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Is Your "Live” Copy Dead Language to the 
Average Man?

It May Look Good to You and Go High Over Two- 
Thuds of Its Readers’ Heads, Psychologist Says 

By DR. ARTHUR I. GATES 
Assistant Professor of Psychology. Columbia University

COURSES in our schools and 
colleges which aim to equip 

men as advertising writers, layout 
men, and the like, give attention 
primarily to the mechanics or tech
nique of preparing advertisements. 
Such courses nearly always include 
instruction in layout, the technical 
principles underlying balance and 
.proportion, symmetry, decorative 
and symbolic borders, choice of 
tvpe, the effective use of 
English, the influence of 
size, of color, of position, 
of reception and the like. 
And advertising men seem 
to be primarily interested 
in the technique of the art.

GETTING REACTIONS

They are interested in 
producing technically per
f e c t e d advertise
ments which meet certain 
standards of approved col
or combination, blend of 
type, balance, decoration 
and artistic language. Ad
vertising writers strive for 
fine phrasing and diction. 
Now it may often happen 
that excellent products 
from the artistic and literary point 
of view, advertisements which sat- 
i- fy the man of superior culture and 
taste, do not sell goods. At any rate, 
there are considerations over and 
above matters of technique which in 
my opinion are of first importance 
in constructing advertisements.

WHO READS YOUR “COPY” ?

_ \\ e need to know something about 
the man who faces the advertise

ment. How does he react to the 
advertisement ? Do all men respond 
the same? Does, for example, the 
"average man" react as does the 
college graduate? We ought, in a 
word, to consider the advertisement 
not merely as a finished product of 
artistic perfection, but merely as a 
tool or means to secure certain sim
ple reactions from men and women, 
and eventually it is the reaction that

This Thing, Psychology
A Tl ERTISIXG that does not embody the elements 

of psychological appeal, it is all but -needless to 
* say. cannot, and never could, put across its mes

sage to the public.
Psychology always has been the prime factor in ad

vertising success, whether we knew' it as such and so 
styled it or not.

Like much of the work done in advertising, the em
ployment of psychology at first was without definite a-nd 
fixed policy or method. To-day, when all that is being 
done in advertising and selling is upon scientific lines, 
the factor is admitted and given a name and the 
name is not scoffed at.

The 'writer of this article, which embodies the text of 
his address before the convention of the Associated Ad
vertising Clubs of flic ll arid, is an eminent psychol
ogist and he endeavors to apply that science directly 
to the business in hand. ‘ THE EDITOR. '

shall most concern us.
It is this that I feel is largely 

neglected by a great many even em
inent advertising men. Either it is 
neglect or else their judgment about 
it is imperfect. I expect that too 
often the advertising writer tests 
his product by his own highly spec
ialized reaction. If it looks good to 
him, the advertisement is considered 
good. 'I his is the commonest of 
all individual errors — to imagine 

that other people act, think and feel 
about things as we do. Advertise
ments are more often written, I fear, 
to satisfy the judgment of a skilled 
advertising man or to satisfy certain 
technical rules and principles than 
to really produce a desired reaction 
from the general public.

How are we to determine the ac
tual effect which an advertisement 
has on, say, an average man ? and 

how determine what fea
tures of the advertisement, 
such as the color combina
tion, the illustration, bal
ance, the heading, or the 
copy -were really responsi
ble for it. Most advertise
ments are a mixture of 
good and bad features. 
The advertising man often 
gets objective data on the 
effect of the advertisement 
as a whole by counting the 
coupons that are filled out, 
articles sold, inquiries 
made, and the like. But 
this does not enable him to 
tell which were the details 
or features that were effec
tive and which ones, if 
any, were deleterious. He 
must, as a general rule rely 

upon his own observations and re
flections. It is of this subjective 
judgment, even in the case of ex
pert performers, that psychology has 
taught us to be singularly dubious, 
and concerning this I should like to 
say much but have time to say only 
a litt-le.

HOW ARE RESULTS OBTAINED?
I should like very much to con

vince you that it is a matter of 
common knowledge in psvchology 
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that it is one thing to lie able to 
d<। a thing and quite another mat
ter to be able to discover how yon 
did it. It is one thing to write a 
good advertisement, or play a violin, 
01 judge character, and quite a 
different thing to tell how you did 
it. In the psychological laboratory 
one of our first accomplishments is 
to show the student that he may 
often arrive at a result but arrive 
at it in a fashion entirely different 
from what he himself believes. Take 
such a matter of judging the dist- 
tance of an object. Which of two 
objects is farther away? Now, no 
man who has not studied scientifical
ly this matter can begin to describe 
this process although he may be an 
excellent judge of distance.

WHAT SCIENCE SHOWS

No man ever discovers that when 
he is looking at a man twenty feet 
away, there are actually present in 
the retinas of his eyes a single im
age of this man, but a double image 
of all objects nearer, those objects 
on the right side being seen as if 
actually on the left of the man at 
whom we are looking, and those on 
the left being .seen as if on the right 
of the individual. All objects farther 
away than the man at whom we are 
looking are seen double but in un
crossed image, i. e., objects on the 
right are seen as on the right. An
other sample—in reading a line in 
a newspaper or in following the 
circumference of a circle the eyes 
do not move smoothly and do not 
see "while in motion.” The eve 
proceeds with very irregular and 
speedy movements interspersed with 
abrupt stops which vary in duration 
from 150 to five or six thousandths 
of a second. The eye takes a series 
of snapshot photographs.

Illustrations of this sort could 
be made by the dozens and all 
would prove the fact that we often 
do a thing with little or no knowl
edge as to how we did it. People 
lacking certain scientific training 
have time and again fallen into such 
errors and unfortunately occasional
ly make capital of it. I have in 
mind, for example, a svstem of 
judging traits of character such as 
initiative, perseverance, honesty, in- 
tehiye'He. or more general func- 
I'nH' such as salesmanship ability 
or executive ability, or literary abil
ity the basis of color of the hair, 
profile of the nose, shortness or the 
prominence of the chin, the distance 
between the eves or bumps of the 
head, and the like. Now it often 
J appens that the people who advo
cate such systems are entirely hon- 

■ ' people and are also very good 

judge* of vocational or character 
traits.

The trouble is that the}- do not do 
as thev think they do. and when we 
pin them down by scientific pro
cedure their systems fall flat. What 
thex- do usually is to judge by the 
person’s physique, by the English 
he uses, by the jobs he has held, bv 
his social habits, and the like.

We are generally fond of giving 
leasons for things we do, of saying 
that "from my experience” I know’ 
that such and such was the reason. 
Psychology teaches us to be ex
tremely skeptical of all such judg
ments. We are free enough to ad
mit that the individual can write 
a good advertisement. We will not 
take his explanation for it unless it 
can be demonstrated in something 
which approximates a scientific pro
cedure.

The scientific method practicallx- 
disregards the opinion of any in
dividual but proceeds by so objec
tively arranged situations that the 
actual working of the different fac
tors can be objectivelx- measured. 
I will give briefly just one sample 
of such a procedure. Professor 
Warner Brown, at the University of 
California, arranged a test for cer
tain features of street car adx-ertise- 
ments. He took 68 cards which 
were carefully selected, placed them 
in an exposure apparatus xvhich was 
placed in the same manner as the 
card is situated in the ordinary car, 
and exposed the cards for about 
five seconds each. The subject at 
the moment of exposure spoke into 
a dictaphone, which xvas connected 
xvith the time-xvorking apparatus, 
the first thoughts that came into his 
head. Later on the subjects xvere 
asked to describe their emotion and 
their subsequent ideas. At an inter
val of about twenty-four hours or 
so, the subjects were asked to tell 
all the\- could about the cards that 
xvere thus exposed. A large number 
of college students, men of high 
native intelligence, acted as sub
jects.

Now, the different features were 
so controlled that it xvas possible to 
get a measure of the effectiveness 
of different details, and I shall cite 
here summarily a few of these.

The subject noticed pictures 
quicker and for a longer time than 
words. They noticed the medium
sized words as xvell as or better than 
large words. 1'hey xxere much more 
likely to notice a heading if it con
tained very few words or no un
usual or long words than if it xvas 
long and complicated. They noticed 
familiar short words and remem

Advertisixg & Selling

bered them be’ter than long and 
unfamiliar words. They xxere much 
more likely to notice a copy if it 
was very brief and were quite like
ly to disregard a large amount of 
copx- altogether.

It was noticed that women no
ticed better and remembered longer 
advertisements containing illustra
tions of a well-dressed man in a 
popular brand of collars, whereas 
men were more attentive than xvo- 
men to illustrations of hosiery. 
But it is not my purpose to sum
marize such experimental findings. 
My purpose is rather to give you 
this one caution concerning your 
own judgment and to trx- to tell vou 
a few things about the makeup of 
men who face advertisements.

INDIVIDUAL DIFFERENCES

The psychologist often thinks of 
a man as a large group of mech
anisms which react to a stimulus. 
An advertisement max- be consid
ered as such a stimulus. The man 
responds by certain movements, by 
certain emotions, under which we 
would include feelings, wishes, de
sires. longings, and finally by cer
tain thoughts or ideas, memories, 
and the like. So far as advertis
ing is concerned xve are, of course, 
almost wholly interested in the 
emotional and the intellectual reac
tion. How doe* the advertisement 
make a man feel? How does it 
affect his feelings, his desires, and 
how does it make him think? What 
are his thoughts and memories?

My chief point will be this: That 
while the emotional reactions of 
the average man are much like 
those of superior men. such as the 
men who write advertisements, their 
intellectual reactions, their thoughts 
and ideas are very, very different.

I must begin by giving you a 
bit of informatioin concerning a 
division of psychologx- which is 
called "individual differences.” We 
all know- that people differ in their 
human traits, but the degree of 
these differences among people are 
different for different traits.

First, physical traits. If we take 
one thousand women, we xvill find 
that the shortest one will be about 
55 inches tall and the tallest about 
70 inches. Now- the tallest is not 
nearly twice as tall as the shortest. 
If we take the chest measure of 
American soldiers we xvill find va
riations from 32 to 40 inches. Now 
all such traits fall into what is 
called the normal curve of distribu
tion. That is, differences of very 
small amount exist, and most peo
ple are found around the average

(Continued 011 page 281
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An Orphan Who Sold Himself Into the Family
The Carbon and Ribbon Department of the Ault 
& Miborg Company “Just (¡rowed” — And Then 
Along Came the National Advertising Campaign

Manager,

HE STORY of The Ault & 
Wiborg Company's advertising 

of Carbons and Ribbons is a story 
of an orphan child who sold himself 
into the family.

The Ault & Wiborg Company was 
established in 1878 for the manu
facture of printing inks. From a 
vert modest beginning, the business 
grew and expanded by leaps and 
1 ■ lunds, among the many other fac
tors responsible being the introduc
tion of the use of carbon black made 
from natural gas in the place of 
lamp black, and coal tar dye P’g~ 
ments in the place of the old earth 
colors.

The Ault & W’iborg Company 
were among the first to realize that 
the ink industry, dependent as it had 
been upon the rule of thumb, could 
not hope to expand and succeed 
w thout the guiding hand of science, 
especially that of chemistry. With 
tl s idea in view, a celebrated Paris
ian chemist. M. Millichaux. was 
engaged and all manufacturing op
erations were guided and controlled 
chemically.

SATISFYING AN OLD DEMAND

It soon became manifest that inks 
chemically controlled were more de
pendable and trustworthy, and a 
new standard of quality came into 
be ng.

Gradually, with the growth of the 
business, the demand for better in
gredients led The Ault & Wiborg 
C mpany to manufacture its own 
pigments and varnishes, and the 
company expanded into the manu
facture of dry colors, dyes and 
chemicals. It was in 1906 that a 
rather insignificant complaint, at 
least, we so regarded it at that 
time, led to the establishment of 
our ribbon and carbon division.

This was before the time of the 
facsimile letter printing machine, 
using wide ribbons in printing let
ters. to be filled in on the typewrit
er. Form letters of all kinds were 
then printed on various printing 
presses, the typewriter effect being 
secured by printing through silk. 
1 he printers of those form letters 
had a great deal of trouble in se
curing good matches between the 
form letter and the typewritten fill
in, through the fact that the type
writer ribbon manufacturer had no

particular necessity of keeping type
writer ribbons in a given shade. A 
printer would buy several typewriter 
ribbons one day, and get a pound of 
ink to match up those ribbons, and 
would get fairly satisfactory results. 
Two or three weeks later he would 
print more letters with that ink, and 
upon securing additional typewriter 
ribbons, would very likely find that 
the shade of color-in the last rib
bons secured were entirely different 
from those previously purchased. 
The complaint in question was a 
letter from a firm, asking us as to 
whether it would be possible to ink 
several typewriter ribbons, with the 
same ink that they were using in 
printing their form letters, so that 
there might be a more even match 
between the part filled in and the 
body of the letter. This we under
took to do, and after considerable 
experimenting, we were able to of
fer inks with which to print form 
letters and typewriter ribbons to 
match, which were identical in 
shade, and which when properly- 
handled, turned out splendid-look
ing form letters.

CREATING A NEW DEMAND

In line with the policy of The 
Ault & Wiborg Company, a special 
department was made to handle this 
particular branch of our business, 
in order that the best possible serv
ice might be furnished our custo
mers. Inasmuch as there was a 
real need for these goods, this de
partment grew in a small way, right 
from the start.

After a very short time, it became 
apparent that even though we sold 
all the typewriter ribbons used for 
filling-in work on form letters, we 
would have but a very small busi
ness in the way of typewriter rib
bons. We realized that goods of 
this kind on the market were not 
at the time made with any special 
idea as to maintaining a uniform 
shade, and it appeared that many 
manufacturers were not paying any 
particular attention to uniformity in 
the ribbons that were being sold.

Realizing that there was a con
siderable market for goods of this 
tvpe, properly and uniformly made 
we put the development of these rib
lions in charge of a trained chemist 
and the manufacture of ribbons was

By R. S. MOORE
Carbon & Ribbon Department, The Ault & Wiborg Co.

placed on a scientific basis. Con- 
< ern>. then, that were supplie-1 with 
these chemically controlled ribbons 
soon found that they lasted longer 
and gave better type impressions, 
and we soon found that we were 
producing ribbons which we felt 
were superior to those on the mar
ket.

1 he typewriter ribbon business is 
highly competitive, and it then be
came our job to convince dealers 
and users of ribbons that we actually 
did have something exceptional 
worth trying.

Several salesmen were assigned to 
the typewriter ribbon department 
and after a great deal of hard work 
in breaking into the market, we 
found that our business in this line 
was increasing satisfactorily, and we 
started to make a number of con
nections with established dealers in 
various cities, to handle our line of 
these goods.

THE SILK RIBBON COMES IN
In the third year after starting 

the manufacture of typewriter rib
bons, we went into the carbon pa
per manufacturing business, as these 
sold well together, and ribbon pur
chasers were very willing to look 
into carbon papers.

Sales in the ribbon and carbon di
vision increased satisfactorily year 
after year, but insofar as systematic 
advertising was concerned, the 
growth of this department was more 
or less similar to that of Topsy, who 
“just growed.’’

In the Fall of 1917 we were ap
proached by the inventor of a silk 
typewriting ribbon, who claimed for 
this fabric that it would outlast two 
or three ordinary cotton ribbons, 
and that it allowed type impressions 
which were so fine as to approxi
mate the lines of engraving. Num
erous tests were made in our labo
ratory. as to the durability of this 
fabric under the stress to which it 
would be subjected on the type
writer, and to learn whether it 
would hold ink satisfactorily. The 
result was that we closed a con
tract with the owner by which we 
became the sole licensee to manu
facture and sell silk ribbons, under 
their patents, and started to manu
facture these silk ribbons eariv in 
1918.

The ribbon was first introduced
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A NEW TYPEWRITER
RIBBON-MADE OF SILK 

I

CThe AULT WIBORG Cambany

This page started the ribbon campaign

in some of the largest banks in the 
country. and met generally with en
thusiastic reception. The market 
for the ribbon, however, remained 
I mited, as it was necessary to 
charge twice as much for the silk 
ribbon as for the best grade of cot
ton ribbon, and buyers were dubious 
a bout adopting 
such a seemingly 
expensive product.

Sometime in 
February, 1919, 
one of our sales
men dropped into 
the office of a 
large advertising 
agency, which had 
been experiment
ing with the silk 
ribbon, simply as 
a means to ob
taining better re
sults in their let
ters. The ribbon 
had been enthus
iastically accepted, 
not only by the 
stenographers, but 
by the executives of the company, 
who admired the superior character 
of work which it allowed.

WHY NOT ADVERTISE?

Simply by chance, the office buy
er inquired why such a marked im
provement in ribbon making was 
not advertised to the general public. 
The salesman caught the spark at 
once, inasmuch as, though he was 
already selling several large cor
porations in the city direct, he had 
not been successful in persuading 
any local dealers to stock the rib
bon.

A conference at our Cincinnati 
factory followed, attended by our 
president, L. A. Ault, other officials 
of the company, including the man
ager of our ribbon and carbon di
vision, and repi esentatives of the 
advertising agency.

It was decided that the agency 
should make an investigation among 
dealers and users of all kinds of 
ribbons and carbons, to establish a 
basis for a campaign.

This investigation covered job
bers, dealers and buyers in establish
ments. both large and small. Some
time-; a stenographer was the buyer, 
in which case, she was the one in
terviewed.

ihe investigation established so 
definitely that there was a real need 
for education in the buying of rib
bons and carbons not on a price 
I asis, but on a performance basis 
tl t the outline of the campaign 
was clearly indicated.

The Saturday Evening Post was 
selected as the medium to carry our 
message. The first page which ap
peared June 28 announced: "A 
Xew Typewriter Ribbon—Made of 
Silk." This was followed on July 
26 by a page on the carbon paper 
department, which featured: "A 

Carbon Paper No
table for Its Long
er Life." The Au
gust 23 page was 
aimed direct at the 
stenographer who, 
it was found in the 
investigation, can 
either make or un
make a ribbon or 
carbon anBthis ad
vertisement w a s 
headed, “Stenogra
phers K n o w this 
Ribbon of Silk is 
Superior.”

The page of 
September 27 was 
aimed at the buyer, 
and endeavored to 
take carbon paper 

out of the price class and place it in 
the performance class. The page of 
November 1 featured "The Type
writer Ribbon of Silk- -That Lasts 
Longer."

Other pages are planned to fol
low at monthly intervals.

THE DECISION FOR FULL PAGES

The decision to use only full 
pages was arrived at by a considera
tion of the force necessary to im
plant a new idea in 
public, and with 
the principle i n 
mind that “If a 
whisper is worth 
$5.00 a shout is 
worth $5,000.”

Further, our 
agency found, 
through the inves 
tigation. that a 
number of dealers 
handling ribbons 
and carbons which 
were or had been 
advertised through 
the use of smaller 
space, w ere not 
conscious of what 
was or had been 
doing; that it 
would be valuable 
(not only from the standpoint of 
the pressure that these page-, would 
bring to bear upon the dealers 
through the public, but from the 
standpoint of merchandising these 
pages to dealers') to use full pages 
We appreciated the fact that ad

the mind of the

A CARBON PAPER THAT GIVES 
BETTER RESULTS AT LESS COST

he AULT WIBORG Company

A tvpical “Quality'

vertising is more or less cumulative 
and realized that probably excep
tional results could not be accom
plished with comparatively few ad
vertisements. We felt, however, 
that the advertising feature wa*l 
worth trying out, with the idea of 
determining after a time, whether 
this particular line of business could 
stand the expense of national adver
tising.

Our copy was not built to pro
duce inquiries and the character of 
most of the inquiries which have 
come to us from this advertising 
have been of the sort to convince 
us that this policy was well chosen, 
for these inquiries have been from 
"the bush league sections of the 
country" and asked for samples of 
our ribbons, or enclosed an insuffi
cient sum with which to purchase 
one. Neither did we openly state 
in our national advertising that we 
wanted new dealers, choosing rather 
to create the impression that, as we 
stated in the copy, "Ault & Wiborg 
ribbons and carbons are on sale at 
most good office supply dealers and 
stationers."

MERCHANDISING THE SPREADS

Nevertheless, the advertising in 
the first four months brought us a 
total of around one hundred new 
dealers. Some of them in ven- stra
tegic points of the country in which 
it had been hitherto impossible to 
obtain representation.

An instance of this is shown in 
the territory of the salesman pre
viously mentioned in this article, 

who had been un
able to obtain a 
single desirable 
dealer in a certain 
large citv i n the 
Middle West. Fol
lowing the appear
ance of the adver
tising. and bv per
sistent calls of the 
salesman a r m e <1 
with a portfolio of 
advertising, and 
undoubtedly 
by outside calls, 
created by the ad
vertising vve now 
have six dealers in 
this city. Two of 
these dealers op-

cai'bon paper page eilCfl t 11 C 1 1’ rcl<l- 

lions with us by installing a full win
dow display of our products.

We merchandise each advertise
ment a week before it appears 
among practically 8.000 office supply 
dealers and stationers in the United 
States. A proof of the advertise
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ment is accompanied by a letter. 
Electrotypes of newspaper advertise
ments are furnished free to dealers 
who guaranteed to use them, and we 
have had mam- calls for this service.

Our volume of sales with dealers 
already established has shown con
siderable impetus.

We are very hopeful that the ad
vertising already planned will prove 

sc. effective that it may be employed 
as a continued force in marketing 
our various products.

Anyhow, the orphan has sold him
self into the familv.

Values of Colors in Advertising
The Affective Propet ties of Solids, Tints 
and Shade'- Explained in Their Several Aspects 
to Show the Reactions to Be Expected

By M. LUCKIESH

AIS >LUTE color preference, as 
has been shown, is capable of 

scientific determination and analysis. 
In such studies of the innate appeal 
of colors the problem is not ren
dered complex by associations and 
past experiences. Individuals may 
be considered to react in the same 
general manner if they are capable 
of eliminating the influences of such 
f ators as past experiences, associa
tions. habit, superstition, and sym
bolism. The study of the affective 
values of colors is quite the oppo
site, for here are encountered all the 
complexities due to the conspicuous 
differences among individuals, be
cause each has acquired so many and 
so varied emotional and sentimental 
attitudes toward various colors.

