold, until recently 

editor and publisher of the Knickerbocker 
Press in Albany, X’. Y., died on Friday 
of last week after a brief illness. He was 
50 years old, and was a former president 
of the Xotional Bank at Coopers
town. Several years ago he was selected 
Surrogate of Otsego county.

Wilson Sales Manager of “Financial
Press”

.Alexander Wilson, of the Commercial 
and Financial Chronicle, haas been ap
pointed sales manager of the Financial 
Press in New York.

Will Advertise Electric Refrigerators
The Refrigeration Engineering Co., To

ledo, Ohio, has engaged the Martin V.

We don’t blame you for 
not buying the barrel 
when you sec only 

one apple !

Kelley Company to conduct its advertis
ing campaign, which aims to promote the 
use of commercial and home-use models 
of electric refrigerators.

Miss ( ooper Joins Capper Farm 
■Press

Miss Lailah J. Cooper, who has been 
with the J. Walter Thompson Co. for 
four years, specializing in investigation 
and research, has become a memmber of 
the Bureau of Research of the Capper 
Farm Press.

Representatives Change Outing Date
The date of the thirteenth annual out

ing of the Representative Club, to be held 
at Gedney Farms, W hite Plains, N. Y 
has been changed from June it to June
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Made Advertising Manager of San
I rancisco

S. W. MacLewec, of the San Francisco 
Advertising Chib, has been appointed ad
vertising manager for the Chamber of 
( ommerce of San Francisco.

Pump Account At ith Nichols-Moore
Ihe Western Pump Companv, of Da

venport, Iowa, manufacturers of pumps 
and tankless waler systems, have placed 
their account with the Nichols-Moore 
Co., Cleveland advertising agents.

Pear Growers Will Advertise

Balliett, Vice-President of Vick 
t Chemical ■ o.

Carl J. Balliett, directing partner of the 
Remington Advertising Agency, Buffalo, 
has been made vice-president of the Y'iek 
Chemical < o., Grecnsbobro, S. C.

t hemical Account For Burnham & 
Ferris

The advertising’ of the Chemical Toilet 
Corporation, Syracuse, N. Y., manufac
turers of chemical systems, tanks and sol
vents has been placed with Burnham & 
Ferris, Xew Y’ork.

Harry Tipper, of Automotive Indus'tie... 
will soon begin the work of classifying 
agencies.

May Advertise Our Industrial Needs 
In Europe

Confronted with the problem of re
cruiting apprentices and relieving the 
shortage of labor, the National Associa
tion of Merchant Tailors is now found
ing its hopes on the scheme of the In
ternational Council of advertising our 
industrial needs in Europe. Efforts to 
encourage the American youth to take 
up tailoring has proved unsuccessful.

The California Pear Growers’ Associa
tion is planning a nation-wide advertis
ing campaign, along the lines followed by 
the raisin and citrus fruit growers, ac
cording to Frank H. Swett, manager. 
California's 1010 pear crop is said to hate 
been worth more than $8.000,000.

J. M. Muir on A. B. P. Agency 
Committee

J. M. Muir, of the McGraw-Hill Co., 
has been appointed to the agency relations 
committee of the Associated Business Pa
pers. The committee, which is headed by

__It is worth your while to know 
whether or not you can sell 
your product in the world’s 
greatest farm market.
It’s too big a thing for you to 

overlook or pass upon lightly.
Let our Bureau of Research 

submit for your consideration 
the facts bearing especially up* 
on your market. Our research, 
surveys are not the kind 
that show you only the sunny 
side of the truth. If there is 
no chance for your product 
in the Midwest farm market 
we don’t want your advertising,. 
Let’s get down to brass tacks.

CAPPER FARM PRESS
(MEMBERS A B C.) 

Arthur Capper, Publisher 
Marco Morrow; AmL Pubiiaher 

TOPEKA, KANSAS
- SEC r IONS- 

CGpper’j Farmer (Midwest) 
Kansas Farmer and Mail and Breeze 

Nebraska Farm Journal 
Oklahoma Farmer 
Missouri Ruralist

New England Agency Heads Are 
Guests of “Worcester Telegram”

More than fifty advertising men, 
heads of agencies doing business in New 
England, were entertained by the Wor
cester, Mass., Telegram on Tuesday of 
last week. Paul Block of Paul Block, 
Inc., New Y’ork, and several members 
of his organization assisted with the 
entertaining. The party lunched at the 
Worcester Country Club, played golf for 
prizes in the afternoon, and returned to 
Boston by motor in the evening.

U. S. Rubber Introduces New Tire
The United States Rubber Co. is in

troducing through the medium of an ad
vertising campaign a solid truck tire 
called the Monotwin. The advertising is 
directed by the George L. Dyer Co., N’ew 
Y’ork.

J. T. Du Bois Dead
James T. Du Bois, who from 1872 to 

1877 was managing editor of the Na
tional Republican in Washington, D. C., 
and later founded the Inventive Age, a 
technical magazine, died in New York, 
May 27, aged 64. Mr. Du Bois spent 
nearly thirty years in the U. S. diplo
matic service. He was minister to 
Colombia from IQII-1013, and was the 
author of several books.

Red (toss Mm .loins Firestone 
Advertising Department

W. D. Hines, formerly with the pub
licity department of the American Red 
Cross in Paris, is now a member of the 
advertising department of the Firestone 
Tire & Rubber Co.

South African Advertising Campaign 
Successful

As the result of the initial six months' 
advertising, the campaign lo sell Union 
Loan Savings Certificates in South 
Africa, has been a great success. Over 
Iwo million pounds has been subscribed 
in small amounts, al a cost to the 
Treasury for advertising of approxi
mately Gd tor each pound, or one-fifth 
of one per cent—a record for sales 
through advertising. The South African 
Advertising Contractors, Ltd., of Cape 
Town, directed the campaign.

Greater Interest in “A. & S.”
Editor, Advertising & Selling:

I have been reading Advertising &: 
Selling lately with even a greater ¡mer
est than usual. I want to compliment you 
on the new cover. It strikes me as be
ine particularly effective.—S. L. Sholley. 
advertising’ manager. Babson’s Statistical 
Organization, Inc., Wellesley Hills, Mass
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Keen Vision Needed to See Future Course
The Readjustments for Meeting “Prosperity” 
Demand More Than Mere Good Judgment 

By BERNARD A. DAVEY

IN THE LIGHT of present ne
cessities of readjustment to the 

fluctuant economic conditions, for 
flexibility in meeting the bitter 
stresses occasioned by economic 
“faults,” there is an especial applic
ability in Carlyle's remark “In every 
ship there must be a seeing pilot, 
as well as a hearing one—
' And casting about for some 
tangible illustration to “point a 
mt ral and adorn the tale” I was 
reminded of the aptness of Carlyle's

Keeping Up With 
The Times

A FACT A WEEK

"pIVE The Wash
ington Times 

the credit for begin
ning the active drive 
for ( ivil Service re
tirement, in 1904, 
and fighting for it 
continually, in and 
out of season, until 
the victory was 
won.”

So says Jacob W. 
Starr, veteran ex-pres
ident of the United 
States Civil Service 
Retirement Associa
tion.

11 'ashington’s popula
tion is made up largely 
of Civil Service em
ployes of the United 
States Government.

The Washington Times,
WASHINGTON, D. C.

epigram in its relations to the voy
age of Columbus.

Suppose Columbus had been just 
"conservative”—had displayed only 
the ordinary "good judgment,” the 
normal caution which tempered the 
baldness of his contemporarv ma
riners. It is all too certain that 
had he listened to the cautious 
forebodings of his own aids he 
never would have ventured across 
the dreadful leagues that ended in 
the New World. His daring and 
epochal emprise would have "died 
a’boming,” and some other adven
turous soul would have claimed the 
honor of conquering the physical 
tumult and the mental agonies that 
barred the uncharted seas from all 
except the "seeing pilot.”

And suppose that this visionary 
had been only a "dreamer,” lacking 
the high courage, and vast faith to 
overcome the uncounted obstacles. 
And that once started he had only 
the blind convictions and dogged 
recklessness of the ignorantly fool
hardy. The time would have come 
when he would have yielded to the 
twin perils of stormy seas and 
frightened sailors. But his “seeing” 
brought the greater glory that lay 
straight ahead and the greater safe
ty that hinged upon the forward 
course.

TIME OF GREAT DEMANDS

So, too, in the markets of today, 
in every phase of the business 
world, every organization requires 
some one with more than mere 
“good judgment,” with greater per
spective than normal caution and 
more potent faith than comes from 
surface reports. There are numer
ous “prophets” about—each eager 
to spread the gospel of the pessi
mistic “calamity howler.” There 
are many in business, as there were 
about Columbus, who can hear the 
danger ahead, behind, and at every 
side. But how few there are to 
whom we can give the palm for 
“seeing ahead” into the greater 
glory and sure success that lies in 
earnest, unremitting toil toward the 
objectives.

Each institution is l>ut the length
ened shadow of a man. said the 
same philosopher (Carlyle) and it 
surely takes something more than 
just manufacturing facilities, more 

than knowledge of market condi
tions, or selling ability or under 
standing of the labor situation to 
“see ahead.” The future is fraught 
with multiple perplexities that de
mand there be "Seeing pilots in 
BUSINESS as well as hearing 
ones------”

The manufacturer faces changing 
conditions in raw materials, in 
shipping of the raw goods and the 
turning out of the finished—in get
ting the other fellow's goods and 
"getting out" his own. He needs 
the “seeing pilot” that he may tight
en here and loosen there, and yet 
press onward relentlessly to success.

The warp and woof of the in
dustrial fabric is woven by men of 
this type. They have it in their 
power to bring down upon our 
heads the vast, uncertain structure 
of economic dealings called “bus
iness.” The man on the street can
not see it—he is too far away. And 
the greatest trouble with the men 
who ought to see it is that they are 
too close—and they are hearing in
stead of “seeing” ahead.

THREE ROUTES OPEN

Financial prophets point the fact 
that there are just three ways in 
which this country can get back to 
the normal status of equitable re
lationships between costs, prices and 
credits. They are: to stop like a 
suddenly braked automobile—there
by burning out the brakebands or 
mayhap wrecking the car; to keep 
on raising costs, wages, prices, prof
its and so on- ad infinitum—until 
you will have the situation which 
prevailed in Russia where it takes 
a bushel of dollar bills to buy a 
toothpick; to work more, spend 
less. And it takes the "seeing pi
lots" to discern where the spending 
leaves off and the saving com
mences.

I would point out the need 
for the " seeing pilots.” Y\ e need 
them to steer the wise and sane 
course in order that we may ar
rive safely upon the solid lands 
of accomplished tasks, restored 
good will, productive plants and <> 
contented nation, which after all 
brings to us the Alpha and the 
Omega of the “seer.”
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Delegates, Advertisers and Agents
AT YOUR SERVICE

Convention Representatives

P. L. HENRIQUEZJ. W. COOPERS. W. DU BOIST. F. FLYNN
C. O. LANGLOISJ. J. FARRELLM. P. LINN

Our Message
NEWSPAPERS

The Medium

CONVENTION HEADQUARTERS, HOTEL CLAYPOOL

Post-Dispatch, St. Louis, Mo. 
Times, Seattle, Wash 
Courier-Journal and Times, 

Louisville, Ky.
Press, Philadelphia. Pa.
Herald, Washington. D. C. 
Tribune, Salt Lake City, Utah 
Journal, Kansas City, Mo.
Eagle, Wichita, Kans. 
Commercial, Buffalo, N. Y. 
Intelligencer and Nezus-Journal, 

Lancaster, Pa.
Times-Lead er, New Haven,

Conn.
States, New Orleans, La.
Titncs, Shreveport, La. 
Age-Herald, Birmingham, 
News-Item, Mobile. Ala.
Tribune, Tampa, Fla. 
Chronicle, Augusta, Ga. 
Enquirer-Sun, Columbus, 
American, Charleston, S.

Ala.

Ga.

Times-Herald, Dallas, Texas 
Enterprise, Beaumont, Texas 
Times, El Paso, Texas 
Statesman, Austin. Texas 
Times-Herald, Waco, Texas 
Dispatch, Wilmington, N. C. 
News, Jackson, Miss. 
Star, Meridian, Miss. 
Herald, Vicksburg, Miss. 
American, Hattiesburg, Miss. 
Union, Sacramento. Calif. 
Courier News, Fargo, N. Dak.

Individual Plus 
Collective 

Representation

The history of this agency dates back many, many 
years—now forty—and just as rapidly as newspaper 
advertising grew in favor, just as rapidly has the 
Beckwith Special Agency expanded. As a matter of fact, 
it had a lot to do with the pace with which newspaper 
advertising popularity grew—for it was not only a 
pioneer, but its men worked along the high-ways and 
the by-ways talking horse sense to advertisers about 
the efficiency that lay back of newspaper circulation as 
a “teller and seller” that could prove its own efficiency 
in covering the distance between manufacturer and 
consumer. Today the Beckwith Special Agency is 
known from Coast to Coast as an organization that 
stands for the highest ideals in its business relations 
between buyers of space and the newspapers that the 
organization represents. Its policy from its early days 
has been to give advertisers service in its list of news
papers that would justify confidence year after year.

Sales and Promotion Department
The Beckwith Special Agency is equipped to be of 

real service to advertisers and agencies that require or 
desire trade information concerning selling conditions 
or distribution methods that exist in each city in which 
it represents a newspaper. All publishers represented 
are believers in the co-operative idea and are glad of 
the opportunity to strengthen in various ways the ef
fect of the advertising messages placed in their ®ol-
unins. At your service always.

PAN AMERICA
Our Ambition Is to Again Be the Pioneer in Developing

Newspaper Advertising
Firmly believing in the future development of an ex

tensive and ever-increasing trade with our Latin- Amer
ican neighbors, we have arranged for the representa
tion of more than twenty-five leading Pan-.Kmerican 
dailies.

For further particulars, folders and rates, call at 
our Convention headquarters or address,

NEO LATIN DIVISION
S. C. Beckwith Special Agency, World Bldg., N. Y. City 

M. H. Rowzcc, Manager

SERVICE MEN
The Staff

R.
T.

T. BECKITITH 
IT. BECKITITH 
F. FLYNN 
IT. COOPER
L. HENRIQUEZ
T. LOGAN

S IF. DuBOIS 
R. A. FLETCHER 
J. R. LISSON 
A. SEI F F ER 
A. MARUCCHI 
A. GROSS 
A. H. OMAN 
P. F. McKENNA 
IF. M. THOMPSON 
G. CINQUE 
J. L. MANDABLE 
S. C. BECKWITH, Jr. 
EARL BECKWITH 
J. J. FARRELL 
E. M. ROSCHER 
M. P. LINN 
C. O. LANGLOIS 
M. H. ROWZEE 
H. B. RAYMOND 
T. IF. DAU IS 
J. C. HARRIS. JR.

Individual Plus 
Collective

Representation

THE S. C. BECKWITH SPECIAL AGENCY
1880

World Bldg. 
NEW YORK

Poat-Dupatch Bldg. Tribune Bldg» Ford Bldg. Bryant Bldg. Moore Bldg.
ST. LOUIS. MO CHICAGO DETROIT KANSAS C1TÏ ATLANTA, GA.
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Cooperating With the Advertising Manager
Pointed Questions Asked of Publishers Regarding the 
Human Side of Business News Offered to the Mediums

By WILLIAM H. WALSH
Advertising Manager of the Salada Tea Company

IJ’UT this question squarely up 
to the advertising solicitors for 

newspapers, the advertising man
agers and the city editors of news
papers as well:

that is meant by friendly, in
tensive cooperation as between 
their newspaper and the advertis
ing manager of a big commercial 
concern’

In other words, what is meant 
bv "team work," as between the 
average newspaper and the adver
tiser of a specific product?

It is a hundred-to-one shot that 
if a commercial house announces an 
advertising campaign wherein it 
proposes to invest, say $100,000, in 
exploiting its particular product, 
the publicity man, (and by this is 
meant the advertising manager), 
will be overrun by advertising solic
itors, who will promise him a world 
of publicity in connection with his 
advertising. Yet. as soon as they 
get the contract, all friendliness, 
"team work," cooperation, or what
ever other friendly phrase you wish 
to apply, ceases.

In the thirty-odd years of my 
experience as an all-round news
paper man and advertising manager 
oi various commercial houses, the 
one thing that strikes me as wrong, 
emphatically, intrinsically, persist
ently wrong, is the lack of "team 
work." Far be it from me to say 
that autocracy flourishes in the 
sanctums of the publishers and ad
vertising managers of newspapers, 
to the utter disregard of their larg
est commercial advertisers. Nev
ertheless. it is proverbial that a 
I arge commercial concern, invest
ing we will say $150,000 lo $200,
000 annually in its newspaper ad
vertising campaign, receives little 
or nothing in the way of publicity, 
a; de from the plainly defined ad
vertising.

(THE VIEWPOINTS CLASH

Put the question up to the ad 
xertising manager of the newspaper 
and he will tell you "that is what 
you are paying for.”

You immediately answer. "It is 
nothing of the sort."

If I have a product which has 
in it elements oi news, something 
about it for instance of genuine hu
rnn interest, then it is up to the

Co-Operation
rrrh ARE inclined 
1/1/ the salesmen of 
~ real newspapers, 

Mr. H'alsh “a -world of 
note in some other line 

to believe that 
advertising in 
zeho promised 
publicity,” are 
of business or

-working on newspapers which give their 
advertisers promises rather than circu
lation.

Real co-operation is being given adver
tisers by leading nczespapers throughout 
the country—but that docs not mean free 
publicity. No doubt some of the able 
newspapermen zoill zerite Mr. H'alsh some 
interesting letters that will make clear to 
him zvhat real co-operation means besides 
publishing a. real nezvspaper that will de
liver his message.

THE EDITOR.

news editor of the paper to accept 
it or reject it, and it should not 
come under the stricture of "tainted 
advertising news.”

Suppose, for instance, that a space 
writer visits our establishment and 
sees something of news value and 
decides to "write it up." Does he 
go at once to the advertising mana
ger with his "exclusive?” Not at 
all. Having got his material in 
shape he goes to the City Editor, 
01 the Sunday Editor or the Maga
zine Editor of the newspaper and 
submits his idea. Ten chances to 
one that his article will be accepted, 
and paid for purely on its face 
value.

On the other hand, I, as advertis
ing manager of a commercial house, 
take precisely the same piece of 
news to the editorial department of 
a paper, and if I am known, am 
at once referred to the advertising 
manager, who turns it down on the 
ground that it is "contrary to news
paper ethics,” that it really should 
be paid for at advertising rates. 
If. after argument, he finally con
sents to use it, he makes it ap
pear to vou that it is a great and 
special favor, whereas all vour ¡>re- 
\ioiis experience and knowledge of 
newspaper work tells you different.

In fact 1 have often thought that 
it was because of the advertising 
done by commercial houses that the 
news articles were turned down, 
and Ihe spirit of cooperation which 
should be omnipresent was lacking.

Lately 1 have been more than 

ever impressed and nonplussed by 
the stupid and inexcusable policy 
which seems to be ingrained through 
custom rather than expediency.

Surely, every one knows in these 
days and this particular epoch, the 
necessity for cooperation, of co
operation in the broadest sense as 
a necessity in the development of 
enterprise.

I know that certain advertising 
managers of newspapers and auto
cratic publishers will differ from 
my views, on the ground that to 
adopt a more liberal policy would 
lead to the letting down of the bars; 
that they would be then over-run 
by press agents and the resulting 
position would become intolerable. 
But we know that nothing of the 
kind need happen. Simply submit 
the article without comment to the 
City Editor, News Editor, Sunday 
Editor, or Magazine Editor, and 
let it take its chances as news.

THE CONCRETE PROPOSITION

Now the question of beverages to 
take the place of alcoholic liquors 
is certainly one of universal inter
est. It so happens that the writer 
represents the largest tea house, 
dealing exclusively in that particu
lar beverage, in America. He in
vests every year for his company 
approximately $150,000, and adver
tises in all the leading papers in 
this country.

Here are the titles of some half 
dozen articles prepared with a xiew 
to their publication: "John Barley
corn's Waterloo"; "Tea Drinking 
During Business Hours”; "Tea the 
National Beverage"; "When Shall 
We All Take Tea?"; “Tea Culture 
in the United States"; and "When 
the Price of Tea Was High."

Every one of these articles now 
has or did have news value. Yet, 
if I bad submitted them to the ad
vertising managers of the news
papers, when prohibition was being 
enacted into law, I guarantee they 
would have been sent on I hew way 
to the capacious maw of the office 
waste basket.

The reason, I presume, why the 
advertising managers of certain 
newspapers persist in their policy 
of differentiating as between straight 
advertising matter and publicity, is. 
as I have said, that they fear if
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Hearst’s Magazine—a Liberal Education!

In Heorstfor June THE. MASTER OF MAN By SIR HALL CAINE

Is Anybody 
Really Honest?

Where is the dividing line be
tween honesty and dishonesty? 
What would you do in the 36 
delicate situations described in 
Edgar Mott Woolley's article 
"Diogenes witha Searchlight ?’’

In Hearst’s for June

Did You Ever Want to 
Be an Outlaw ?