EXPERIENCE GUIDES REACTION
Individual experience and temper

ament are very important factors 
which are responsible for variations 
among individuals. However,if view
ed in a broad manner, a general con
sistency is usually perceptible in 
psychological experiments with col
ors provided sufficiently large groups 
of subjects are used. One individual 
may have some disgusting or sor
rowful experience with which a cer
tain color remains associated in his 
mind. His attitude toward this color 
will be quite different than that of a 
person who has had an experience 
quite opposed to his. Unless some 
powerful influence is superposed the 
different reactions of the two per
sons toward the same color will be 
confusing. In order to iron out these 
strongly individualistic reactions it is 
necessary to use a sufficiently large 
group of subjects in any experiments 
pertaining to the affective value of 
color.

Colors and their combinations may' 
be agreeable, cheerful, stimulating, 
neutral, tranquilizing. depressing, 
warm. cold, stern, stately, weak, or 
impressive. These are factors which 
may well be considered in color 
schemes for advertising copy. AW th 
a little practice and a careful dis
crimination of the shades of mean-

Values of Colors
REOl E.\ 1 L}' it is unnecessary to 
calculate to an exactness the affec
tive values of colors employed in 

advertising. When general effects only 
are to be considered, when high visibil
ity is the first essential, as in outdoor 
display, it may not be important that the 
physiological aspects of color be under
stood.

But with the grozeth of the use of 
color in all advertising, as indicated not 
only in the spread of ihe outdoor field 
but in the ever expanding color sections 
of the publications, it is vital that ez ery 
advertiser know the hows and zehys of 
what he is doing. Such information, it 
may be considered, is in a sense insur
ance against mistakes of a costly nature.

This article on color is one of a ser
ies by an authority, M. Liu kiesk, written 
especially for Advertising & Selling.

—THE EDITOR.
... <............. .. .. j . . . . 

ing of words employed, any intelli
gent individual may analyze his own 
reactions toward different colors. A 
typical case might be as follows:

Crimson—vague impressions of 
passion or blood.

Exciting or over-stimulating.
Orange—hot, irritating, even suf

focating.
Orange-yellow — warm, glowing, 

lively.
Yellow—joyous, gay, merry. Or 

upon the entrance of another associ
ation, it may be sickly and disgust
ing.

Green—peaceful, neutral.
Blue—sedate, sober, cool, tranquil. 
Violet—stern, gloomy, melancholy. 
Purple—stately, pompous, impres

sive.
IN DIFFERING ASPECTS

In any study of the affective value 
of color it is well to recognize the 
various types of answers given by 
the subjects; that is, the general 
channels through which colors im
press human beings. The important 
aspects are as follows :

(i) Objective Aspect: The pure
ly physical characteristics of colors, 
such as brightness, saturation, deli- 
cacv. fadedness, muddiness, irregu
larity. may be the basis of their ap
peal or lack of appeal.

Physiological Aspect: Colors 
may affect observers physiologically. 
They may be agreeable, unpleasant, 
sickening, etc.

(3) Associative Aspect: This rep
resents the suggestive powers of col
ors and the associations aroused will 
indicate consistency for a large 
group of persons. Of course, there 
will be exceptional associations pec
uliar to an individual’s exceptional 
past experience with the color.

(4) Character Aspect: This in
includes the self-expression of a col
or which in the case of a human be
ing corresponds to his character, 
mood, or temperament. This is a 
complex group which is ven' import
ant. It is the field that has barely 
been invaded by explorers. The ef
fects of colors in this direction are 
free from personal factors, accident
al memories, and irrational associa
tions. This is the emotional side of 
the impressiveness and expressive
ness of colors and this form of col
or appreciation is of the highest rank 
esthetically.

A typical experiment by N. A. 
Veils on the affective value of color 
borrowed from “The Language of 
Color” will illustrate certain affec
tive values of colors. A large group 
of subjects of both saxes was chosen 
and twelve different colors were pre
sented to the group simultaneously 
on a large chart.

The colors were placed in their 
spectral order upon a gray back
ground and a list of twentv adjec
tives was displayed on a blackboard. 
These words, though arranged in a 
haphazard manner, could be grouped 
into three classes indicating those 
colors which were respectively excit
ing. tranquilizing. and subduing. The 
subjects were required to write one 
of these adjectives for any other 
that occurred to them 1 which ex
pressed the feeling or mood suggest
ed by each color. The words were 
to indicate why they liked or dis
liked the various colors. The data 
obtained from a group of 63 subjects 
(college students) about equally di
vided as to sex are given in Table V.
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TABLE V

T>nl number of replies from 63 college stu- 
th nt- 1111 ih. a 11 tnrue general influences

of coloi

Color Exciting
Crimson ................ 41
Scarlet .................. 56
L\< p tn .muc • • • • 59
Orange-yellow ... 55
Yellow ................... 53
Yellow-green .... 14
Green .................... ¿8
Blue-green ............ 3^*
Blue ........................ 11
Violet-blue ............ 0
Violet .................... 0
Purple .................... 3

Tran- Sub-
quilizuig dumg

o 10
0 0
o 0
0 V
O o

39 5
32 "
-3 «
21 30
17 45

t» 54
I 48

SEX VARIATIONS

The general results from this ex- 
pcrinient are substantiated by many 
other researches and observations. 
Such data establish the affective val
ues ot colors upon a scientific foun
dation. The results indicate no 
marked sex difference but seemed to 
show, as some other experiments do, 
that the development of color per
ception or sensibility is more com
plete among women than among men. 
in visualizing the results it is help
ful to think of the "color-circle" 
around three-fourths of which the 
spectral colors are distributed in 
their order, the remaining gap being 
filled with purples. The colors in 
which orange and red predominate 
are seen to be exciting. This influ
ence again begins to appear in pur
ple. It reaches its greatest strength 
in scarlet and deep orange and be
gins to decrease with the deepening 
of the red. The tranquilizing region 
extends from yellow to violet reach
ing a maximum for yellow-green and 
green. The subduing influence is 
confined chiefly to the violet region, 
but begins to appear again in the 
deep red. It is interesting to note 
the uncertainty in the replies for the 
middle or tranquil region of the spec
tral colors.

The same general effect is obtained 
for tints and shades although the 
range cd’ tranquility increases. Like
wise the range of uncertainty in the 
replies also increases in this region. 
Jn. general, the admixture of black to 
pure colors (shades) reduces the ex
citing influence and increases the 
subduing influence. Naturally the 
range of tranquility also increases. 
Other experiments support these va
rious conclusions.

The influence of suggestion is 
readily shown by experiment. For 
example, a tint or weak color might 
be termed "faded" or "delicate.’’ 
The effect of the two opposed sug
gestions may be detected with the 
result that verbal suggestion may be 
said to have a decided positive ef
fect on the judgments of observers 
of colors.

1'he various affective values of col- 
vis may lie judiciously employed in 
advertisements. Color schemes may 
aid in arousing the feeling of pleas
antness or unpleasantness, excite
ment, or tranquility, brightness or 
gloom, etc.

If agreeableness is to be associated 
with the advertised product approp
riate colors may be employed in de 
picting the product or its use. And 
this effect mav be augmented by that 
universal influence — contrast — by 
placing the product in a depressing 
environment.

using affective values

Knowing the powers of colors, the 
advertising specialist may draw upon 
them to depict his products in the 
best cloaks of color and to emphasize 
these by utilizing opposed colors for 
the environment. Paintings possess 
their powers largely by virtue of the 
choice and distribution of bright
nesses and colors.

Fatigue exerts an influence upon 
the affective values of colors. A 
momentary glimpse of a pure color 
may be very appealing, but when suf
ficient time has elapsed for associa
tions to arise, the color may become 
repellant or depressing. Certain col
ors may be very striking and appeal
ing, but to live with them as promi
nent factors in decorative schemes 
would be unbearable. Fatigue usu
ally plays little part in advertising, 
but there are kinds of advertising 
in which the same copy with the same 
color-scheme greets the public day 
after day. In such cases the influ
ence of fatigue should be considered. 
In the ordinary "copy" which is not 
studied, the momentary appeal is 
perhaps of greatest importance. A 
group of pure colors is attractive and 
the colors are a feast for the eyes, 
but to live with them constantlv 
would be like trying to live with a 
brass band.

colors that wear

There is some indication that vi
olet, blue, and green "wear" better 
than yellow-, orange and red. That 
is, the former group is less influenced 
by association and adaptation than 
the latter group. Associations ap
pear to be somewhat favorable to 
tints and shades; but mere adapta
tion without the arousal of associa
tions appears to be somewhat un
favorable to them. Too definite con
clusions regarding these finer points 
are dangerous at the present time 
owing to insufficient data, but the in
formât ion available indicates the gen
eral trends at least.

It is interesting to note that when 

a color is agreeable we occupy the 
center, but when’ it is beautiful the 
color occupies the focus of attention.

Says Government Should Use 
Educational Advertising

Systematic and liberal use of the adver
tising columns of newspapers by the gov
ernment in order to bring about closer 
contact wilh the people was advocated by 
Edward Percy Howard, president of the 
New York Press Club, in an address at 
the Public Forum in the Church of the 
Ascension, Fifth avenue and Tenth street, 
in New Y’ork, Sunday night.

“The Health Department and the Agri
cultural Department should use the news
papers to spread useful information 
among the people,’’ Mr. Howard said. "At 
present they play at this by approaching 
the press through the back door of free 
publicity, instead of commanding their 
space in the interest of the nation.

“The accomplishments of the Agricul
tural Department would read like a fairy 
tale if they were told to the public, but 
half of them are buried in Washington 
in official pamphlets.

“Haxe you ever thought what the 
Health Department could do by talking 
to the people through the newspapers?

“The time will come when the people 
of this country recognize the necessity of 
a government department whose duty it 
shall be to use this vehicle of contact, the 
newspaper, on a business-like basis. They 
\\ ill see the necessity of compelling the 
government to put its wares in the show
case to give the people knowledge of its 
accomplishments or admit its impotence.”

San Francisco Raising $750,000 to 
Advertise

With the slogan, “San Francisco, the 
Million City," the Central Bureau in San 
Francisco has started a drive to raise 
$250,000 of the $750.000 advertising fund 
it has planned to raise over a three-year 
period. Txvo weeks of intensive publicity 
explaining the purposes of the campaign 
are preceding the solicitation.

Urges Co-Operative Milk Advertising
The only way to awaken people to the 

great importance of the use of milk is to 
advertise it. Xo business or industry
nowadays can be successful without ad
v ertising and publicity.

A forceful example of farm product 
advertising is given by the California cit
rus fruit growers. These farmers have, 
through an extensive advertising cam
paign, been able to sell their products in 
the eastern markets at a great profit.

There is no reason why the same prin
ciples cannot be used in placing dairy
products 011 the market. Farmers in a 
dairy community can get together and 
cooperatively advertise their product in 
an intelligent manner to the- profit of 
themselves and their customers.—The 
Cherry Circle.

New House Organ for National t ash 
Register Co.

I he national Cash Register Co. has 
started a new internal house organ called 
"For Progress.’’ The first issue tells of 
the organization of a personnel depart
ment which is to In Ip improve conditions 
in the factory and community.
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Putting the "Go” in Advertising "Lingo”
How “ Human Interest ” Can Replace 
Technical Jargon in Advertising a 
Technical Product in Trade Papers 

By WARD (¡EDNEY

THE older an advertising man 
gets the more clearly he comes 

to see that in this tine, broad busi- 
ne>s of ours, in which there is al- 
wavs room at the top for more and 
more genius, there are no rules that 
genius—if it be truly genius—can- 
111 >t safely afford to disregard an J 
break.

Now, I have no intention of em- 
barrassmg I. Maxwell Carrere, ad
vertising manager of the Charles A. 
Schieren Company, tanners and belt 
manufacturers of New York, by pro
claiming him a genius; nor do I wish 
to insinuate that he is getting old. 
However, the facts remain both that 
he is one who has seen more clearly 
than some of his associates that the 
rules can be broken and that he has 
broken them.

WHAT THE RULES SAY

A belting ad\ ertisement in a tech
nical trade paper should, by all the 
rules, be a highly technical produc
tion—something ponderous, full of 
grave reasoning and weighty statist
ical illustration. It is something to 
be read by that favorite character of 
the popular novel the ' business ex
ecutive," who, forsooth, has a mind 
differing from that of the normal 
m: n in that he must be convinced of 
the merit of a product by weight of 
argument, that he worships some fet
ish called dignity, and that he has no 
convolution in that massy brain of 
his to take care of what a normal 
man cherishes as a sense of humor.

Don’t you believe it for a minute. 
A "business executive" like any 
oilier man, is a man to be convinced 
bi force of argument, not ponder- 
ositv, and if humor can contribute 
ihat force, if lightness of touch can 
lend that essential strength of ap
peal. as, paradoxically, it some
times does, then it belongs in your 
advertisement, however technical be 
the product you are advertising, 
however class-restricted be the me
dium in which you are advertis
ing it.

Mr. Carrere is one. and is drag
ged into this article because he is 
one, who doesn’t believe it for a min
ute.

Early last spring,.Mr. Carrere, as
sembling his materials for a project
ed six months’ campaign to adver
tise Schieren belts in general and 

Duxbak belting in particular to be
gin this month decided that he would 
Lack his conviction with courage and 
stand or fall on hitman advertising.

USING TECHNICAL LINGO
His special preoccupation was to 

be with Duxbak, which, in Schieren 
technical lingo, is called "a first qual
ity, genuine oak-bark-tanned leather 
belting, made from selected center 
stock, which makes it particularly 
adapted for hard service.” This is 
the Schieren Company’s top-grade 
technical product, a de luxe member 
of the belting fraternity. Its logi
cal medium for advertisement, a me
dium in which it has been widely ad
vertised ever since it first appeared 
on the market, is the technical trade 
paper read by the man, who buys, 
uses or supervises belting—such 
journals as Belting, American Ma
chinist, Iron Age, Machinery, Power, 
Textile ITorld Journal, etc. Schier
en technical lingo, as I have called 
it, had been a familiar presence in 
the advertising columns of these pa
pers for a long time.

I don’t know whether Mr. Carrere 
ever read the section on the "Lingo 
Advertisement” in that prophetic 
critique on advertising which Eler- 
bert N. Casson laconically named 
“Ads and Sales” and published for 
a quickly appreciative world back in 
what we already think of as the dark 
ages of advertising — somewhere 
about 1911. I take these paragraphs 
from what Mr. Casson wrote of the 
lingo advertisement:

This is the sort that belongs in a trade 
paper, if it belongs anywhere. It is gen
erally not illustrated and its copy is all 
shop talk—the jargon of one corporation 
or trade It does not belong in am pop 
ular magazine and has no interest of any 
kind for the general public. It has the ap
pearance of 'being written by the engineer 
or bookkeeper. It is always prosy, tech- 
r.ical and packed with self-praise.

The writer of the lingo ad never thinks 
of his audience. His aim is to satisfy 
the technical expert of his own firm, ap
parently.

Needless to say. the lingo ad is not 
worth its cost—usually not one-tenth of 
its cost. It is a misfit. It is not really 
an advertisement at all, but only a mess 
of shop talk, hashed to the proper size by 
men who have no conception of the na
ture or function of an advertisement.

STEERING A NEW COURSE
Now. Duxbak advertisements hat e 

never been like that. I quote mere
ly to visualize for vou the rocks that 

Mr. Carrere determined to steet 
away from.

In March he took his helm in hand 
and began to steer. In April—in 
the first April issue of each of twen- 
tv-four trade papers read where belt
ing is used—appeared a page of 
Schieren publicity that made com
petitors realize that the advertising 
manager of the Charles A. Schieren 
Company was steering alright. 
Some of them may have thought that 
he was steering a rudderless derelict 
straight out into the lost wastes oi 
the open main of advertising.

This page was taken up almost 
completely with the reproduction of 
a black and white sketch of a factory 
yard scene. At one side appeared a 
line of men formed up in front of 
a pay window opening on the yard. 
One man was just receiving his en
velope. The others behind him were 
pointing and laughing at a fellow 
workman off to the other side of the 
picture in the foreground—and to a 
duck. This man held a roll of bills 
in his hand. The duck, with a fat 
wallet in his bill appeared to be strut
ting with flapping wings straight out 
of the foreground and off the page. 
Lp in one corner appeared the Dux
bak trade mark.

That was all except a line at the 
bottom of the page which announced 
that the Charles A. Schieren Com
pany, Inc., 30 Fern- street, New 
Y'ork. would pay $50 for the best 
title to this illustration received on 
or before May 15, the title suggestion 
"to carry conviction and selling 
point.”

There was a new departure for 
belt advertising—a startling depar
ture from the Schieren belt advertis
ing of four years back. Here’s what 
it accomplished.

WHAT THE CONTEST NETTED

It provoked the study and re
sponse. by title suggestions, of more 
than 1,300 readers. It attracted the 
attention, as statistically' demonstra
ble from these responses, of a range 
of men extending up and down 
through the whole factory, firm 
members, superintendent, foreman, 
and machine operator all appearing 
on the competitor list. It enabled 
Mr. Carriere, through his employ
ment of keyed addresses, to place an
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As the Forecaster Sees the Salesman’s Mid-Summer Day

This fits when you can’t keep your thoughts off the weather, Artist Stanley believes

effective test on the pulling power of 
each ot the twenty-tour trade pa
pers used. Since he sent out this 
same adx ertisement in circular form, 
it enabled him to establish the re
sponsiveness and kick of his mailing 
list. Finally, as he had announced 
upon running the contest picture 
that the winning title and the name 
of the winner would be published in 
the July issue of the trade papers it 
focussed the attention of readers 
upon Schieren advertising while the 
campaign to be inaugurated in June 
was being gotten under way and as
sured a real reception of the first 
insertions, at least, by the watchful 
waiters whose interest had been cap
tured back in April. It put Schieren 
copy “next to reading matter” in in
terest value.

The contest closed May 15 xvith 
the selection of a winning title from 
among the upwards of 5,000 sugges
tions send in by the 1,300 plus con
testants. The committee on awards 
was composed of representatives of 
several of the leading trade papers, 
including Advertising & Selling. 
7 he name of the winner and of his 
$50 suggestion will be published, as 
promised, in July.

Judged by the magnitude of the 
prize, this contest xvas in no degree 

notable ; nor do its results in in
quiries and in service rendered as a 
medium test merit extensive men
tion. 1'he point that is notable and 
that does merit mention is the con
viction of Mr. Carrere that "business 
executives” are human beings; that 
such a technical appliance as belt
ing can be successfully advertised in 
trade papers along human interest 
lines.

A HUMAN INTEREST CAMPAIGN

The contest xvas only the opening 
gun—really the preliminary gun. 
Ihe actual test of the worth of Mr. 
Carrere’s conviction will come with 
the human interest campaign now 
opening.

The first insertion appearing in the 
trade papers this month shows how 
the human interest appeal can be 
combined xvith the technical appeal 
without any loss of dignity and 
with what seems incontestable gain 
in effect. Remembering that the Re
publican National Convention is held 
this month and the Democratic Con
vention a few weeks off and realiz
ing that men’s minds are preoccu
pied with politics, Mr. Carrere has 
endeavored to tie his advertising up 
with that preoccupation bv repre

senting the duck in the guise of a 
political candidate addressing from a 
speaker’s stand a large crowd of men 
and women representing the indus
tries in xvhich belting is used. Be
neath the cut appears "Our Plat
form." tlere the technical note is 
struck for its “planks” are the stand
ard Duxbak selling points. “The 
careful selection of hides,” “only 
center stock used for belts,” "all ac
cessories of the same grade and 
quality as the belts,” etc., etc. Down 
in the corner is a compensating touch 
of whimsey—what the Duck says: 
I care not if it be
Wet or dry, slow or fast !
Hot or cold, east of the sun or west of 

the moon !
Duxbak belting insures dependable serv

ice and economic maintenance.
ENLISTING THE FILM

Further monthly adx ertisements of 
Duxbak xvill be handled xvith the 
same light, essentially- human touch 
which is to characterize the entire 
“1920 Presidential Campaign of the 
Charles A. Schieren Company-,” as 
it has been entitled by Mr. Carrere. 
In conjuction xvith the trade paper 
and direct mail advertising, there 
will be a film campaign, featuring a 
wide distribution of industrial films
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The
New York Globe

On May 21st The Globe changed its retail price from 2 
to 3 cents per copy.
This was (lone without agreement with other news
papers and independent of them.
The Journal had gone to 3 cents all alone several weeks 
previously.
The result of The Globe’s action was a loss of 17 per 
cent, in circulation from the average of the week be
fore the change, but only 7 per cent, below the long 
range, standardized average of 180,000 upon which 
The Globe has been selling its advertising for over a 
year.
The first two days at 3 cents resulted in net sales of over 
168,000, with a gradual come-back since then to over 
172,000. with every indication of further increase.
In going to 3 cents The (dobe did so for the purpose of 
meeting greatly increased costs of print paper and 
labor, and in the full expectation that such method 
would in all probability reduce sales from 15 to 25 per 
cent.
The Globe has also given notice of an advance of 20 
per cent, in advertising rates, with plain statement 
that rates will be reduced as prices for paper and labor 
return to nearer normal.

The New York Globe «
JASON ROGERS, Publisher
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What the Advertising Agency Believes Advertising to Be
If the Agent Does Not Take the High Place in 
Marketing Held by Doctors in Medicine and 

Engineers in Building it Is His Own Fault
By MERLE SIDENER

President Sidener, Van Riper Advertising Company

Ii i\( iRANCE is the mental law 
of gravity exerting an ever pres

ent influence downward. Knowl
edge is the counteracting influence, 
lust as science has found the means 
of overcoming the physical law of 
gravity so has advertising been dis
covered as the most potent force 
in counteracting ignorance.

For advertising is education.
That is what the advertising agen

cies believe advertising to be.
Xu adequate definition of adver

tising has been formulated but we 
are not concerned so much about 
definitions as we are about the po
tentiality of advertising.

The advertising agency man does 
not necessarily have a greater in
terest in the devolpment of adver
tising than do others engaged in the 
business of advertising, but because 
he is required to use this great busi
ness force in all of its phases, he is 
compelled by economic necessity to 
seek to find out how best to apply 
this force in the extension and de
velopment of distribution.

THE DUTY OF BROAD STUDY

We who are engaged in the ad
xertising agency business have a 
great responsibility upon us to study
advertising in its broader and larg
er aspect because others look to us 
for dependable advice and counsel.

Perhaps all of us are working in 
such intimate contact xvith advertis
ing that xve are failing to get a true 
perspective of it.

Suppose xve should walk down the 
street this afternoon and stop in 
front of one of these great build
ings in process of erection and there 
watch the men engaged in dressing 
I locks of stone. Suppose we should 
ask the first man what he was do
ing. He would probably reply7 that 
Ik- -.as chiseling off the surface of 
the stone to make it smooth. Pos
sibly the next man to whom we 
would direct this same question 
would reply “I am working eight 
1 ours a day at a wage that is not 
adequate, in dressing this stone.” 
and then perhaps the third man en
gaged in the same occupation to 

■ ■ hom we would put the question,

■ Ft<>tu an address before the general session 
of the Associated Advertising Clubs of the World 
Convention at Indianapolis, June o. 

might reply, as he looked toward 
the growing building xvith pride, "I 
am helping to build that great build
ing."

It is possible that we men and 
women in the advertising business 
are working so hard with advertis
ing to produce immediate sales, that 
we fail to see the imposing struc
ture of good xvill xvhich the ma
terial we are working with each day 
ought to be helping to construct.

ADVERTISING AND ADVERTISEMENTS

In the agency business xve under
stand that advertising and adver
tisements are two different things. 
Advertising is a force and-an ad- 
vertLement is a thing, and they 
should not be confused.

Even though we accept the usual 
definition that advertising is sales
manship on paper, I am sure that 
so long as we think of advertising 
in mere terms of sales, we so mini
mize the character of this great 
business force as to make it un
worthy of a real man’s time in these 
days of unlimited opportunities.

We must be constantly extending 
our view and broadening our vis
ion.

The man who is devoid of vision 
has no business handling advertis
ing.

Even though the electrician may 
not be able to define electricity, he 
knows that he dare not handle it 
carelessly. He has always in mind 
the tremendous power of electricity, 
and even though he must string 
wire and ply his tools, he keeps 
ever in mind that the ultimate pur
pose of the wire and the mechanism 
which he is installing is to transmit 
and apply a comparatively7 unknown 
force to the end that light, heat and 
power may be created.

We may not define adx'ertising 
accurately, but xve know that it is 
a poxverful force and it is danger
ous if handled carelessly. Our chief 
business in the adxertising agency 
field is to discover new and prac
tical uses for advertising and we 
will do that if we keep our eye on 
the whole structure of business and 
are ever xigilant as to the way in 
which advertising can best serve 
business by building permanent 
glH,» 1 will.

WHERE ADVERTISING FUNCTIONS

We recognize advertising as a 
factor in marketing. We must be 
skillful enough to apply the force 
of advertising to the distribution 
machinery in such a away as to 
speed up the machine without 
xv recking it.

The floxv of distribution by grav
ity is not adequate to the needs of 
to-dav. Merchandise must move- 
more rapidly and friction must be 
reduced to a minimum. We recog
nize in advertising the power to 
speed up distribution, which means 
nothing less than rendering a serv
ice to the public by placing needed 
merchandise in more hands.

If advertising is education, and 
education is the means of dispelling 
ignorance, then the dissemination ot 
business news about merchandise 
and service, will overcome the men
tal law of gravity.

Advertising as a word is not com
prehensive. Most people confuse 
advertising and advertisements. 
Most people regard the printed 
word as advertising. Some new 
word needs to be coined. Market
ing means the distribution of mer
chandise or service. Advertising 
means the dissemination of informa
tion about merchandise or service. 
Therefore, we might combine the 
two words and make “marketizing” 
mean the distribution and dissemina
tion of merchandise and informa
tion about merchandise. W e men 
in the advertising agency business 
would then become “Marketizers" 
instead of advertising men. for ex
cept as xve combine advertising and 
marketing xve are not living up to 
our possibilities.

MUST BUILD CONFIDENCE

We know that oftentimes lawyers 
and bankers have more to say about 
the formation of marketing plans 
and policies than do xve advertis
ing men who have the experience 
and the knowledge to give such 
counsel. That is largely because xve 
have not created for ourselves the 
prestige to which xve are entitled. 
We have not built a sufficient con
fidence in us and in our business.

Perhaps it is because we have 
been so busy chipping off the sur
face of the advertising stone that
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we have not been recognized as 
having a definite part in the building 
of the complete marketing struc
ture. There are many splendid ad
vertising agencies in this country 
which are actually building busi
ness. Such agencies are not devot
ing all their time to the writing of 
advertisements and the placing of 
them in the various media, but are 
studying the whole marketing plan 
and fitting advertising into that plan. 
3 iiey are proving that advertising 
is not an expense but an investment 
by showing their clients how to edu
cate the public to a clearer recog
nition of the value of good will as 
a business asset. Such agencies are 
practicing advertising in its larger 
sense.

All of us engaged in the practice 
of advertising must accept our in
dividual responsibility for improv
ing the standards of advertising 
practice. Whether or not we call 
it a profession, we must put it 
on a professional plane. We may 
not continue to be mere workmen 
chiseling off the surface of the 
stone. We must be the architect, 
the engineer, the builder, who not 
only assumes responsibility for the 
preparation of the material but sees 
also that it is placed in the struc
ture in correct relation to all other 
materials, to the end that the found
ation may be sound and the super
structure mav be permanent, profit
able and of service to the business 
community.

Estimating Film Advertising 
Value

Harry Levey, General Manager, 
Industrial and Education Depart
ment, Universal Film Mfg. Co. 
and President of the Screen Ad
vertisers Association, speaking at 
a departmental session of the A. A. 
C. of W. Convention, gave his audi
ence a highly illuminating talk on 
“Guaranteed Circulation with the 
Motion Picture Medium.” Mr. Le
vey said in part:

“Arthur Brisbane continually 
states that a picture is worth a 
million words and quite a number 
of great thinkers agree with him. 
But, for purposes of comparison, 
we will become ultra-conservative, 
divide that by one thousand and 
say a picture is equivalent to a 
tl ousand words. In a one reel 
film there are one thousand feet. 
Allowing in this 800 feet of pic
tures with sixteen individual pic
ture.' to the foot we find in one 
reel 12,800 individual pictures. 
I th one being equal to 1.000 
in a reel. Usually seven words 

are allowed to a line. To keep in 
round figures, we get 1,800,000 
lines. Even at the unusually low 
newspaper rate of 10 cents per 
line, we find one reel to be worth 
$180,000 every time it is shown 
Xow to carry these statistics on 
for a comparison with the Post 
allowing 14 lines to an inch we 
find our film measures 128,000 
inches. The Post carries 48 
inches to the page. To further 
keep to round figures giving the 
Post the advantage and even con
sidering that it is using illus
trations also worth a thousand 
words each, we still find our one 
reel film is equivalent to 2,500 pages 
in the Post. At the prevailing rate, 
this amounts to $15,000,000 as the 
worth of our him every time it is 
shown to an audience.”

Why Banks Should 
Advertise

The bank which, in the old 
days, would not advertise, is find
ing a hundred reasons for adver
tising today. In summing them 
up under the head of "Why Every 
Bank Should Advertise," John G. 
Lonsdale. President of the Nation
al Bank of Commerce of St. 
Louis, said in part to the Financial 
Advertisers’ Department:

"In a former banking era, and 
not many years ago at that, bank
ers deemed advertising undigni
fied, or unethical; but that opinion, 
except in isolated instances, is no 
longer encountered. Banks once 
functioned principally as deposi
tories. Now they are financial 
service stations—and the increase 
of bank advertising has been con
current with the growth of the 
service idea. The few non-adver
tising bankers of to-day are such 
because they have not been con
vinced that advertising for their 
respective institutions will pay its 
way and show a profit. Just why 
this idea should exist at all is diffi
cult to determine. There is no 
bank official, I think, among the 
hundred thousand or so in the 
United States, who would ques
tion the advisability, or the neces
sity even, of advertising on the 
part of the merchant or manu
facturer. But why not banks as 
well? The banker, too, has some
thing to sell: It is service. Serv
ice is his stock in trade, just as 
truly as saws, hammers and- other 
implements constitute the stock of 
the hardware merchant. And there 
is this additional reason for ad
vertising on the part of the bank
er. as compared with the merchan

diser of staple articles: The mod
ern bank offers service of mam- 
kinds which the average person 
should use, but is either unaware 
of the service or has not been edu
cated to its usage. Banking is one 
of the oldest of all businesses, and 
jet the modern service banker has 
before him at the present time a 
field that is almost virgin in its 
possibilities.”

Meredith Advertises
Agriculture Department

Referring to his object as “writing 
an advertisement for the Department 
of Agriculture,” Edwin T. Meredith, 
Secretary of Agriculture and former 
president of the A. A. C. W., said 
in introduction to his address on 
“The Advertising Man’s Interest in 
the Department of Agriculture” at 
the second general convention ses
sion :

“This is an advertising convention 
and I suppose that nobody has the 
right to come here and talk about 
anything except advertising. There
fore. I am going to write an adver
tisement with you as my public.

“I am going to follow the orthodox 
tenets of advertising—that the adver
tisement must attract attention, must 
interest, and so forth.

“When I tell you that I am adver
tising a service department of the 
United States government which 
deals with an $8o,ooo,ooo,tx>o enter
prise. with a yearly business of $25.
000,000.000, I believe I will get your 
attention.

“When I tell you that this tre
mendous enterprise, by all of its out
put, is creating business for vou, if 
you are disposed to avail yourselves 
of the opportunity, I believe you will 
feel compelled to take an active in
terest in it and support it in everv 
way.

“The purpose of this advertise
ment is to sell you the United States 
Department of Agriculture.

“3 he particular title given to this 
advertisement by the Program Com
mittee in the subject assigned me is 
“The Advertising Man’s Interest in 
the Department of Agriculture.” I 
have the task, therefore, of pointing 
out to you the points of contact be
tween the average farmer and the 
everv-dav run of advertising in the 
newspapers, the farm press, the mag
azines.”

Joins Honig-Cooper
A. F. A. Stcdcm, assistant manager in 

the Los Angeles branch of Lord & 
Thomas, has resigned, and is now solicitor 
and plan man with Honig-Cooper Com
pany, of San Francisco.
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The Place of the Film in Advertising
Motion Pictures of Business Have a Clearly 
Defined I sefulness and Their Employ
ment Requires Brass Tacks Judgment

By WILLIAM C. LENGEL
Author of “Showing the Way to the Photo-Playwright”

WHEN JACK BINNS, on 
board the S. S. Republic, 

sent into the air the first history
making wireless "C.O.D.” he unwit
tingly became the father of the 
“business" or industrial motion pic
ture.

It was all brought about in this 
way: The operator of the S. S. 
} I rida picked up Mr. Binns’ call 
for help and notified the captain, 
who put about his ship and raced 
to the rescue.

The newspapers rushed out ex
tras and one alert motion picture 
company made haste to release a 
picture entitled “Saved by Wire
less.’’ The picture was based on 
advance reports of the actual story 
and was by no means lacking in 
thrills.

Once ashore Air. Binns came to 
know what it meant to be a hero 
and that heroing had a monetary 
value, but, being modest and unas
suming, he had little desire to be ex
hibited in public for profit.

Then he learned that he was sup
posed to be appearing in a motion 
picture play. Nothing whatever had 
been said to him about it; his con
sent had not been asked nor given 
and he became filled with righteous 
wrath. So righteously wrathful did 
he become that he brought an action 
for damages against the offending 
motion picture company.

This incident taught the manu
facturers of motion pictures some
thing of a lesson. This one partic
ular company decided to proceed 
more cautiously thereafter, about 
violating private rights.

Just about this time the “Billiken” 
fad swept the country. These curi
ous. grinning little idols stared at 
one from shop windows, novelty 
counters, office desks, library tables. 
Ihe “Billiken” was the fad of the 
day.

Some bright mind in the organiza
tion of the motion picture concern 
which had commited the Jack Binns 
trespass, conceived the idea of weav
ing a picture play around the little 
“God of Good Luck.” The idea was 
r’:-cussed and decided upon as a 
good one. Then it was ordered that 
permission be obtained from the 
manufacturers to use the “Billiken” 
in a picture.

This pleasant duty fell to the lot 
of "Jim” Somerville, a publicity 
man, so it is almost unnecessary 
to add that the order did not feaze 
him. He found his man and bland
ly put the matter up to him. The 
manufacturer fell in with the idea 
at once and said so, whereupon Mr. 
Somerville smiled broadly, patted 
himself on the back, offered the 
manufacturer one of his big, fat 
cigars and made ready to take his 
departure.

THE COMMERCIAL CLIMAX

"Sa-a-y,” drawled the manufact
urer. “just how are we going to 
figure royalties?”

"Royalties! What royalties?” said 
Somerville. This was a turn to the 
negotiation that he had not antici
pated. It was not in the then exist
ing rule book for a motion picture 
company to pay for privileges. And 
here things were coming to a pretty 
pass.

Sure, royalties !” affirmed the 
manufacturer. “Everybody is pay
ing us royalties. These little fel
lows,” patting a “Billiken” fondly, 
"are being used for all sorts of 
things—umbrella handles, paper 
weights, book-racks, decorations for 
desks and mantels, and — and — 
everything. We get so much for 
every one, but I don’t just see how 
we can tell how many times you 
show this picture, and collect.”

Remember, Somerville was a pub
licity man. and if he had been 
bowled over at this strange develop
ment, it only took him a few sec
onds to recover. He carelessly 
flecked the ash from his cigar, 
smiled at he manufacturer and 
shook his head.

“You’ve got it all wrong,” he said. 
“We do not expect to pay you any 
money.”

"No?” questioned the man.
"No!” answered Somerville. “The 

onlv thing to decide is how much 
you will pay us.”

The manufacturer’s eyes took on 
a glassy stare, and his lower jaw
fell w eakly. Somerville warmed up 
to his subject and painted in glow
ing terms the value of the advertis
ing to be had through the picture 
play that had been planned. The 
manufacturer became groggy.

"About how much do you want.''” 
he asked.

"Ten thousand dollars,” said Som
erville. “It is worth a hundred 
thousand.”

The manufacturer gasped for air. 
"Can’t do it,” he answered.

Then they dickered and traded 
and when Somerville left the office 
he not only had what he had gone 
after—permission to use the Billi
ken in a motion picture—but in ad
dition a check from the manufactur
er in his pocket.

The motion picture, when com
pleted, was released in the regular 
way, and while no different from 
ordinary screen plays, except for its 
novelty, it may be termed the first 
"industrial” film.

THE BEGINNINGS OF AN INDUSTRY

Somerville’s success in inducing 
a business concern to pay real 
money for film publicity opened his 
eyes to the development of a new 
angle of the motion picture. He 
did not see it in the light of a 
separate and distinct branch of the 
industry. At that time it appealed 
to him as an element to be worked 
in connection with the usual run of 
releases. The resulting pictures were 
treated more or less skillfully as to 
their nature. They began in the 
form of a little comedy or drama 
and carrying suitable scenes show
ing the inner workings of a pack
ing plant or a bolt and nut works.

Many of the first so-called in
dustrial films were in the nature of 
advertising "stunts.” Above the 
prize ring when Jeffries fought 
Johnson for the World’s Heavy 
Weight Championship on the Fourth 
of July, 1910, hung a great banner, 
advertising a brand of smoking to
bacco. That one sign cost the 
tobacco company $25,000. But it 
appeared in every scene of the mo
tion pictures taken of the fight. .

The idea for another “stunt” pic
ture came about when it was dis
covered that in one of the weekly 
news films, a tobacco sign stood out 
prominently in the foreground scene 
of a railroad wreck. The picture 
was shown to the advertising man
ager for the tobacco company who 
readily saw its value. The film or
ganization then made arrangements 
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to erect a sign board with a tobacco 
advertisement in all train wreck 
views. Of course an arrangement 
of this kind could not last for long.

\\ hen Rodman Law, daredevil ex
traordinary, no longer got any thrills 
in jumping from Brooklyn Bridge 
and balloons for motion picture 
fans, he cast about for something 
l hat would cause Iris heart to flutter 
with the excitement of a new sen
sation. He hit upon the idea of 
being shot into the air in a giant 
skyrocket. Not that he was scared 
for a minute, but because he wanted 
to see how it would work; he tried 
the scheme out on the dog, also 
the cat, to be exact. Towser and 
'I aby, equipped with automatic 
parachutes were placed in specially 
designed rockets and shot into the 
air. They came to earth, too, and 
in no way injured.

Then Rodman Law climbed into 
his own personal skyrocket, a cun
ning little device twelve feet in 
length and nine feet in oircumfer- 
erence, with a four by four piece 
of lumber as the stick.

Between Law and a barrel and 
a half of powder, (the motive 
force), was a five-foot la ver of 
wet earth. The fuse, twenty feet 
long, was lighted; the camera man 
cranked his camera nervouslv and 
the spectators, at a safe distance, 
held their breaths.

There came a terrific explosion, 
but Rodman Law did not soar sky
ward—the rocket “busted.” The 
picture, however, was just as inter
esting and more exciting because of 
sustained interest and suspense at
tending the discovery of Law, who 
miraculously escaped injury. Of 
course this highly sensational film 
was exhibited and attracted the in
terest due it.

AND YET THE "STUNT” SUCCEEDED

But what was it the camera man 
focused on? Why, a sign board ad- 
\ ertising a well-known make of a 
fountain pen! It was an advertis
ing stunt.

I he tobacco companv in its “roll 
youi own” advertising campaign 
used the motion picture to advant
age. Woven into the scenarios 
were real honest-to-goodness movie 
romances of the most obvious sort. 
And the services of such promin
ent people as Maurice Costello, Jack 
Barrymore, and others, were en 
listed.

After a while it became apparent that the business motion picture was 
a thing separate and apart from the 
ordinary run of feature films, and 
the motion picture came to be used a; a direct sales force.

A harmful tendency in the plan
ning of a business motion picture is 
to work 'in what the amateur author 
fatuously terms "human interest.” 
He wants to take a perfectly good 
and respectable industry that has 
gone on year after year without a 
touch of scandal and wish a heart 
throb love story on to it. The 
bright young assistant must fall in 
love with the daughter of the presi
dent, and marry her in the last 
twenty feet of film. When, in rare 
instances, these amateur romancers 
can be swerved from their purpose 
of dragging in a puerile and unwill
ing love element by the hair, they 
insist that there must be at least 
some comedy, and so why can’t Jack 
Tilden “make-up” as Charlie Chap
lin and pull some stunts to get a 
few laughs just to keep the audi
ence interested ? But it’s generally 
better not to.

BETTER STICK TO BUSINESS

If the idea for a business mo
tion picture originates in the mind 
of the head of a big organization 
or comes to him through one of his 
assistants, then the responsibility 
for the romance rests there prim
arily. It should be up to the pro
ducer to put a stop to it, quickly, 
but does he? The average producer of industrial movies does not. It 
sounds good to him, and he elabor
ates on the idea. The picture is 
hurried through just to collect the 
money, and of course it make a hit 
with the boss, who thought of it, 
and all the employes who are shown 
in it. But there the value stops. 
Done expertly, this method may be 
carried out successfully, but the 
average business movie 'is rarely 
done with a professional histrionic 
touch.

Industrial film, carefully planned 
and filmed, have worked out advan
tageously in many cases. Their 
value in salesmanship will be readily 
seen, for example, as in the case of 
a film showing the operation of a 
tractor machine exhibited before a 
group of town councilmen, or to a 
body of farmers. The picture shows 
what a model could not, and the 
actual working of the machine is 
much more convincing than the un
sported talk of the salesman. Films 
of this type have been used to show 
the erection of skyscrapers, the 
publishing of magazines, the manu
facture of buttonhooks and many 
other industrial operations.

Manv business films hare been 
produced and featured on regular 
programs. Some have had sufficient 
merit to warrant this; others have 
not. Just why exhibitors run these 

industrial films, and whether it is 
fair to the movie fan to include 
them with, the regular offerings, is 
another story. It is certain, how
ever, that as the great body of mo
tion picture goers contains high per 
centages of both employers and 
workers, and as these two classes 
have a lively interest in industry, as 
well as an interest in everyday’ prod
ucts common in their lives, the at
tention getting value of a business 
film generally, like most other forms 
of advertising, may be limited large
ly, if not solely by the excellence 
of the idea and the physical ac
complishment.

Automobile Advertising Managers 
Protest Ban on “ Xuto News”—

Decide to Form Association
The attitude of New Y’ork newspaper 

publishers, in refusing to publish ‘‘news'’ 
or “free publicity" of the automobile 
world, was attacked vigorously at a meet
ing of advertising managers of a score 
of the biggest plants of Detroit and To
ledo. at Detroit, June 3. A committee 
of six, headed by H. C. Dart, of the 
Paige Automobile Company, was appoint
ed to investigate the situation and to re
port back at a meeting June 14. Harry 
T. Gardner, of the New Y'ork City Deal
ers’ Association, reported that the change 
meant a big loss to auto concerns. It 
was also decided to form an advertising 
managers association with members in all 
of the automobile centers.

> hurch Plans National Advertising 
Campaign

A national advertising campaign to 
make better known the Swedenborgian 
Church was advocated this week at the 
general convention in the New Church, 
35th street, New Y’ork.