Did you ever plan to be a 
train-robber when you grew 
up ? All who failed to realize 
this natural boyhood ambition 
will enjoy “My Career of 
Crime” which begins

In Hearst’s for June

GHOSTS MAKE GOOD DETECTIVES 
B> SIR ARTHUR CONAN DOYLE

In Hearst'» for June

In Hearst’s for June
The Economics of Bedlam

By G. BERNARD SHAW
Two Challenges to My 

Americanism
By SENATOR HIRAM JOHNSON 

The Enemies of Women 
By VICENTE BLASCO IBANEZ 

I'll Try Anything Once 
By WALT MASON 

Ladies, Ladies, Have a Care 
By EDWIN MARKHAM 

Ghosts Make Good Detectives 
By SIR ARTHUR CONAN DOYLE 
and IS other stories, articles and special features.

TF you are easily satisfied—if you aren’t always 
on the lookout for a better magazine—you won't 

want Hearst’s this month or any other. But if you 
really want the works of the world’s great writers, 
the words of the world's great thinkers—don't fail 
to make sure each month—starting today with the 
June number—of your copy of

He Never 
Drew a Salary

He rescued the Belgian Re
lief Fund — he helped keep 
Russia in the war—he em
ploys 100,000 men. Yet few 
have even heard the name of 
this remarkable American.

In Hearst's for June

These Famous Features 
in Every Issue

Do you like to speak with 
authority of the things well in
formed people are discussing?
You’ll enjoy the ART -PLAY

- BOOK — POEM — and 
SCIENCE of the month in 
every issue of Hearst’s.

In Hearst’s for June

SANANG—-SLAYER OF SOULS 
By ROBERT W. CHAMBERS

In Hearst’t for June

JJEARST'S. at the new 35 cent price, marks a distinct step 
x towards the day when all magazines will ask their readers 
to pay editorial production costs — when the advertiser will no 
longer be < h<irg< d the difference between these costs and the 
price received from the public.
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they make a concession lo one ad
vertiser they will have to make it 
to all. Once more I repeat that this 
is a false premise, for it is clearly 
a matter which should be left to the 
option of the editorial departments. 
It is within their particular pro
vince to say what is and what is 
not news.

I know it will seem like an old 
story to say that the advertising 
manager or publicity promoter is 
a nobody. At least he is in the 
estimation of the heads of the other 
departments, whose technical knowl
edge may or may not be consider

Advertising the Brains for the Job

AFTER commencement what?
That’s a question that several 

thousand sweet girl graduates and 
ambitious boy graduates throughout 
the country have to face about this 
time every year.

“Brains for sale!” “Brains for 
sale !” So they go, crying their 
wares upon the highways and by
ways of the nation.

“Brains wanted !” “Brains want
ed !” American business is always 
on the market with that demand.

How are you going to bring them 
together—the graduate and the bus

ENGLISH

ENGLISH-the OIL foi the MOTOR

WHATir-CWKPJ
Learning to speak dmrty 
Writing business letters 
Reading good books 
Writing advcrtiwincnti 
Proof reading
Writing for newspapers
Writing sales letters
Giving sales talks 
Public speaking
V riling reptntt on invevligaiiom 

A specimen of the “Brain Selling” copy employed to stimulate and 
market the talents of ambitious boys

able in the particular branch of the 
commercial house to which they all 
belong. It matters not that he shall 
have been a thorough newspaper 
man and shall have climbed the 
rungs of the ladder all the way 
from the position of a “cub” re
porter to that of managing editor 
before entering on his present oc
cupation.

He may be an advance student 
in psychology.

He is still a nobody.
A mysterious personality who has 

the happy faculty of merely writing 
—that is all.

iness man—young brains and the 
job upon which to spend them.

GETTING ON THE RIGHT PATH

Some of the business colleges, 
the vocational schools and the com
mercial high schools have struck 
the right path with their placement 
bureaus designed to keep in touch 
with the business world to provide 
their graduates with jobs immed
iately upon graduation. Several of 
them boast in their advertising, “A 
Job For Every Graduate.”

It is safe to say that none has

VBEREffOWNTS.
1 Getting a potuion
2 Pnpam for

Commercial travdcr Lawwr 
sale i Manager Deportar
Inwronrr A '■ ut Orai E>la«< 
Adv<rti>ing Priva« Sorrctan 
Borni fdkrntan ftcnopkipha 

y Preparo tocntrr College
"or Profcttional Srhool To 

Drnliitry 
Civil Engineering 
Auriculturc
Ter tilt.
/rkntifie Management 

gone further nor striven more ef
fectively than one of the fore
most public schools of the vocation
al type in America—Commercial 
High School of Xew York.

Advertising men know this school 
through the high grade of the train
ing it offers its students in adver
tising— and through the high grade 
advertising men it turns out. They 
are rapidly learning to what an ex
tent it practices what it teaches.

The students of Commercial High 
who seem to be eating beefsteak al
most before they are weaned, can 
point with pride to several definite 
advertising campaigns put across by 
them in the last two years—each 
one conducted in just the same 
way as an advertising agency hand
les its accounts. The entire field 
has been covered each time—re
search analysis, copy, display, and 
the final placing of goods.

DIRECT MAIL USED

Much of the work has been done 
by direct mail. A typical example 
is furnished by a recent campaign 
which opened with an attention
nailing letter inviting business men 
to attend a poster exhibit at the 
school. The second step was the 
exhibit itself where thirty posters, 
executed by the students, showed 
graphically what the school is do
ing to prepare young men to meet 
the demands of the business world. 
The third step, to give definite point 
to the poster campaign, took the 
form of a series of sales letters 
and follow-ups to a selected list of 
office managers, advertising and 
sales managers and employers of 
boys for summer work, all of whom 
were canvassed for jobs for grad
uates or summer workers. These 
letters were good enough to get 
something like 33 1-3 per cent re
turns. Then a placement bureau 
got busy and tied up the whole cam
paign in a direct selling effort.

Here is a school that is putting 
into practice the advertising and 
selling principles and methods that 
it preaches—and is getting results. 
New “pep” was instilled into the 
work of the boys who made this 
campaign an integral part of their 
semester’s task by the realization 
that their labors were serving a 
practical end. The difference be
tween their attitude toward their 
problem and what would have been 
their attitude had they been doing 
mere “play advertising” was exem
plified in the superiority7 of the spec
imens in the poster exhibit over the 
usual High School made poster. 
Those who came to the exhibition 
to scoff remained to hire.
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About the Louisiana-Mississippi Market

TRADE EXTENSION * BUREAU.

STATISTICAL SERVICE

THE NEW ORLEANS ITEM J

S WE SEE IT — Advertising, after all, is but one phase of Merchandising. 
In a general sense. Advertising is but an invitation to buy something properly 
made, and properly d-i-s-t-r-i-b-u-t-e-d. We cannot, of course, lend counsel 

concerning manufacture, but we can assuredly be of material assistance in matters 
relative to proper local distribution. We realize the dependency of 100% Advertising 
success upon smooth - running sales distribution and for that reason are sincerely 
concerned in selling something more than white paper and black ink. The TRADE 
EXTENSION BUREAU of THE New ORLEANS ITEM, maintained at an annual cost 
of something like $50,000, is our contribution to the cause of closer contact between Mer
chandising and Advertising. It will pay manufacturers and agents of brands unknown 
and known in this market to acquaint themselves with this-sincere and unusual service.

i 1 FILE OF FACTS and figures at your finger-tips’ 
•Up-to-the-minute merchandise and industrial data 
regarding the great Louisiana - Mississippi market, in 
which live one-twenty-eighth of all of the people in the 
United States — not hand-picked census office dope, but 
accurate and complete news of commercial activities 
gathered day to day by the Item's investigators, and 
conveniently compiled by its statisticians, t*

FACILITATE the prompt and inteyigent intro
duction of products in the New Orleans territory 

the Trade Extension Bateau aids agents, manufacturers 
and distributors in securing advantageous and adequate 
sales connections with jobbers, wholesalers and retailers. 
Letters to the trade or personal visits — anything to 
get the right people properly “ lined up"—that’s the 
spirit of this phase of ITEM service.

PROMOTION SERVICE SURVEY SERVICE

OO EXTEND the distribution of trade-marked brands, 
and to preach the gospel of advertised articles, we 

issue effective broadsides, bulletins, letters and circulars, 
and publish regularly a monthly newspaper for retail 
New Orleans ("PKCcrchandising and ^Advertising") read reg
ularly by 6.000 people, who control or influence local sales.

{ftAREFULLY PREPARED, intelligent trade reports, 
detailing in full the opportunities (and the oppos

ition) for various products in or entering our market. 
These reports are unbiased, individual and accurate, 
and complete — we are told “the best issued by any 
newspaper in America."

INTRODUCTORY SERVICE

THE NEW ORLEANS ITEM
Published Week day Afternoons and Sunday Mornings

JAME' M THOMSON --------- A- G NEWMYER
Publisher National Advertising Representative« Associate Publuher

THE JOHN BUDD COMPANY
* New York Chicago Si. Louis San Francisco Los Angele» Atlanta Seattle
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Defining Direction in Advertising Copy
The Benefits That May Be Gained By Guiding 
Reader Attention Are Shown in the Cam
paign of Fiberloid Employing That Method

By JOSEPH D. BATES

STEER a straight course and 
let others do the dodging; the 

world is always willing to step aside 
f >r the fellow who knows where he 
is going.”

Over ten t ears ago Howard Mar
cus Strong, then mv colleague in

Every Line and Curve of the Figure Here Employed is a Guide, Directing the Reader’s Gaze

advert sing, wrote that sane bit of 
advice as rhe text of a sermonette 
in one of the house organs he was 
at ihe time editing. I looked back 
over those ten Tears, when the edi
tor of Advertising & Selling call
ed upon me for the purpose and 
plan underlving the publicity work 
being put out for the Fiberloid Cor- 
poratii n. It was back in those ear
lier days that the idea was “incubat- 
cI” which has since given such defi
nite direction and such tangible re
ult - to the Fiberloid advertising. A 

straight coui.se has been steered, be
cause the objective—the retail dealer 

h: s been kept constantly in view.
During my early experience as 

advertising manager of a popular 
m gazine, and in general agency 
work, the question as to what was 
the "straight course” in advertising 
w is constantly presenting itself in 
connection with the dc\ elopment of 
national business. The advertising 
field was rapidlv broadening, and 
ever-increasing sums were being ex 
pended for the creation of pictures, 
copy and mediums. 1 saw many 
campaigns courageously launched; 

but all too few actually landed at 
the desired haven, because of the 
pilot's vague knowledge of the high 
seas of retail merchandising and the 
real direction in which lav the re
tailers' chief interests.

( ibviouslv, there was need of a

thorough, systematic, first-hand 
knowledge of how to work with and 
for the retailer. It means special
ization. years of investigation, peri
ods of discouragement, expenditures 
out of all proportion to immediate

Surely Your Gaze Will Travel with Iler’s lo 
Read in 

returns; but I believed this to be 
the real direction which future ad
vertising must follow, and steered 
mv endeavors accordingly. Previ
ously, sales had been made on a 
basis of price or quality. Very few 
salesmen were capable of merchan
dising good will, or launching a new 
line and backing it up with rich 
dealer help.

About this time the Association of 
Advertising Clubs began to attract 
attention by its serious efforts in be
half of better advertising. I attend
ed its various conventions in ( 'hicago, 
Toronto, St. Louis, and other large 
cities, spending most of my time at 
the sessions of the Retail Advertis
ing Section. I was the only adver
tising agency representative at these 
conferences. Such men as Manlev 
Gillman and Frank Black extended 
a warm welcome and supplied a 
wealth of retail information.

So interesting were these meet
ings that it seemed a shame for so 
few to benefit by the exchange of 
selling ideas. In order that the Re
tail Division might have an official 
organ. I subsequently published a 
journal known as "Practical Retail 
Advertising.” In this endeavor I 
had the cooperation of Mr. Black 
who had had experience with both 
Wanamaker and Marshall Field and 
is now advertising manager of Fi- 
lene’s.

The mailing list of "Practical Re-

That Which the Advertiser Intends to Have 
This <'opy 

coui.se


Il'NE 5, 1020

tail Adxertising" xvas made up of 
the leading retail advertising man
agers of the country. The various 
issues still stand as evidence of the 
vast amount of time, thought and 
energy devoted to the publication. 
1 he correspondence became exces- 
sixely heavy, taking much time from 
my regular business. The expense 
bills rolled up to startling propor
tions. The subscription price was 
moderate; the list of possible sub
scribers necessarily limited. Even 
the backing of some general adver
tising failed to make both ends meet 
and the approaching war terminated 
the career of "P. R. A." The ex
pense was justified by being charged 
up to education and experience.

For several years, while following 
the direction of dealer requirements 
I issued a complete retail window 
and store advertising service. This 
was used by thousands of dealers 
throughout the country, mam- of 
xvhom I met personally, and the 
others I knexx- through correspon
dence. There wasn't much in the 
way of "what the retail dealer 
xvants” that remained a closed book.

BRINGING EXPERIENCE TO BEAR
All this may seem to lead in 

quite opposite direction from Fiber
loid, but in reality it explains fully 
just why the Fiberloid campaign 
got across in such a big way in so 
short a time. All the experience of 
previous years was here brought to 
bear, xvith the result that there was 
no experimenting, no waste of time, 
energy or appropriation.

The advertising managers of 
many of the large department stores 
have said that "the Fiberloid adver
tising shows an almost uncanny ap
preciation of the retailer’s problem.” 
And further, "You are certainly to 
be congratulated in the production of 
matter xvhich shows such a sympa
thetic understanding of the dealer’s 
needs and de res in an advertising 
way.”

As a matter of fact, the Fiberloid 
retail service is simplicity itself, dis
tinguished particularly by the elimi
nation of a lot of unnecessary “ruf
fles.” The usual bombardment of 
broadsides, folders and form letters 
is conspicuously absent. There is a 
clever, dainty little house organ 
known as “Fiberloid Facts.” There 
is a serviceable loose leaf portfolio 
supplied from time to time xvith 
proof sheets of newspaper illustra
tions. and Facts and Phrases xvhich 
may be readily combined to make 
up advertising for any desired 
space. There is a beauty booklet 
for the ladies, with xvindow trim ma
terials and photographed models, 
sheets of lithographed Fiberloid

One of the Most Conspicuous Full Page Advertisements of Fiberloid. In the Reduced 
Plate the Sweeping Body Lines, AU “ Guides,” Do Not Appear

showing the Fiberloid girl in full 
colors and others with seasonable 
messages ; also various holders and 
signs for exhibiting Fiberloid pro
ducts in the most attractive manner.

So much for the simple and di
rect method of assisting “friend 
dealer.” But the direction of Fiber
loid advertising goes farther. It is 
used in all of the magazine illustra
tions with unique effect.
ILLUSTRATING DIRECTION IN FIBER

LOID ILLUSTRATIONS
Shown herewith are reductions of 

the Fiberloid series of magazine ad
vertisements. The pictures are “ar- 
roxved." to indicate the direction in 
which artist and copy man xvorked 
together. Notice how the picture, 
the Fiberloid articles and the copy 
are drawn together.

Any beautiful picture, especially 
the picture of a woman, will attract 
attention; and not infrequently it at
tracts the attention away from the 
article being advertised.

I do not mean to infer that these 
Fiberloid compositions are faultless. 
Xo doubt the readers of Advertis
ing &• Selling will have no diffi
culty in picking them to pieces, es
pecially as their greatest attraction 
lay in their beautiful colorings. The 
fact remains, however, that these 
adx-ertisements do contain a “psy
chological something” that catches 
the eye and leads it with absolute 
certainty to the business in hand. 
These advertisements made good, 
the campaign was a success, and 
that is the unansxxerable argument.

Advertising men who have tried 
to get something more than a pretty 
picture from a talented artist, xvill 
appreciate the 'difficulty of putting 
direction into an illustration. The 
artist usually places the perfection 

of his picture ahead of its commer
cial value as a producer of sales. 
The work of Charles Sheldon is a 
decided exception to the general rule 
and his Fiberloid pictures have been 
splendid retail salesmen—or, more 
correctly speaking, saleswomen. He 
has demonstrated that art can be 
successfully- commercialized without 
detracting in any- way from its es
thetic value.

Reproductions of the Fiberloid 
page advertisements, which appear 
in the leading women’s magazines 
are reproduced in full colors and 
distributed among the retail dealers. 
This serves the double purpose of 
interesting the dealer, and. when 
placed with window displays, of ty
ing up of the advertising campaign 
in each locality.

We pay hundreds of dollars these 
days for an advertising design, and 
thousands of dollars for a color page 
in a single magazine. Such expen
ditures cannot be profitably made 
without a definite direction in view. 
In the case of Fiberloid, the big 
objective was the retail dealer’s dis
play case; secondarily, but neces
sarily, the top of my lady’s dressing 
table.

Corbett Goes With “Kurai Canada”
E X'. Corbett, formerly advertising 

manager of the Toronto Times, and re
cently on the adxertising staff of Every- 
woman’s World, has joined the Young 
Canada Publishing Co., publishers of Ru
ral Canada.

E. Katz Will Represent Colorado 
Springs “Evening Telegraph”

After June i the E. Katz Special Ad
vertising Agency will represent the Colo
rado Springs Evening Telegraph. The 
Telegraph is now completing a modern 
newspaper plant with the latest equipment.
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THE LOVCER FIGURES 
iu the combined circulation of 

publications represented in rhe 
'eriodical Publishers’ Association

American Agriculturist 
American Boy 
American Magazine 
Children's Costume Royal 
Christian Herald 
Collier’s Weekly 
Comfort 
Continent 
Cosmopolitan 
Country Gentleman 
Countryside Magazine 
Current Opinion 
Dakota Farmer 
Electrical Experimenter 
Factory 
Farm and Fireside 
Farm and Home 
Good Housekeeping 
Harper’s Bazar 
Hearst's Magazine 
House and Garden 
I«dependent 
Ladies’ Home Journal 
Le Costume Royal 
Literary Digest

McCall's Magazine 
McClure’s Magazine 
Metropolitan 
Modern Priscilla 
Mothers Magazine 
National Geographic 
New England Homestead 
Northwest Farmstead 
Outlook 
People’s Home Journal 
Pictorial Review 
Popular Science Monthly 
Radio Amateur News 
Saturday Evening Post 
Spanish Vogue 
Successful Farming 
Sunset
System
System on the Farm
Theatre Magazine 
Toil ay’s Housewife
Vanity Fair
Vogue
Woman’s Home Companion

GRAND TOTAL 
of combined Circulation for one issue

24.695,683
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Multiplying Demand for Your Goods
To Get the Full “Pull” Advertisers Are 
Giving Space to Not Only Line Leaders 
But to Allied Merchandise As Well

By CARL EDGINGTON WIDNEY

WHEN 1 SHOW only a wom
an's shoe in one of my adver

tisements," said Dr. Theron Eilings, 
who sells orthopedic shoes for both 
men and women, "1 reduce by one- 
half mv logical prospects. By show
ing both a man’s and a woman's 
shoe I hit them both.” With that re
mark he laid aside a corking layout 
presented by the artist, wherein a 
woman’s shoe dominated the dis
play. There’s food for thought in 
what he says.

The dealer who handles various 
products made by a manufacturer, 
naturally wants people to come in and 
ask, not for some special article that 
has been advertised in national pub
lications. but for each of the prod
ucts that this advertiser sells him. 
Suppose that he stocks the \\ estclox 
line of alarm clocks. Does a full page 
for "Big Ben" help to sell the Amer
ica or the Sleep Meter, as easily as if 
all three were incorporated in one 
display? Not a bit of it. The fact 
that Westclox make the others does 
help, of course, but the onus of 
selling would be entirely up to him. 
1 he present advertising of Westclox, 
showing their line in company front 
formation seems to bear this out.

DIFFICULT TO ASSEMBLE

W hen we think of an advertise
ment in the abstract, we vision the 
appeal or display of a single product. 
It seems to be the natural thing to do. 
For that reason when the problem is 
presented to the advertising man of 
incorporating a group of his prod
ucts. he experiences difficulty in 
handling its presentation.

There is not only safety in num
bers. but there is a strong human in- 
tere~-t. The "magic of numbers" it 
has been called. Numbers do grip 
us.

What an avalanche of conjecture 
1 as resulted from St. John’s state
ment regarding man—“and his num
ber is 666.” The world-famous four
teen points of Woodrow Wilson is a 
term heard in every language. The 
rr re designation of the number of 
things serves as a handle with which 
to hold on.

How well has Ingersoll applied his 
ti ' urx to his multiple ■advertisement 
for nine different watches.

"Which is you?” is a caption that 
i—not fail to draw your attention. 
And illustrated above are five per

sons. properly labelled and num
bered.

What mean these?
Farmers 1-3-7-8;
Women 5-6;
Business Mtn 4-7-8-ri;
Boys 1-2-3-7;
Workers 1-3-7-9.
Here he takes in even,- logical 

prospect and illustrates each of the 
nine watches that his dealers carry 
in stock. Is that not a help to his 
dealers? Any one of these watches, 
featured alone, would have reduced 
the number of customers that would 
come into the dealer's store. By num
bering the watches, the reader’s curi
osity is sufficiently aroused to want 
to read the descriptions of those 
watches listed under the person sym
bolizing himself.

Suppose you had 44 different kinds 
of paint to sell, each paint being made 
for an express purpose. Would it be 
sufficient to advertise merely vour 
name, covering all lines, if vou 
wanted to really influence the de
mands upon your dealers through 
national advertising?

THE DEALER “STUMPED”

“John, I want to paint my fence 
this spring, and Mary is planning to 
fix up our kitchen linoleum. What 
have you got ?” This was one ques
tion put to a hardware dealer in 
Iowa. This dealer was carrying two 
lines of paint, but he himself did not 
know any more about painting than 
his customer. We must remember 
that no average dealer can name, off
hand. just which one of vour paints 
is best adapted for every particular 
purpose. Yet he is stocked with your 
paints, that you want to move rapidlv 
as possible. What better way either 
from the standpoint of the dealer or 
the consumer, could you do it than 
Lucas has done in his full page ad
vertisement ?