The general council was requested to 
appoint a special committecJo make care
ful inquiry into the subject of coordinat
ing the publicity work of the church and 
look into ways and means of organizing 
and financing a national advertising cam
paign. Ihe Rev. John \\’. Stockwell, of 
Philadelphia, said the campaign should be 
national. He believed money for such a 
campaign would be well spent. Full page 
advertisements in newspapers were advo
cated by S. F. Hatton, Philadelphia ad
vertising man.

Meyers Directs Dearborn Advertising
J. YA. Meyers is now in charge of the 

advertising of the Dearborn Supply Co., 
manufacturers of “mercolized wax" and 
other products. J. H. Mathison was for
merly advertising manager. The agencies 
of Roberts & MacAvinche. and Snitzler- 
Warncr Company, of Chicago, will place 
ihe account.

Anderson Will Direct \rmy and Navy 
Association House Organ

Dwight S. Anderson has resigned as 
editor of Tractor and I in piemen t Topics, 
to become manager of the forthcoming 
house organ of The Association of Army 
and Navy Stores, 505 Fifth avenue, New 
York, assuming his new duties June 14. 
Il is expected that the first issue of the 
new publication will be distributed to 
members of the organization September I.
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Marine 
“Engineering

“The House Of Transportation”
IN view of the great service rendered rail

way officials by the “Railway Service Unit” 
of the Simmons-Boardman Publishing 

Company, what is more natural than that 
those who have to do with transportation by 
water should look to “The House of Transpor
tation” for a service unit to meet their needs

Tn answer to that demand has come the “SHIPBUILDING Unit” of “The House of 
Transportation - "Shipbuilding Cyclopedia" and "Mamie Engineering," two pub
lications affording unequalled publicity in the marine field.
The 1920 Edition of the former publication has just 
been distributed to engineering and purchasing execu
tives of companies who build and operate ships, and is r—■—
full of invaluable data for determining the equipment MARINE 4L 
or materials they require. g < _ - ■ - /IkS

The 1921 Edition of Shipbuilding Cyclopedia is now 1NEERING
in preparation and the Text Section is being revised 
and enlarged so as to guarantee the constant use ot the 
volume, and as the Catalog Section of this book is made 
an integral parr of the text by the method of indexing, 
the insertion of a sales message in this section means 
the placing of your message before every man of im
portance here and abroad who has to do with designing 
and building ships.
Write us for details showing how this Cyclopedia places__________________  
your product before the Buying Power of the Ship-________________________ 1
building and Ship Operating Industries.
Marine Engineering, now published by "The House of Transportation has long 
been noted for its high standing. Send for a copy and let us explain our plans to 
still further enhance its value both to its readers, and to all who desire to reach 
the men who possess the buying power in the marine field.

Get the facts on the Shipbuilding Unit—the Unit which gets resultsSimmons-Boardman Publishing Co.
WOOLWORTH BUILDING, NEW YORK

CHICAGO CINCINNATI CLEVELAND WASHINGTON LONDON
(HARTER MEMBFRS 

Ami it Bureau of Circulations .Associated Business Papers

Also Publishers of Locomotive Cyclopedia, Car Builders’ Cyclopedia, Maintenance of Way Cyclopedia (in 
preparation!, Material Handling Cyclopedia (in preparation I. Railway Age, Railway Mechanical Engineer. 
Railway Electrical Engineer, Railway Signal Engineer, Railway Maintenance Engineer and The Boiler .Maker.
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The Advertiser Meets the Photo Engraver
An Authority Here Shows Some of the Fundamentals 
of the Art Side of Building Good Advertising Copy 

By JOHN McCARTAN
Manager of Advertising Service. Northern Engraving Company

PROGRESS is the result of in
ventions. The invention of gun 
powder overthrew or at least made 

possible the overthrow of feudalism. 
The invention of steam brought 
about intercommunication between 
communities, states and nations and 
made our modern system of produc
tion and distribution possible. The 
invention of type made education 
democratic. These three may be 
called basic inventions, each in its 
turn changing the whole course of 
human life. They may be called 
revolutionary, or if you don’t like 
that word, cut off their first “r” and 
make it respectable.

After gunpowder came other in
ventions of warfare. After steam 
came other inventions of motivity, 
among them the gas engine which 
almost started a second revolution 
in that field. Because of the gas 
engine we have automobiles, air 
planes, power on the farm, and a 
hundred other things to make life 
more comfortable and work more 
easy.

After type came other inventions 
of printing, among them the half
tone which almost started another 
overthrow in that field because it 
lias made education even more 
democratic and has changed or is 
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changing or is destined to change 
the whole method of merchandising.

The halftone is the gas engine of 
merchandising.

It is more than a coincidence that 
the beginning of the modern method 
of merchandising and the invention 
of the halftone date from the same 
period. It is more than coincidental 
that in proportion as halftones have 
keen used the volume of business has 
increased. It is unimportant wheth
er halftones have made business or 
business made halftones—the truth 
i ; that without photo engravings, 

selling by mail and through maga
zines and newspapers on a large 
scale would be difficult.

THE WHY OF THE DEVELOPMENT

Why has photo engraving been so 
important in the growth of mer
chandising? Because newspapers, 
magazines, books, catalogs and other 
advertising pieces are printed on 
typographical presses by the relief 
process, and photo engravings make 
it possible to print pictures on typo
graphical presses.

Since photo engravings hold such 
a large place in the development of 
business it seems important that they 
should be better understood by the 
fellow who buys them and uses 
them. There are professional buy
ers who may know enough but the 
bulk of photo engravings are bought 
by the fellow who doesn’t know 
much about them; who buys not be
cause he wants to but because he 
has to; the fellow to whom buying 
engravings is incidental to his other 
duties and the advertising man of 
the manufacturer or merchant who 
is a good advertising man but has 
learned all he knows about photo 
engraving from his own experience.

The buyer of photo engravings 
should know enough so that he can 
plan his advertising with an idea of 

how it is going to be reproduced 
and printed. He should have at 
least, as we say, a “fundamental 
know ledge.”

Fundamentals are great things. I 
remember once upon a time adver
tising seemed to me like a conglom
eration of billboards, newspaper 
[»ages, theories. sandwich men, 
magazines, results, street car cards, 
toy balloons, calendars, return cards, 
appeals, pictures, cuts, displays and 
a whole lot of other things. Every
where I looked 1 saw' advertising 
and I heard so many people talk 

about it that I read a number of 
articles but I couldn't get much out 
of them. Then I got to thinking 
that maybe advertising is a science 
and has fundamentals. I recalled 
that chemistry used to seem like a 
mixed up mess until I discovered it 
had fundamentals, and so with bot
any and algebra. So I started to 
dig into advertising to see its fun
damentals and at last, when they 
were laid out, analyzed and classi
fied advertising wasn’t so complicat
ed after all.

THE “FUNDAMENTALS” CURE

There are so many kinds of il
lustrations and methods of repro
duction and technicalities and 
screens and effects and combina
tions and different prices that I 
don’t wonder some fellows are con
fused about photo engravings. But 
fundamentals are the best cure for 
confusion.

What are the fundamentals of 
photo engraving? From the en
graver’s viewpoint I would say the 
halftone and line negatives, because 
all photo engravings are made from 
the halftone and line negative or a 
combination of them. All the dif
ferent kinds of drawings and photo
graphs go through either the half
tone or line negative or both and 
come forth into the different kinds 
of relief printing plates.

This question is often asked of 
the engraver, and it doesn’t bring 
any discredit on the fellow who 
asks it either because he may know 
his own business thoroughly: “What 
will you make of this, a halftone or 
zinc etching?” It’s a good question 
and I’m going to try to answer it. 
The answer will not, of course, 
cover all cases but most of them.

If the drawing, or “copy” as en
gravers say, is black and white (no 
greys) a zinc etching will be made. 
Pen drawings, ross board drawings, 
crayon drawings, prints of type com
positions and such subjects can be 
reproduced with zinc etchings.

Instead of saying black we should 
say any color that has photographic 
value. If pen drawings were made 
with red ink they would reproduce 
because red has the same photo
graphic value as black. If they 
were made in blue they would not 
reproduce because the camera can’t 
see blue at all.

If the drawing or copy contains
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This is nude from com-
bination line and halftone

The same picture given varying appearances by engraver’s changing methods

intermediate tones then the halftone 
process is necessary. Wash draw
ing*. photographs, paintings, etc. 
have intermediate tones and require 
halftone negatives for reproduction.

"Line copies" are photographed 
just as they are. reduced or en
larged to proper size, printed on 
zinc and etched and there you have 
a zinc etching. By using acid re
sisting solutions the blacks—or what 
is black on the drawing—is prevent
ed from etching and therefore 
stands out in relief. When placed 
in the printing press and the ink 
rollers pass over the plate only that 
part of the plate which is in relief 
touches the roller and is the only 
part of the plate to lift ink from 
the roller and deposit it on the pa
per, the only part that prints. Of 
course you all know this, but funda
mentals are fundamentals.

THE SCREEN PROCESS

Halftone copies are photographed 
through a screen. This screen is a 
double plate glass ruled with diago
nal lines running in both directions. 
These screens break the greys into 
dots, speaking simply, which when 
etched on copper are in relief. The 
size of the dot determines the tone 
value. Large dots crowding each 
other make the dark colors and 
small dots the lights and medium 
sized dots the greys.

In making a halftone there are at 
least eight distinct operations, each 
operation being performed by a dif
ferent workman.

F irst—The copy is photographed 
after a halftone screen is placed in 
the camera between the lens and 
photographic plate. The negative 
resulting is composed of dots in
stead of continuous tones.

Second—The film is removed 
iron the glass (photographic plate), 
turned over and placed on a plate 
glass. A number of films are put 
on the same piece of plate glass in 
order to economize on time and la

bor. 'This process is called strip
ping- . .

Third—The plate glass negative, 
that is the plate glass on which are 
the films, is printed—as a photog
rapher prints, not as a printer prints 
—on sensitized copper, or rather 
copper coated with a sensitized en
amel. Pressure is used to secure 
proper contact and the printing 
frame exposed to a powerful light. 
Light hardens the enamel on the 
copper but the parts protected by 
the blacks in the negative remain 
soft and are washed off after the 
printing process, leaving the dots 
only. What remains of the enamel 
is then burned in and becomes acid 
resisting.

Fourth—The copper is etched. It 
is placed in a solution of chloride 
of iron, etched out between the dots 
—leaving the dots in relief. The 
halftone etcher then does the real 
work. Fie takes the plate and etch
es it "by hand.” He paints certain 
parts with asphaltum in order to re
tard the chemical action. Other 
parts he etches lighter. The ability 
of this fellow and the time he ap
plies to the plate usually determines 
the quality of the halftone.

Fifth—The plate is given to the 
finisher. The finisher is the only 
real engraver, because he is the only 
fellow in the engraving plant who 
does 1 engraving. Fie engraves any 
special “tooled” effects desired. He 
trims the edges and picks out de
fects with an engraver’s tool. Fie 
prepares the plate for the routing 
machine.

Sixth—The superfluous metal is 
routed away by a fast revolving tool 
guided by a skilled worker.

Seventh—The plate is beveled and 
mounted on the block.

Eighth—A proof is made on a 
hand press, one man or more spe
cializing on this kind of work. Pull
ing proofs in an engraving house re
quires “make ready” similar to make 
ready on a typographical press. 
Proving or “proofing” color plates 

is quite a lot of work.
Combination plates are made by 

removing the film from two or more 
negatives, "stripping” them together 
and etching on the same piece of 
metal or by tacking halftones and 
zinc etchings on the same block of 
wood. That’s the process or theory 
in a simple wav but the actual pro
cess is more complicated. The film 
is stripped from the original nega
tive onto a plate glass and on this 
plate glass wonderful manipulations 
take place. The “stripper” will in
sert a line negative into a halftone 
negative or vice versa, or put two 
or more negatives together, cutting 
out and matching up the gelatinous 
films like a wizard of legerdemain.

MORE COMPLICATED WORK
The Finish—Sticking to funda

mentals, there are only four ways 
to “finish” a halftone. “Finish” in 
the engravers’ terminology applies 
to the edge of the halftone. They 
are square, oval or circle, outline 
and vignette. Square finish means 
the edge is square or rectangular. 
Oval, of course, means oval. Out
line means the edge is cut or tooled 
away by hand to any shape except 
square, oval or circular. Vignette 
means the edge fades away or 
blends into nothing. There are com
binations of these finishes, such as 
outline and vignette or square and 
vignette.

Double or Sur-printing—In this 
case two negatives are printed on 
the same piece of metal, one over 
the other, and etched together. You 
have seen black lettering, maybe 
type, on a grey halftone background, 
maybe the lettering running right 
over the illustration. That effect 
was produced by double printing. 
You’ve seen pure white lettering 
running through a halftone illustra
tion—that effect was obtained by 
stripping a line negative over a half
tone negative.

Color Work Multi-color plates 
are the same as those described ex- 

(Conlinned on page 41 )
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Employes Who Edit Their Own Magazine
How the Timken Koller Bearing Company 
Has Secured a Harmonious, Helpful and at 
the Same Time Interesting Internal Paper

By R. E. MacKENZIE

Abraham Lincoln laid 
. down the principles upon 
which the "Timken Triangle,’’ the 

employes’ magazine of the Timken 
R Iler Bearing Company, of Canton, 
Ohio, is founded. We have changed 
Lincoln’s words just a trifle, more 
poignantly to fit our needs. The 
basis upon which we get out our in
ternal magazine is "OF the employes, 
BY the employes, and FOR the em
ployes.”

What is better, after having estab
lished this policy for ourselves, we 
have continued to "hew to the line.’’ 
We admit in the first place, that an 
employe’s magazine is not a Bible; 
nor a text book, nor an Alexander 
Hamilton Institute Course; nor a 
fiction magazine. We also must as
sume that it is not a Chatter box; 
nor a collection of cartoons ; nor a 
vehicle whereby Smith mav take out 
a grudge he has against Jones. We 
must assume that a successful em
ployes’ magazine is a magazine in its 
truest sense, edited within the shoo 
in which it finds itself, by the peo
ple whom it talks about, and for 
them; with an intent of disseminat
ing pleasantries, personalities, inter
esting topics, hints for the bettermen/ 
of the individual, and the companv 
of which he is a part, and a dash of 
general educational and news mat
ters.

To have some bewhiskered, be
spectacled. Advertising Manager 
sitting behind a big black pipe on 
top of three of four morocco-bound 
volumes of "Heroes and Hero-wor
ship.” edit an employes' magazine 
seems to us as absurd as having 
the janitor step out to San Francis
co to close the year’s biggest con
tract.

UNDER AN ADVISORY COUNCIL

In our opinion no one man can 
i iterpret correctly the thoughts, 
m ods and desires of four thou- 
••and other men. ( )ne man’s views, 
particularly if they are not from 
an inside vantage point, are bound 
to be cramped, crimped and 
crooked. It is for that reason we 
have no "paid editor” of the “Tri- 
.uii;le." We have seventy paid edi
tor- each reflecting the thoughts 
and activities of the one small de
partment in which he finds him- 
-elf and so contributing to the gen

eral scheme of the magazine by in
fluencing the views of the group at 
the top who select and compile the 
data which each of the editors 
contributes. Let it be understood 
these seventy contributors are edi
tors. not merely reporters. They 
can take it upon themselves to 
make reforms or changes in their 
own department. If production has 
been down in a certain department 

that editor can do his best to correct 
it; if there has been an undue num
ber of accidents in another depart
ment that editor makes it his busi
ness to find out why, and to offer a 
solution. If some certain masculine 
workman has been eating luncheon 
each day with some feminine work
man. the editor mav in a pleasantly 
serious manner inquire into the apti
tude of the affair.
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This, of course, would make for a 
highly departmentalized magazine if 
it were left in what may be termed 
its extreme. The seventy editors, 
however, get together once each 
month at a meeting, for dinner at the 
riant restaurant. They have elect
ed a group out of themselves, call
ed the Triangle Advisory Council. 
This group of seven advises and se
lects as to what in its opinion will 
best further the interests of the ma
gazine. Grievances are brought be 
fore this committee, which acts also 
in the capacity of a Vigilance Com
mittee. The general make-up of the 
magazine is determined in these big 
general conference meetings.

For example, one of the editors 

A Type of the
Niidn est Farm Woman -

Her home is equipped with electricity,- 
medern plumbing and heating. -=-

She takes pride in furnishing it in an 
up-to-date manner.

She, herself, dresses in the latest 
style and uses the very best of toilet 
articles and preparations. -

She is aided in the selection of her 
purchases by the Women’s Department 
and the advertisements in her section of

CAPPER FARM PRESS 
(MEMBERS ABC)

Arthur Capper. Publisher 
Marco Morrow, Aaat Publisher 

TOPEKA. KANSAS

Women in more than one of every three 
farm homes in the Midwest know the 

value* ot the Women's Departments of 
THE CAPPER FARM PRESS 

1.100.000 subscribers.

may have had the idea that there was 
too much seriousness in the previous 
issue. The topic comes up for dis
cussion. Every editor with a view 
upon the subject presents it, and the 
matter is thoroughly threshed out. 
The committee then formulates a 
more or less inflexible rule determin
ing the space to be allotted to each 
of the special classes and character 
of news to be presented.

After a six-months’ experiment 
along this line the status of the dis
tribution of the available space is 
something like this:

A little less than half is given over 
to news of a purely personal or in
formal. jocular nature, all of this 
news being, as above mentioned, cov- 

cred by separate departments.
About one-fourth is devoted to 

news of a purely educational na
ture, evenly apportioned to local ed
ucational matters and general educa
tional matters. In explanation of 
this we may say that if there are four 
pages available for education, two 
may be given over to a non-technical, 
accurate, and interesting description 
of some important process of manu
facture in our own shop; the other 
half may be devoted to an article 
such as, "How to tell a woolen cloth 
from a cotton cloth,” or "what is a 
good house and what is it worth?”

HOW THE WRITERS ARE PAID

At all times big articles are con
tributed by department employes and 
heads of departments, and whether 
or not the contributor is an editor, 
he is paid for his contribution on an 
inch rate basis for material, both pic
torial or reportorial.

The remaining space, or a little 
more than one-fourth of the maga
zine, is given over to review of plant 
happenings and anticipated activity. 
That is to say, sports, the several 
clubs, orchestra doings, picnics and 
the sort of news which is of more 
general interest to each of the em
ployes than are the personal or in
formal items.

The question naturally arises, 
how successful is this system of in
ternal magazine editing?

Perhaps a few figures can best 
prove this point. During the past 
year there has been but a slight 
increase or decrease in the number 
of employes at work in the Timken 
Roller Bearing Company, the figure 
has held pretty closely to forty-three 
hundred. One year ago, when the 
Triangle was being edited by three 
persons, we printed twenty-five hun
dred copies and had difficulty in 
having them taken off the shop 
premises; six months ago the edi
torial tentacles began to be pushed 
out and the circulation jumped from 
twenty-five hundred to thirty-five 
hundred almost over night. At the 
present time, or six months after 
the new system of editing had 
gone into effect, we are printing 
forty-six hundred Triangles and as 
a rule are ‘‘sold out" the day of 
issue.

CARING FOR FOREIGN BORN

We never find them in the waste 
basket, in the alley, or in the street 
cars, or, if we do find them either 
in the alley or in the street cars, 
there is always an interested reader 
directly behind them.

Assume that we have a message 
of importance which could come 
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only from the "big chief " We 
know, by means ot our internal 
magazine, that it is going to reach 
every reader we desire to reach. 
At first thought this would sound 
like a broad statement, consider
ing the fact the usual portion of our 
employes is foreign bom. In con
junction with the Triangle activities 
we conduct a very big, complete, and 
intense Americanization campaign. 
For that reason it is easy to find 
half a dozen foreign born employes 
eager to learn and anxious to as
sist. Consequently they are full 
fledged members of the editorial 
staff and contribute monthly articles 
of interest, not only to the class 
which thev represent, but articles 
which are new or so unusual that 
they are of immense general value 
to the magazine.

Keeping Up With 
The Times

A FACT A WEEK

“It so happened 
that it was not con
venient Lor us to use 
any other Sunday 
newspaper but the 
Sunday Eve n i ng 
TIMES—and the re
sults from that one 
ad brought home to 
us the value of the 
Sunday evening ad
vertising opportu
nity that we had 
heretofore over
looked.”

So said a big re
tail clothier, w h o 
had heretofore con
fined his W tshing- 
ton TIMES adver
tising to the daily 
issues.

The Washington Times,
WASHINGTON, D. C.

At first there was, of course, a 
great deal of discussion as to the 
advisability of paving the editors 
and, because the question will prob
ably arise in the minds of a great 
many of those planning changes in 
the policy of their editing staff, let 
us take a frank and open view of 
the question. A successful maga
zine editor must be a well-paid, 
well-educated, and broad-minded 
man. To edit successfully the 
magazine for four thousand em
ployes he must have several as
sistants. Let us assume that these 
salaries amount to $(j,ooo per year. 
For $6,000 vve have secured the 
services of an editorial staff which 
is not only biased, but which is 
narrow and altogether incomplete 
and incapable of reflecting the big 
view of the entire working body.

On the other hand let us divide 
the $b,ooo by seventy-five; this 
means a yearly payment to each 
of the seventy-five editors of $80, 
or approximately $6.50 per month. 
To have continuous and serious 
thought given to each one’s contri
bution together with an interest in 
the general shaping of the broad 
policies of the magazine is certainly 
worth all of this; although at times 
it is not necessary to pav this much 
for it.

WOULD DROP TRAINED EDITORS

It so happens that any way one 
figures it, only better, broader work, 
can result from the method of "can
ning" the editor and getting a num
ber of editors, probably to the pro
portion of one for every seventy- 
five employes. If we remember 
that the employe can get his re
ligion from the Bible; his educa
tion from the newspapers and the 
magazines; and his fun from hum
orous papers, and that what he 
wants in his own shop paper is him
self, reflected in a manner in which 
he has indicated that he wants it 
to be reflected, then vve have more 
closely tied up each and every in
dividual worker and have gone a 
long way toward attaining the end 
lor which every internal house or
gan must be planned—that of co
operation.

Landis Joins Critchfield in New Y’ork
Reed G. Landis, who before the war 

was advertising manager for the Brun
swick, Balke, Collcndar Company of Chi- 
c:wn. has joined the eastern organization 
of Critclufield & Company with offices in 
New Y’ork. Mr. Landis, who was a major 
in the U. S. Air Service, has official cred
it for having destroyed twelve enemy 
aeroplanes. Following his discharge from 
the army and prior to his present con
nection Mr. Landis was vice-president of 
the Interallied Aircraft Corporation.

Lesan Agency Advertises “Denver 
Special”

The H. E. Lesan Advertising Agency 
is placing newspaper advertising for the 
Union Pacific System and Chicago and 
Northwestern Railroad in connection 
with the Denver Special, a new train re
cently put on between Chicago and Den
ver.

Greiner Will Head “Saturday Evening 
Post” Forces 111 Michigan

J. B. Greiner, who has been connected 
with the Curtis publications, will soon 
succeed George Hammer as the head of 
the Saturday Evening Post forces in 
Michigan. Mr. Hammer is leaving the 
Saturday Evening Post organization to 
join Theodore F. MacManus. Inc.

Packard Starts Export House Organ
The first issue of a new house organ, 

the “Packard International,” is out. It is 
printed in English, French and Spanish, 
and will be circulated in practically every 
country on the globe. W. C Chapman, 
advertising manager of the Packard Mo
tors Export Corporation, New Y’ork, is 
sponsoring the new publication.

Potter & Wrightington Account With 
Hellwig

Potter & Wrightington, Boston, Mass., 
have placed their advertising with the E. 
W. Hellwig Company. New' York. The 
Hellwig Company is also placing the ad
vertising for the Finsbury Distillery Co.. 
London, who have for their American 
agents, Walter Janvier, New Y’ork.

Boyce Represents “The Stars and 
Stripes”

W. D. Boyce Company, 500 North 
Dearborn street, ('hicago, and 205 Metro
politan Tower, New York, are now the 
advertising representatives for the Stars 
and Stripes, Washington, D. C.

Atlanta Druggists Adopt Slogan
“Hitch up with the national advertiser” 

is a slogan which the retail druggists of 
Atlanta are said to be rapidly' adopting.

Donald Douglas, Sales and 
Advertising Director

Donald Douglas, advertising manager 
of Perry-Dame & Co., is now director 
of sales and advertising of new consolida
tion. Perry-Dame & Co., the Standard 
Mail Order House of America.

Coolidge Agency Enlarges Quarters
The Coolidge Advertising Company, 

Des Moines. Iowa, has moved from 220 
Davidson Building to larger quarters at 
1216 Grand avenue. C. P. Mercer, who 
spent two years in the U. S. Air Service 
joined the selling staff of the Coolidge 
agency recently.

Bruce Daniels With Continental Auto 
Parts

Bruce Daniels, recently -with the Russell 
M. Seeds agency in Indianapolis, and at 
one time advertising manager of the 
Prest-O-Lite Company, has become asso
ciated with the Continental Auto Parts 
Company, Columbus, Ind., and will rep
resent the company on the Pacific Coast, 
Hawaii and the Orient.



June 19, 1920 Page 23

Graphic Arts Association Elects Officers 
and ill Make Survey

John R. Demarest of the AA 'Ison H. 
lee Co., New Haven, Conn., was chosen 
chairman of the Graphic Arts Associa
tion at the last session of that body in 
Indianapolis last week H. H. Cooke, of 
\\ m. Green, Inc., New York, was elected 
vice-chairman; Fred \\ Gage, Gage 
Printing Co., Battle fCreck, Mich., treas
urer, and Noble T. Praigg, United Ty- 
pothatae of America, Chicago, secretary.

B. H. Isenberg, Corday & Cross Co., 
Cleveland, Earl Britt, Britt Printing 
Co., St. Louis, and Robert E Ramsay, 
American Writing Paper Co., Holyoke, 
Mass., were selected as directors

The association appointed a committee 
to make a sure ey of the printing in
dustry with regard to its relationship 
to the production of advertising. The 
problems existing will be made part of 
the association’s program of work.

Williams < ondemns Adv ertising Fax
I.. R. Williams, president of the Amer

ican Newspaper Publishers Association, 
in wiring to Indianapolis the appoint
ment of members of the National Ad
vertising Commission from the News
paper Department said:

“By virtue of authority invested in 
me as president, I appoint Messrs. 
Webb, Baltimore; Newmeyer, New Or
leans, and Carruthers, Denver, to repre
sent the A. N. P. A. on National Ad
vertising Commission. Advertising has 
come to be one of the most potent forces 
of modern times for promoting and 
stabilizing national prosperity. May the 
commission prevent further putting the 
brakes on the business of the country 
by exerting utmost effort in combatting 
fallacious proposal to tax advertising.’’

Sweater Manufacturers Contemplate 
a National Campaign

The National Association of Sweater 
and Knitted Textile Manufacturers is 
contemplating a campaign for the na- 
tijnal advertising of sweaters. By ad
vertising the comfort, warmth and serv
ice of sweaters and the fact that they 
cost only about one-fifth the price of 
an overcoat, the idea of wearing a 
sweater for an overcoat on week days, 
it is hoped, can be put over with the 
working man. The wearing of over
coats will be suggested for Sunday and 
“dress up’’ occasions in order not to 
harm the sale of cloth by the knitted 
cloth manufacturers who are members 
of the association.

Georgia Would Advertise Sweet 
Potatoes Nationally

Through a state organization to be 
formed along the lines of the Florida 
C itrus Growers’ Exchange, it was de
cided at a meeting of prominent citizens 
held in Atlanta. Tune 8, to carry on n 
national advertising campaign in the in
i' rests of the Georgia sweet potato. The 
L^vcrnor, the commissioner of agricul- 
tu re. sweet potato growers and storage 
I ouse men from all over the state were 
present. In popularizing the sweet po
rato throughout the North, the campaign 
i to be carried on in standard maga
zines, it is reported.

Pines, Chicago, was chosen, vice-chair
man, and Miss Jane J: Martin, New 
York, as woman member of the execu
tive committee of the Associated Ad
vertising Chibs of the World.

I hum sun 1> Alternate for Gov. Parker
James M. Thomson, publisher of the 

New Orleans Item, has been made al
ternate at large to the National Demo
cratic Convention at San Francisco for 
Governor John M. Parker, of Louisiana. 
As the Louisiana Legislature will be in 
session during the Convention, it will be 
impossible for Governor Parker to at
tend. Mr. Thomson will take his place.

Starts in For Himself
C. A. Taaffe, of the advertising de

partment of the International Harvester 
Co. in Albany, has left the company to 
engage in the advertising business for 
himself. He is succeeded by Percy L. 
Stone.

Package and Container Exhibit 
Postponed

The exhibition of packages and con
tainers which was to have been held un
der the auspices of the American Insti
tute of Graphic Arts at the Bush Term
inal Building, June 4 to 25, has been

F. C. MERRILL

“ Cap ” Merrill became 
publisher of the Bay City 
Times-Press after he grad
uated from the University 
of Michigan, but he loved 
the advertising business 
even more than publishing. 
After spending some time 
with Lord & Thomas and 
McClure’s Magazine, he 
joined my AA estem office 
and the years he has been 
with me have been very 
pleasant ones for both of 
us 

postponed to a date in October to be 
announced later.

Memorial Booklet tor William 
Woodhead

A memorial booklet to William Wood
head, containing the addresses made al 
the Advertising ‘Club in New York, at 
the time of his death, together with a 
number of letters from advertising men, 
has just been completed by Sperry & 
Hutchinson Lo. Miss Jane J. Martin, 
advertising manager, will be glad to 
send a copy to any one requesting it.

Fruit Growers Have Organ
Edited by Rolfe Whitnall, advertising 

manager, the Yakima Fruit Growers’ 
Association in the state of Washington 
is now publishing monthly a four page 
bulletin called, “Big Y.”

Discontinues Space Buying Department
Brooke, Smith & French, Detroit ad

vertising agency, believing that circula
tion information such as presented by 
publishers’ representatives, has an im
portant bearing on merchandising, have 
eleminated their space buying depart
ment and have placed the work of that 
branch with an expanded merchandising 
department.

The 
Worcester 
Telegram

T h e TELEGR AM leads 
the next nearest Worcester 
newspaper in circulation by 
over 5,000 copies (proven by 
the A. B. C.)

The TELEGRAM during 
1919 published 12,157,334 lines 
of advertising. It leads the 
next nearest Worcester paper 
by nearly 5,000.000 lines.

During the first four 
months of this year the fig
ures show : TELEGRAM— 
3,644,343 lines, next Wor
cester paper 2,653,994 lines. 
It leads in local display na
tional display and classified. 
Enough said.

Miss Wheat Heads Advertising 
Women’s Conference

Miss Mary H. Wheat, of St Louis, 
was elected chairman of the Women’s 
Advertising Conference at their meeting 
in Indianapolis last week. Miss Ida

Serial Adv. A‘o. io
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Reaching
engineering equipment markets 
through McGraw-Hill Publications

You can pick up a copy of any of the 
McGraw-Hill publications with the certainty 
that here is a technical journal that is cover
ing its field.

Last year, for example, Engineering 
News-Record was a 3042-page library of 
current civil engineering and construction 
information — the equivalent of these ten 
substantial quarto volumes:

Roads and Highways______ ____ _ 172 pages
Erection ____________________________ 169 pages
Railways ------------------------------------------- 162 pages
Concrete and Concrete Construction 139 pages
Municipal Work___________________________ 112 pages
General Structures__ ________ . ___106 pages
Water and Waterworks___  105 pages
Ships and Shipbuilding 101 pages
Hydraulics ___________________________ 90 pages
Docks and Dredging 61 pages
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Those figures, of course, do not include 
the news, the editorials, or the dozens of au
thoritative articles on administration, motor 
trucks, industrial layouts and kindred sub
jects which have all played their parts in 
rounding out the News-Record field
covering thoroughness.

And the other ten McGraw-Hill publi
cations are delivering the same breadth of 
service in their respective fields. McGraw
Hill editors make it their business to know 
what their readers need — and to supply 
those needs.

It is natural then, that the men who read 
their McGraw-Hill publications from cover 
to cover are men who lead in their respective 
fields and whose opinions determine pur
chases. The men who buy engineering ma
terials and equipment are engineers •— anci 
McGraw-Hill readers!

The 11 McGraw-Hill
Power
Coal Age
American Machinist
Electrical World
Electrical Merchandising
Journal ot Electricity
Electric Railway Journal
Engineering News-Record
Ingeniería Internacional
Chemical & Metallurgical Engineering 
Engineeiing & Mining Journal

Publications
McGraw-Hill Co., Inc.,

Tenth Avenue at 36th Street

New York
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The Men and Women Who 
Make Our Mediums

WARREN G. HARDING
Publisher of the Marion, Ohio, Daily Star

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

By RALPH BEVIN SMITH

WHEN the "fifteen perspiring 
men in a stuffy hotel room" 
of pre-convention prophecy had 

done their duty toward the dead
locked Republican convention in 
Chicago last week and Harding was 
"over" and everything was over, 
fifteen hundred—or was it a thou
sand—perspiring reporters, not in
cluding William Jennings Bryan, 
clamored around the Harding head
quarters for some "personal stuff” 
about the senator from Ohio. 
Thereupon, one bright young pub
licity man dipped his fingers into 
the upper left vest pocket of the 
nominee, extracted therefrom an 
ink-stained printer’s rule and—lo! 
—a campaign anecdote was bom.

CARRIES printer’s RULE
Today all the world knows that 

tie Republican nominee for the 
Presidency, carries a printer’s rule 
as a luck-piece and everybody who 
read beyond the headlines knows 
that the rule once saw active serv
ice in the composing room; knows 
that Warren G. Harding was, is 
and will be—whether he will be 
President or not—a newspaper man.

The United States has had 27 
presidents and umpty-seven candi
dates for the office of chief execu
tive of the nation. Of the twenty
seven, there have been nineteen law
vers, two soldiers, one public official, 
one planter, three statesmen and one 
farmer.

Of the umpty-seven candidacies 
there have been, within memory, 
three from the newspaper field, all 
represented in the virile and versa
tile personality of the fore-men
tioned, William Jennings Bryan.

WaiWn G. Harding, it is proph- 
ecied—and it must be remembered 
that the nominee has a first class 
prophecying department in his serv
ice -will be the first newspaper 
man to put on his calling cards, 
“Address—White House.”

“Senator Harding has been a 
newspaper man from youth,” runs 
tl e post-convention dope on the 
convention’s tenth ballot choice. 
' He can set type, operate a lino
type. make up forms, run a press, 

get up local news, write editorials, 
and, last but not least, run for the 
presidency, which is coming to be 
part of a successful editor's dut
ies.”

OWNS OHIO PAPER
Many candidates for many offices 

have been newspaper men at some 
period of their careers. Senator 
Harding goes them one better. He 
A a newspaper man, at the critical 
period of his career, being today the 
proud proprietor of a newspaper 
which boasts a substantial circula
tion in a city of 304x10 and points 
without ostentation to “a leased 
wire, a modern press, eight linotype 
machines, and fifty employes”—the 
Star of Marion, Ohio.

The Republican nominee “enter
ed journalism” as they say in bio
graphies of eminent newspaper 
men, at eighteen, when he became 
“devil” in the office of the Mirror, 
a Democratic weekly, in Marion, 
some nineteen miles west of Bloom
ing Grove in Morrow County, 
where he was born November 2, 
1865 and about nine miles west of 
Caledonia where he went to school, 
taught school and, as his boosters 
have not failed to tell us, played 
the comet in the village band.

In 1884, he nearly departed his 
journalistic life when he joined the 
local Blaine club and appeared on 
the job wearing a Blaine high hat, 
such as was popular as an emblem 
among the supporters of the presi
dential aspirations of the grand old 
man from Maine. However, he 
“got by” with a reprimand from his 
Democratic boss—which failed to 
alter his political allegiance—and 
even won the financial aid of his 
employer in the same year in the 
venture of purchasing at a sheriff’s 
sale and putting on its feet and al
most defunct Marion Star.

ENTERS POLITICS
Mr. Harding began his career as 

a publisher November 26, 1884. He 
soon paid off his debt and made the 
Marion Star a powerful and paying 
Republican organ in what became, 
thereupon, a Republican county. In 
the early go’s he carried his politi

cal activities outside of the editor's 
sanctum to the stump, laid the 
foundations of a reputation as a 
campaign orator and commenced to 
receive mention as a possible can
didate for various political offices. 
In 1898 he went to the Ohio State 
Senate, followed up his first term 
with a second and then shifted his 
desk to the lieutenant governor’s 
office as under-study to Governor 
Myron T. Herrick. In 1910 Jud
son Harmon blocked him out of 
the governor’s office by a 100,000 
majority, but in 1914 he turned the 
tables upon the Democrats by car
rying his printer’s rule into the 
United States Senate on a 102,000 
majority, 73,000 votes more than 
the next highest candidate on the 
ticket. In 1912 he nominated Will
iam Howard Taft at Chicago and 
in 1916 delivered the “keynote” 
speech at the Republican conven
tion. In June, 1920, he won the 
party’s nomination. In November, 
1920—?

When he returned to Washington 
from the convention last Monday, 
Senator Harding announced to the 
reporters who will dog his foot
steps for the next four months or 
the next four years, depending up
on what happens at the end of the 
four months, that he was going to 
remain in the capital for just a few 
days and then was “going home to 
Marion.” "Going home to Marion” 
means going home to the Star 
offices where on almost any day out 
of Senate session a big, broad
shouldered man with iron gray hair 
may be seen puttering—if a man 
of the Senator’s stalwart frame may 
be said to putter—about the com
posing room or in the press room. 
He gets something more than the 
$9 a week upon which he started 
out of the newspaper, today, but 
neither the success that increased 
his profits nor that which brought 
him fame succeeded in putting his 
printer’s rule out of action and they 
"do say” out in Marion that the 
Senator still likes to fuss with a 
display advertisement or set up a 
headline.

MRS. HARDING ALSO JOURNALIST
Nor is Senator Harding the only 

member of his immediate family’ 
who knows the "ins” and "outs” of 
a newspaper office. Since the Sen
ator has no children to carry the 
Rooseveltian tradition of a big fa
mily into the White House the ref- 
crence must be to Mrs. Harding. 
You’re right. It is.

[Icing the daughter of one of the 
richest men in Marion and a social 
leader in the little city did not pre
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vent Florence Kling from becom
ing a practical helpmate to her 
hard-working journalist husband 
when she became Florence Kling 
Harding in 1891, against the wishes 
of her father who knew what a 
hard-working, seldom-reaping sow
er of scarce dollars the small town 
journalist of the early 90's was. 
The tradition of the town, vice the 
nn'dest silence of the lady herself, 
tells us that Mrs. Harding became 
an active partner in her husband’s 
enterprise, handled the problems of 
the business department while he 
labored at the burdens of the edi
torial side and once, when he was 
forced to go to a southern resort 
to convalesce from a long illness, 
took charge of the entire plant for 
three months. Tradition presents a 
picture of this courageous lady har
anguing the newsboys at press time 
each earlx ’90 afternoon and over
seeing the distribution of precious 
copies of the Star—but tradition 
may exaggerate.

NO LABOR TROUBLE

The Star is a "union shop” and 
the Senator’s backers make much 
capital of the fact that he has never 
had any labor trouble during his 
career as a publisher, quoting in 
that connection a letter written to 
T. J- Miller, secretary of the Balti
more and Ohio Local Federation of 
Newark, Ohio, in reply to some 
questions of the latter on the Sen
ator’s stand on the Cummins Rail 
road Bill. In this, Mr. Harding 
said:

"In my private pursuits as a 
newspaper publisher, I am an em
ployer of organized labor, having 
never known a controversary and 
I believe mo-t cordially in rational 
unionism.'’

If they meant this for propa-

WARREN G HARDING

ganda purposes thev might have 
added that the fact that, as the 
Star has prospered, its publisher 
has invited his employes to become 
stockholders, selling them stock 
and permitting the dividends to ac
crue to help pay for it until a 

quarter of the ownership of the 
Star has passed into the hands of 
the employes.

Is Senator Harding an up-to-date 
newspaper employer? The vote 
seems to be unanimously in the af
firmative.

Hearst Buys New Homi- for Atlanta 
Press

Following a recent conference in New 
York City with William Randolph 
Hearst, owner of the Atlanta Georgian 
and Sunday American, Buford Good- 
v in. publisher of Mr. Hearst's Atlanta 
paper, has purchased for $300,000 the 
Kontz building on Marietta Street, in 
the downtown section of the city, which 
•■.ill be used as a permanent home by 
th newspaper. The building will be 
completely remodeled, new presses and 
r :hinery will be installed, and it will 
I s made one of the finest newspaper 
rlants in the South.

Koether Promoted — Eason Becomes 
Hyatt Sales Manager

J G. Koether, vice-president of the 
Hyatt Roller Bearing Co. in charge of 
sab s and -advertising, has been made 
p'sistant general manager of Hyatt 
I i ision of the General Motors Corpor

ation. Mr. Koether will devote his ef
forts to boosting Hyatt production at 
the Harrison, N. J., plant

C. M. Eason, recently general mana
ger of the Engineering Development 
Company, Moline, Ill., and formerly 
with the Hyatt organization, has re
turned to the company and will take 
over the sales work formerly handled 
by Mr. Koether.

Awards for Finam ial Advertising 
Exhibit

The Guarant)- Trust Company of New 
York was awarded the first prize for 
the best general exhibit of financial ad- 
vi-rtGim;. at the annual convention ot 
the A. A. C. of W., held at Indiana
polis. With this award was given the 
silver cup presented by Lewis E. Pier
son for the best display of financial ad- 
'.wwWmg. For the best single piece of 
literature a second prize was awarded 
to the National City Company, which 
showed a comprehensive display.

*’ Illustrated Review ” Will Combine 
.July and August Issues

Like many other periodicals the Illus
trated Review, published by the 
Woman's National Publishing Co. at 
Atascadero, California, will combine its 
July and August issues into one. This 
enables the company to give its entire 
force their summer holidays all at once 
and save about 100,000 pounds of paper.

Ralph Starr Butler, Advertising Man
ager, l’nited States Rubber Company
Ralph Starr Butler, for three years 

director of commercial research for the 
l’nited States Rubber Company, has 
been appointed advertising manager.

Mr. Butler succeeds R. W. Ashcroft 
who resigned at the first of the year. 
Since then, R. S. Willis, general pur- 
elei-ni” agent of the company, has been 
acting as advertising manager. H. V. 
Strawn is assistant advertising manager.
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Is Your "Live” Copy Dead Language? 
( Continued from page 4)

or the middle, and that as you run 
up toward the extremes fewer and 
fewer people are found.

In the case of all physical tests— 
height, chest measure, girth of head, 
length of the forearm, and such 
things as bodily strength, speed of 
running, and the original sensitive
ness of the eyes or ears, of the or
ganism of smell, people are not tre
mendously different. The ratios 
here between greatest and least are 
as, sav, to to 7 or 10 to 8.

WHENCE HIE ERROR SPRINGS

Second, fundamental instinctive 
capacities. \\ hen we consider such 
fundamental capacities as courage, 
tendency to anger and pugnacity, 
the strength of sex instincts, the 
amount of sleep required, the 
amount of food required, the desire 
for social approval, our desires for 
mastery, too boss, or to have pride, 
our desires for rest and leisure, our 
desires for social intercourse, our 
instincts to collect and hoard, i.e., 
to secure wealth, our natural pa
rental love, our sympathies, our 
generosity, our cooperativeness, we 
find again that people differ from 
tach other according to a symme
trical curve.