John Lucas & Co. make use of this 
catalogue idea in an advertisement 
showing forty-four kinds of paint in 
a mortise with a jiaint can as the 
border. And then in another panel 
forty-four products are listed, rang
ing from automobiles to silos, each 
one of which can be painted with 
from one to sixteen of the different 
paints numbered in the mortise.

brom the standpoint of the dealer 
it is helpful advertising. All ques
tions are answered for all time. Not 

a prospect is omitted. No matter 
what job the customer wants paint 
for, he will find categoried his job 
and recommendations for the proper 
jiaint. He does not have to depend 
on what an uninformed dealer might 
suggest. What a help is such a page 
to the dealer who has to answer 
painting questions every day!

INDUCING OTHER SALES

"Six Little Servants of the Home” 
is a New York Edison advertisement 
that follows Dr. Eiling’s advice. 
Your wife or mine might read a 
smashing ad for an electric washer, 
but not respond. She has one, per
haps. Such copy would ignore her 
entirely, although she has the money 
right in her hand to buy a percolator 
or a sewing machine, which this con
cern has to sell. What they have 
done is to multiply the number of 
prospects by six. The mere fact that 
they have elected to display the cost 
of operation after each device helps 
materially in attracting attention and 
in answering the mental question that 
invariably arises in the mind of the 
reader.

Daylo supplies us with another ex
ample of multiple advertising. Six 
lamps are shown in the centre on a 
black background, surrounded by 
thumb-nail sketches of twenty-eight 
different uses, ranging from ordinary 
household needs to signalling at 
night. No conceivable use of an 
electric torch is overlooked, so that 
every possible prospect is included. 
Fortified with this kind of adver
tising, the Daylo dealer no doubt is 
more readily sold on the complete 
Daylo line, and in turn he more 
evenly disposes of his purchases. 
Multiple advertisements come nearer 
to being genuine dealer cooperation 
than anything I have ever seen. It’s 
true that multiple advertisement^ 
cannot have the artistry of a display 
of a single product. A full page in 
colors of Morris ham served with 
eggs on dainty china and fine naperv 
has more beauty and charm than a 
variegated display of Libby's or 
Armour's several meats and canned 
dainties, but these latter advertise
ment'- simply must be greater sales 
helps for the dealer, upon Dr. 
Eilings’ line of reasoning.

"Trailers” is the term applied to 
“me too” products that are listed as 
after-thoughts to the dispkiv of some
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The Strongest Editorial Voice tn America

HERBERT KAUFMAN
Speaks Exclusively Through

McCLURE’S MAGAZINE

EVERY issue of McClure’s contains Herbert
Kaufman’s editorials. You who have read 

in recent issues of McClure’s such Kaufman 
editorials as “The Scum of the Melting-Pot,’ 
“Servant,Not Master,” “Self Defence Finance,” 
and “Our Main Business” know that Herbert 
Kaufman is America’s most forceful and con
structive editorial voice. His editorials alone 
would make any magazine important, but when 
they are joined, as in McClure’s case, to the 
most distinguished work of the world’s foremost 
authors the magazine presenting them assumes 
a commanding position among periodicals.
Me Clure’s Magazine has been for over a quarter-century a 
unifying influence in our national life; serving, and uniting 
in common purposes and ideals, the people of every state 
and territory.
The new Mc( lure’s under Herbert Kaufman’s editorship has 
adopted a vigorous and constructive policy in the treatment 
of national and international situations and will continue its 
distinguished role as an advocate of social and economic 
progress,—a servant of loyal, humane and just causes. The 
management of McClure's is committed by tradition to keep 
its pages clean and wholesome and unafraid.

McCLURE’S MAGAZINE
A. S. Moore. Advertising Director.

Member of Periodical Publishers’ Association
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particular product. But trailers lack 
pllitch when treated as such—and 
ihe average agencv man hates to 
mar his layout and the continuity of 
his copv with them.

Hut if a manufacturer has several 
styles or lines, he owes it to his deal
ers to distribute his advertising in
fluence over them till. To his dealer, 
the harmony of a beautiful full page 
displaying only one of the products 
he has stocked, is not nearly so sweet 
as the chimes of the cash register

National Advertising of Branded 
Produ&s Helps Dealers

DE \LERS are coming, more 
and more, to appreciate the 
value to themselves of advertising 

done bv manufacturers of branded 
products.

In fact the most foresighted of 
them are virtually concentrating 
their sales on advertised products.

Thev recognize the manufactur
ers’ advertising is being used to 
educate their own customers.

Manufacturers' advertising is a 
real help to the dealer. It stimu
lates trade, by maintaining a healthy 
demand for the goods without the 
necessity of price cutting, a pernic
ious practice common in unadver
tised lines to keep sales up.

The dealer has much to gain by 
manufacturer-advertising. In fact 
he may consider himself a partner 
in the advertising.

This partnership is worth much 
to the dealer who is shrewd enough 
lo see this relationship and utilize 
it bv keeping the advertised goods 
on display and otherwise backing 
the advertising.

Manufacturers realize that thev 
cannot force distribution to the con- 
>umer against dealers’ will. They 
need the hearty cooperation of deal- 
c rs in getting products into the 
hands of the consumer, for the nor
mal way from factory to consumer 
is through dealers.

The retail store may be regarded 
as the vital point in the channel 
through which trade passes from 
factory to consumer. All trade 
which passes through the channel 
must pass through this particular 
part of the channel. No more trade 
can pass through the channel as a 
whole than can pass through its 
narrowest point.

Any action of the manufacturer 
injurious to the dealer would tend 
to narrow the channel at this point 
and hence to restrict the volume of 

ringing up sales on all of them, Fur
thermore. having stocked the four 
Westdox. six Daylos. 44 Lucas 
paints, or nine Ingersolls, he does 
not want to confine his sales to Big 
Bens. Pocket type electric torches, 
paints for automobiles, or Watch 
number 7. No matter how great his 
sales on these may be, his money is 
still tied up in the rest of the line, 
and no advertiser is so short-sighted 
as to disregard the detiler’s position. 
Their interests are too closely allied.

flow from the factory. Conversely, 
any move which is beneficial to the 
dealer tends to broaden the channel 
at this point—tends to lessen the re
sistance here so that a greater vol
ume of trade may flow from the 
factory.

Manufacturers realize these facts. 
Hence the whole purpose of manu
facturer-advertising is to lessen re
sistance to the flow of trade—to 
broaden the channel at all points— 
to help dealers!

Advertising benefits the manufac
turer by benefiting the dealer at the 
same time, and ONLY by benefiting 
the dealer.

The wise dealer links his store 
with the manufacturers’ advertising 
by using the columns of his local 
newspaper to tell the community 
that he can supply right at home the 
products advertised. — Build ing 
Trade with Fanners.

Advertising and Results

Recognized authorities on 
foreign trade agree that adver
tising in reputable export journals 

that have substantial overseas circu
lation is probably the most essential 
part of a selling campaign.

Viewed from the side of results, 
there is an enormous difference be
tween advertising for foreign trade 
and advertising for domestic trade 
which many persons, particularly 
those making their first bow in in
ternational business, fail to appre
ciate.

To those who understand adver
tising in foreign trade journals, the 
following complaint by a manufac
turer who quite recently started to 
bid for overseas orders, will prove 
both interesting and amusing:

"Our advertisement has now ap
peared in vour magazine for three 

months and has yet to bring us the 
first reply from outside of the Unit
ed States and Canada. We have re
ceived a number of inquiries from 
the United States, however. From 
this we are of the opinion that vou 
have no great circulation outside of 
America. Just the same, we are 
going to make another attempt to 
get some returns."

This advertiser failed to appre
ciate the fact that to many countries 
it takes more than three months for 
a magazine to reach its foreign 
readers, an inquiry to be written 
and received by an American adver
tiser, even if the reader were im
mediately interested and sent a letter 
on the first vessel. It may be well to 
add that such spontaneous impres
sions and hasty replies are quite un
common.

An advertisement is the embodi
ment of time, effort and money. 
The main purpose behind advertis
ing, in fact, the biggest single word 
in merchandising, is results. W’hen 
thinking in terms of foreign trade, 
the element of time, with which the 
element of patience should be link
ed, becomes the all-important fac
tor. No firm should advertise for 
foreign trade and expect instant re
sults.

The established export journal, as 
well as other so-called trade maga
zines, prides in the results it is able 
to bring its advertisers. And the 
advertising salesmen of the reput
able magazines will generally refuse 
tc accept short-time insertions be
cause they feel that the results that 
will accrue therefrom will not jus
tify the financial outlay.

W hen one or two-time insertions 
are accepted, they are generally tak
en on the initiative of the advertiser, 
not on the initiative of the salesman.

Speed onlv becomes a dominant 
factor in foreign trade after con
nections have been established and 
orders are forthcoming.—Pacific 
Ports.

• olonel Mixter Is Pierce \rrow 
President

Colonel George W. Mixter, who join
ed ihe Pierce Arrow Motor Car Co. a* 
vice-presidenl and general manager with 
John C Jay, Jr., has succeeded Mr. Jay 
as president of ihe company. Mr. Jay 
was elected chairman of the executive 
committee on I'tiesday. W. J. Foss is 
now vice-president in charge of com
mercial matters.

Johnson-Reed Will Mherlise Talking 
Machine

Johnson, Read & Co., Chicago adver
tising agency, has secured the account of 
ihe Empire Talking Machine Co., in that 
city.
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O' MOTION PICTURE PROJECTOR

Weighs only 23 lbs. Operates 
on any light circuit.

The operation of any portable projec
tor USING CELLULOID films, with
out a fireproof enclosing booth, is 
prohibited by State, Municipal and 
Insurance restrictions and the violator 

is frequently subjected to severe 
penalties

CELLULOID FILMS 
ARE DANGEROUS !

Flicferkss "SAFETY STANDARD'

For years WE have Wins a welcome 
been asking “why more 
concerns have not adopted this graphic method of telling 
their sales story A’

The question is natural. We are trying to sell 
manufacturers the Pathescope, and this self-interest 
may have blinded you to the strength of our claims 
for the Pathescope as a means of selling goods.

But now comes this same question from a buyer 
of goods. He—your customer—wants to know why 
more manufacturers do not use Motion Pictures to 
teach him about their products, just as the Boston 
V oven Hose and Rubber Company are doing.

This shows the attitude of your customers toward 
Motion Pictures—they welcome the help it gives 
them in understanding the merchandise they buv.

The fact is substantiated by all Pathescope users, 
who in practically the same words used by the Boston 

for your salesmen. Woven Hose and Rubber 
Compan^ whom wequote, 

say: “We believe any live manufacturer would im
mediately appreciate the value of our motion picture 
work, if they could see the results which we obtain 
from our films.”

The Pathescope v. ins a welcome for your sales
men. Every user has proved to his entire satisfaction 
the superior advantages of the Pathescope for just 
this sort of sales promotion. These advantages are:

1—It only weighs 23 pounds, 
operates on any light circuit, 
and fits in a small suit case.

2—The film is known as “SAFE
TY STANDARD”—slow- 
burning—labeled by the Un
derwriters' “Enclosing Booth 
Not Required.”

3—Pictures can be shown anywhere 
at any time, without violation 
of State, Municipal, or Insur
ance regulations.

4—Any industrial film can be 
printed for the Pathescope.

Your salesmen will get the same welcome as this big dis
tributor gave the Boston Woven Hose and Rubber Company’s 
men, if they carr}' the Pathescope.

Explanatory printed matter sent on request

Suite 182
KOK

PATHÉSCOPÇ 
SAFETY STANDARD

THE PION EER Willard B. Cook. President
Aeolian Hull New York City
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Chicago, Illinois
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The Men and Women Who 
Make Our Mediums 

I'/CTOR F. LAIFSON
Publisher of the Chicago Daily News

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

By JASON ROGERS
Publisher of the

THERE ARE always to be 
found individuals in every 

great industry or line of endeavor 
who stand forth among their fel
lows either as pioneers in this or 
that school or method, or as lat
ter-day leaders. It is in no spirit 
of flattery or exploitation that 
these persons may be pointed out, 
but for the simple purpose of indi
cating the principles that have 
been adhered to by them in the 
rearing of their success.

In such a spirit, it might be 
mentioned, is this series of articles 
written, on the men and women who 
make America’s advertising med
iums, the subject of this article being 
Victor F. Lawson, of The Chicago 
Daily News, who is both a pioneer 
in progressive journalism and a 
latter-day leader in the highest 
accepted sense.

Victor Lawson stands in a class 
by himself, as a great leader in in
dependent journalism in the Unit
ed States, and, for that matter, 
in the entire w'orld.

It has been my great privilege to 
study Mr. Lawson and his meth
ods in connection with the up
building of his Daily News, for 
the purpose of adapting his prin
ciples, so far as possible, to mv 
own newspaper work. I feel 
highly pleased, therefore, to be 
able to write this brief article con
cerning the greatest and soundest 
newspaper man among us, who 
has permitted me to get very close 
to his thoughts and purposes in 
newspaper making, both as an ap
preciation and an inspiration for 
others w’ho seek supreme achieve
ment in newspaper work.

Mr. Lawson is a big man in 
more ways than one. He sees 
things in their broadest aspects, 
decides all questions and policies 
judicially, and when he determines 
on a thing, size and cost are mere 
details.

Mr. Lawson is the kindest, most 
human man I have ever met. Like 
all other truly great men, he is 
unassuming, not to say bashful. 
Fundamental honesty and upright-

New York Globe

ness in newspaper making are as 
natural to him as breathing and 
eating to the average man.

HIS POLICY FORMED EARLY

When we realize that as far 
back as 1897 he insisted on truth
fulness regarding circulation, a 
definite one-rate-to-all, no reading 
matter without the “adv.” label, 
and many other observances of 
sheer integrity not followed by 
all newspapers even today, we ap
preciate to what extent he has been 
a pioneer and leader in the best 

VICTOR F LAWSON

practices of our business.
Victor F. Lawson and his part

ner, Melville E. Stone, now the 
General Manager of the Associat
ed Press, are entitled to credit for 
initiating many of the essential 
principles which have taken the 
newspaper business out of the 
crudities of its early days to its 
present efficiency as a sane, inde
pendent and powerful constructive 
force.

To me, the greatest and most 
absorbing romances in life are 
known only to the few who, from 
next to nothing, by hard and per
sistent effort, have reared great 
institutions for usefulness and 
public good. Of these few Mr. 
Lawson is not the least.

It was in the summer of 1870 
that Victor Fremont Lawson, a 
youth of only tw'enty-six years, 
entered journalism. He enjoyed 
no more than a high school edu
cation, ambitions for college ed
ucation having been frustrated by 
the greaf Chicago fire in 1871. 
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His father, like many other Chi
cagoans, had seen his life accumu- 
latiuns, except real estate, wiped 
out by the fire, and the young 
man, home from a course ot pre
paration for college at Cambridge, 
by reason of ill health, was forced 
into the school of practical jour
nalism.

Melville E. Stone, who had 
started the Chicago Daily News 
on December 23, 1875, found him- 
se f four or five months later in 
desperate financial straits, and was 
looking around for help to keep the 
infant sheet alive. Mr. Stone owed 
money, and was far behind in his 
rent to Mr. Lawson's father's estate 
in whose building the paper was 
printed. He had known "Fremont’’ 
Lawson at the Chicago High School 
and sought his assistance. Lawson 
hesitated. Upon the destruction of 
his father's fortune he had se
cured a temporary position in the 
Chicago Post Office in the money or
der department and was planning 
a trip to Europe before seriously 
seeking a business opening. Stone 
was insistent and so Victor F. Law
son bought the Chicago Dally News, 
effective on July 1, 1876, by assum
ing its $4,000 of indebtedness. The 
young man showed he had good sense 
by insisting as part of the sale that 
Stone continue as editor, to draw 
one-third of any profits, and the 
same salary as himself.

At the time he bought the news
paper. it had just a trifle less than 
4000 circulation. Its advertising 
manager, on inquiry by Lawson re
garding the advertising rates, stated

Recognition
iJThat THE ROTARIAN has gained recognition is evidenced by 
the fact that it carries 95 columns, or 14,630 lines of paid adver
tising in the June issue.
C Our magazine has gained “a place in the Sun” thru merit and by 
persistently following an ideal.

W-e aie justly proud ol the position taken in the advertising 
field by

THE

ROTÀRIÀN
Magazine ©y Service

Published Monthly by the International A»«ociation of Rotary Clubs

Eastern Representative
Wells W. Constantine

7 West 16th St, New York
6 So. 

CHICAGO
Great Britain

Titos. Stephenson 
Charlotte St., Edinburgh,

S”b cription price: $1.50 in U. S. A. and Cuba: $1.75 in

Member Audit Bureau of Circulations

that he "got what he could.” It was 
then that Mr. Lawson announced 
two big basic principles for the Chi
cago Daily News which were then 
1 evolutionary, and which, rigidly 
maintained, have made him the path
finder of enlightened American jour
nalism.

Mr. Lawson told the advertis
ing manager he recognized that the 
first business in hand was to get 
some more circulation, and that 
when this had been accomplished to 
the extent of 10,000 daily net sales 
he would ask him to submit for 
consideration a scale of rates based 
on that amount of circulation, and 
that the new rates, when finally 
adopted, would be invariable—the 
law of the Medes and Persians.

By January I, 1877, the circula
tion had reached 10.000. Mr. 
Lawson printed a sworn statement 
of circulation day by day, and has 
adhered to this policy for upwards 
of forty-five years, which I am 
sure is a record standing unequal
led in the history of journalism.

In each copy of The Chicago 
Daily News Almanac is a page 
which shows the month by month 
circulation of that paper from Jan
uary, 1877, to date—a statement 
and record which should entitle 
any man to the satisfaction that 
comes from a real achievement.

In January, 1877, the Chicago 
Daily News likewise adopted a 
definite and positive advertising 
rate under which everyone paid 
exactly the same price for like 
service, which policy has been 
maintained without deviation for

Advertising Manager 
Frank R. Jennings

910 So. Micliigmi Blvd.. Chicago
Scotland

Canada; $2.00 in all other countries 

over flirty-three years.
\ iewed in the light of present 

conditions, the practice of these 
two principles means little, for, 
following Mr. Lawson’s lead, hun
dreds of publishers now conduct 
known circulation and one-rate 
newspapers. But forty-three years 
ago such an innovation was start
ling.

Common honesty regarding cir
culation or advertising rates was 
almost unknown. Actual circula
tion facts were for the confidential 
study of the big boss, and adver
tising rates were "what could be 
secured.”

Running along parallel with the 
new brand of honesty on the com
mercial side of the newspaper was 
the inspirational news and editor
ial policy under the guidance of 
Melville E. Stone.

The Chicago Daily News was 
from infancy a new sort of a 
newspaper. It printed all the 
news. Each item was considered 
only from the standpoint of news 
merit. It was a small newspaper 
and the space was too precious 
to be wasted for padding.

It was an absolutely indepen
dent newspaper. The older school 
of newspaper men shook their 
heads and concluded that it could 
never be made a “go.” To them, 
all newspapers were “kept” organs 
serving political or industrial in
terests.

That they were wrong is proven 
by the fact that the infant industry 
grew with a more substantial and 
wholesome progress than had ever 
been the fortune of anv newspaper 
and it has inspired imitation in 
other cities throughout the coun
try, until today few newspapers 
which are not independent are 
considered really great.

Melville E. Stone is to be cred
ited with the initiative in prohibit
ing the printing of paid reading 
notices unless marked “Adv.” Up 
to that time paid readers were 
considered as legitimate in our 
newspapers as they are in France 
and in other European journal
ism.

Among the rules regulating the 
production of the Chicago Daily 
News in 187b, which set forth the 
character of this publisher, I find 
substantially the following:

7 he newspaper shall be run distinctly 
in the interest of the reader and the sub
scriber shall have chief consideration.

'Die editorial department has three of- 
lne> to perforin: (a) To print the 
news; (b) to strive to guide public 
opinion in a proper direction; and (c) 
lo furnish entertainment.

1 Continued on page 52 1



WHO READS IT? 
that is the question

“ W 5T THO reads it?” is the question discriminating purchasers of
< space ask of the representatives of magazines. This is of 

prime importance, as the readers collectively are the ones 
who finally determine whether a campaign will be successful.

The family as a unit are to be reckoned with as they pass judgment 
on the goods oft'ered to them for sale.

The woman in the home may be the one to purchase a breakfast food 
originally, but unless all members of the family like it, it has little 
chance of lasting popularity. The family decide on what food is to 
be placed on the table, what talking machine they want and what 
automobile shall be bought.

We on Photoplay are little concerned with who brings the magazine 
into the thousands of homes it reaches during the month. It may be 
the father, the mother, the daughter or the son. It makes little dif
ference. But we do know that it becomes thumb worn during its life 
on the library table, and read with interest by each member of the 
family, because of each member's interest in Moving Pictures—the 
chief recreation of the American People.

And doesn’t the fact that Photoplay is bought by7 more than 500,000 
people and taken into their homes make it the sort of a medium that 
advertisers need?

Let the name stick in your mind, iTs imitated

PHOTOPLAY
The Magazine of Ihe Fifth Estate

JAMES R. QUIRK, PUBLISHER

\V M. HART 
ADVERTISING MANAGER

350 NORTH CLARK ST. CHICAGO NEW YORK OFFICE, 25 WEST 45TH ST.
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“Mr. Sales Manager and 
Mr. Advertising Manager 
What are you doing for me?