All people have very much the 
same emotions, desires, longings, are 
satis fled bv verv much the same kind 
of goods and approval. Moreover,

FOURTH OF A SERIES

Non-Cancelable Campaigns

THE News realizes its obligation to jobber 
and retailer as well as to manufacturer.

It cannot therefore give its support to any 
campaign that is not absolutely set. Port
folios and letters of introduction, of course, 
cannot be furnished salesmen unless the 
advertising has been scheduled through a 
dependable source on a non-cancelable 
basis. The News owes that much to its 
many friends in the retail and jobbing trade 
in the Indianapolis Radius.

THE INDIANAPOLIS NEWS
New York Office 

DAN A. CARROLL 
Tribune Building 

FRANK T. CARROLL 
Advertising Manager

USE N i W S P A P E R A DVI K T 1 S ING ON A THREE YEAR BASIS________ *

our interests are considerably alike. 
We are interested in our family, 
in our clothes, in our advancement, 
in securing rest and recreation, and 
so on. Now these are the things 
that we can usually observe in peo
ple and it is due to the fact that we 
have observed that the so-called 
average man is much like us in all 
these traits, that we have fallen into 
the very important error, namely, 
the belief that all people are much 
alike in intelligence.

During the last twenty years, and 
especially during the last five or six 
vears, measurements of several mill
ions of school children, measure
ments of two million men drafted 
into the army, and measurements of 
thousands of people from all walks 
of life have resulted in the perfec
tion of a variety of so-called in
telligence tests whose reliability is 
now established beyond question.

The most significant thing we 
have found is that people are tre
mendously different in intelligence. 
W hile the body and the emotions of 
the average man is like that of the 
man of the professional class, his 
mind operates in an extremely dif
ferent fashion.

FINDING THE “AVERAGE MAN”

The measurements are given in 
terms of "intelligence quotients” 
which means approximately the in-

Chicago Office
J. E. LUTZ

First National Bank Bldg. 

tellectual or mental brightness of an 
individual. It is now established 
beyond any doubt that this degree 
of brightness is inherited, that it 
can be measured as early as four 
or five years, that it remains con
stant throughout life, that it cannot 
be improved by any system of edu
cation or training, and that it fixes 
the complexity of an intellectual 
task that an individual can do.

For example, an individual whose 
I. Q. is 60 can never do the intel
lectual tasks of higher than the 
fourth grade in grammer school no 
matter how long that individual may 
go to school. An individual whose 
I. Q. is 70 can just about finish the 
work of the fifth grade, but can do 
no more in school. W hereas, a child 
whose I. 0. is found to be 130 can 
probably finish under favorable con
ditions work of eight grades in four 
or five years.

The average individual has an I. 
Q. of 100 and his ability corre
sponds to the average rate at which 
children go through eight grades in 
eight years. A glance at the ac
companying chart and table will 
show' that an extremely large num
ber of people are clustered about 
the middle I. 0., ranging from 95 
to 105. One third of the general 
population are in this group. One- 
third of the population have I. Q.’s 
of less than 95. The other third 
are the superior people whose I. 
Q.’s run from 105 upward. Ob
serve, then, that two-thirds of the 
general population have an I. Q. of 
105 or less, one-third of them being 
measured bv 100, and it is of this 
group that I wish in particular to 
speak- -the average person, found 
in larger numbers than any other 
people.

I shall describe now something of 
the intellectual capacity of the 
average people, and it should al- 
wavs be kept in mind that one-third 
of our total population are less in
telligent than these.

The mental development of the 
average adult is about equivalent to 
that found by school children in 
the seventh grade. Of course many 
of them, especially those whose I. 
Q. are from 100 to 105, do com
plete the work of the grammar 
school and occasionally finish high 
school, but, for the most of our 
average people, high school work 
is too difficult. It has been found, 
for example, that of children with 
I. Q.’s of 95 or less who enter the 
first year of high school, 75 per 
cent fail in half or more of their 
subjects in the first year. Ver}’, 
vety few ever finish high school. 
The average individual and those 
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below him has practically no chance 
of ever completing an up-to-date 
college course. The average I. Q.’s 
for the freshman students in Stan
ford University, for example, is 
n3-

CLASSIFYING BY "I. Q. S

Just a few words about the gen
eral intelligence of people from dif
ferent walks of life. Most of our 
unskilled labor will be found with 
I Q.’s ranging from 6o to some- 
tiling less than 90. The semi
skilled labor begins with an I. Q. of 
74: some are found with I. Q.’s as 
high as 95. Skilled labor begins 
with an I. 0. of about 85 and runs 
up. Of policemen, or a group of 
applicants for police or fire depart
ment of a city in California, 95 per 
cent were found to have I. Q.’s of 
less than 100. A large number of 
clerks in a prominent express com
pany, accounting clerks, C.O.D. 
clerks, waybill clerks, settlement 
clerks, chief routers, and the like, 
80 per cent had I. Q.’s less than 100. 
The average intelligence quota of 
street car conductors and motor
men is 85. The average I. Q. of 
sales girls in certain department 
stores was found to be 84. Hie 
average I. Q.’s of small shop keep
ers and business men in small 
stores, managers of small draying 
businesses, and the like, is less than 
100. On the other hand, the I. Q.’s 
of buvers of department stores, bus
iness men with wider investments, 
runs above 100. An I. Q. of at 
least 115 or 120 is required for 
even medium success in professions 
of medicine, law, and engineering. 
The average intelligence of fresh
men in a university is at least 113.

The average man does not clear
ly understand the difference between 
evolution and revolution, or laziness 
and idleness, misery and poverty. 
(irdinary words such as priceless, 
disproportionate, tolerable, artless, 
depredation, frustrate, dilapidated, 
avarice, are words which are not 
understood by the average man. 
Now it dues often happen that he 
reads the editorials but he reads 
and use the words mechanically, 
rot understandingly.

I cannot take time to multiply 
these samples. If the render will 
gi e careful attention to the sam
ples listed he will get some notion 
of the basis for my main theories, 
which is simply that we cannot ex
pect the average man to be much 
interested in fine English, in compli
cated diction, and the danger of 
exceeding his comprehension is ex
ceedingly great.

In the realm of information we 
tremendously overestimate the ca

pacity of the average man. He can 
scarcely tell you, for example, the 
difference between a president and 
a king. The ordinary facts that 
you advertising men have picked up 
concerning politics, economics and 
sociological questions are lacking 
in him, first, because he does not 
read widely and, second, because 
the ideas involved are simply be
yond his comprehension. Here is 
a test which just meets the ability 
of the average man. "My neigh
bor has been having queer visits. 
First a doctor came to his house; 
then a lawyer, then a minister. 
What do you think happened 

there?" This involves an intellect
ual process which is just about the 
limit of the average man.

THE NEED OF SIMPLICITY

My time permits me to draw but 
few conclusions from these facts, 
but I think they will be obvious 
without much embellishment. First, 
then, we must strive for a simpli
fication of ideas as a content of ad
vertisements. I could pick up any 
newspaper or magazine and read 
vou dozens of samples of assumed 
information of historical events and 
the like which does not exist in 
the axerage man. Secondly, we 
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need a great simplification of lan
guage. The average man does not 
care muct nor appreciate “high- 
flown English.” Moreover, our ef
forts to write novel and attractive 
English almost invariably lead us 
to the use of words and phrases 
and a complicated >entence struct
ure which baffles the intellect of 
the average man. A third matter 
is that we ought to cut down on the 
amount of verbal material in adver
tisements. The average man is not 
interested in language and verbally 
expressed ideas as is the superior 
man, and certainly he is not inter

ested in anything like tie degree 
that an advertising man is.

My plea is for the use of pictor
ial appeal, basing the appeal pri
marily upon the instincts and emo
tions, those things which make an 
immediate appeal to one’s desires 
and wishes. That is a long story 
into which I cannot go here. If 
uses of an article are to be demon
strated. it should be done wherever 
possible by pictorial presentation.

There is much information con
cerning the use of clear-cut, graph
ic presentation, from which the 
advertising man might profit. One 

should use very little arithmetic, 
very few tables of statistics. These 
are particularly difficult for the 
average man to grasp.

Finally, appeals should be directed 
rather to the obvious and instinc
tive wants and not to subtle rea
soning processes, and the more per
fect the appeal is the less it is in
volved with clever verbal devices to 
attract attention, the less it relies 
on analogy, the less it is likely to 
mislead the intellectual bent of the 
reader and generally speaking, the 
more effective it will be in the end.

Two New Accounts for Rosenberg
The Lehigh Tire and Rubber Co., 

Newcastle, Pa., and the Art Metal Ra
diator Cover Co. have placed their ad
vertising accounts with the Irwin L. 
R< -enberg Company, Cunard Building, 
Chicago. An institutional campaign for 
the former concern will be carried on 
in magazines and newspapers. Newspa
pers. magazines and class publications 
will be used for the latter account.

George F. Rubin has been appointed 
art director of the Rosenberg agency, 
and other additions to the personnel 
are also being made.

Another Railroad Account with Kelley
The New York, Chicago & St. Louis 

Railroad has put its advertising under 
t ie direction of the Martin A". Kelley 
( o. which will handle the account 
through its i.hicago office.

Berry To Be Stevens Duryea Manager
On July I, George M. Berry will be

come vice-president and general mana
ger of Stevens Duryea, Inc., Chicopee 
Falls, Mass. Mr. Berry, who resigned 
as assistant commercial manager of 
Willys-Overland, Inc., last week, was at 
one time sales manager of the old 
3 homas E J eff rey Co., now the Nash 
Motors Co.

.Agency Increases Capital
Hi ratio Camps Advertising Agency, 

New York,, has increased its capital 
from $10,000 to $25,000.

Engineering Advertisers Adourn tor 
Summer

At the close of their meeting on 
Tuesday of last week, at which Louis 
I ladcr, Commissioner of the American 
I hoto Engraving Association, gave an 
interesting talk on photo engraving, the 
I pneering Advertisers’ Association, 
< liica-o, adjourned for the months of 
July and August, the next regular meet- 
iiic heme scheduled for September 14

New Officers for San Diego Advertis
ing Club

T try Folsom, manager of the Bruns- 
Drug Company, has been elected 

pnodent of the San Diego Advertising 
1 I11L Leslie Mills of the Lyman-Mills 
C n x and Marble Company was chosen 

i -president, and the following wi re 
<L< t<d directors: Arthur Morse, Win- 
C 1<1 Barkley, Dick Dawson, Harry 
1 raser, A. J. Hansen, R. Holbrook, 
Charles Small and Ed. Davidson, the 
retiring president. The new president 
app- nited Ted Lannon club secretary.

Young Advertising Agency Moves
The Lloyd W. Young advertising 

agency of Cleveland has moved to larger 
quarters in the Sloan Building, 815 
Prospect Avenue, having outgrown the 
offices at 1000 Euclid Avenue which it 
occupied during the past three and a 
half years. 
“The Review” Now “The AV eekly 

Review ”
Because newspaper references to the 

New York magazine known as the 
Review have in many instances proved 
confusing, the publishers have changed 
the name of the periodical to the 
Weekly Review.

Getting the Wrong Kind 
of Attention

Buy ’Em and Weep
EVERY time you get outside the city 

and a tire goes “blooey,” what do 
you say?

We'll bet it's “No more of those cheap tires for 
me”—but do you stick to 
that when you buy again? 
The chances are you go back 
and buy some other kind at 
about the same price.
If you'd come to us and let 
us sell you a Goodyear for a 
few dollars more you’d have 
no cause to weep.
And you’d get from us a 
helpful service that cuts tire 

bills. Drive around—we re very convenient 

JAMES A. TRAVERS CO. 
64 Brookline Ave. Tel. B. B. 8850

See Them 1n Our Window on 
Your Way to the Ball Game

An advertising man sends in the 
above advertisement from a New 
England newspaper as an example 
of “how not to write a headline.” 
The impression that the reader gets, 
he says, is that if we buy Travers’ 
tires we’ll weep. It takes careful 
reading to see that the advertiser 
means the very opposite. The ques
tion to be decided here is: Can we 
risk letting our advertising give a 
wrong impression at first glance for 
the sake of getting attention?

Spends $1,000,000 for Propaganda
The American Federation of Labor 

spends nearly $1,000,000 a year in the 
United States for propaganda it was 
shown at the annual convention of that 
body recently held in Montreal. Phis 
amount does not include the expendi
tures of individual unions whose ac
counts total millions more, it was said.

California Grape Growers Organize
To develop, if possible, new markets 

for wine grapes, the Grape Growers’ 
Exchange is being organized in San 
Francisco. The growers, according to 
E. M, Sheehan, former secretary of 
the State A’iticultural Commission, have 
staked $12,000,000, the value of the vin
tage, on the hope that the eighteenth 
amendment will be modified to permit 
the manufacture of “light’’ wines form
erly manufactured in California.

Albodon Tooth Paste Account With 
James Agency

The advertising of Albodon Tooth 
Paste for the Walter-William Therapeu
tic Laboratories and Hamilton-Wade, 
Inc., New A’ork, will hereafter be 
handled by the James Advertising 
Agency.

Don Francisco Head Los Angeles Club
Don Francisco, advertising director of 

the California Fruit Growers’ Exchange, 
was elected president of the Advertising 
Club of Los Angeles at a recent meet
ing. Bert Butterworth, Publishers’ 
Coast agency, was made first vice-pres
ident ; A. \\ . Loomis, general manager, 
Accountants Educational Institute, sec
ond vice-president; A. Carman Smith. 
Smith Advertising Agency, third vice
president; and Alan T. Tarbell, general 
manager Keaton Tire and Rubber Com
pany. secretary-treasurer.

The board of directors is as follows: 
W. L. Frost, assistant general agent, 
Southern California Edison Company; 
Grover I. Jacoby, assistant general man
ager Jacoby Bros.; John H. Mason, 
Kingsley, Mason and Collins Co.; D. G. 
Keeler, advertising director. Evening 
Herald ; Ross W elch, advertising, J. W. 
Robinson Company, and Ray E. Nimmo, 
attorney.

Bonniwell, Advertising Director of S. 
AV Strauss & Company-

Charles A. Bonniwell has been ap
pointed advertising director of S. AV. 
Strauss & Co., investment bankers in 
New York. Mr. Bonniwell was formerly 
advertising manager of Moxley But- 
tcrinc
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Strengthening American Trade With China
A Discussion of Principles, Policies and Methods That May Be 
Followed to Build Profitable Business in Far Eastern Markets

By CLAYTON SEDGWICK COOPER
Author of “The Brazilians and Their Country,” “Modernizing the Orient,” etc.

OUR trade xvith China, like our 
commerce xvith certain other 

far away countries, has suffered be
cause of wrong conceptions or per
haps from false traditional ideas 
which are usually hard to dislodge. 
I once asked a theatrical producer 
why he persisted in making his 
Chinese characters wear queues or 
pigtails when the Chinese men have 
long ago discarded these in China, 
also why he made Japanese men xvear 
bright kimonos on the stage, when, 
as a rule, only Japanese children 
'.'■ear such bright colors in the Sun
rise Kingdom, the meh being clothed 
in garments of sober hues. He an- 
sxvered. "Why, the American public 
always think of Chinamen as having 
pigtails and the Japanese in bright- 
hued kimonos. They wouldn’t like 
it, wouldn't be satisfied unless xve did 
it on the stage, any more than the 
public would recognize a preacher 
before the footlights without a cleri
cal waistcoat, a fiat hat and carrying 
a prayer book.”

MISUNDERSTANDING THE EAST

In other words, custom has work
ed against a true understanding of 
foreign countries. This has been 
true not only on the stage, but also 
in our literature and often in our 
conversation. Foreign countries are 
far away in thought to the average 
American. The result is that when 
we come to the opening of the great 
trade routes to the Orient, as at pres
ent, we find ourselves lamentably 
lacking in information concerning ac
tual conditions in the Far East. Nor 
have these misconceptions been dis
sipated greatly by our usual Ameri
can travelers xvho haxe gone to the 
E 1st in a band of tourists, person
ally conducted by one or more su
perficially informed .American drago
men. These guides, outside of a 
knowledge of steamer and train 
schedules and certain details of port 
I' 'gaining, are usually blissfully ig
norant of the intent, motives, history 
and race characteristics of the Ori
ental.

To understand an Easterner re
quires more than a globe-trotting 
journey in a Cook party; it means 
something beyond and other than liv
ing in European hotels, or gathering 
up souvenirs, or talking with don
key boys or coolie servants. To un

derstand an Easterner enough to be 
able to do business with him, a man 
must set his attention upon the his
tory, language, customs, trade marks, 
together xvith the laws, religion, and 
predilections generally of a foreign 
nation. Such attention we have not 
yet given to China. Until we can 
really seize this truth, and take def
inite steps as a nation to mend our 
ways, we shall see our possible trade 
go to other countries, better equip-

This well-to-do Chinese family could use 
an American motor car

ped xvith method as xvell as with 
knowledge than we are.

PROGRESS OF AMERICAN TRADE
Although our commerce with the 

Far East has made only a beginning, 
there has been certain notable pro
gress especially in the port cities of 
China during very recent years. It 
is estimated that more than 70 .Amer
ican firms have established branches 
in China the last year. During the 
fiscal year, 1919, American mer
chandise to the value of $117,000,000 
was shipped to China as against $57,
000,000 in 1914. 'Phis is significant 
in view of the history of American 
trade with the Chinese in the past 
decade. In i860 the United States 
possesseB nearly as many cargo ships 
as Great Britain and we then con
trolled 47 per cent of Chinese trade; 
in 1914, this trade had decreased to 
6% per cent; at the end of the great 
war our trade with China had in- 
crea>ed to 16 per cent. It must be 
remembered, however, that a certain 
percentage of this trade which we 
had China during wartime was due 
in part to the lack of competition on 
the part of European nations.

1 he American Chamber of Com
merce in China has prepared stat
istics showing the volume of trade 
which came to America in 1918:

Articles Value
Automobiles ............................ $1,518,666
Cigarettes ..................................28,612,390
Cotfee ......................................... 1,07.2,288
Cotton, raw . . . .................... 7,242,120
Cotton, gray shirtings..... 12,157,359 
Dyes: Paint and paint oil.. 1,205,33* 
Electrical materials

and fittings ........................ 4,93°,9°°
Furniture & materials for. 1,338,981 
Iron and mild Steel:

Bars, new .......................... 3>739,522
Nails and rivets.............. 2,114.502
Pipes and tubes................ 3,444»92*
Sheets and plates.............. 3,619,987
Galvanized sheets ........... 1,209,203
Galvanized wire .............. 1,100,906
Steel, bars, hoops, 

sheets, plates, etc........ 3,094,833
Tinned plates ......................... 5,O39,5iI
Machinery textile .............. 1,908,538
Medicines ............................... 0,105,717
Oil:

Kerosene ...............................33>69°’35*
Lubricating ......................... 2,180,35*

Railway materials
Paper ......................................... 8,641,572

(excluding sleepers)..... 1,693,754
Shoes and boots, leather.. 3,020,015
Tobacco ................................ 6,739,182
Wax, paraffin ......................... *>34*»2*2

% From 
United 
States 

48 
47

4 
■3^2

20
23

37
27
04
48 
43%
45

58 
40%

9
5

35
Oi

17 
49% 
66%
47
35

POSSIBILITIES OF EXPANSION

It will be seen that a notable item 
in the above list is for electrical sup
plies, and when it is appreciated that 
there are 1,500 walled cities in China 
xvhich are not furnished with elec
tricity, gas, street railways or water
works, the opportunity for the ad
vancement of trade along this line is 
apparent. Furthermore, coal and wa
ter are plentiful in China. It has 
been estimated that China has enough 
coal in her vast reaches of territory . 
to supply the world for one million 
years.
' The open door for American ma
chinery is also significant. Since the 
invention of the cotton gin, China's 
clothing has been revolutionized, 
while farming machinery and the use 
of all kinds of agricultural imple
ments will have an increasing market 
as soon as our manufacturers and 
exporters hax e been able to create a 
market among the conservative Chi
nese cultivators for these western ap
pliances.

While transportation in China is 
naturally slow, the country has river 
navigation that is important for 
trade, the Yangtze, for example, be
ing navigable for ships for 600 miles 
to Hankow and from this city many 
of the railways radiate and Chinese 
highways find their center. It is sig- 
ficant to note that a company has 
been organized recently in the north
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One American motor truck could move all of this merchandise

of Shantung to operate a fleet of 50 
American motor trucks to carry pro
duce to the seaboard.

Due needs only to appreciate these 
vast populations numbering more 
than 400,000,000 closely concen
trated along the rivers and coastal 
regions with an excellent climate, a 
tremendous coast line, and not to 
mention others—the Yangtze River, 
3,200 miles long; the Yellow River, 
2,600 miles long; and the West 
River, 1,200 miles in length—fur
nishing vast opportunities both for 
transportation and water power.

■In order to make China, which is 
manifestly one of the greatest poten
tial buyers among the nations, a pres
ent opportunity for the largest Amer
ican trade, it is necessary that our 
manufacturers and exporters appre
ciate the definite things that China 
needs at present such as machinery, 
to develop her industries, and finan
cial assistance such as is being ren
dered through certain banks, notably 
the Sino-American Rank. There is 
need of a trade policy that will lie 
continuous regardle ; of political 
(T mge at home or in China, also 
regardless of international politics, 
delays, and the difficulties attendant 
u|>011 experimenting in business with 
a foreign land. Trade with China 
as with other foreign nations has 
I f en too much inclined to be a tem

porary thing to be taken up for a 
trial rather than entered into as a 
policy of the hMse, strongly backed 
by capital and able leadership.