I AM one of your dealers. 1 am your contact point with the 
consumer. Your goods are on my shelves and frankly I like 

them. In fact I do my part to ‘push’ them.

You have told me many times about your national advertising; 
of millions of people who will see your advertisements, but not 
enough about my own prospects. What about them? Will 
they all see your advertisements?
YCy store is over in a corner of town but there are Posters 
right clown the street from me.
Why don’t you try Poster Advertising? Why not do some
thing for me—in my neighborhood? Posters will reach my 
people and a great big Poster in color near here certainly Mould 
do a world of good.

A FELLOW told me the other day that it would only cost 
three-tenths of a cent per person to use Posters in my town for 
30 days. Give me some advertising help like that! I need it, 
and I need it every day.”

Hundreds of thousands of merchants have problems as personal as 
this man has. We make a business of placing Poster Advertising 
properly; we originate designs; furnish cost estimates and guide adver
tisers to their tie-up with dealers, and with their general advertising 
plans. Inquiries will always be carefully answered by us.

POSTER ADVERTISING COMPANY, Inc.
550 West 57th St., N. Y.

BRANCH OFFICES: Pe°PhYA?^ldg' 
L rilUALjkJ

Union Trust Bldg. ST. LOUIS RICHMOND
CINCINNATI PHILADELPHIA ATLANTA
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TAKE particular notice of the painted outdoor displays 
of today. Constructed of steel with sheet metal 
facing, the display in its “de luxe” style frame, presents 

an advertisement in artistic copy and with strong mer
chandising value. Dignity, beauty and the appeal to buy 
are carried out in individual style. ,_____

Write us if there is anything about outdoor adver
tising you might wish to know. Our national 
service includes spectacular electric displays — painted 
display bulletins, painted walls, railroad and highway 
bulletins and illuminated bulletins.

Tne O.J.Oudc Co.N.Y
550 West 57th Street, New Y’ork

OUTDOOR ADVERTISING EVERYWHERE

BRANCH OFFICES • PEOPLE'S GAS BUILDING. CHICAGO, ILL. PHILADELPHIA ST. LOUIS RICHMOND CINCINNATI ATLANTA
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Victor F. Lawson
(Continued from page 48 )

Nothing shall he printed in the col
umns of the paper which a young 
v man could not read aloud in the 
family circle.

Even- effort shall be made to see 
that news printed is true and impartially 
pr sented and if at any time a misstate
ment is made openly acknowledge the er
ror and correct it.

A reputation for integrity of purpose 
can be achieved and has enormous value, 
1 ut a reputation for infallibility will never 
be claimed.

There are three basic rules regarding 
newspaper development: (a) News 
should have first place; (b) it should 
be truthful news and if not truth- 
nil there should be readiness to re- 
tr -t and correct, as far as possible; 
(c) business and editorial departments 
shall be absolutely divorced.

Neither of the owners of the news
paper shall own stock in any public utility 
corporation affecting Chicago.

Ihe paper shall have no axe to 
grind, no friends to reward, and no 
enemies to punish.

'I oward the latter part of 1877, 
Lawson and Stone decided to form 
a real partnership, Lawson taking 
two-thirds interest and Stone one- 
third, which the latter was to pay for 
as he could, and which he eventually 
paid for out of profits.

Later on a stock company cap
italized at 8150,000 was organized 
with Mr. Lawson holding $100,000 
and Stone $50,000. In 1888, ow
ing to failing health, Mr. Stone re
tired from active duties and sold 
his $50,000 interest to Mr. Law
son for $350,000.

THIRD OF A SERIES

Organize a Sales Crew

PART of the merchandising work of The
News is to assist manufacturers perfect 

their sales organizations. It is not in the 
province of this department to sell merchan
dise. It is rather to show a manufacturer 
how to sell, and to help him organize so he 
can sell. Getting together the sales crew is 
part of this work.

THE INDIANAPOLIS NEWS
New York Office

DAN A 1 W 'LL
Tribune Building

FRANK T. CARR*’LL 
Advertising Manager

Chieggo Office
J. E. LUTZ

First National Bank Building

USE NEWSPAPER ADVERTISING <1 N A TH1IEE.YE AR BASIS

Nothing pleases either Mr. Stone 
or Mr. Lawson so much as to tell 
stories of various attempts of ad
vertisers to dicker with them re
garding rates. One of Mr. Stone’s 
pet stories is that the junior 
partner of a leading dry goods house 
in Chicago called on him during Mr. 
Lawson's absence from the citv and 
said that he would make a verv large 
contract for advertising if the Daily 
■\ews would cut its rate 10 per 
cent, to which Mr. Stone replied 
as follows: "Cutting rates is a 
thing we have never done and we 
have said that we never would do 
—that is, we would never discrim
inate between advertisers. But I 
recognize the importance of vour 
house and am willing to contract 
with you on one condition. As 
a matter of fact, we have but one 
rule, so there is no ‘lowest rate.’ 
Our rates are printed and are uni
form. Y et I will make vou a 10 
per cent reduction on these rates 
upon one condition—that you will 
make part of the contract that mv 
wife may buy dry goods at your 
store 10 per cent cheaper than any 
other woman in Chicago.”

"Good Heavens!” the merchant 
replied." That would ruin us. We 
run a one-price store.”

Mr. Stone likes to end the story 
by remarking that the merchant 
left in high dudgeon and within 
a week returned to place his ad
vertising at the regular rates.

As typical of the manner in

which Victor I'. Lawson dues 
things when he starts out to do 
them I may mention the fact, known 
at the time only to the insiders, that 
during the most trying time in the 
history of the Associated Press fight 
with the old United Press in 1893 
and 1894, he individually endorsed 
its paper at the bank for a very large 
amount—a sum I am not at liberty 
to describe.

Mr. Lawson has been comparative
ly indifferent to country circulation. 
He recognizes that newspaper adver
tising is local advertising, and that 
the greatest strength of his paper lies 
in producing maximum results in the 
territory served by the retail stores 
of Chicago.

Twenty years ago Mr. Lawson be
gan the organization of a special for
eign news service which now ranks 
first in American journalism. In a re
cent statement to the newspapers us
ing the Chicago Daily News For
eign Service Mr. Lawson announced 
that the cost of gatliering the service 
in the year 1919 had been $352,366, 
towards which the subscribing syn
dicate papers had contributed $87,
993-33. leaving the net cost to the 
Chicago Daily News $264,372.67— 
a very tidy sum.

I flatter myself that I know 
the real Lawson, far back of that 
defensive armor with which great 
men keep off the world, and I 
know him to be real, honest, sin
cere, and game for anything that 
is big, wholesome, and construc
tive.

Outside of the newspaper office, 
Mr. Lawson is consistently active in 
every progressive movement for the 
well-being of Chicago and the read
ers of his paper. He has been a pil
lar of strength behind the church 
which he attends, for years has stood 
back of many big charitable enter
prises and in impersonal wavs does 
unending good.

Aside from being interested in 
many and varied activities such as 
materially assisting the Mergenthaler 
typesetting machine to be perfected, 
the promoting of a mailing machine, 
and perhaps a hundred other im
proved devices for the newspapers, 
Mr. Lawson is a farmer with broad, 
rich acres producing crops and cat
tle up in Wisconsin.

Mr. Lawson told me a story on 
himself regarding this farm. He 
once asked one of his farmers to do 
something for him, to which the far
mer replied, “you can’t make money 
1 hat way.” Whereupon Lawson re
plied. “I don’t care; I make money in 
Chicago and am willing to spend it 
here.”
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nd.
in

National
When NATION AL Advertisers 
with their perspective and the 
LOCAL DRY GOODS STORES 
with their intimate knowledge 
of local conditions both put The 
TRIBUNE 2nd on their morning 
lists it is evidence that in New 
York City quantity of circulation 
is of secondary importance to 
character and responsiveness of 
circulation.

When planning to advertise in 
New York City remember that 
the combined judgment of 
NATIONAL ADVERTISERS and 
LOCAL DRY GOODS STORES 
is that The Tribune is 2nd in the 
morning field.

nd.
in Local

Dry Goods
Here is the line-up of New York 
Morning Papers arranged by 
the volume of NATIONAL 
Advertising carried during Feb
ruary, March and April, 1920:

TIMES - -
TRIBUNE -
WORLD -
SUN-HERALD -
AMERICAN -

Lineage 
1,152,760 

633,022
622,050 
580,710
511,071

— and the judgment of 
NATIONAL Advertisers is con
firmed by the lineage LOCAL 
DRY GOODS STORES used 
during the same period:

Lineage
TIMES - - - 971,820
TRIBUNE - - 728,390
WORLD - - - 641,351
SUN-HERALD - - 566,340
AMERICAN - - 481,096

Figures from Evening Post’s Statistical Department

Stew Dork ©rtbuno
First to Last—The Truth: News—Editorials—Advertisements
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The Friendship Angle of Advertising
How Useful, Helpful Articles, Intelligently 
Bestowed, Serve to Promote Orders

By ANNA McCARTAN
General Sales Department, American Art Works

AMAR correspondent, in com
menting on the quick turn of 
events following the active entrance 

oi America into the war, expressed 
the opinion that it was due to a con
siderable extent to the methods we 
introduced, Previously, he wrote, 
the method of the allied soldiers had 
been to pull the trigger and trust in 
(iod. But Pershing was not inclined 
to waste men or materials or time 
and his orders immediately were 
"Learn to shoot the buttons off then- 
coats; that’s what we did at Lexing
ton and Bunker Hill and that’s what 
we have got to do now." He devel
oped an army of sharpshooters ami 
the morale of the enemy weakened 
under the treatment.

To pull the trigger and trust in 
God is no more certain of winning 
success in business than in war. But 
aren t vou inclined to feel that is the 
method sometimes pursued in adx er
tising.' Concerns will very careful
ly guard their steps in everything 
else. But advertising!—oh, that's a 
grand experiment, and their trust is 
remarkable.

The object of this article is to tell 
a little of the directness and the econ
omy of specialty advertising. It has 
never done any grandstand talking 
but it has quietly been winning the 
confidence of an army of advertisers. 
It shoots straight—almost literally at 
the buttons on the coats of those to 
be reached. You can’t just pull the 
trigger and then trustfully wait. Its 
nature forbids any such methods. 
When you invest in much of the ad
vertising of the day you invest in the 
circulation as well, whether it is the 
right circulation for you or not. 
When you invest in specialty adver
tising, you must map out your own 
circulation and with that situation 
before you, you see the utter fatuity 
of expending your ammunition on 
people who never would buy from 
you, probably never could buy from 
you, and, like the lad}' in the poem, 
‘ never could understand.” There- 
foie, specialty advertising, as soon as 
it begins to serve you, suggests that 
you have a care. That, we centend. 
i; a point worth considering.

?,0T AN UNKNOWN QUANTITY

Tins particular advertising is not 
an unknown quantity to many nation
al advertisers who have hazy Ideas 

about it. To them it represents some
thing to use in an emergency, per
haps, but of no permanent value. 
They refer to the mediums as gifts. 
The designation of gift alone is 
harmful and is really unjust. We 
might say to these advertisers that 
magazine advertising could be so 
designated as well, for certainly the 
five or ten or twenty-five cents we 
pay for a copy of our favorite 
journal is no more than a meager 
contribution. In almost every case 
the price we pay today for a maga
zine does not cover the actual cost 
of the paper and ink used and the 
labor involved. We pay five cents 
for a certain national magazine and 
the one-and one-half pounds of 
paper in one copy alone must cost 
the publisher at least double that 
amount. We are practically being 
presented with the magazine—the 
fiction of the best writers in the 
country, the political articles by 
able observers, and the illustrations 
by experts. All of this is a gift to 
us. And in return we read the ad
vertising.

The national advertisers who look 
upon specialties as gifts only, how
ever, may not be entirely to blame. 
It is possible that the permanent 
value of this media never has been 
demonstrated to them. If they 
really understood its value there are 
few who could not use it with pro
fit in some part of their plans.
THE VARIED USES OF SPECIALTIES

A quiet but determined minority 
always will be misjudged as to its 
strength until a showdown comes. 
And so it is that some big advertis
ers have misjudged the strength of 
specialty advertising because it is 
hidden intimately about the person, 
desk or home of the ones to whom 
its appeal is directed, while newspa
per advertising, magazine, street car. 
I»i11 board advertising can be seen 
ably functioning every day. They 
need to test specialtie . An inter
esting journey for some of these 
users of publicity wrnuld be a visit 
to the big institutions in this conn 
try—with hundreds of employes, big 
art departments, strung batteries of 
presses, and craftsmen of many 
kinds—devoting their entire facili
ties to creating and manufacturing 

advertising specialties of every 
sort.

It is hard to know just where to 
begin to tell of the use of this ad
vertising on a broad scale Its use 
varies radically with the marketing 
methods of advertisers. Sometimes 
it is the entire campaign, again it is 
purely supplemental, and there are 
times when it about equally divides 
the honors with other forms.

A case of a large manufacturer 
in the west is typical of many spe
cialty advertising ventures and will 
give vou an example of broad use. 
The company manufactures road 
machinery. Specialty advertising, 
for a number of years, practically 
has been the entire campaign. The 
concern, following the example of 
others manufacturing similar pro
ducts, might make use of a num
ber of methods of advertising and 
corral the readers who could be 
interested—but that would repre
sent needless expenditure in such 
a case. It sells its products to 
municipalities and counties, and so 
it secures a list of officials whose 
influence will decide for or against 
a purchase, and these men alone are 
the recipients of the advertising. 
One of the best specialties used is 
a leather-covered diary, which con
tains, in addition, from twelve to 
sixteen pages with copy and illus
trations featuring the machinery. 
No man getting one of these dia
ries would cast it aside—it is so 
nicely gotten up and so attractive 
in appearance.

Having personal value as well, it 
almost immediately wins his good 
will and friendship, and makes him 
feel a sense of obligation to the 
manufacturer. His state of mind is 
reflected in his attitude later when 
the question of road machinery 
comes up. He has, through the ex
tra pages in the dairy, become fa
miliar with the merits of the ad
vertised machinery.

This companv used about 50,000 
books each year. It also uses other 
specialties, but the books are the 
backbone of the campaign.

'The above reminds us of another 
national advertiser, one of the larg
est rubber products companies in 
the country, which also has some
thing to sell municipalities -rub-



Ik JarmJournal
1.050,000 
This Month

Speaking of Gumption—
We xvnuld like to say that the June issue is 

worth reading. It tells why The Farm Journal 
wants 2,000,000 circulation, what we recently 
saw out West, takes a whack at bellwether cir

culations, elucidates some ideas as to the farmer's 
future, and makes a few Gumption-like remarks 
on things in general and advertising in particular. 
However, don’t try to buy’ Gumption—borrow it!

The Farm Journal
15 E. 40th Street, 

New York City.
Washington Square. 

Philadelphia.
Crocker Bldg., 

San Francisco, Cal.
Mailers Bldg., 

Chicago, Ill.
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ber hose. It has learned that the 
man whose judgment is most im
portant in the purchase in the pur
chase of fire hose is the fire chief. 
How to keep him constantly re
minded of the advertiser’s partic
ular brand of fire hose, and get and 
retain his good will, required some 
thought. A little study disclosed 
the fact that most fire chiefs find 
a game of cards the best way to 
break the monotony of the long 
compulsory hours of their employ
ment. It was also learned that a 
national convention of tire chiefs 
was scheduled. The rubber pro
ducts company had a representative 

The Periodical of the 
People Who Love 

the Theatre

FOURTEEN MILLION DOLLARS 
was spent for theatre tickets—in two 
months—in New York alone!
The people who go to the theatre are 
those who have the money to huv things.
A hen advertising talks to this audience 
from the THEATRE MAGAZINE'S 
exquisite pages, advertising secures results

The Theatre Marine
SIX EAST THIRTY-NINTH STREET

at that convention and he had a 
supply of gold-edge playing cards 
for everybody in attendance. These 
cards were done up in nice leather 
cases—with a line of greeting 
stamped on in gold, and a refer
ence to the fire hose. It so hap
pened that the sales manager of 
the specialty company which fur
nished the cards and cases was in 
the convention city when the chiefs 
met. He asked a few at his hotel 
if thev had gotten the cards. They 
were enthusiastic about the thought
fulness of the advertiser, and said 
that the cards had done more for 
the social side of the convention 

than any effort that had been made. 
The chiefs were old friends very 
quickly, and at home with each 
other, when they were at their fav
orite game.

In the first case mentioned spec
ialty advertising was the entire 
campaign. In the second case it 
was supplemental.

Another large advertiser uses 
specialties as supplemental adver
tising in a way that has won many 
friends ami boosters for his pro
duct. He manufactures overalls, 
and in the pocket of every pair 
of overalls he tucks a little specialty 
for the purchaser. Naturally when 
ihe purchaser finds that convenient 
ollie article as he slips his hands 
into his pocket, he is very pleasantly 
surprised—he is getting more than 
he expected—and he is immediately 
inclined to think well of the manu
facturer. The specialty urges him 
to boost for the overalls — and 
when friends discuss the subject of 
overalls, isn’t it reasonable to sup
pose that he follows the suggestion 
made? Everyone concedes that the 
best salesman any product can have 
is rlie man who uses it. What he 
says in regard to it carries weight. 
So the overall manufacturer is wise 
in his understanding of human na
ture. This plan might profitably be 
emulated by a great many adver
tisers.

THE FRIENDSHIP FEATURE

A plan for the use of advertising 
specialties which to our mind has 
tremendous possibilities is the plan 
of advertising the salesmen of a 
company. Whenever tried, the re
sults have been most satisfactory. 
Ussually a contest feature has been 
injected into it, which makes the 
campaign self-supporting from the 
start. A buyer, whether he be deal
er or consumer, seldom comes in 
contact with the personnel of the 
manufacturer's organization. He 
sees only the salesman, does busi
ness with the salesman, and bases 
his prejudices for or against the 
house very, very frequently by the 
manner in which he is treated l<v 
the salesman. Therefore why not 
try to strengthen the position of 
the salesman by advertising his de
sire to be friendly and to serve the 
best interests of the consumer?

The plan is very simple. 'I he man
ufacturer purchases adxertising 
specialties. He may limit himself 
tn one article, or he may decide on 
three or four to give salesmen a 
choice. These specialties carry 
some reference to the product or 
products of the manufacturer—also 

(Continued on page 68 )
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Some Views on "Auditing” Agencies
Continuing a Discussion of Methods 
for Putting Advertising Agencies Upon 
a Standardized Basis of Operation

Editor’s Note—The following views concern 
an article, "Auditing the Advertising Agencies,’’ 
published in Advertising & Selling on April 
17th.

By KARL M. MANN, vice-pres
ident and advertising manager, Fire 
and H ater Engineering, New York:

Speaking for myself and for Fire 
and Water Engineering, we heartily 
approve of standardization of adver
tising agencies.

It has often been our experience, 
as it has been of most publications, 
that advertising accounts are handled 
bv so called agencies in a manner 
satisfactory neither to the advertiser 
nor to the publisher. The business 
of advertising is often discredited as 
the result of immature judgment and 
careless handling by agencies which 
should never have been given 
matches to play with around high 
explosives.

Publications are supervised and 
audited, willingly. We feel that it 
is for the mutual good. Why not 
the advertising agencies?

By GRANT WRIGHT, president 
and editor. The Eastern Dealer, Phil
adelphia, Pa.:

The movement to have the adver
tising agency checked up is fine and 
your first article states many truths, 
for at the present time we are go
ing through a very riot of advertis
ing expense, and the men po-ted 
know that much of this is wasted ef
fort and will react on advertising 
when times get normal or when the 
need for spending the surplus to 
avoid taxes is not apparent.

The publishers of the Business 
Press have been placed in the wrong 
l'ght by the average agency, and our 
experience is the same as many oth
ers who are forced to accept agency 
business and pay commissions when 
the business was secured entirely by 
the publisher and would never have 
been placed in the business paper had 
not the advertiser insisted.

The agency has asked an audit of 
the inside of the publisher’s busi
ness. It would be interesting and il
luminating if it were possible to have 
the business of an agency audited to 
show the percentage of some approp
riations that were spent in certain 
general publications. My paper has 
charged that much of this business 
has been attracted not bv the worth 

of the papers for advertising, but by 
the increased and secret commissions 
paid to agencies by these publishers, 
and of course the advertiser pays the 
bill.

Again, the agencies have claimed 
to have created much advertising 
that can be traced first of all to the 
business press, and many of the 
agencies when going after any par
ticular line of business take first the 
business press to see the advertising 
and this furnishes them with their 
prospect list.

We are in the same boat with 
nearly too percent of business paper 
publishers who feel that the agency 
has rendered no service to us in the

JOHN M. HERTEL

John Hertel has man
aged some newspapers and 
edited others, but for over 
12 years now. he has been 
associated with me. He is 
manager of my Detroit of
fice, but beyond that, he is 
one of my close-1 friends.

shape of increasing business, but we 
do appreciate that the copy service 
of the average agency is an improve
ment and for this we often pay the 
commission.

By J. T. MITCHELL, The 
Western Home Monthly, Winnipeg:

It would appear to us that The 
Audit Bureau of Circulations would 
in the very nature of things, be the 
most acceptable people to publish
ers to take the task. As was the 
case with newspapers, we presume 
that the Agencies would welcome 
such investigation.