LEGISLATION NEEDED

A necessity of legislation is also 
required to make it possible for 
American traders to do business in 
China in competition with foreign 
firms; it is especially needful that 
our laws relative to immigration be 
modified in such a way as to admit 
at least Chinese students who are 

Activity on the native section of a Chinese city

eager to come to this country to 
study our machines, our factories 
and to get technical knowledge in our 
schools. At present these students 
cannot come to us easily; the require
ment of $500 on landing being a bar 
in many cases and these young Chi
nese are looked upon as laborers by 
the law. No such rules keep Chinese 
students out of other nations. 
France, for example, is inviting ear
nestly Chinese students to come to 
that country to learn to use French 
machines and, instead of making 
travel to France difficult, plans are 
being made 1 for cheaper rates of 
travel for Chinese students. Nearly 
1,000 Chinese students are already in 
France, and it is estimated that be
tween 5,000 and 6,000 Chinese stu
dents will pour into Prance within 
the next two or three years. The 
German and Japanese colleges are 
being avoided by the Chinese at pres
ent and it is a very opportune mo
ment for the United States to take 
action that will make possible a 
larger influx of Chinese students in
to this country for the purpose of 
preparing themselves for Chinese in
dustries. Such youth will carry back 
from this country, not only good 
will, but a knowledge of our scien
tific and mechanical appliances such 
as will naturally cause the Chinese 
to look to the United States for an 
industrial market. Great Britain has 
seen the successful result of donat
ing machinery to Hongkong Univer
sity. since it is natural for a country 
to follow their knowledge and ac
quaintance of imported products 
with follow-up orders.

FOR AN AMERICAN EXHIBIT

A suggestion has been given re
cently in an address before the 
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American Manufacturers’ Export 
Association bv Commercial Attache. 
Julian Arnold, of Peking, who ad
vances a definite suggestion to Amer
ican exporters seeking connection 
w h Chinese market:

‘Let us have in Shanghai.' said Mr. 
Arnold, “an American industrial exhibit, 
r ; a permanent exhibit, not a thing that 
w .1 be a dues collector, but an exhibit 
d at will last for a period of three or 
ft ir months. These people want to see 
oua materials. It is true that our mer
chants in Shanghai- -we have two hun
dred American firms in Shanghai, and 
tv > thousand Americans in the population 
diere, and an American Chamber of Com- 
nurce there- -it is true that the organiza
tions have their showrooms and exhibit 
rooms and they exhibit certain American 
rr. chinery and the other materials thcy 
I , e to -ell, but that has to be duplicated 
around all over the place and the Chinese 
don't know where it is and they can’t 
find it.

"Xow. it would be well for us if we 
created in Shanghai an exhibition hall 
where we could put for a period of three 
or four months certain manufactured art
i ;lcs which would commend themselves to 
the Chinese today, as Shanghai is the 
great trading center of China, and the 
C nese come from all over China down 
there, the same as people here come to 
X w York, only that we find Shanghai is 
the- Chicago and X'ew York of China 
combined into one, and 6o per cent of 
C ina’s import and export trade goes 
through Shanghai. It is a very strategic 
center.

"If the American Manufacturers' Ex
port Association want to do something 
ior their future in China, it will be a 
splendid tiling for them if they will try 
to develop an exposition of American 
products. It probably would be well to 
do it with the organization in China so 
that if you are giving an exhibition of 
American toilet arteles or building ma
tt rials or hardware, there is somebody on 
the ground who can explain it to these 
p ?ople and who can follow up a possible 
c rder for goods and can cash in on it. 
We want it there for business purposes, 
not for academic purposes.

WHAT CHINA WANTS

“I will give you a few lines that would 
be very effectively exhibited in that place. 
3 here is high-class cotton goods but our 
finer grades of American cotton goods 
will command a better market in China 
v hen there is a better selling organiza
ron there for the exploiting of the pos
sibilities in that direction. Then certain 
clothing, shoes, hosiery, garters and hats 
and articles of that sort. Recently, the 
(hiñese Industrial Guilds, a new organ
ization in China, came together, and I 
read a Chinese paper the other day show
ing they wanted to know if it was pos
sible to get American hats at less than 
eight dollars apiece, having them made 
in two or three lots and getting them 
cheaply enough so that they could buy 
them. The trouble today is that a great 
mail firms are more or less profitcer
mc on this exchange rate, so that it ought 
■ o be possible to get American hats for 
: -s than eight dollars.

“Then again, there is a demand in hard- 
v are. the building hardware. The Chinese 
are going to rebuild their cities. In Shang
h ii today there are new stores going np 

and they are built in a modern fashion 
and they want Americai hardware and 
fittings and plate glass windows. Shang
hai is to be rebuilt m the next few vears. 
Already they have about ten million dol
lars’ worth of building contracts to let. 
\\ hen a man puts up a building of a 
modern sort in ( Inna, th< other man is 
■ hamed into it. One of them gets started 
: nd then all the people on the street fol
low suit.

“In notions and toilet articles ami dyes 
the market is open. The Chinese people 
don’t realize that wc can manufacture 
dyes People have told them that we 
could not make dyes. It is up to us to 
put up an exhibition and show them we 
can make dyes. Then there are such 
things as graphophones and motor cars; 

A Successful Campaign
in the hoy-field is the one that 

y*? resultfully reaches the most 
Xpy boys — and more advertisers 

are finding out that boys arc 
decidedly worth their advertising 
while.

Over 400,000 live boys—average 
age 14 years — are subscribers to 
The Boys’ World, representing 
half the total available circulation 
of the four better-known publica
tions in the boy-field.

For the first five months of 1920 The Boys’ 
World has exceeded all past records. Its vol
ume of advertising has practically doubled 
—more high-class publicity accounts and 
more increased schedules than ever before— 
as more advertisers have come to know and 
understand The Boys' World, the impor
tance of its place and the signifieanc e of its 
success in the boy-field.

The Boys’World
David C. Cook Publishing Co., Elgin, III.

WESLEY F. FARMILOE. Advertising Manner
Edward P. Boyce, 95 .Madison Ave.. New York
Chas. H. Shattuck, People's Gas Building. Chicago 
Sam Dennis. Globe-Democrat Building. St Louts

Cook's Weekly Irio A MillionBoys and Girls
The Boys’World The Girls' Companion Young People's Weekly

also modern plumbing materials, knitting 
machines, modern looms. They are put
ting in cotton mills and buyiug them 
faster than wc can make them; grinding 
machines, flour mills, agricultural imple
ments of a certain sort ; a plow adapted 
to the Chinese conditions would be very 
successful. The purchasing power of the 
Chinese is higher than that of the Philip
pines. We can give the Chinese a plow 
which they will use largely, if we inves
tigate and make a plow that will fit their 
conditions.

"There are larger possibilities in trade 
in modern furniture, beds and things of 
that sort; also tinned fruits, and checks 
and watches and candies and school and 
laboratory apparatus. The people arc 

^Continued on page 36)
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LESLIE’S
Illustrated Weekly Newspaper

Half a Million Guaranteed 
THE FIRST 500,000
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As k Leslie’s
TEX 

TYPICAL
Ql T ESTIONS

What kind of a bonus sys
tem can I install to get greater 
efficiency from my truck driv
ers ?

Will it pay to buy adding 
machines for use in my whole
sale hardware business?

What are the different kinds 
of sprinklers and how do they 
affect insurance rates?

Will a furnace regulator re
duce my coal consumption this 
winter?

The masons are on strike 
here. How can I make a nec
essary addition to my factory?

Is the individual drive more 
economical than the larger 
power unit in a large machine 
shop ?

In view of the high price of 
coal, should I install an oil 
burner under my boilers?

What is the best kind of 
roofing for my summer camp 
in Canada?

Can paint intended for inter
ior work be used for porch 
floors?

Would it pay me to install 
my own water pump and elec
tric lighting system at my 
home located ten miles from 
the city?

FINANCIAL and automotive advertis
ers recognize the highly developed 
reader-interest built by Leslie’s 
financial and motor departments. 

The volume of advertising carried in these 
two fields is a most significant by-product 
of the information service to Leslie’s 500,000 
readers.

The announcement is now made that Leslie’s 
is ready to extend the scope of this service 
to include the entire field of business gener
ally—Leslie’s readers are being invited to 
ask Leslie's for helpful information upon 
any business problem- -office equipment, for 
instance, building materials, transportation 
systems.

The advertising profession is herewith cor
dially invited to avail itself also of this 
service. Ask Leslie’s.

FRANK L. E. GAUSS
Advertising Director

225 Fifth Ave., New York

THE FIRST THE FIRST THE FIRST THE FIRST THE FIRST THE FIRST THE FIRST 
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Strengthening American Trade with 
the Orient

(Continued from page 33)

building their schools very rapidly and 
:ia\ want all appliances 111 that direc
tion."

THE TASK BEFORE US

Certain large American business 
concerns like the Singer Sewing Ma
chine Company, The Standard Oil, 
an I the American Tobacco Compa
nies. together with a few of our 
American banks have penetrated 
somewhat into the interior cities and 
towns of China, but as for Amer
ican trade generally having reached 
ihe vast populations pressed closely 
into their 4.300,000 square miles, an 
area ijS times that of the United 
Si tes excluding Alaska, a popu.a- 
1 on with only o.ooo miles of 1 ail- 

ay, as against our 260,000 m:ks, 
on y a slight beginning has been 
In de. It is a huge task that con- 
11 outs u>—the capturing of the 
thought as well as the trade life 01 
i ns vast, conservative, superstitious, 
slow-moving and sensitive, frugal 
and industrious nation—Orientals 
with all the subtler and mystery em- 
l 1'died in that term.

\\ e would commend, for those 
[ ticularly interested in American 
ti ide with China, the two articles ap
pearing in the May, 1920, issue u. 
Asia. One of these articles is b. 
1 rof. John Dewey, who has traveled 
re ently in China and presents 
thoughtfully his reasons for the great 
conservatism of these people. ( >ue 
fit the main reasons, he states to be 
the ciosely packed communities in 

•hich even a slignt innovation or 
cl ange is inclined to dislocate life, 
cause trouble, and disarrange busi
ne>>. for which the Chinese care 
more than for almost anything else: 
the other article is by H. K. Richard
son, an engineer, who narrates con- 
ciete examples of successful Ameri
can busine s in inland China gained 
from a somewhat unusual experience 
investigating mining and river con
dition- in that country.

SHOULD TEACH CHINA ADVERTISING

Mr. Richardson speaks of the pos
sibil ties of American-Chinese busi- 
rc-- partnerships and declares that 
American selling methods will find 
the Chinoe mind ready to act at 
present and that there is a great need 
in China of education along modern 
methods of keeping books, financial 
J” cedure. and the proper balancing 
of stock anti choosing proper loca- 
C"L- for busine s. To such causes 

are attributed the fact of 70 per cent 
cf the Chinese failures in business. 
The article is composed of a narra
tion of incidents relative to Chinese 
shopkeepers and mechanics bv one 
who is evidently acquainted with 
the detail of Chineses daily business 
procedure, especially from the 
native point of view. He shows the 
signs of progressiveness of the 
Chinese as they have followed 
American and European methods, 
the manner of displaying foreign

CH IX A
.(Iany regard China as a far-distant 

land, with an immense population, 
but so wanting in all that others pos 
atw as to be ready to purchase, in 
unlimited quantities, whatever is of- 
lered for sale; whereas what is trite 
h this: China needs neither import 
nor export, and can do without for
eign intercourse. A fertile soil, pro
ducing every kind of food, a climate 
which favors every variety of fruit, 
and a population which for tens of 
centuries has put agriculture—the 
productive industry which feeds and 
clothes—above all other occupations, 
China has all these and more, and 
foreign traders can only hope to dis
pose of their merchandise in propor
tion to the new tastes they intro
duce. the new wants they create, and 
the care they take to supply the de
mand.— Sir Robert Hart.

importations in line with western 
advertising methods, etc. Pie em
phasizes the great need to teach the 
Chinese proper advertising methods 
since much of their stock is un- 
knovvn to the foreign communities 
of the larger cities. He suggests 
that American manufacturers form 
an association to place good adver
tising men in the field to guide the 
Chinese merchant along new paths, 
backing up these promoters in the 
interior provinces with a store of 
goods which the Chinese merchant 
could buy for cash and obtain de
livery in a short time.

Among the most profitable things 
for American to stock and sell, the 
author states would be goods usual
ly sold in 5 and 10 cent stwes in 
the United States, such as, cheap 
tool-, shears, perfumes, soapl. and 
jewelry. All these remarks refer 
lo inland Chinese cities. The mo

tion pictures are of great use in 
such a campaign of education.

SMALL INDUSTRIAL UNITS FIRST
Another American opportunity 

presented is the modernization of 
the older Chineses industries by the 
introduction of American machinery 
in the factories to make Chinese 
products like silk, for example, con 
form to the standards of the rest 
of the world. The author suggests 
that such industry should be fol
lowed along the line of the family 
system so strongly intrenched in 
China—small industrial units being 
formed in the control of a single 
clan.

The author believes that the great 
industries will have to be financed 
by foreign capital or a combination 
of ( hinese and foreign capital— 
the Chinese being given a large 
share in the operation, since a strict
ly foreign corporation is looked 
upon with suspicion in such sections 
as Szechuan. He illustrates how 
American big business has shown 
the way in the establishment of the 
American-Chinese Bank at Peking, 
financed and backed by a combina
tion of the Pacific Development 
Corporation interests of New York; 
Hayden, Stone Y Company, bank
ers, Boston, and the Chase National 
Bank of New York. This is onlv 
a beginning of great things in the 
American-Chinese joint capitalistic 
development of China.

It has been my privilege to make 
two somewhat extended visits to 
China. While no one can pretend 
really to know the Chinese by visits 
of a few months duration even if 
these months are thoughtfully and 
carefully spent in investigation, one 
becomes convinced that these people 
are among the steadiest, the most 
intelligent and the most promising 
commercially of all Easterners. The 
Chinese are worth our study and 
American trade with China is worth 
sacrifice. It will repay all the costs 
to ge our salemen, our representa- 1 
tives who are to live in China, vv ell- 
grounded in the Chinese language, 
as do other nations, and to learn of 
the many differences between ways 
of doing business in the antipodes 1 
and the manner in which vve carry 
it on m New York and Chicago. 
One trouble with our American 
trade in the L ast lies in the fact that 
we have tried to get our fitting and 
equipment for it at a bound. In
finite pains and dogge 1 determina
lion and perseverence are required 
to learn the ( Iriental. the motions 
of his spirit, and his manner of 
trade. As Kiplinjg said in his not
able verse regarding the Anglo
Saxon in Imlia :
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I It A not good for the Christian race 
Tt hurry the Aryan brown

¡'or the white man riles and the 
broien man smiles

And it weareth the Christian 
' down.
find the end of the fight is a tomb- 

s'one white
With the name of the late de

ceased,
/•td at epitaph clear "a fool lies 
i here

Who thought he could hustle the 
I beast."
I THE "SLOW SIEGE” PLAN

Il is true of China as of India 
Xhat “slow siege” is the beter plan. 
In an interview with Dr. Wu Ting 
l ang, former minister to the United 
S ates. in his spacious home in 
Shanghai, he said to me shortly 

¡before the war: “You Americans 
want to go too quick for us," On 

(another occasion this Chinese di
plimat and astute student of things 

.East and West is reported to have 
said:

, “An American is apt to be in too 
[ much of a hurry. He should make up 
his mind that if he has an article that

: the Chinese want they will buy it event
' ually but, that it will take a little longer 
[ to introduce his goods in China than in 
the United States; but he should also 
r< member that once he gets his article 

I established it will continue to sell for a 
i long time and indeed will never be dis
l placed until another article of the same 
(kind, but of conspicuously higher merit, 
rand cheaper, is introduced.”

“The Chinese nature is not much 
I ’ tferent from that of other human 

beings. What at first is a luxury soon 
i bi tomes a necessity in China as else

where. I have seen this demonstrated 
’ in SI mghai. A young merchant from 
1 the interior comes to Shanghai for the 
■ first time. He is taken about and en
I tertained by the local merchants. He is 

introduced to some of the delights of 
the modern civilization. After that he 

! is never the same man. He longs for 
I luxury once he has tasted it. He likes 
I the cigarettes; he likes the scented soaps, 
। the wines, perfumery, foreign clothes, 

automobiles, upholstered furniture. It is 
largely beyond his reach because of its 
cost, but as he begins to feel better 
financially he adds to his stock of 
foreign introduced luxuries, and enjoys 
th m.”
THIS THE PSYCHOLOGICAL MOMENT

How are we to go to work to 
capture more completely a trade 
with a countrv- where our imports 
are still far in excess of our ex
ports. in fact nearly three to one? 
31 it our trade has increased rapid
ly within the last ten years, nearly 
)oo per cent in fact, until it now 
am aunts to one billion gold dollars 
a year, is encouraging—if you'do 
not consider the greater trade of 
Britain and Germany. But to-day 
is the acceptable time for the pro-

motion of Chinese trade. This old 
country is rapidly becoming a new 
land in her westernization and the 
progressive spirit of her youth edu
cated abroad. China is at the thres
hold of her modernization. Her in
dustrial development is at hand. The 
held is tremendous. ( Due-half of 
the population even now are with
out wheeled vehicles. China re
quires railway materials and mining 
equipment on a vast scale. She 
wants public utilities, electrical 
plants, agricultural machinery, fac
tory equipment and all kinds of 

Show Windows vs. Sales Windows I
The conversion of your dealers’ windows 
from show windows into sales windows is 
grounded in practical merchandising, sound 
advertising and a perfect adaptation of def
inite art principles.

To sell goods is the preconceived object and 
the test of an Einson Litho window display.

To the creation of selling windows and other 
lithograph material the Einson Litho 
brings an organization of thoroughly 
schooled merchandising men and experi
enced advertising men who express them
selves through the medium of a completely 
equipped art studio and a modern litho
graph plant.

National advertisers who desire to capitalize 
their dealer opportunities will find food for 
thought in our “Portfolio of Selling Win
dows"—sent upon request of an executive.

EINJON LITHO
? 7 © O i A P iP .A 6 D

Executive Office- Chicago Office:
and Art Studios: McCormick Bldg.,

;t W. 23rd St., X. Y. 332 S. Michigan Ave.

metal products. Aj Sir Robert Hart 
says, "China max- not know she 
wants these things, but it is part of 
our task to create the desire for 
these manufactured products that 
belong to the psychological moment 
in Chinese history.”

China is for us in a peculiar wax 
a field of unique and rich possibili
ties because of our past relation
ships with her. It was our country, 
through the efforts of John Hay. 
that brought in the emancipating 
trade idea of the "open door” for 
China.
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Interest In Agency "Audits” Continues
Advertisers Discuss the Proposal to Have Ad
vertising Practices Standardized and a W ide 
Divergence of Opinions Is Seen to Exist

INTEREST in the discussion of 
the proposition to "audit” adver

tising agencies, heightened by an ad
dress delivered by T. W., Le Quatte, 
of Des Moines, at the Indianapolis 
ctinvention of the Associated .Adver
tising Clubs of the World, continues 
unabated, as shown in the several il
luminating letters received by 
Advertising & Selling following 
publication of many others along the 
same lines of thought since the sub
ject was brought out in an article 
in this publication on April 17.

That it would be highly desirable 
to standardize advertising agency 
practices seems to be the view of 
manv, although there have been 
many persons and firms decidedly 
opposed to the idea, and widely vary
ing plans put forward.

Following are the more recent ex
pressions :

By BYRON G. MOON, the Byron G. 
Moon Selling & Advertising Company, 
Troy, N Y:

Some time ago you brought up 
the subject of advertising agency 
methods and advertising agency 
recognition, and in this connec
tion the question of whether or 
not a publication such as Advertis
ing & Selling should audit adver
tising agencies or should determine 
whether or not they have proper 
ability and proper resources to war- 
whom it accepts orders.

It is my belief that you are not 
in a position to handle either or 
would be a proper judge of either. 
R'.th Dun and Bradstreet have 
proper facilities for obtaining the 
financial responsibility of any indi
vidual or corporation in this coun
try. Any publication worthy of the 
name with the right kind of a credit 
report in front of it should be 
able to determine the financial re
sponsibility of an agency from 
whom it accepts orders.

I do not believe you have the 
proper facilities, or could obtain 
them, as the means of determining 
agency recognition because of the 
fact that you are a disinterested 
party, and because if you attempt 
to handle a job of this kind intelli
gently it would require an enormous 
investment in proportion to the ob
taining of this information by other 
agency organizations who have day 
to day dealings that give them the 
necessary information without ex- 
cessixc cost. The organizations 

which are in a position to determine 
this subject of agency recognition 
are the classes of publishers who de
pend upon the agency for the busi
ness.

The publishers of farm journals 
should, as an organization, be in a 
very excellent position to know the 
facilities of the agency from whom 
they accept, or should accept, busi
ness. An association with the vari
ous national magazines as members 
should be able to determine this 
same thing in their interests. The 
American Newspaper Publishers 
Association have the facilities for 
determining this same kind of in
formation as far as it relates to 
newspapers. An advertising agency 
might render excellent service to 
newspapers and be a poor agency 
ft r magazines, so it stands to reason 
that one central organization cannot 
determine this subject for all types 
of advertising.

It seems to me that the thing 
that is needed most is a stronger 
organization of the leading adver
tising agencies of this country so 
that some of these publications will 
either have to change their policies 
of disregarding agencies and get
ting their business direct, or else 
consistently support the agency that 
will develop business for them. 
There are entirely too many publi
cations in this country who talk 
nice to the agency when they are 
in the office of the agency and 
then on the next call talk nice to 
the manufacturer and tell him that 
they will accept his business direct 
at some different rate, and, with it 
all. there are too many agencies who 
are seeking recognition and who 
have not had proper experience.

Take it all together. I would say 
that the best method for overcom
ing these shortcomings is the better 
organization of publications on the 
one hand and the better organiza
tion of the agencies themselves as 
an association on the other.

Editor’s Note—The writer evidently followed 
the impression that this publication desired to 
do the auditing. Such was not the case, as the 
undertaking is one calling for highly special
ized training and if such standardization should 
be decided upon the duty must fall to an organi
zation formed for and perfectly equipped to 
function accurately and thoroughly without 
connection with any other business enterprise.

By BERNARD IJCHTEN BERG, as
sistant director of advertising, Alexander 
Hamilton Institute, New York:

I have been very much interested 
in the discussion in Advertising & 
Selling on the advisability of audit
ing advertising agencies.