It is but fair to state, however, 
that in recent vears our own losses

Syracuse Post 
Standard

The SYRACUSE POST 
STANDARD is the leading 
newspaper of central and 
northern New Y'ork. Its daily 
circulation is at least 5.000 
more than any other Syracuse 
newspaper. Both local and 
national advertisers pay the 
POST STANDARD a con
siderably higher rate than to 
any other Syracuse paper, 
which fact becomes doubly 
significant when you remem
ber that it also carries the 
largest volume of advertising.

In Syracuse it’s the POST 
STANDARD.

5 'rial Adi' A > 
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through Advertising Agencies have 
been comparatively small, and we 
do not think that any of them in 
Canada at least, can now stay long 
in the game, unless they render 
real service to their clients, as well 
as discharge their obligations to the 
publishers.

By F. R. \\ HITTEX, Secretary, 
Aut 'mobile Dealer ami Repairer, 
Xew York:

We have never looked into this 
matter with any degree of fullness, 
but we do feel that something along 
this line ought to be done.

“A Successful Operation”
“UNDER Separate cover,” writes the American 

Surgical Specialty Co., “we are forwarding our 
surgical catalog. You will note that we are using 
the Levant cover and we think it has added very 
much to the originality and value of our price list 
to use this very effective cover.”

THESE specialists have diagnosed Levant cor
rectly. It always adds originality and beauty to a 
catalog. Looking like leather—and in a range of 
seven colors—and being particularly adapted to 
embossing, the most impressive effects are easily 
'.•cured.

Let us send you a Sample Book of Levant
( h Paper, made to fit in your letter 
file. Also ask for a copy of XTRA, the 
‘'different” house organ edited by “Marcus.”

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

The advertising agency business 
lias never really been conducted on 
a proper basis, because the service 
of an agency is really given to the 
advertiser and not to the publisher, 
and it is, and always has been per
fectly ridiculous to expect the pub
lishers to pay a commission to ad
vertising agencies, although we ad
mit that we are doing this right 
along; we are obliged to take con
ditions as we find them.

It is true that there are many 
unreliable advertising agencies and 
if a systematic audit could be made 
this would be a great benefit to the 
publishers.

By CLAY C. COOFER, Mgr., 
Mill Supplies, Chicago:

We believe that the question of 
pas- ing on the reliability of agencies 
could best be handled by the Audit 
Bureau of Circulations. We be
lieve that publishers, generally, 
would support such an effort. As 
far as we are individually con
cerned, we lost practically nothing 
by taking accounts from irrespon
sible agencies.

By MALCOLM McALLISTER, 
advertising, Salt Lake City, Utah:

We are in favor of any procedure 
that will correct abuses in the adver
tising profession. Personally, we 
court any investigation that has for 
its purpose the protection of the legi
timate agent, the publisher, and the 
advertiser.

As to who should supervise the 
audit of agencies, we are of the opin
ion that the A. A. A. A. would func
tion in this capacity better than any 
other known organization. It is 
nearer advertising and the advertiser 
than is the A. B. C. or the publish
ers, and the maintenance of depend
ability in service and finance is just 
as much a part of the ethical stand
ards cherished by the A. A. A. A. as 
are its other principles of conduct.

I also endorse the suggestion of 
William H. Rankin that the publish
ers submit to an audit of their adver
tising rates by the same organization 
that may audit the credited agencies.

By GEORGE W. DANIELSON, 
president, Danielson & Son, Provi
dence, R. I.:

Thank you for your letter of Ap
ril 20 covering a reprint from your 
April 17 issue on “Auditing the Ad
vertising Agencies.”

Mr. Smith’s recounting of the 
Wall street broker reminds me of a 
young man who called on me re
cently to get into the “advertising 
game.” 1 was so vexed that, with
out much parley, I advised him on 
his next approach for a position to 
characterize advertising as a busi
ness. The interview was closed by 
his brusque admonition to me to 
“never mind that business college 
stuff.”

Another application we had re
cently was from a practicing attor
ney who, being hard of hearing, is 
unable to conduct court cases and, 
on the strength of having written 
some jingles which have been pub
lished, expected to be considered se
riously as an applicant for a posi
tion as an agency copy and layout 
man.

I have occasion quite frequently to 
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address small groups on the subject 
of "Advertising and Selling." I al
ways make it a point to decry the use 
of the word "game” as it concerns 
both of these interwoven activities.

I mention these incidents merely 
to bear out what Mr. Smith says as 
to the common view of advertising 
as a game and the still too general 
belief that kindergarteners can qual
i b'-

The subject of advertising agency 
auditing is bound to be the air-clear
ing process that will separate the 
sheep from the goats, and it might 
be well to class as goats those 
agencies that try to live up to the 
standards and ideals of the profes
sion in the face of a belief that many 
agencies do not live up to these 
standards and ideals, and that by re
fraining from so doing acquire bus
iness which they do not meritori
ously deserve.

Personally, I believe that the four 
A’s, so called, has the making of an 
ideal auditing arrangement, in that, 
to my mind, such an auditing should 
rot comprise merely a verification of 
the maintenance of the association’s 
expectations as to financial strength 
and profit retention, but that such an 
auditing activity can well include the 
placing of agencies upon a standard
ized basis of office routine and ac
counting practices.

Undoubtedly many agencies, and I 
am quite willing to believe that ours 
may be one, are not employing the 
most scientific methods of internal 
routine, and I believe that no group 
is better qualified to improve this sit
uation than the American Associa
tion of Advertising Agencies, which 
embraces in its personnel several 
agencies which are said to employ 
comparatively model methods, nor 
merely as it concerns the keeping 
of the multitudinous detail that is 
of the multitudinous detail that is 
more and more becoming part and 
parcel of agency activity.

Finn Implement Manufacturers 
( ombine

Ad -ertising men will be interested in 
the news that several large farm implc- 
mcn: companies in the East interested in 
the domestic and export fields and known 
as extensive national advertisers have con- 
solid.yed and incorporated under the 
nam.es of Bateman & Co., Inc. The com- 
panic; entering the consolidation are the 
Tateman Mfg. Co., Grenloch, N. Y.; the 
) atcman-Wilkinson Co.. Ltd., Toronto: 
Leicher & Taylor Agricultural Tool 
< o. Chicooee Falls. Mass.; the Mc
Whorter Mfg. Co., Riverton. N. L; 
I uane H. Nash, Inc.. Millington, N. T.; 
:lw 1 'itaway Harrow Co., tagganum, 
Conn.: and the Richardson Mfg. Co,

Worcester, Mass. The average age of 
the units is over fifty years.

Spending Hysteria on the " .me, Says 
Chicago Reserve Report

The Middle West sounds an optimistic 
note this week in the report of the Sev
enth Federal Reserve District, embracing 
the Chicago territory, which says that 
country is witnessing a growing tendency 
towards thrift, a general revision down
ward of prices of all commodities except 
food and improvement of the labor sit
uation.

“Ever since the armistice was signed,” 
the report reads, “people haxe been in
dulging in a xvild spending orgy, buying 
only the highest priced goods and satis- 

Choose

Philadelphia 
for your Advertising Campaign

There's something fine and steady and staunch about Philadelphia.
It’s a fine old American city, in traditions, in manners, in habits 

and customs and in population.
It's a steady thorough-going community rarely affected by sinister 

or disturbing influences, is a city of workers and for many years has 
been proud of the appellation, “The Workshop of America.’’

Its staunchness is proverbial in many ways. For instance, one
seventh of the home building and loan associations in the L’niteJ 
States are here, and many of its four hundred thousand homes are 
owned by their occupants.

There’s also something- fine and steady and staunch about con
sumer demand here in Philadelphia, once you get it established in favor 
of your line of goods.

About three million consumers, about 48,000 xx-holesale and retail 
stores, about 16,000 manufacturing places, plenty of rail and tide-xvater ’ 
and ocean-going traffic, make Philadelphia the third largest market in 
the United States.

Dominate Philadelphia
Create maximum impression at one cost by concentrating in 

the newspaper “nearly everybody” reads—

The Bulletin
In

F Philadelphia
► nearly everybody <

reads the :
Bulletin

Net paid average circulation for six 
months ending April 1, 1920, as per 
U. S. Post office report

466,732 "Z
No prize, premium, coupon or other artificial methods of *tiaaula*«€ circu

lation have ever been used by The Bulletin.
The Bulletin’s circulation reache« far beyond the highest point ever attained 

by a daily newspaper in the State of Pennsylvania, and is one of the largest xn 
the United State«

J

• 1

iving extravagance almost to an extreme. 
This spending hysteria now seems to be 
xvaning, although the change is not yet 
pronounced.”

X. F Lorenzen Leaves Firm
A. F. Lorenzen, member of the firm of 

Cone, Lorenzen & XX oodman, daily news
paper representatives, with offices in New 
York, Chicago, Detroit, Kan Lis City, and 
Atlanta, has retired from the firm, his 
stock being purchased by the other two 
members, Edward S. Cone and J. E. 
XX’oodman. For the present the old firm 
name will be retained. Mr. Lorenzen had 
been with the organization for seven 
years, making his headquarters in the Chi
cago offices.



I'AGE 60 Advertising & Selling

Training American Youth for Foreign Trade
Our Representatives in Distant Coun
tries Must Possess Certain Qualifications 
Which Require Careful Development Early

By CLAYTON SEDGWICK COOPER
Author of “Understanding South America,’’ “The Brazilians and 

Their Country,” etc

”1 hey go! They go! I know that 
they go, but I know not where 
they go,

But I know that they go toward 
the best — toward something 
great.”—/1 'alt II 'hitman.

T T was about 10 vears ago that dur-
I ing a sojourn in Holland 

lady asked me if we 
were troubled much xvith 
the Indians around New 
York City. To many a 
stay - at - home European, 
America is still svnonv- 
mous with prairies and 
pioneers, if not xvith cow
boys and Indians, so re
cent I y, comparatively 
speaking, has the United 
States sprung into world
wide attention. This has 
occurred largely through

a Dutch

possessions in the Eastern seas wa> 
almost our first great colonizing trip 
abroad as a nation. It was only 
during the last great war that be
fore the eyes of our home-staying 
people the curtain of the wide 
world was lifted, making us con
scious, in part at least, of lands and

shipping and banking houses for po
sitions that would align them with 
activities abroad. The sea and ship
hax e caught 
thousands of 
the first time 
South Africa,
al readv

her expanding industries
and her virile manufactur
ing achievements.

We are still, as nations 
go, quite young. A wise 
old Chinese Mandarin a 
number of years before 
the European war, said to 
me while in the city of 
Nanking, “You Ameri
cans cannot expect much
culture 
dreds 
took (

for several 
of vears vet.
China
vears

more

hun- 
It 

than
to become

United States Exports 
Pacific Countries

Cosla Rica

t luatemala 
Panama .

Mexico . 
Chile .. . 
Colombia 
Ecuador 
Peru ... 
China . .

Fiscal

$3.501,385 
2,(>49,034 
3.60I,8l3 

22,678,234 
2,155.138

to

3,000 _ __ . ______
highly civilized. This con-
descending and somewhat
discouraging 
made me smile 
a comparative 
our life and 
with the old

statement 
at first, but

study of 
institutions 
nations of

the world is thought-pro
ducing. It is a very good 
thing for prospective

the imagination of 
young Americans for 
ami South America, 
China and East India

contain men who have been 
sent freshly forth during 
the past two years by Am-
eri can firms to
them in foreign

represent 
i offices.

Hong Kong ................ 
British Indies ............  
Dutch East Indies......
French East Indies... 
Portuguese India .......  
Japan . ....... ..............
Russia in Asia............  
Siam ............................  
Australia .....................  
New Zealand ..............
Other British Oceania. 
French Ocean ............  
German Ocean ............  
Philippine Islands ....

Total ....

17,432.392 
6.786,153 
2,967,759 
7,141.-’5-’

24,698.734
1.047.350 

10,696,214 
15,625.195
3.676,895

161,234

52,471,783

836.870 
45.775.216 
8,950,124

261,205 
1.057.303

219,802 
27.304.587

$4,020,724 
6,694,407 
8.391,404 

22,099,925 
5934.418 

131,451,1101
53,471,688 
-’4.143.646
7,500,703 

26,945,101 
105,519,1.62

12,759,528 
22,092,880 
81,514358 
46.576,489

1.474.953
7.49-’ 

369,698,064 
54,678.672 

1,937.077 
95,084,059

725.354
1.289,193

313. "i?
70,310,262

■■ $303384,587 $1,188,474,879
Total lb S. exports. . .$2,364.570,148 $7,022,150,592

Gain in U. S.
total ............

Per Cent 
sports lo Pacific countries

J S. exports in same period. . 
(From Pacific Ports)

291
235

Never has there been such 
a demand for men or for 
information regarding 
overseas trade, never so 
many questions asked rel-
ative 
abroad, 
foreign 
schools, 
sions,

to opportunities 
Men come to our 
trade houses from 
from the profes

doctors, lawyers,
preachers, writers.
ex en women. askin

and 
for

places in this new activity
that reaches 
world.

around the

There 
for the 
men, in

is evident reason 
belief of these 

our country’s op-
portunity in trade ox erseas, 
for recent statistics gath
ered by the Department 
of Commerce at Washing
ton show that, while be
fore the war. the United 
States ranked second to 
the United Kingdom as an 
export nation, we now 
have the largest foreign 
commerce of any nation in 
the world. We have the 
authority of the Bureau 
of Foreign and Domestic 
Commerce for the fact 
that for the fiscal year 
1919 the exports of the

world traders not to be too cocksure 
of success. As a xvise general meas
ures carefully the strength of his 
army, so the foreign trader loses 
time by stopping to size up the 
character and the force of his com
petition abroad.

Only in the last two decades has 
the world at large become really ac 
quainted xvith Americans. The war 
with Spain that drove us out almost 
agai ist our xvill into the West 
Indic and to those far flung island

people beyond the oceans.
It is, however, a national Ameri

can characteristic to do everything 
excessively and not do anything by 
halve*-, Of late this trait of enthus
iastic acceptance of opportunity in 
foreign commerce has captured a 
considerable and growing portion 
of our population. ()ur youth has 
returned from France with a new 
vision of world races and world 
possibilities in their eves. They 
have besieged our great export.

United States more than doubled 
those of the. United Kingdom.

Since 1014, our South American 
trade has more than doubled, while 
our exports to the Orient and Aus
tralia show an even greater gain for 
this period. With our expanding 
resources and with the new alert
ness on the part of our business 
men relative to overseas trade in 
general, there is no reason why for
eign commerce as a vocation should 
not open one of the most faseinat-
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THE HIND TEATS ARE FULL

Just because advertising to city and town people has 
yielded you a pailful of profits is no reason why you 
should leave the farm market untouched.

You can’t get the milk out of the hind teats of a cow 
by pulling on the front ones, and you can’t get the 
farm trade by advertising to city people.

The farmers of the Great Food Producing Heart of 
the Country have faith in Successful Farming. They 
make use of our service. More than 800,000 of 
them pay us an annual fee for the help we have 
to offer.

Successful
E. T. MEREDITH, Publisher 

Des Moines, Iowa

Farming
T. W. LeQUATTE 

Advertising Manager
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ing and lucrative fields for Ameri
can trading.

An instance of this natural sweep 
of opportunity is given in the fact 
drat we in the United States have 
over one-half the known coal of the 
world and two-thirds of the world's 
cotton. While we have only 01 
the world’s land and only 8% of the 
world’s population, our production 
of the world's supply of basic raw 
materials and grains is 50%. We 
produce approximately 25% of the 
world wheat 40% of the world's 
iron and steel, 40% of the world’s 
lead, 50ft of the world’s zinc, 50% 
of the world’s coal, 6o£- of the 
world's aluminum, 60% of the 
world's copper, 65% of the world’s 
cotton, 65% of the world’s oil and 
75% of the world’s com.

Since we are unable to consume 
at home the total of these vast pro
ducts, export trade is becoming a 
necessity for us and if we have the 
men properly trained to enter this 
open door We ought to be able to 
do the manufacturing and carrying 
of the foreign commerce for fullv 
one-half of the world, but we must 
have men trained to launch our new 
ships and an ever-increasing flow 
of workers for shipyards else our 
American Merchant Marine be
comes a danger rather than a great 
promise. \\ e also must have men 
who will accept the opportunity for 
preparation if we expect-to go out 
with success along the highways of 
world commerce.

GUR FOREIGN TRADE JUST BEGUN

For, after all, this game of trade 
with other nations is just beginning 
for us. It is to us largely a new 
game, and it is highly specialized. 
As a nation, vv e do not vet know the 
rules. Our competitors are seasoned 
traders with scores of years of ex
perience behind them, and what is 
more vital, they feel the urge of ne
cessity for seeking trade outside their 
or n borders if they are to survive in 
the familv of nations. There is no 
doubt that we, as a people, have 
the imagination, the energy, and the 
practical genius to enter into this 
competitive struggle for world mar
kets, but, unless we give attention to 
our training, we shall come off as 
badly as many an upstart trading 
house that began to seek markets 
during the war, all unprepared, and 
even vet is wondering why it lost 
its mone_v and its lime.

The Duke of Wellington said that 
the battles of England were won on 
th : playing fields of Eton and Rugby 
where English youth were trained 
to play the game of life and to play 

it fair. Likewise, foreign trade, par
tially at least, is won at home before 
the youth go forth. It is here that 
they must imbibe the elements of suc
cess which will enable them to "fall 
on their feet” amidst alien peoples 
and to hold their own against the 
mighty trade veterans who have 
weathered many a business battle on 
foreign shores.
THINGS THAT WIN IN FOREIGN TRADE

First of all let no one deceive him
self into thinking that the character
istics that win in foreign trade are 
a kind of mysterious sleight-of-hand, 

SO much is being said these 
days about “service” and such 
emphasis placed upon the 

word and what lies behind it that 
a few facts about what the 
AMERICAN EXPORTER service 
is may prove interesting to you.
“Serving the Export Department,” a book just pub
lished by us, gives an idea as to the scope of the 
AMERK IN I XPORTER and what its various de
partments do for our 1400 clients who are America s 
leading manufacturers and exporters, and who are 
sharing in the seven billion dollars worth of export 
trade of the l’nited States. To help them in their 
campaign for foreign trade is our aim.

something that goes along with learn
ing Spanish or Chinese. Foreign 
trade is not an exercise in legerde
main. The fundamentals are the 
same traits that make a man succeed 
at home. It is the spirit of the man 
that wins quite as much as his knowl
edge of method. It is the qualitjjjof 
the man quite as much as the export 
quotations that determine the result.

One of the first necessities for a 
successful foreign trader is a wide 
vision. It is easier to do a big thing 
than a small thing, but only provid
ing the man can visualize an enter
prise of great proportion. John Rus
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kin once said, “The greatest thing 
that any man can do in this world 
is to see something and then go and 
tell his vision in a plain way.”

The foreign trade business has no 
fixed horizon. It is written upon the 
skies as upon the seas; the airplanes 
and the ships are to be the carriers 
of food as well as of products in the 
next generation to the earth’s farth
est lands.

I know an American manufacturer 
who was able to visualize practically 
all the inhabitants of Asia using his 
carriages and rickshaws that he 
would make in a town out in New 

The Foreign Trade Service of the American Exporter
What it is and what it means to our advertisers is told 
in an interesting way in the following chapters written 
by the department heads themselves:
Service—The Keynote of the AMERICAN EXPORTER— 

Franklin Johnston, Publisher.
Helping to Solve Your Export Problems—B. Olney Hough, 

Editor.
Editorial Makeup of an Export Paper—A. J. Barnett. Asso

ciate Editor.
Securing Productive Circulation—A. iF. Keyte, Circulation 

Manager.
Credit Reports and Rated Lists of Merchants—J. C. Evans, 

Foreign Trade Service.
Reporting on Foreign Buyers Visiting the United States— 

C. K. Clarke, Foreign Trade Service.
Foreign Trade Opportunities—Norton ICebb, Foreign Trade 

Service.
Gathering Data on Foreign Market Possibilities—L. R. Mor

ris, Research Editor.
Getting Correct Technical Nomenclature into Translations— 

Stephen Naft, Technical Editor.
Translating Sixty Thousand Words a Day—R. Bowman, 

Translation Bureau.
The Elements of Good Advertising Copy—C. Z. Offin, Copy 

and Art Department.
Direct Contact with the Foreign Buyer—Edwin C. Johnston,. 

Publisher. •
The book is illustrated with thirty sketches of foreign scenes.
We know that vou will agree with us that “Serving the Export 
Department” is an unique and in many ways instructive book. 
If you are doing an export trade, or are interested in the sub
ject, we should like to place a copy in your hands. Simply drop 
us a line and xve xvill send this book to you by return mail. 
There is no obligation in any way.

AMERICAN 
EXPORTER

THE WORLD’S LARGEST EXPORT JOURNAL

Battery Place New York

Jcrsev. As a result today the Amer
ican traveler rides in these American 
conveyances in nearly every country
in the Orient.

World trade is not for the narrow- 
visioned. It means a map of the 
world on one’s desk. Beginnings 
may be small and slow, but the foun
dations must be laid both in the mind 
of the manufacturer and his agents 
whom he inspires for a structure of 
business world-wide in its reach. 
Such a merchandising and shipping 
firm as that of W. R. ' trace & Co., 
which now counts its 25,000 em
ployees, with 17 branches in 26 dif

ferent nations, began in the vision of 
one man, W. R. Grace, the founder, 
who, although he began the firm in a 
small ship chandlery on the Coast of 
Peru more than 50 years ago, laid its 
structure upon principles that he felt 
sure could include a wide world of 
trade.

Let a man feel that he is brac
ing himself against a world task; let 
him lay patiently and deeply the 
groundwork of his training and con
fidence, for it is here trading com
panies win or lose even at the very 
beginning. The first principle of 
success is a world eyesight; a short 
vision is suicide in world commerce.

PERSEVERANCE AMID FAILURES

There is, furthermore, no realm of 
business in which persex erance and 
dogged determination, even despite 
many failures and losses, are more 
essential than in foreign commerce. 
The trader must add to a big vision 
—Resolution. Nothing short of a 
cast-iron purpose will weather the 
vicissitudes consequent upon getting 
on with a new language, nexx' cus
toms, strange peoples, homesickness, 
unusual temptations and the on
slaughts of his competitors. A man 
may be trained to a nicety in the reg
ulation methods of trade, language, 
shipping rules and selling arguments, 
but, if he cannot brook failure and 
discouragement, let him not enter 
here. The need in foreign trade is 
not merely for able men, but it is al
ways for determined men, men who 
are not afraid to work and who xvill 
“never say die.”

Mr. Edison was asked once to de
fine genius and he answered “Two 
per cent inspiration and ninety-eight 
per cent perspiration.” “It is dog
ged as does it,” said Charles Dar
win.

I met a man, a southern youth, in 
a flourishing town of South Brazil. 
He xvas the only American in the 
place. He had been trained in rail
roading in a good school of experi
ence in the States and he knexv how 
to manage an American road. In 
Brazil, however, with indifferent la
bor, with a strange climate, amid 
people whose manners and methods 
and laws xvere new to him and of
fered many obstructions, the rail
road game took on different propor
tions. I watched him working at the 
complicated task in that section of 
securing proper cars and trains to 
get a large shipment of Parana lum
ber from a saw7 mill on the edge of 
the jungle down to the sea coast. 
Being impressed with his efforts. I
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asked him what trait was must es
sential for a young American to pos
sess who went railroading in South 
America. He thought a moment and 
then answered: “The grit to hang
on. As I followed that man for 
several weeks through the forest and 
over the newly laid railway trail of 
Southern Brazil, watched him adapt 
himself to foreign labor that includ
ed Hollandaise, Portuguese, Hun
garians, Swedes, Italians and Bra
zilians, always finding him person
ally on the job both night and day, 
restoring washouts on his roads, de
vising new lines, haggling with na
tive officials for concessions, drink
ing maté with his laboring men in 
the jungle, foregoing comforts and 
spending wakeful nights figuring his 
wav through difficult and well-nigh 
insurmountable problems, I became 
convinced that his key to the things 
that succeed in foreign lands was 
worth considering. 1 thought of Na
poleon’s famous dictum to his sol
diers in his Alpine campaign when 
he said, "There are no Alps!” and 
his other trenchant phrase, "Difficul
ties are just things to be overcome."

A foreign trade pioneer must be 
a fighter in spirit. As Kipling would 
put it. “He must go up and occupy.” 
The foreign field is no place for the 
indolent, the spender or the idler. 
He must train for conflict and not 
for an easy job.

It is this fighting opportunity 
which helps to make the field attrac
tive to the American who is not ac
customed to stop at hindrances when 
his ambition is fired. The Yankee 
love of enterprise, coupled with bus
iness daring, is usually successful.

Apart from these general essen
tials which we are too likely to take 
for granted and omit in our training 
plans, there are other more concrete 
but none the less important elements 
in which we must train men for for
eign commerce. These men must be 
in a position to know where they can 
get authoritative answers to such 
questions as the following: .

“A hat are the conditions in foreign 
markets for particular products?"

“Where can I get details of customs 
duties in foreign countries?"

‘‘Who can tell me relative to the regu
lation, as to commercial travellers, taxes 
imposed upon them, etc?”

“Where can I get such details in for
eign countries as advertising rates and 
the credit standing of prospective for
eign customers?"

W hat arc the best books on packing, 
consular requisites, standard weight and’ 
m isure, patent and trademark laws?" 

“Where can I get up-to-date lists of 
foreign buyers for my goods?”

“Where can the information be found 
concerning shipping conditions, forward

ing goods and financing my shipments?" 
“How can 1 learn about foreign con

tracts and the particular needs of the 
dealers who handle mv products in other 
lands ?"

"What about marine- insurance?"
“Is there an authoritative bureau for 

the translation of foreign correspond
ence?”

“What are some of the most worth 
while periodicals relative- to foreign ship
ping and trade?"

The man who is to become a spe
cialist in his field must know some
thing at least of all the above sub
jects for specialists in foreign trade 
require something more than the def
inition which one man has given to 
a specialist—“a crank on the thing 
in which you are not interested." He 
must have a general education to be 
sure of success.

While I wish to take up a number 
of these subjects in detail in later 
articles I would make a few sugges
tions for prospective foreign traders.

A BUREAU THAT BUILDS TRADE

Among the agencies which are de
voting a vast amount of time, atten
tion and money to the answering of 
the above questions is the Bureau of 
Foreign and Domestic Commerce of 
the United States Department of 
Commerce in Washington, of which 
the officer who is the present head 
is Philip B. Kennedy. This Bureau 
employs scores of men constantly to 
make digests of consular reports, to
gether with the findings of their trav
elling trade advisers and com
mercial attaches of the United 
States, as well as gathering trade in
formation from many other sources. 
In connection with this bureau there 
are specialists connected with such 
matters as foreign tariffs, foreign 
customs rates, commercial treaties, 
trade-marks, patent laws, and almost 
every kind of service connected with 
exporting, importing, and shipping. 
Their information has brought mil
lions of dollars of trade to the Amer
ican manufacturer and a letter to 
this bureau concerning any of the 
above questions will bring the latest 
information for the price of a pam
phlet, and usually free of charge. 
The Exporters’ Index of this bureau 
lists 17,000 firms in the United States 
known to be interested in exporting. 
1 he bureau has permanent offices in 
a number of the large cities in which 
lists of foreign dealers may be found, 
which lists are continually in the pro
cess of revision. We have found the 
members of the Bureau of Foreign 
and Domestic Commerce extremely 
courteous in promptly answering re
quests for information and the fact 
that the L mted States government is 

behind this bureau and is expending 
a large amount of money for its ex
tensive operations makes authorita
tive the information. It also estab
lishes the fact that the United States 
has come into the foreign trade field 
tc stay.

For a small sum the w eekly Com
merce Reports of this bureau, which 
give a sweep of the world’s trade and 
will be found invaluable, are sent to 
anyone who is interested.

Other important information for 
training purposes may be secured 
from the reports of the National 
Foreign Trade Council. These may 
be secured by writing to O. K Da
vis, secretary, India House, 1 Han
over square, New" York City. This 
council is composed of the leading 
men engaged in foreign trade and 
shipping and its reports cover virtu
ally every phase of world-wide com
merce.

Trade and export papers such as 
those published by the McGraw-Hill 
Co., Dun’s Review, the American 
Exporter and La Xacion, will be 
found of help in such training, for 
these take up special branches of for
eign enterprise and are edited by spe- , 
cialists, many times men who have 
devoted years of their lives in prac
tical and .experimental touch with 
their specialties in foreign lands.

For class study the Course in For
eign Trade, issued by the Business 
Training Corporation, 185 Madison 
avenue, New Y’ork City, composed 
of twelve books is to be heartily re
commended. The director of this 
corporation is Dr. Edward Ewing 
I ‘ratt, who for a long time was chief 
of the Bureau of Foreign and Do
mestic Commerce, Washington.

The Pan-American Union issues 
literature upon all Latin-American 
countries w’hich has been of very 
great assistance in showing the polit
ical as well as the commercial con
dition of these republics and outlin
ing the open doors for commerce 
with the United States. This litera
ture may be had by applying to the 
Pan-American Union, Washington, 
D. C

I also recommend the books pub
lished by Isaac Pitman & Sons, 2 
West 45th street, New" York City, 
such as the Pitman Commercial En
cyclopedia and Dictionary of Busi
ness (in four volumes), and the pub
lication of the Gresham Publishing 
Co., London (British compilation) ; 
Modern Business Practice (in eight 
volumes).

FOR STUDENT READING
There are also many sources of in-
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The new CURRENT OPINION has added more 
than 25.000 quality readers to its list since January 1, 
1920.

This new circulation is growing at the rate of more 
than 1.200 per week and every new reader added to 
this quality list is being put on at a profit.

Dr. Frank Crane, one of the best known writers 
of today, has recently joined Edward J. Wheeler as 
Co-editor of CURRENT OPINION. With its new edi
torial staff (one of the ablest ever gathered into one 
organization) CURRENT OPINION will not only 
maintain its established position in the magazine field 
but it will occupy a higher position in the estimation 
of its patrons.

An early adjustment in advertising rates is in
evitable.

A contract made now will reserve space for one 
year from this date at the prevailing low rate.

On June 15th Current Opinion will move 
into its new quarters, the Current Opinion 
Building, at 48-50 West 17th Street, where the 
new management hopes to be of continued 
service to the many friends of the publication.

CURRENT LITERATURE 
PUBLISHING COMPANY

< urrent Opinion Building

48-50 West 47th; Street 
New York City
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formation available to the foreign 
trade student in the United States, 
such as the reports of the American 
Chamber of Commerce, the wide in
formation gathered by the Philadel
phia Commercial Museum and the 
more or less regular statements and 
bulletins of information issued by 
such organizations as the National 
City Bank, Guaranty Trust Co. and 
W R. Grace & Co. In nearly all of 
the large cities there are Chambers 
of Commerce or Boards of Trade 
whose secretaries are able to give in
formation through their foreign 
trade departments or industrial bu
reaus. In some cases, as the Mer
chants’ Association in New York, an 
active foreign trade information 
service publishes this material in 
weekly bulletins, and while local mat
ters are included,foreign trade prob
lems and opportunities are not neg
lected. There are also American 
Chambers of Commerce abroad from 
which important information can be 
gained. In Paris, Berlin, Constanti
nople, Naples, Barcelona and Rio de 
Janiero these American Chambers of 
Commerce have been of great ser
vice not only in producing a better 
trade understanding, but in assisting 
American manufacturers and busi
ness men with particular informa
tion.

It must also be remembered that 
our American Consuls, located now 
in nearly every great city in foreign 
lands, will be glad to answer ques
tions and secure information when 
these questions state definitely what 
is desired.

In another article I shall give a 
list of books, with suggestions for 
their use, and suggested reading 
upon world trade subjects, also hints 
for course of study, and the experi
ence of certain business houses offer
ing courses for their employees, 
which may be found useful in class
es in schools and business houses as 
well as for individuals who desire 
to master this vital, complex, and all
important topic.

EQUIPMENT IN SOCIAL GRAC ES
It has been stated that, while the 

North American takes the shortest 
road between two points, the Latin 
American uses always the prettiest 
road. To disregard the usual custom 
of social or business etiquette in a 
country simply bt- ase we do not fol
low such custom at home has been 
the death-knell of too manv of our 
otherwise well-equipped business pi
oneers. '['he social life is a great 
business factor in foreign lands. It 

ii a means to an end and should be 
considered in training as well as 
knowledge of merchandising and 
banking.

It is probably true that the major
ity of successful .Americans who 
have gone to South .America and 
built up trade for their American 
houses have not been college men. 
Nevertheless, everything else being 
equal, the man who has a background 
of collegiate knowledge is more like
ly to succeed with the type of mind 
found in South America than the 
man who is "all business,” with no 
ability to lighten his conversation 
with thoughts in the realm of what 
is known as “general knowledge.” I 
happen to think of a young man who 
devoted much of his thought in col
lege to architectural study, who 
claims that this one department of 
knowledge concerning which he knew 
something definite, has helped him 
more than any other one qualifica
tion in securing a foothold in one of 
the large South American cities. 
Avenues of business often come 
through entrances in which the arts 
play an important part. The South 
Americans love music and painting 
and among them there are most cn- 
c.ellent architects, musicians, and art
ists. They like to talk upon these 
subjects and the educated man who 
interests them and is likeable, gains 
a hold naturally that reflects profit
ably upon his business success.

A qualification which is undeni
ably important for men, young or 
old, in going abroad to learn is that 
of habits of life sufficiently well 
grounded as to insure straight-for
ward and upright living in a foreign 
land. While it is true that most bus
iness houses rightfully demand prac
tical results from their employees, 
both at home and abroad, and do not 
inquire too strictly into a man’s per
sonal habits, it is important in choos
ing men for foreign positions to be 
reasonably sure that these men are 
not going to make shipwrecks of 
themselves and their company by los
ing their heads, simply because they 
are far away from home and placed 
among people whose points of view, 
both moral and social aie often dif
ferent from our own. Take for ex
ample the matter of gambling. While 
the Latin gambles almost as natur
ally as he breathes and does it for 
amusement in most of the large 
cities, the young American who starts 
in at this sort of thing is quite likely 
to make a mess of his lite and busi- 
iness. No definite rules can be laid 
down more than the necessity of be

ing fairly well assured that the man 
A sufficiently sensible and self-con
trolled to act in a foreign land as 
honorably as he would at home.

Furthermore, the American busi
ness man is often located in more or 
less lonely posts and for a time, at 
least, may be deprived of the society 
; nd amusement to which he has been 
accustomed at home. '1 herefore, the 
man with a trained mind, who has 
some mental resources of his own, 
who can endure spending an evening 
alone with a book or with a friend, 
and who is not dependent upon the 
stimulations of Broadway or the like, 
is much more likely to succeed 
abroad than the one who depends 
upon external environment rather 
than upon his own inner resources 
for satisfaction.

A CASE IN POINT

There is no doubt that by voca
tional study a man must greatly ad
vance in this new provision of for
eign trade. To this end, we quote 
a paragraph taken from a very im
portant and suggestive pamphlet is
sued by the Department of Com
merce under the title of "Training 
for Foreign Trade,” which can be 
secured from that body by referring 
to Miscellaneous Series 97.

“For argument, we may say that a 
young man enters an export office 
at 16, is a salesman at 26, and a 
manager at 36. It is usually a 20- 
year pull to the position of manager. 
Yet it is possible to cut down the 20 
years by substituting vocational 
teaching for some of the slowly ac
quired experience. For example, by 
studying until 19 or 20 the man
agerial rank may be reached at 30- - 
a gain of 6 years in a young man’s 
life, in addition to greatly increased 
efficiency in the work done along the 
line of progression. The young man 
on the job may likewise reduce his 
term of apprenticeship by supple
menting actual working experience 
with systematic vocational study.”

Finally, then, we would urge the 
increasing use of our schools ( night 
schools, commercial and technical 
schools, and colleges). Our business 
houses, which in many cases have 
already begun to train their men in 
classes for work abroad, also our 
press and our trade periodicals 
should emphasize the need of getting 
ready for American foreign com
merce. Men are needed on all sides 
for foreign branch managers, for 
salesmen, for office workers, as well 
as on board our new merchant ma
rine.
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rj^HESE Boys of today will be the Leaders of 
tomorrow. Right now they have a buying cap

acity and influence of their own. This will increase 
as they grow older.

Are you advertising consistently enough to incline 
them favorably toward you and your product, at 
this, their most impressionable age ?

200 Fifth Ave. 
New York

Boys’ Lieb
THE BOY SCOVJTS’ MAGAZINE 203 So. Dearborn St.

MEMBER A. B. C.
Chicago
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The Friendship Angle in Advertising 
( Continued from page 56 )

rhe well wishes or compliments oi 
the salesmen. The article may be 
a pretty art calendar, or ;t may be 
a pocket rule, or a pencil—or one 
ot a dozen different articles. Hut 
whatever it is, it gives the salesman 
in personally presenting it a feeling 
that he is an important part in the 
business of his company, and this 
has a most stabilizing effect on him 
while encouraging him exceedingly. 
The customer develops a warmer 
feeling for the salesman, and there
after usually feels it discourteous 
to turn him down without an op 
portunity for an interview’.

Usually salesmen are asked to 
qualify for this advertising by mak
ing an increase of a stated per
centage over the previous month's 
sales, or over the sales of the same 
month in the preceding year.

DIRECT MAIL ADVERTISING

There are few national advertis
ers not making use of direct-by
mail advertising in some form. It 
mav be educational literature to send 
to dealers, or dealers and their 
clerks—it mav be follow-up litera
ture in response to inquiries of 
prospective buyers—it mav be liter
ature to develop interest in an un
developed field. This direct adver
tising may be sent in the form of 
circular letters, or in mailing cards 
or folders of many shapes and sizes. 
To get it read is the constant aim 
of those who prepare it and put 
their money in it. In appearance 
and phraseology this literature may 
be the last word in pulling power, 
but the recipient’s temperament and 
interests on the day of its receipt 
may cause him to ignore that fact 
entirely and discard the message 
with no more than a glance. When 
a little advertising specialtv is en
closed—a stamp case, a rule, a 
blotter, calendar card for the year, 
or something similar—the busiest, 
grouchiest man in the world isn't 
going to flip the entire mailing into 
the waste paper basket without some 
attention. The letter or circular 
may look impersonal or detached, 
but the insert causes a mental 
shock that is decidedly pleasant and 
it stays the destructive hand until 
the literature gets the once-over at 
least. The me sage is pretty apt 
to be recalled everv time the little 
enclosure is used. We have watched 
test cases—without the enclosure 
and with it. In every case the in
quirió or results have been vastly 
better where the circular matter 

carried a little "Stop, look and lis
ten I" in the way of an insert. These 
inserts seldom adil to the postage— 
in fact they enable the advertiser 
to get full value for his postage. 
T he distribution of the inserts costs 
nothing, as it was already existing.

Kei>lies to magazine advertising 
are helped very much, the right 
class of readers segregated and a 
fine mailing list secured for future 
intensive solicitation by offering in 
the advertisement to send a valuable 
little article to "carpenters,” for ex
ample, who answer the advertise
ment. What an opportunity there 
is here for many more national ad
vertisers than use the plan to tie 
up interested readers with their 
magazine advertising for a long 
time to come. If stenographers, 
for example, are being told how- 
"Big Ben” can help them increase 
their chances for advancement by 
helping them to be punctual, why not 
hold that thought in the minds of 
these particular readers by present
ing them with a little specialty for 
personal use. Below the advertise
ment proper in the magazine this 
line could appear "Are you a steno
grapher? Then put your name and 
address on a post card and send 
to Dept. D., etc., and we will pre
sent you with something very pretty 
and convenient for your personal 
use to remind you of Big Ben.” 
We recall in particular a large man
ufacturing company doing a nation
al business which among other pro
ducts had one for architects, and 
it got a valuable list of architects 
in this way from which a splendid 
volume of business year after year 
was secured. The plan is always 
profitable.

It is impossible in this article 
to give more than a few represen
tative examples of the use of spec
ialty advertising on a big scale. 
Many and varied are the plans it 

■ enters into. We have not much 
more than opened the subject, but 
it is plain to be seen from the ex
periences touched on that specialty 
advertising is a form which is very 
direct, and therefore must be eco
nomical. And because, when intel
ligently ilistributed, it reaches only 
the best possible sources of trade, 
the result^ naturally are usually 
most satisfactory. The manufac
turer who buvs it need not also bux’ 
a circulation, which may represent 
waste to him. He must dexise 
his own circulation, anil he is, there
fore. careful to see that it is as suit

able and satisfactory as the infor
mation at hand will permit.

Specialtx’ adxertising never has 
and never will claim that it shoukl 
be used exclusivelx’ Iw a company 
doing a national business—although 
it is actually being so used. Those 
who know it most intimately feel 
that it series best these advertis
ers when it is given the place in a 
campaign where it seem,-, to pecul
iarly fit. If thought and care are 
used to suit the medium to its 
place, specialty advertising seldom 
fails to respond in a manner that 
is most gratifying to those who have 
put their money in it.

I loafing Exhibit to Advertise Amer
ican Products

An ocean liner, showing the choicest 
products of American factories, will leave 
New York about the first of October for 
a trip that will include the principal mar
kets of the world. Headquarters were op
ened in New York recently, at 50 Broad 
street, for the necessary arrangements.

The American Manufacturers’ Export 
Association and other prominent organi
zations interested in foreign trade approve 
of the idea as a practical and unique way 
of selling America to the world. England 
and Japan have adopted the idea, so that 
American exporters exhibiting their goods 
on this vessel will not be placed at a dis
advantage when it comes to competing 
with the merchants of these countries.

W. P. Brawley, manager of the First 
American Foreign Trade Floating Expo
sition, Inc., issued last week the follow
ing statement:

"The world war has upset all previous 
trade routes and customs. New fields and 
xistas are opening up. The foreign buy
er has been forced to come to us for some 
things during the war. We gave him 
what we had, not what he needed. The 
war is over now, and unless we give him 
what he wants others will do so. By no 
other method than the touch of personal 
contact and by giving him the satisfaction 
of seeing our products can we completely 
satisfy him. This once done, the trade is 
ours as long as we merit it. American 
prices may be a trifle higher, but American 
goods are vastly superior.

“A floating exposition will leave New 
York about October 1, showing the 
choicest products of American factories. 
It will be in charge of a competent direc
tor of exhibits, who will have under him 
competent salesmen, interpreters and in
structors, a traffic manager W’ho is thor
oughly acquainted xvith foreign ports and 
customs regulations, a physician and 
trained nurse to protect the health of par
ticipants. an orchestra, camera men to 
display motion pictures of American life 
and industry, a first class cuisine on 
board ship and everything that can add 
to the attraction of buyers or the com
fort of guests and patrons will be in- 

■ I ttdei I." 

(oilier Service New Advertising Firm
Collier Service Corporation has been in

corporated in New York, with a capital 
of $100.000, to engage in advertising. B. 
B. Schoonover, T. J. Mazza and L. A. 
Edwards, 220 West Forty-second street, 
are the organizers.
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Making Advertisements Hold 
the Attention

Too Many Advertisements are An
nouncements Without Reader-interest

By C. F. HYLTON

IT was said in an earlier article in 
these columns that there should 
be no ''padding" in advertisements. 

1 or one thing, space is too valu
able to permit it. For another, 
readers will have none of it; the 
"padded" advertisement is uninter
esting; it is avoided.

The necessity for eliminating 
"padding" is important for other 
reasons, too. Advertisements are 
not read like editorial matter. A 
reader buys a journal usually with 
the specific purpose of reading its 
literary contents; any advertise
ments it may contain are, to use an 
American term, "butters in.” They 
"butt in" because they do not usu
ally form part of the reader’s in
tended purchase. The interest in 
the literary matter exists before the 
cover is opened, but an interest in 
advertisements has to be created.

This may be done first by some 
headline or picture that appeals to 
the reader; then by the copy. There
fore. when the interest has been 
crated, the attention must be led on, 
and must not be allowed to slack 
for a second until the last line has 
been reached. If, through an unin
teresting sentence or paragraph, the 
reader’s attention is lost, and he 
turns from the advertisement to 
some other feature of the journal, 
be may not return; and the adver
tiser has lost him. Multiply this ac
tion thousands of times, according 
to the circulation of the journal, 
and it is easy to see that a few care
less words may make a serious dif
ference in resulting inquiries and a 
possible loss of hundreds of orders.

Then, as already hinted, an ad
vertisement costs money for even
bit of space it occupies, and space 
costs anything from two shillings 
to five pounds an inch.

don’t exaggerate

To make an advertisement con
tain nothing but that which is es
sential for its purpose, the writer 
must see that every paragraph has 
its distinct idea or central thought. 
A paragraph that does not contain 
? central thought has no right to be 
in an advertisement. This does not 
necessarily mean that the first sen
tence of the paragraph should con

tain the central thought, because, in 
order to hold the attention of the 
reader or to lead up gradually to a 
striking statement, the topic sen
tence of the paragraph may be in 
the middle, or even at the end; in 
<leed, sometimes the topic is so well 
distributed over the sentences of the 
paragraph that it is impossible to 
indicate exactly the topic sentence, 
but, nevertheless, the topic is there.

Simplicity is important in writing 
interesting advertising copy. Some 
advertisers make the mistake of 
thinking that the most effective lan
guage is that containing the longest 
words. But if a short word will 
convey exactly the same meaning as 
a long one, the short word is the 
one to use. A study of good litera
ture will show that the most beau
tiful works are those written in the 
simplest manner. Of course, when 
writing to a special class of people, 
it is correct to use phraseology that 
will especially appeal to that class. 
But the unnecessary indulgence in 
high-sounding, unusual words and 
quotations from foreign languages, 
etc., is to sacrifice interest. If one 
has occasion to say that a certain 
statement is an untruth, it is more 
emphatic to say so; don’t say, “It is 
a fabrication.”

AVOID ABRUPT CHANGES IN STYLE

Abrupt changes in style of ex
pression weaken copy. It should be 
decided beforehand what is the style 
to be used in any particular adver
tisement, and that style maintained 
to the end. The style to be adopted 
is governed by the nature of the 
subject and character of the people 
to whom the advertisement is ad
dressed. The business man is inter
ested only in a practical common
sense style; to suddenly change to 
artistic rhetoric or to try to appeal 
to the sentimental side drives away 
his interest. Such abrupt changes 
create a different atmosphere for 
the reader, and the distraction so 
caused will cause an appeal to fail 
entirely owing to the mental dis
turbance created.

For instance, a motor car adver
tiser published an advertisement, 
two paragraphs of which read as 
follows:

P MIE 6<)

"You could get a better can than 
this—but you would have to pay at 
least £200 more for it. These cars 
are constructed on sound mechani
cal principles that enable the manu
facturer, by means of mass produc
tion, to place them on the market— 
backed with a four years’ guaran
tee.

“Who could over-estimate the joy 
of spring with one of these cars? 
Away for the week-ends, over hills 
and down valleys, by babbling broks 
and trickling streams—away from 
the smoke and care of city life. .

Here you have an abrupt change 
of style that is quite inappropriate 
for the subject. Both of these para
graphs are good, and each, used in 
appropriate context, would produce 
an excellent advertisement. But in 
this case the writer of the advertise
ment started with a well-reasoned 
logical argumnt on the reason for 
the low price and the high quality of 
the car. This, we are justified in 
assuming, will have created a busi
ness atmosphere, and the reader be
gins to think it over. Then, with 
that train of thought in his mind, he 
is abruptly switched on to a psycho
logical appeal to the natural love of 
recreation and pleasure. A distinct 
mental effort is required to change 
the thought atmosphere from logic 
to sentiment. The result of the 
clashing of the two appeals is an 
unconvincing advertisement. The 
two appeals should have been made 
in separate announcements, and in 
each case rounded off so that the 
reader is left with something definite 
on which to cogitate. The interest 
should have been sustained, instead 
of which it was divided and lost.

don't exaggerate

Exaggeration is another form of 
diminishing reader-interest. Unfor
tunately, there have been advertise
ment writers in the past so prone to 
indulge in this folly that many peo
ple still regard all advertising as 
open to suspicion. Nothing can be 
gained by making exaggerated 
claims. Successful merchandising 
can only be built on a foundation of 
truth. To use flamboyant expres
sions like “Our prices are stagger
ing,” “Prices simply slaughtered,” 
“Enormous reductions.” “Finest on 
earth,” “Absolutely the best in the 
world” is to sacrifice interest to un
impressive sensation. The public, 
at any rate, is reasonably educated, 
and such “gas” simply makes peo
ple smile, lose interest, and—buy 
somewhere else! — Advertiser’s 
U’eekly, London.
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The Value of Monthly Advertising Service
How Some Lines of Specialties Help to Promote 
Continuity of Contact With the Dealer and the Customer

THE INTEREST of the Ameri
can people in art and their ap
preciation of reproductions of 

famous paintings, is scarcely realized 
by the average advertiser. Land
scapes, marine subjects, historical 
paintings are seized upon and con
spicuously exhibited in homes and 
offices all over the land, and in these 
days when color printing has so 
nearly reached perfection and hand
colored reproductions are so exquis
ite, it is no wonder that advertisers 
are more and more tying up their 
message, sales talk or even their 
notifications to the trade, with an art 
reproduction in a mount-de-luxe, the 
free space in front and back being 
utilized as pre-eminently advan
tageous advertising space.

Pictures from the most noted liv
ing artists, and canvasses of special 
studies, by acknowledged interpreters 
of color and design, are eagerly 
sought for and reproduced in order 
to make an appeal to the tem
perament and aesthetic tastes of the 
American people.

Such Monthly Calendars. House 
Organs, Folders and Blotters all 
carry a tipped-on reproduction of 
some painting or series of pictures, 
either in water color, process or off
set. and the type used in setting up 
the advertiser's name and business, as 
well as the calendar pad, is selected 
to blend and harmonize with the 
general artistic effect of the whole, 
so as not to stand out glaringly or 
conspicuously.

Thus avoiding the appearance of 
commercialism, the advertiser places 
in the home or office of his prospect, 
a high-grade mounted picture for 
which every home or office is glad to 
find conspicuous space—above the 
d< sk in the private office or over the 
mantel shelf in the living room, 
where all business associates and 
friends may see and admire it.

A FIELD OF GREAT POSSIBILITIES

The inconspicuousness of the ad
vertising is its strong pulling power, 
for anything glaring would not have 
preferred space, while anything ar
tistic and not marred or vandalized 
by blatant and assertive advertising 
w '1 be treasured for itself, and its 
sender will have created and estab
lished good will wherever Uncle Sam 
carries his calendars.

The American business man has

By THEODORE R. GERLACH
President of the Gerlach-Barklow Company

not fully wakened up to the value of 
associating and tying up his adver
tising with art pictures. When I say 
he has not wakened up to it, do not 
misunderstand me, for many busi
ness men have—witness the marvel
ous colored art reproductions and

THEODORE R GERLACH
President of the Gerlach-Barklow Company

advertising in all of our magazines, 
on the billboards and in the street 
cars.

Not so long ago. boys and girls 
used to leave school as soon as they 
could get into the potato field or 
harness a team or milk a cow, but 
today it is very different and the boy 
or girl of very ordinary circum
stances stays in school until eighteen. 
The result is a greater general dis
semination through America of the 
love of art and literature—an appre
ciation of the beautiful and aesthetic 
in life.

The Monthly Calendar in its 
simplest form is a reminder that a 
certain business is being conducted 
by a certain person at a certain ad
dress. In its more extended form, 
with special copy, it is all that, plus 
an advertising campaign enlarging 
on the merit of what the advertiser 
has to sell. In addition, of course, 
it has the art reproduction and calen
dar feature for a month which gives 
it a permanent value for at least a 
month and causes it to command a 
conspicuous position in the home or 
office where it is sent.

Monthly Calendars are sent out 
twelve times a year which gives them 
the admitted value of reiteration, 
repetition and continual pounding in 
of the advertiser’s message. They 
go to a selected group of prospects 
who arc logical buyers of the ar

ticle advertised, and there is no 
waste, sending to people not inter
ested, consequently, the advertiser’s 
message is pounded into the con
sciousness of prospects who are in 
the market for what the advertiser 
has to sell. By reaching out in this 
way to the people the advertiser 
wants to reach, there is not a cent of 
wasted effort as is frequently the 
case with certain forms of general 
publicity.

THE SALES MESSAGE

The message written on the back 
of the Monthly Calendar carries the 
selling and appealing points of the 
product after an analysis has been 
made of each man’s problem, and the 
most effective copy is short, snappy, 
attractive and typographically ap
pealing to the eye, so that prospects 
can quickly visualize the product, 
service or goods featured each 
month.

Simplicity and brevity should 
characterize all copy for every un
necessary word bores the reader and 
the direct appeal combined with the 
use of good, common, everyday 
words, is more effective than the 
striving after academic and literary 
effect.

The president of a million-dollar 
furniture corporation, who is a big 
user of monthly calendars, recently- 
said that in his opinion monthly cal
endars were an improved elaboration 
of the idea upon which he had built 
up his business, for he developed his 
business originally by sending out 
form letters twice, three times or 
four times a month to dealers, then 
next month, twice or three times 
again to the same group of dealers, 
and so on, but he found monthly 
calendars, because of their beautiful 
art reproductions, remained a whole 
month before the eyes of dealers in
stead of being relegated to the 
waste basket as his form letters had 
been. Furthermore, he added that 
attractive type and ability to express 
in a word what it often takes a 
manufacturer a sentence to say. 
makes the message better remem
bered and more strongly impressed 
on the dealers’ minds than a long 
typed letter.

( are must always be taken in se
curing the mailing list, the right 
pictures, the snappy, impulse-giving 
copy and the good typography that 
arc essential, and then, as William
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emorance 
ftidverhsing

M The House of Quality“

“Harrison certainly must appreciate my business”
Amid clamorous selling effort that obtrudes ruthlessly and argues interminably, Re
membrance Advertising quietly makes its subtle appeal—not to sheer reason, but to 
the heart.

By deed—not word—it acknowledges the debt of gratitude to those whose patron
age makes business successful; injecting a fine spirit ot appreciation into a selfish com
mercial world; warming cold business relations with the genial glow of friendship.

Remembrance Adv ertising builds Gc ad A ill. And G od Will is the greatest asset 
any firm may have. So through twenty-four years of thoughtful service Brown & Bige
low have prospered bv helping others prosper. Thev have shown sixtv-five thousand 
grateful clients how to say “ I'hank You” sincerely—with welcomed articles of dis
criminating design and certain permanence—the silver Redipoint Pencil here shown— 
useful desk and pocket specialties of' rich Mission Leather—worthy Calendars of 
rare harmony and beauty.

Today, for an ever-increasing clientele ot far-seeing advertisers Bmwn & Bigelow 
are devoting the skill and labor of a thousand ingenious workers to the intelligent 
business principle of warm-hearted remembrance.

Brown Bigelow— Quality Park —Saint Paul—Minnesota
SAULT STE. MARIE, ONTARIO
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Wriglev says, “There is onlv one 
thing neeiled. mil that is. tell 'em 
quick and tell 'em often."

Fold-over Cards, Business An
nouncements and Artistic Blotters 
all have their useful function in pro
moting business, and their use is 
greatly extending, especially in the 
high-grade classes where water colors 
and hand-tinted pictures are used.

House Organs with art reproduc
tions, 1>ut containing in addition, 
magazine features, with short, snappy 
sayings, are wonderful business 
builders. The inspirational character 
of the copy, the business maxims, the 

pointers on business conduct, all re
flect the policy and attitude of the 
advertiser.

THE HOUSE ORGAN FIELD

The field for these House Organs 
has scarcely been scratched, but they 
mark a new era in a better under
standing between manufacturer and 
dealer, dealer and consumer, em
ployer and employe. They inject 
the human personal touch between 
interests irrevocably intertwined 
which heretofore have been coldly 
impersonal and even sometimes dan
gerously hostile.

Whatever will make for coopera

tion and create goodwill and mutual 
confidence is something every em
ployer is seeking, because, with the 
production problem on his hands, it 
is necessary to avoid disputes, dis
content or strikes in his factory and 
the House < )rgan gives the employe 
often for the first time, a real per
sonal contact with the human side of 
his employer.

Broader Obligations of 
Business Editors

By Richard H. Edmonds*
Editor of the Manufacturers’ Record

The New Advertising Medium

1 IH E development of the I 
window display into the first of rank of adver
tising media finds the Einson Litho, Inc., fully 
prepared to work shoulder to shoulder with pro
gressive advertising agencies.

A COMPLETELY equip
ped lithograph plant, a carefully selected studio 
of artists, and a capable merchandising and copy 
department furnish the personnel of the Einson 
Litho Organization with the well nigh perfect 
tools for high class production uf window dis
plays and other lithograph material.

2^ N organization that 

pools the diverse abilities and extensive experi
ences of Morris M. Einson. Arthur Freeman, Gus 
Hutaf, Herbert Everett and Joseph Ellner, may 
confidently submit itself to measurement by the 
highest standards.

EINJDH LITHO
INCORPORATED

Executive Offices ( hicago Office :
and Art Studios McCormick Bldg.,

71 W. 23rd St., N. Y. 332 S. Michigan Av<
Production Plant:

Bush Building, 327 Fast 20th Street, New A'ork City

The subject upon which you have 
asked me to speak cannot. I think, be 
too strongly stressed at the present 
time. To a very large extent the daily 
papers of the country are so completely 
tied to party politics that they com
mend or condemn any measure before 
the public or before Congress accord
ing to their party interests. The coun
try is therefore constantly misinformed. 
It does not get a fair chance to know 
the real truth unbiased by party affilia
tions.

there was never a time in the history 
of this country, or of the world, when 
absolutely unbiased, non-partisan news
paper work was so sadly needed as at 
present. I do not see how any great 
change can develop for a long time 
to come in the management of daily 
newspapers, since they, necessarily, by 
virtue of their character, are, with few 
exceptions, partisan in the presentation 
of the great issues of the day. In the 
rush and hurry of daily newspaper life 
there is but little time for the thorough 
investigation, which should be given to 
every important question.

I believe, therefore, that the respon
sibility rests upon the business papers 
of the country to a far larger extent 
than ever before to deal broadly, fairly 
and from an absolutely independent 
point of view with every question that 
affects the welfare of this country and 
of the world.

In former years, it was felt that the 
business paper should discuss only the 
questions that particularly affected the 
business represented. The farm paper 
was supposed to deal only with agri
cultural questions; the coal paper with 
coal; the iron and steel paper with 
iron and steel; the textile paper with 
cotton and wool. But it seems to me 
that it would be a very narrow view to 
hold that this condition should any 
longer continue. Every business paper, 
it seems to me. should study with the 
utmost care every question affecting 
finance, commerce, industry of every 
kind, as well as the broad agricultural 
conditions of the country. It should be 
absolutely unbiased in the expression of 
its convictions upon these questions; 
unmoved by friendship or enmity; by 
political or financial affiliations.

'fhe business papers have a respon
sibility to the public many times greater 
than in the past. They are no longer 
vehicles of thought or of news upon 
the particular industry which they rep
resent. They have been called to a new 
mission, to a higher work than in (or
mer years, and indeed to a higher work 
than that of the daily papers. Their 
editors have more time in which to
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Specialty Advertising
Is the selling force
That seeks out and works
On the particular people
Whose attention it is desired to attract.

METAL MERCHANDISE 
HISPI. Ui

The efficient counter 
salesman

INDOOR METAL SIGN
Which influences the choice of shopper’s 

purchases

FLANGE SIGN to mark 
the store where the adver

tised product is on sale

BEWTI1TI ART 
( VI EV DARS 

Carrying an advertising 
message, hold for a year 
valuable wall space in 
homes which money could 

not buy

LE kTHER SPECIALTIES
Coming in the nature of 
gifts, never fail to build 
friendships for the ad

vertiser

Vast quan
tities of 
( elluloid

Specialties 
are used by 
advertisers

SPECIALTY ADVER
TISING makes a defin
ite, personal and direct 
appeal to the individual 
—and it is the individ
ual who buys.

It is the human equation 
in advertising.

It quickly develops good 
will.

Above are specimens of successful specialties. There are many others. These specialties 
have a place in the publicity plans of hundreds of national advertisers. Every method of 
general publicity used becomes more productice when harnessed to the advertising that 
makes the personal appeal. We solicit inquiries from national advertisers.

THE AMERICAN ART WORKS
COSHOCTON. OHIO

THE BIRTHPLACE OF ADVERTISING SPECIALTIES



Pace 74 Advertising & Selling

study the problems of the hour to dig 
out the tacts which relate to the prob
lems of the nation in legislation and in 
finance. No man can intelligently study, 
the situation of the country today with
out being forced to a realization of the 
fact that the agricultural conditions of 
the United States are in a very danger
ous position, that the farms are being 
drained of laborers, that the supply of 
foodstuff is steadily decreasing in pro
portion to population. It will not do 
to leave the discussion of these facts to 
the editors of agricultural papers be 
cause they only reach the farmer, and 
the farmer knows his troubles to the 
full extent. The manufacturer, the 
capitalist, the man in public life, must, 
through the business papers, be made 
fully aware of the difficulties which con
front the agricultural interests, for a 

decreasing food supply with steadily 
advancing prices will endanger every 
industry in the land and the existence of 
the government itself. In continued 
food shortage with increasing prices 
might be born a revolution which would 
shake the foundation of our govern
ment.

On the other hand, the farmers 
through their agricultural papers, 
should have presented to them intel
ligently and honestly, whether the 
statements agree with their precon
ceived notions or not, the difficulties 
which the manufacturer and the gen
eral business man must face while the 
world is passing through the turmoil of 
the hour.

Everything which affects the welfare 
of the whole country, whether it be the 
development of a dye industry, the pro

tection of our infant potash business, 
our merchant marine upon which the 
foreign trade of this country will so 
largely depend, the League of Nations 
viewed from every possible angle, are 
questions which vitally affect not mere
ly the individual interests represented, 
but the future progress and safety of 
America.

I feel very deeply, therefore, that the 
business papers of the country must, 
with sincere desire to save the nation, 
to safeguard its future, and absolutely 
without any personal political bias, tell 
the truth as God has given them the 
power to see the truth, whether they 
condemn or commend their closest 
friends or their bitterest enemies.

In the development of the business 
papers along lines such as I have taken 
the liberty of suggesting, though I 
know that the editors of most of the 
business papers of the country appre
ciate these facts, is to be found I believe 
the largest opportunity for service to 
the country and to every industry which 
they represent.

* A letter written by Mr. Edmonds to E. T. 
Howson, chairman of the program committee 
of the convention of Business Paper Editors, 
in Chicago, and forming a resume of his ad
dress before that body.

Summer Advertising to 
the Farmer

By Howard W. Harrington
Advertising Manager, Moline Plow Company

The Moline Plow Company is a 
firm believer in advertising its tractor 
and farm implements in farm papers 
in the summer.

The argument that the farmer does 
not have time for much reading 
during the summer months, when 
his peak load work is on, has some 
weight, but is more than over
balanced by the distinct advantage 
that we feel is gained by talking to 
him right at his busiest time. This 
advantage is, that we call his atten
tion to his need for better implements 
and machinery to do faster and more 
work, just at a time when the needs 
of the work are the greatest.

The average man does not buv a 
suit of tropical-weight clothes until 
he has had some days of sweltering 
experience in wearing heavier gar
ments. The advertiser who does not 
advertise tropicals during the siz
zling hot season is undoubtedly losing 
a big share of the tropical business. 
Naturally, he should advertise tropi
cals in advance of midsummer 
weather, but if he contents himself 
with that only, he misses an appeal 
to the big immediate market, that 
comes at the last minute when the 
purchaser's need for tropicals is 
great.

We apply the same reasoning, and 
we feel with entire correctness, to 
the advertising of farm implements 
and farm machinery.

< 'ur observations and inquiries 
show pretty clearly, however, that 
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the farmer has more chance to read 
during the winter months than in the 
summer and that, in the main, he 
starts in to read most intensively, if 
at all. shortly after the holidays. We, 
therefore, slant our national copy 
during the winter months, more into 
the "reasons why” of our products 
and send out our larger literature to 
the farmer at that time.

Then, as the season advances, we 
make our copy shorter and more to 
the point and our literature more 
brief—a sort of summing-up of what 
we have said before, knowing that 
during the summer months the ex

Handling Advertised Goods
Standardization and Advertising Put the 
Stamp of Reliability on Good Products

THERE is a similarity between 
well-advertised goods and “coin 
of the realm.” They are both start 

■dardized and therein is to be found 
the peculiar and chief value of 
each of them. To illustrate: A sil
ver dollar is just so much metal 
plus the insignia of the United 
States Government. A lump of sil
ver has an intrinsic value, to be 
sure, only you cannot spend it. Put 
the insignia on it and everybody 
will recognize its value and accept 
it in payment of debts.

So it is with a package of mer
chandise. An advertised commod
ity must first be of uniform quality, 
else it would be the height of folly 
to advertise it; for there would be 
no repeat orders to pay for the ad
vertising. Now add a trade-mark 
to this uniform quality. Then make 
the meaning of the trade-mark well 
known by advertising and you have 
a standardized product. This is 
what makes a good seller for the 
merchant. Everybody accepts the 
product on its face value, just as a 
pcson accepts a silver dollar on its 
face value. There is no uncertainty 
as to the worth of either.

On the other hand, take your 
unadvertised product. Its quality, 
to begin with, is an unknown factor. 
It may be very good or it mav be 
ven- bad. In any event there is not 
the compelling motive to put uni
form high grade quality into such a 
product, for no advertising invest
ment is at stake.

Profits depend directly upon ra
pidity of turnover. Some merchants 
are deluded by the long margins of
fered them as special inducements 
lo handle non-standard brands. 
Tong margins are inconsequential 
compared to the absorbingly mo 

perience the farmer has with any
thing less than the latest in labor
saving machinery will create a strong 
desire to make his next purchase the 
best that he can get. Thus, we 
strike the most telling blows while 
the iron is the hottest and, we might 
say, while the weather is the hottest.

We are, therefore, practically all- 
the-year-around advertisers with a 
definite plan of release of advertise
ments and the distribution of litera
ture and our experience with this 
plan dating over a number of years, 
is that it is the most satisfactory of 
any that we have yet worked out.

mentous stream of turnover. It 
takes but little mathematics to make 
plain that three profits of 2c each 
are better than one profit of 4c. 
Standardized, advertised brands are 
quick movers. Thev are the ones 
that put the profits into the cash till 
—the hustlers, the real workers, 
that make a business successful.— 
Retail Grocers’ Advocate.

Publishers to Fight 
Express Rate Increases

Facing threatened increases in express 
rates and a change in classifications on 
magazines which will aggregate a jump 
in the cost of shipping by express amount
ing, in some instances, to nearly too per 
cent, periodical publishers represented in 
the National Publishers’ Association are 
preparing a strong case for submission 
to the Interstate Commerce Commission 
at Washington on June 28 when they will 
be given a chance to argue their case 
against the American Railway Express 
Company before the commission.

According to the facts brought out at 
the hearing granted by the Interstate 
Commerce Commission in New York this 
month at which the publishers asked, and 
were granted, a postponement, the ex
pros company, which is now forwarding 
magazines at one-half of the first class 
rate asks permission to charge the full 
first class rate. Interpreting the com
pany’s exhibits at that hearing, the Na
tional Publishers’ Association finds that 
an increase in first class rates is also 
intended which, even with the zone sys
tem proposed, will nearly double present 
costs.

SOME INCREASES PLANNED

For instance, the express company sub
mitted at the hearing a compilation of the 
shipments of one large publishing house 
to towns all over the United States dur
ing June, 1010. For this the express com
pany charged $4,471.24. The company asks 
permission now to charge for this same 
service $8,439.90, an increase of nearly 89 
per cent.

The company submitted another com
pilation of the express periodical busi
ness of the American News Company and 
six "independent’’ magazines as of the 
month of May, 1919, showing a charge of 
$7,585.77. The company would now like 
to charge $13,878.03 for the same service, 
an increase of over 82 per cent.

The new schedule asked for will figure 
still higher percentages on shipments un
der too pounds.

As soon as this matter came to its at
tention, The National Publishers’ Asso
ciation submitted a protest to the Inter
state Commerce Commission’s examiners, 
aasking that nothing be done until the 
National Publishers’ Association had time 
to collect evidence in defense of its con
tention that the increases are out of all 
reason.

This was granted, June 28 being set as 
the date for the continuation of the hear
ing which will be held in Washington.

A conference will be called in a few 
days to formulate a plan of action to de
monstrate to the commission that the pro
posed rate increased are unjustified and 
confiscatory.

Douglas Motors Appoint Smith
The Douglas Motors Co. In:., Omaha, 

Neb., has appointed C. A. Smith as di
rector of publicity.

Remby Association New Agency
The Remby Association, an advertising 

agency, has been organized with an active 
capital of $-o,<ioo by W. G. Bixby, H. C 
Davidson and F. Tieleke, 402 Fifty-sixth 
street, Brooklyn.

Prizes Awarded for Artistic Adver
tisements

A gold medal has been awarded to the 
Franklin Printing Co., Philadelphia, by 
the American Institute of Graphic Arts, 
for their excellent typograpahic work in 
an advertisement entitled: "How Packard 
Balance Reduces Transportation Costs.” 
The Marchbanks Press received a silver 
medal for the advertisement of the Irving 
National Bank, called: “Matching the 
Growth of American Business." A 
bronze medal was given William A. Kit
tridge, Philadelphia, Pa., for the artistic 
display of an advertisement of “Art." 
The ;e advertisements, together with the 
prize winning posters, display cards and 
other printing, were on exhibition at the 
galleries of the National Arts Club.

O’Neill Is Vantine X ice President
J. F. O’Neill, advertising manager and 

general manager of the wholesale de 
partment of A. A. Vantine & Co., New 
York, has been elected vice-president of 
the company.

Moori Conducts Cincinnati Agency
Thomas J. Moore, former advertising 

manager of the Rudolph Wurlitzer Co, 
Cincinnati, is now conducting an ad
vertising agency under the name of the 
Srafc-Moore Co., in that city.

Victor Lawson Gives 100 Tons of
Newsprint

Victor F. Lawson, publisher of the 
Chicago Daily News, has released 100 
tons of newsprint to be distributed to 
smaller newspapers in need of supplies.
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Urge $10,000,000 Tax on Gold to Keep 
Mines Open

Immediate passage by Congress of a 
bill levying an excise tax of if 10 an ounce 
on the gold used by the jewelry and other 
trades, the money so raised to be used 
as a subsidy for the country's gold min
ing companies, said to be in need of 
speedy financial relief, was urged this 
week before the House Committee on 
Ways and Means by H. W. Seaman, of 
Chicago, president of the Trojan Min
ing Company. Every ounce of gold now 
produced costs the companies $8 to $10 
more than the government price of $20.67, 
Mr. Seaman said, warning the committee 
that the country’s gold production, al
ready greatly reduced, will practically 
cease, unless some such subsidy is pro
vided. H. N. Lawrie, economist for the 
American Mining Congress, said that a

Poster Advertising
I ut the Vrntcd JÙhüs & Csinatta, _ . . I

। V’hc.'.t Alreet. • Atuti Yai’k-• • 'Ôasxcnt.ve cBld^..*'f’iltebtirgh,,Pa. ।

L 1 : ~
u________  _ lj_ ___ c___________________ □
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Sio an ounce tax on the trade use of gold 
would raise $40,000,000 a year, giving the 
government a net revenue of $10,000,000 
after the payment of an adequate sub
sidy.

Publishers ( ommend Second Class 
Mail Rate Bill

A resolution commending the "wisdom 
and justice" of the House Committee on 
Post-offices and Post-roads in reporting 
the bill continuing present second class 
mail rates on newspaper until July I, 1921, 
submitted by Louis Wiley, business man
ager of the New York Times, was adopt
ed by the Publishers’ Association of New 
Y’ork City at its meeting, May 25. Copies 
of this resolution, which declared that 
“the enactment of the impending bill into 
law will materially aid in stabilizing the 
newspaper industry, avoid increase in sub

scription rates and give the relief of delay
in the enforcement of additional postal 
rates, the wisdom and justice of which 
is a matter of grave doubt" were sent 
to the members of the committee and to 
New Y’ork Senators and Representatives.

I ongratulations to Associated 
Advertising

Advertising & Selling wishes to con
gratulate Mr. Sammis, editor of the As
sociated Advertising, on the editorial con
tents of the June issue of the publication, 
and also Mr. Day-ch, eastern advertising 
manager, and Mr. Ikerd, western adver
tising manager, on securing for that issue 
the largest volume of advertising ever 
carried in any one issue of an advertis
ing journal, amounting fo $23.000

Willson Directs Gas Engine Sales and 
. kdv ertising

Harry S. Wilson, for the past eight 
years on the Chicago staff of Nelson 
Chesman & Co., advertising agents, has 
been placed in charge of the sales and 
advertising of the Nelson Brothers’ Co., 
manufacturers of the Jumbo line of gas 
engines. _______
Ridley is Southern Motors Advertising 

Head
Brow Ridley, formerly advertising man

ager of the Houston Chronicle, is now 
advertising manager of the Southern Mo
tor Manufacturing Co., Houston, Tex. It 
is understood that a advertising campaign 
for Ranger products, which include trac
tor, trucks, trailers and a light four au
tomobile will be instituted soon.

Figures on Newspaper Rate Increases
Thirty-six representative newspapers, 

according to a bulletin of the A. B. P., 
recently announced increases in adver
tising rates. The new minimum average 
rate per agate line was $1.37 as against 
the old rate of $1.12, a net increase of 25 
cents per agate line, or 22.23 Per cent. 
These changes affected a total daily cir
culation of 327,292, and was the second 
advance since October on nineteen of the 
papers. _______
Frank Seaman Gets New Accounts

The Indian Packing Co. of Chicago, 
which is entering into a large newspaper 
campaign, principally in the Southern 
States, to advertise Council Brand Meats, 
has placed its account with Frank Sea
man, Inc., New Y'ork.

The advertising for the Clydesdale Mo
tor Truck Co., of Clyde, Ohio, and for 
the American Tobacco Co. on Riz la 
Croix Cigarette papers, is also being han
dled by the Seaman agency noir.

“Southern Picture News”
The Southern Picture Nezes is the name 

of a new weekly magazine which is to be 
devoted to the film industry in the South. 
It will be published at Atlanta, Ga., and 
will be edited by Nat. L. Royster, manag
ing editor. Charles Franz, one of the 
owners, will lie temporarily in charge of 
a New Y’ork branch.

Vibert Smith Will Place Xew National 
Advertising

A newspaper campaign, to be followed 
by advertising in national mediums, is 
now being placed for the Equitable Trust 
C. by Albert Frank & Co., New Y'ork. 
The Queen Insurance Co. of .America has 
also placed its advertising account with 
.Albert Frank & Co. Business papers, to 
be followed later, by other national me
diums, are being used.
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Muni‘type Company of California, SAN' F RANCISCO

□ F=1

Talk No. 1.—Getting Your Message Across
Talk No. 2.—Single Types
Talk No. 3.— "Motor Habits" in Reading
Talk No. 4—Alignment
Talk No. 5.—The "Art" of Composing Type
Talk No. 6.— Ben Franklin and the Monotype

BOSTON 
TORONTO

NEW YORK 
CHICAGO

I his Advertisement is set in Monotype Series No. 38. Borders 
12-Point No 2 Sb and b-Point No 190. and Monotype Rule

=11---------11 -11----------11 IE
If any previous number of this senes 
failed to reach you. a postal will brine it

Short Talks to
Advertisers

Getting Your Message Across
To induce reading and assimilation of “copy ” is the ulti
mate of all advertising effort.

To that end, the best thought is employed in preparing 
argument, thousands of dollars are spent in illustration, and 
yet—many do not achieve hoped-for returns.

One of the most potent aids to attractive, readable sales 
promotion is frequently overlooked—the kind of type used.

In impressive and effective pieces of advertising the type is 
in single letters. The reasons for this will be explained in 
this series of short talks.

In the mean time, ask your printer about “Monotype.”

Lanston Monotype Machine Company
PHILADELPHIA
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Building Supply Association Will 
Adv ertise

The National Building Supply Asso
ciation. meeting in Indianapolis recently, 
voted to assess members one-tenth of 
one per cent of the total net business in 
1919 to provide a $50,000 fund for a 
rational advertising campaign. An agen
cy xvill be selected and details decided 
upon at a meeting to be held in Cleve
land soon.

Epstein Is Ever-Tight Sales Manager
H. E. Epstein is the new sales mana

ger of the Ever-Tight Piston Ring Co., 
St. Louis, Mo.

Topeka Daily Capital
35,247Sworn government report 

for 6 months ending Apr. 
1, 1919 ............................

Publither

TOPEKA, KANSAS
Member yfudit Bureau of Circulation

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

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

Catalogs, Booklets, Circulase, Letters, Office 
Systems, Money Sating Ideas. Since 1916 the 
official magazine ol Th* Direct Mail Advertising 
Association. 6 months $1.00 ; 1 year 00. 
POSTAGE • 18 East 18th St., New Vork City

Glenn Buck Directs Phoenix
Adx ertising

Glenn Buck, of Chicago, has started 
an advertising campaign for the Phoenix 
Knitting 'Works, Milwaukee, Wis.

Whitehead A Kales Appoint 
t atnpbell-Ewald

To handle their advertising of tractor 
xvheels, started on June I, Whitehead & 
Kales have appointed the Campbell- 
Exvald agency of Detroit.

Keyes Directs Aberthaw Advertising
H. E. Keyes is now advertising man

ager of the Aberthaw Construction Co., 
Boston. G. W. Maker formerly held 
that position.

Cui Out Poster “Sniping" in 
St. Louis

Recently representatives of all the 
down-town theaters and a majority of 
the out-.lying moving picture houses of 
St. Louis met with the Chief of Police 
O’Brien, of St. Louis, and agreed to 
eliminate all advertising on trees, poles, 
and on windows of vacant houses.

Miss Atwater Is I timer Advertising 
Manager

Miss Frances E. Atwater is now ad
vertising manager for the Turner Con
struction Co., Nexi’ York. Charles 
Chidsey, former advertising manager, is 
now acting in that capacity for James 
W. Elliott, sales counsellor.

Calkens & Holden Handle Globe 
Advertising

Calkens & Holden, New Y’ork, are 
now handling the account of the Globe 
Rubber Tire Mfg. Co., Nexx' York.

Moore-Shafer Appoint Geerer
S. E. Geerer has been appointed sales 

and advertising manager of the Moore
Shafer Shoe Mfg. Co., Brockport, N Y'. 
The advertising of the company is 
placed direct.

Prout, Jr., Directs Hoist Advertising
C E. Prout, Jr., formerly with the E. 

A. Strout Farm Agency, is noxv adver
tising manager of Gillis & Geoliegan, 
makers of telescopic hoists in New York. 
Philip Vyle was formerly advertising 
manager. Advertising for this company 
which is placed through Redfield & 
Fisher will be made up this month.

New Packard Advertising Head 
Selects Assistants

William Elliot, whose appointment to 
the position of advertising and sales 
promotion manager of the Packard 
Motor Car Co. of New Y’ork. was an

nounced in this magazine last week, has 
chosen as his assistants William H. Wall
ing and Bert C. Chambers. Mr. Wall
ing will have direct charge of dircct-by- 
mail advertising and Mr. Chambers xvill 
have charge of publicity and display ad
vertising.

English Advertising Men Guests of 
Honor

Charles F. Higham, M.P., of C. F. 
Higham, Ltd., London, and W. S. Craxv- 
ford, head of W. S. Crawford, Ltd., 
London, secretary of the Thirty Chib of 
London, were the guests of honor at a 
luncheon held at the .Advertising Club 
of New Y’ork on Thursday of last 
week.

“I believe the time is coming,” Mr. 
Higham said, “when you men are going 
to sell ideas, morality and health to the 
world.”

Declaring that both America and Eng
land are “going out to get the export 
trade of the world," Mr. Crawford 
spoke of London as the natural adver
tising and business center to which 
Americans must resort.

Frank Presbrey, the new vice-president 
of the Advertising Club presided. Among 
the other guests were: Cyrus H. K. 
Curtis, R. E. Rinehart, O. J. Gude and 
D. Fitzgibbon.

Paper for Letterheads

LETTERS but they can never be best 
MAY BE unless they ane written on 
BETTER the right kind of paper.
BERKSHIRE TYPEWRITER PAPERS

A Bueineaa Paper For Every Bueineaa Uae

EATON, CRANE & PIKE COMPANY 
New York Pittsfield Boston
San Francisco Chicago

Blotters

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

THE ALBEMARLE PAPER MFG. CO. 
Richmond, Va

Mailing Lists

Mailing Lists 
Commercial, Automobile, Inventors or 

any classification wanted
TRADE CIRCULAR ADDRESSING CO.

166 W. Adams St., Chicago 
References: Agency Books or any bank or busi

ness house in Chicago.
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$9,000 SOFA. REGENCE PERIOD, WITH YELLOW POINT 
Reproduced from an advertisement in Arts & Decoration

Marketing The Exclusive

YOU will find advertised in a current 
number of Arts & Decoration:

—one pair of small candlesticks at $1,200;

—a sofa at $500 and another at $9,000;

—a mantle piece at $3,000;

■—a tapestry at $350 and also one at 
$17,000;

—painting at $12,000 and another at 
$123,000.

Page after page advertising the costliest 
merchandise that enters into fine homes— 
furniture, rugs, tapestries, wall-hangings, 
paintings and related accessories—show the 
power and influence of Arts & Decoration 
in selling these things.

The character of this advertising is an 
index to the wealth and position of the 
readers of Arts & Decoration.

For nine years some of its advertisers 
have used every issue to help sell their 
merchandise.

The significant thing is not the price of 
the articles advertised in Arts & Decoration, 
but the proven capacity of the magazine to 
establish selling contacts with those able 
and willing to pay these prices to gratify 
their love of beauty and luxury.

Whether the merchandise is for the 
equipment of America’s most luxurious 
homes, or enters into any part of the ac
tivities of their occupants, Arts & Decor
ation offers one of the most certain meth
ods for delivering your message tc those 
of position and wealth.

In the past six months the circulation of Arts & Decoration 
has trebled, and its advertising volume increased six-fold

ARTS & DECORATION
Published by 

The Joseph A. Judd Publishing Company 
Incorporated

25 WEST 43d STREET, NEW YORK CITY
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Calendar of Coming Events
June 6-10—Sixteenth 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.

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

June 18—Meeting of the Folding Box 
Manufacturers National Association, 
Hotel Traymore, Atlantic City.

June 20-25- International Association of 
Rotary Clubs Contention, Atlantic 
City.

June 21-26- -Annual Convention, National 
Fertilizer Association, The Greenbier, 
White Sulphur Springs, W. Va.

July 12-16--Annual Convention Poster 
Advertising Association, Hotel Stat
ler, St. Louis, Mo.

McLintock Joins Reuter Agency
Frederick S. McLintock, recently with 

Gornay, Inc., has joined the staff of the 
Reuter Advertising Agency, New York.

Quincy •‘Journal” Consolidated with 
“Whig ’

On June 1, the Quincy, Ill., Journal 
was sold to the Quincy UTliy for $150,
000. Under the name of the Quincy 
Journal-HTiiy, the paper will be issued 
every evening except Sunday and every 
morning except Monday. Lindsay Broth
ers, who purchased the newspaper from 
John R. Wheeler, are the owners of 
Decatur, Ill , Herald, also.

Hirsch Becomes Promotion Manager 
for Landay Bros.

Louis J. Hirsch has resigned from the 
advertising managership of Blooming
dale Bros., New York, to take charge 
of advertising and sales promotion work 
of Landay Bros, chain of piano and 
Victrola stores.

Prior to coming to Bloomingdales Mr. 
Hirsch was assistant advertising man
ager of (umbel Bros., New York, and 
advertising manager of Park & Tilford.

Old Advertising Brings a $17,000 
Order

To a small 56 line advertisement, in
serted in a technical magazine several 
years ago, the Ottawa Manufacturing 
Co., Ottawa, Kansas, manufacturers of 
drag saws tor cutting up timber and 
wood, now trace directly a $17.000 ex
port order, “cash with order or bank 
credit guaranteed." This case is an in
teresting example of the power of ad
vertising, and more proof that it lives 
on long after its insertion.

New York Convention Delegation 
Numbers 150

New York advertising men and women 
to the number of over 150 are scheduled 
to leave on special train over the New 
York Central at 4.30 P. M. Saturday. 
June 5th, to attend the Convention of 
the Associated Advertising Clubs of the 
World, Indianapolis, June 6th to loth.

Dan A. Carrell, chairman of the “On- 
to-Indianapolis'’ Committee, says this is 
the largest delegation of New York ad
vertising people that has ever attended 
a convention of the Associated Adver
tising Clubs. The special train will 
comprise two dining cars, an observa
tion car, and seven Pullman sleeping 
cars. Special entertainment will be 
provided for the party en route.

T he New York delegation will be 
quartered at the Hotel Claypool, Con
vention Headquarters.

Fouzalin Gets Forge Account
C. H. Touzalin Co., Chicago, has se

cured the account of the John < )ben- 
berger Forge Co., West .Allis, Wis. The 
company formerly placed its advertising 
direct.

Critchfield Has Russell Milling
Account

I ritehfield N Co., Chicago, has ob
tained the account of the Russell Mill
ing Co., Minneapolis.

Overall Account With Potts-Turnbull
The Miller Manufacturing Co., Kan

sas City, Mo., has appointed the I’otts- 
Tunibttll agency in that city as their 
advertising representative.