There is no question at all in my 
mind that it would benefit the ad
vertising business as a whole if 
every agency were audited to de
termine the soundness of its finan
cial standing as well as to determine 
the soundness, the ability and the 
character of its personnel. But I 
certainly do not think that the A. 
B. C should do it. It is not or
ganized for that purpose and has 
no facilities for doing it properly.

One of the chief defects in the 
organization of the advertising busi
ness to-day, it seems to me, is that 
there is no single definite standard 
for the recognition of an advertis
ing agent by all publishers' associa
tions. There is no recognized meas
ure by which one can gauge whether 
an organization max- be considered 
as a member in good standing of 
the profession of advertising agen
cies. The American Newspaper 
Publishers’ Association may grant 
recognition to an agent while the 
Periodical Publishers’ Association 
will refuse to grant recognition to 
the same agent.

Would it not be possible to have 
one joint board, whose members 
would consist of the secretaries of 
all the publishers’ associations and 
the secretary of the American As
sociation of Advertising Agencies— 
this board presupposes, of course, 
that all the publishers, who are 
members of these associations, will 
deal and allow commissions only to 
such agents as are approved by this 
Joint Board for Agency Recogni
tion.

One other very significant thing 
that stands out in this xvhole dis
cussion is the fact that out of over 
1,000 recognized agencies, only 120 
of them are members of the Amer
ican Association of Advertising 
Agencies. It seems to me that if 
it is true that this A. A. A. A. 
is an association of the finest, best 
and the most ethical agencies in the 
business, then they are missing a 
great opportunity in not telling the 
business world about it. In other 
words, they should advertise as an 
association. Not only are they miss
ing a great opportunity, but they 
are not living up to their respon
sibility to the business xvorld in 
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general, because it is up to this 
association to spread broadcast 
arnung business men the informa
tion as to what an advertising 
agency really is, what are its func
tions, what the A. A. A. A. is, and 
the fact that any agent who is a 
member of that association can be 

! accepted at par value for honesty, 
integrity and ability.

W hen I say that the association 
should take its own medicine and 

! practice what its members preach, 
f to advertise, I am aware of the 

fact that several advertisements 
have already appeared in the past 
year or two. But is there an agent 
in the A. A. A. A. who will chal
lenge my statement that such spor
adic efforts are not really construc
tive advertising?

It is my firm belief that the as
sociation would render a distinct 
service to present advertisers, to 

' publishers, to themselves and to pos
.- hie future advertisers by a steady, 
consistent, wide-spread and con
structive advertising campaign tell
ing the facts about tire A. A. A. A. 
and about its membership concerns.

By L. A. SAFFORD, second vice-presi
dent of the McQuay-Norris Manufactur
ing Company, St. Louis :

Naturally every man’s opinion on 
this subject must be based upon 
personal experience and observa
tion. And, frankly, the experience 
this company with one advertising 
agency for eight xears, the D’Arcy 
Advertising Company of this city, 
makes us feel that an audit of ad
vertising agencies is not more nec
essary than an audit of salesman
agers. Possibly' this is because we 
have a very unusual agency and 
client arrangement.

In this organization advertising 
has never been regarded as a thing 
apart from other sales effort; as a 
rm sterious force understood by only 
a few elect minds and bought only 
because there was a feeling that it 
was necessary. Advertising with 
this organization has never been 
subject to whims or impulses. Mar
keting has always divided itself into 
two branches—one advertising, the 
other the personal work of the sales 
force.

Therefore, our advertising has 
always been a definite, organized, 
appreciated part of our marketing 
expense. It has never been merely 
a place to spend excess profits. 
Therefore, our advertising agency 
has seemed to us as definitely a part 
of our marketing force as any sales
man or branch manager in our or
ganization.

W e feel always that we have an 

investment in any man who comes 
into our organization. It is with 
reluctance that we ever change men 
because of this investment. We 
have the same feeling toward out
advertising agents. We have an in
vestment in them.

But, before making this invest
ment m an adv ertising agency, we 
tried to be sure that we had selected 
one which could be a part of our 
marketing force permanently; one 
that we would not have to change. 
And, in planning our marketing, we 
have used our advertising agency 
in such a way that their effective-

Sold Out? Keep 
On Advertising

Just because a company, or 
dealer, or branch house is sold 
out is no reason why it should 
quit advertising. When you 
stop advertising, all that you 
have done before begins to 
crumble and the time will 
come when you are not sold 
out and when you will need 
the power that is built up bj- 
advertising. A continuation 
of advertising continues this 
force and keeps it ready for 
emergencies.

If you are sold out it mere
ly means that you can be 
more careful about your ad
vertising and direct your aim 
better than when you are in a 
hurry and greatly need its im
mediate effects. If you have
n’t anything to sell you can 
continue to sell the public on 
your name and keep it from 
forgetting what a fine com
pany or dealer you are, what 
good products you handle and 
how honestly and efficiently 
you do business. You can use 
the over-sold period to sell the 
public on your policies and 
purposes in being in business.
—The Harvester World.

ness to us had increased just as we 
feel the individuals in our sales or
ganization have increased in effec
tiveness.

In this connection, it may he in
teresting to comment that we have 
never had a written contract of any 
sort with our advertising agency.

We do not feel the need of an 
auditing bureau to check them over 
and be sure that some other client 
is not getting a better rate then 
we are, or that we are being billed 
at correct circulation rates, any 

more than we feel the necessity of 
a similar body to audit the various 
individuals in out selling force.

We feel that one of the big con
tributory elements in this situation 
is the fact that we have purposely 
avoided the creation of an advertis- 
tising overhead and personnel in 
our office by using our advertising 
agency to the limit of our mutual 
ability. We have not felt and do 
not feel that they are merely writers 
of copy and placers of it for us. 
If we did, then doubtless we would 
welcome an audit of them. But 
since they are a definite part of our 
marketing force, and as such grow
ing in strength, we cannot feel that 
our own peculiar agency relations 
would improve any by an outside 
audit.

The whole situation seems to me 
to resolve itself down to a relation 
between individuals; if the agency 
is honest and able, an audit is un
necessary; if it is not honest and 
able, I would not want to use it 
even though it had been audited. 
And, if there are agencies, in the 
field that need auditing to keep them 
square in their relations w-ith clients, 
it seems to me that this is the fault 
of the client. Because I feel so 
strongly that no thoughtful man in 
marketing work could bring into 
his effort an advertising agency 
which he had not sold himself could 
grow with the work and be a perm
anent part of it. If it is otherwise, 
and a client regards his agency as 
just a temporary connection to be 
changed without expense or loss at 
a whim or when some clever chap 
offers some copy that is better liked, 
then I do not believe an audit will 
be of any real benefit.

By ROY B. SIMPSON, Simpson Ad
vertising Service Co., St. Louis :

As a general business proposition 
I think something should be done to 
protect both publishers and adver
tisers against unscrupulous adver
tising agents as well as those who 
are inexperienced. .An audit might 
do it, but I have my doubts about 
it.

I do not agree with the sugges
tion of Mr. Smith that the Ameri
can Association of Advertising 
Agents or the Audit Bureau of 
Circulations should undertake a 
general audit of all the advertising 
agents in the country.

The four A’s consists of less 
than twenty per cent of the total 
number of authorized advertising 
agents in the United States. The 
other eighty per cent would object 
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to having their books audited by 
their competitors.

The A. B. C. is alre dv over
burdened with work and. in my 
judgment, should not undertake the 
task of auditing till the advertising 
agencies in the country.

A considerable number of pub- 
h-hers contend—and rightly so— 
th at if advertising agencies demand 
an audit of their circulation rec
ords and methods, they have the 
same right to know something about 
the methods of the agency, but they 
are right only up to a certain point.

1 believe that recognition should 
be granted an advertising agency 
on the following qualifications:

1 Its ability to bring to a suc
cessful conclusion any campaign it 
undertakes.

2. Financial strength which war
rants the extension of credit.

3. Moral strength which assures 
the publisher that his rates will be 
maintained.

No publisher has any right to de
mand that the advertising agent tell 
him what his volume of business 
is. nor should this be an essential 
point in determining the strength 
of any advertising organization.

Nearly all publishers are doing a 
certain amount of business direct 
with the advertiser. First they 
want to know whether the adver
tiser has an article that will repeat. 
The second thing the publisher 
wants to know is whether the ad
vertiser can pav his bills promptly. 
He gets a report from Dun or Brad
street or in some cases has his bank 
make a special investigation. The 
advertiser's volume of business in 
dollars and cents is not a determin
ing factor in the deal.

The purpose of this audit of ad
vertising agencies, as I understand 
it, is to stop rate cutting. A number 
ot publishers’ representatives have 
told me that they are strongly in 
favor of this idea because they re
gard it as the only means of elimi
nating the scalper. Two out of 
seven of the.se representatives pro- 
iessed to maintain their rates, yet 
I know positively that thev accept 
cut-rate business from advertising 
agents, .and in the last two vears 
Lave been known to give advertis
ers the benefit of the commission 
which thev are supposed to grant 
on v to .advertising agents.

The advertiser has a right to 
know what the publishers’ circula
tion is. The Audit Bureau of Cir
culations was established to meet 
the demand for an honest report 
and analysis of circulations. The 
man who buys loo.ooo circulation 

which is supposed to have been 
paid for by 100,000 potential buy- 
erse has a right to know he is get
ting what he ordered, but until the 
advent of the A. B. C. the pur
chase of circulation was in manv in
stances like buy ing a pig in a poke.

The necessity for an audit of the 
publishers’ circulation records has 
no equal in our ¡»resent discussion. 
Me advertising agents do not care 
what the publishers' business is in 
dollars and cents, but the publish
ers want to know all about our 
business; how much money we are 
making, how many advertisers we 
are serving, how much monev they 
are spending with us, how7 much 
thev can possibly spend in the fu
ture, and eventhing else of a con
fidential nature. I do not believe 
the advertising agents of the coun
try will stand for this deep probe 
into their business.

1 am willing to take the lid off 
and show my contracts with our 
clients to any authorized commit
tee. Me are willing to make a fi
nancial statement for any authorized 
committee, and we make these 
statements to the publishing asso
ciations once or twice every year 
as all advertising agents are re
quired to do.

I am willing to go as far as any 
other advertising agent will go in this 
matter. If an audit of advertising 
agents is vital to the publishing in
terests of the country as well as to 
the advertisers. I would suggest that 
this work be undertaken by a board 
or a commission, composed of one 
man from each of the publishing as
sociations and an equal number of 
men selected from the membership 
of the Association of National Ad- 
\ertis?rs. The advertising agents of 
the country should have absolutely' 
no voice in this audit scheme. It is 
the advertiser and the publishers who 
are most concerned in the ability, 
character, and strength of the adver
tising agents of America.

Elected a Director of “ McClure’s "
Charles E. Bricklev of the firm of 

Charles E Bricklcy & Co., New York, 
has been elected a director of McClure’s 
Maga®ic, Inc.

Raleigh “Tinies” an A. X. P. A. 
Member

The Raleigh, N. C., Times has been 
elected to active membership in the 
American Newspaper Publishers Asso
ciation.

Advertising Rates fixed in Spain
A royal decree has fixed the maxi

mum prices for the insertion uf adver- 
li-vments in new papers in Spain and 
the maximum price per copy. From 
lime 10 the price for newspapers will 

lie 10 centavos until the price of paper 
rises beyond a certain figure after which 
the price yvill go to 15 centavos. Except 
for extra advertising pages the surface 
size of newspapers may not exceed 13,. 
000 square centimeters. The maximum 
advertising rates vary for city and coun
try newspapers.

Mill Advertising Decrease When Busi
ness Slackens? “Paper ’ Says “No" 
Concerning the present paper shortage 

many theories have been advanced c m- 
cerning the reasons for the great increase 
in advertising and the consequent addi
tional consumption of book and bond pa
liers. says Paper in its editorial columns.

Desire to avoid paying the government 
too large a percentage of profits, increased 
production facilities demanding larger 
sales, reaction from the the depression of 
the late yvar—these and many other ideas 
have been advanced as the reason for 
the tremendous growth of newspaper, 
magazine and direct mail advertising.

One point seems to have been over
looked. That is the fact that advertising 
is primarily a cheaper way of selling— 
sometimes the only way of selling. While 
business in general is good, and there Is 
no denying that fact—the markets of this 
country, and of the world, have been 
what is popularly termed “sellers’ mar
kets.’’

The demand in all lines far exceeds the 
supply. What will happen yvhen condi
tions are reversed, as they yvill be one 
day? If the makers of goods can afford 
to advertise to such an extent noyy, 'while 
goods do not need to be sold, what about 
the volume of advertising when the “buy
ers’ market” becomes a fact ; when goods 
will have to be sold, and products pushed 
instead of doled out to the favored cus
tomer?

Is there any question that space will be 
sold in even larger amounts; that as the 
need for good advertising increases, the 
use of mediums yvill increase, and con
sequently the consumption of paper?

As long as business is good, advertising 
shows a steady normal increase—and pa
per manufacturers can be assured that 
there will be more advertising than ever, 
when business slackens in general com
modities. The demand for paper to sup
ply this advertising need will not decrease 
surely.

X'ew York "News” an A. N. P. A.
Member

The New York News has been elected 
to active membership in the American 
Newspaper Publishers’ Association.

Former Editor Directs Export and 
Import News Bureau

J. V. Knight, managing editor of the 
World's Business, has resigned and is now 
editorial director of the Export and Im
port News Bureau, New York.

Stivers Goes With Wales Agency
Harley E. Stivers, formerly with Mur

ray Howe, Inc., New York, and Barnes
Crosby Company, Chicago, has joined the 
plan visualization department of the 
Wales Advertising Company, New York.
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The Advertiser Meets the 
Photo-E ngraver

■ (Continued from page 19)

■ cept that they are made in sets, 
and making a halftone for each of 
the three supposedly primary colors, 

. red, blue and yellow.
Make a green mark and a red 

' mark on a piece of white paper. 
T ien take a piece of green glass or 

1 celluloid and cover the paper. The 
■ red mark will appear black and the 

green mark entirely disappears. Cov
er the paper with a red glass and 
the red mark will disappear while 
the green becomes black. Separat

' ing colors by using ray filters is fol
lowing the same principle.

Four-color halftones are made by 
adding a fourth plate and fourth 
color, black. The black gives depth 
(if color.

HOW TO HOLD THE ADVANTAGE

This elementary knowledge the 
buyer of engravings should have in 
order that he may transfer his ideas 
to the engraver. Too often the buy
er will say to the seller “Make it the 
way you think is best,’’ which puts 
the seller in an unfair position. 
There may be a dozen ways to make 
it—all of them good. Deciding 
which method to use may be only a 
matter of opinion or taste or likes 
or prejudice and the seller’s opinion, 
taste, likes or prejudice will vary 
likely differ from the buyer’s. Re
member there is always more than 
one way to do a thing right, or to 
be more accurate, there is always 
more than one way to approximate 
perfection, perhaps only one way to 
reach it. No one has reached it yet.

I wouldn’t buy meat if I didn’t 
know the difference between pork 
chop and sirloin steak. I wouldn’t 
tell tne butcher to give me what he 
thought was best. I don’t care to 
know all about the butcher business, 
but if I have to buy meat I want to 
know a few of the fundamentals, 
such as pork is pig and beef is bull 
and sausage is a trade secret and if 
I bought sausage I believe I’d even 
try to find the fundamentals of it 
too. A little knowledge is better 
th.<n no knowledge at all.

The buyer of photo engravings 
should really understand these few 
fundamentals and then the other de
tails will come easv.

Montgomery Ward Sales Increase 36
May sales of Montgomery Ward & 

Co. were SLS.300.000 as compared with 
$ • ,-oo ■ a year ago, an increase of 
22 per cent. Five months sales totaled 
$50,800 000 against $36,500,000, an in
crease of 36 per cent.

Silk Mills Start Mail Order 
Campaigns

Manufacturers of broad silks, having 
grown tired of waiting lor buyers lo 
come to Xew York and believing that 
the jobbers and wholesalers scattered 
throughout the country are not putting 
forth their best efforts to encourage 
sales of silk piece goods, this week 
started a mail order campaign direct to 
retail stores.

Goes With Crowell Publishing Co.
Philip E. Zelter, for several years con

nected with the circulation department of 
the San Francisco Chronicle, has accepted 
a position with the C rowell Publishing 
Company as assistant manager of their 
Detroit office.

German Newspapers In Paris Again
German newspapers have made their 

reappearance at the kiosques on Taris 
lioulevards where the display begins to 
resemble prewar days. These include the 
Frankfurter Zeitung, Lokalanzciger. Die 
H'Jche, Dor Tag, Tageblatt, Morgenpost. 
Simplieissimus, and others.

Pease & Elliman Advertising With 
Sherman & Bryan

Pease &- Elliman, real estate. New 
York, have appointed Sherman & Bryan, 
New York, as their advertising agents.

Atlanta Publisher Expands
The W. R. C. Smith Publishing Com

pany. publishers of Cotton, the Southern 
Engineer, and the Southern Hardzuare 
and Implement Journal, has filed a pe
tition requesting permission to increase 
its capital stock from $50,000 to $500.
000. The company, which was origi
nally incorporated for $30,000 in 1905, 
later increased this to $50,000.

Charles A. Otis Elected < hairman
Charles A. Otis of Cleveland, the new 

President of The Associated Advertising 
Clubs of the World, and a director and 
founder of the Field Illustrated, was 
last week elected chairman and director 
of the American International Publish
ers. Inc., succeeding the late Theodore 
N. Vail in this organization which pub
lishes the Spanish and Portuguese edi
tions of The Field Illustrated—El Campo 
Internacional and O (. ampo Interna
cional.

Made Assistant Sales Manager
E. A. Samels, who less than a year 

ago entered the sales department of the 
Four Wheel Drive Auto Company. 
Clintonville. Wis., has been appointed 
assistant sales manager.

Bloch Heads Tobacco Mt reliants 
Association

The Hon. Jesse A. Bloch, Senator in 
the Virginia Legislature, and of the 
Bloch Bros. Tobacco Co., Wheeling, W. 
Ya., at a recent meeting of directors of 
the Tobacco Merchants Association of 
the I'nited States was elected president 
to succeed Charles J. Eisenlohr, presi- 
<kut of Otto Eisenlohr & Bros., Phila
delphia.

Places “Icy Hut Advertising
The advertising of the Icy-Hot Bottle 

Company, Cincinnati, Ohio, is now being 
placed by the Procter & Collier Com
pany in that city. The account was 
formerly placed direct.

for the actual
HOW

on foreign trade
There is now available for your desk 
the most complete manual on Pacific 
Ocean Commerce ever offered manu
facturers and ex

59 page index 
To index the sub- 
jeuts covered re
quires 59 pages. 
Here is a hint of 
how complete this 
book it.
Finan ci ng F o reig n
Trade -Cable Rates 
to Pacific Coun
tries — Table of 
Amounts. Calcula
' i o n of Cargo 
space—Ports of the 

। Pacific Ocean — 
I Treaty Ports and 
■ ’ a r t s of Call— 
| Packing for Export 
\ —Principal Sources 

of Pacific Products 
—1 mportant Trade 
Maps—Pacific Mar
ti e t s for U. S. 
Goods—How L. S. 
'Bureau Aids Ex
port er s —JZ o n e y 
Conversion Tables 
Coins of the World 
—Index to Direct
ory of Exporters 

I and Importers—Di- 
। iceiuiy of Expert- 

ers and Importers.

can understand.

orters — a 750-page 
book covering step by 

, step the very facts that 
1 foreign traders must 

k n o w, revealing not 
merely what ought to 

1 be done, but HOW to 
do it. This manual is 
the only work that 
makes any pretense of 
supplying the detailed 
information about what 
each Pacific Port pro

' duces — what cargoes 
1 go through them—what 

the countries back of 
I them require and can 

use—what sellers, buy- 
1 ers, and transportation 
। companies must do to 
\ do business with such 
| ports. , The informa
. tion is accurate, de- 

pcndable — the editors 
' of PACIFIC PORTS 
i searched t h e whole 
| field for the bed rock 

facts—associate editors 
abroad supplied the 
latest data on all sub
jects covered. No need 
to guess—no excuse 
for great expense—-no 
need to search, for 
here in the 1920 PA
CIFIC PORTS MAN
UAL you will find the 
facts in language you 
edition of this great 

work has been the most complete and authori
tative of its kind—this is the sixth and great
est edition—a commercial dictionary—a descrip
tion of the products and wants of the Pacific 
Orean countries—the trade possibilities for 
American industries in each country. You are 
shown how to ascertain the field for your prod
uct—the freight rates to Pacific ports—given 
tables covering international trade, furnished 
important ’‘hows” all exporters should know— 
shown custom procedure—provided page after 
page of specific help, timely suggestions and 
advice that will 
greatly aid you in 
getting a firmer 
hold on foreign 
trade opportunities. 
The best way to 
determine the value 
of this 750 page 
manual is to ex
amine a copy. This 
you may do with 
the distinct under
standing that if 
after reviewing the 
book, you are not 
more than satisfied 
you need merely 
notify us and we 
will cancel all obli
gations. The cou
pon is ready for 
your signature. 
Sign it now.

750 
pages 
of. 
boiled 
down 
Facts, 
Maps, 
Figures
Tables and Other Data

TO BE MAI LED TODAY
PACIFIC PORTS. Inc.

42S Central Building, Seattle, Washington 
I would like to examine a copy of the 
1020 750 Pacific Ports Foreign Trade 
Manual, so send me a copy and bill 
in the usual way for $7.50. If after 
ten days’ examination I am not sat

isfied I may return the book and you 
are to cancel all obligations.

Name ..........................................................................
Street and No..........................................................
City and State ......................... 

discount cash with order) 
money refunded tf dissatisfied
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A flashlight of the smiling vanguard of New York’s big delegation lo the Indianapolis Advertising Contention “snapped" at Grand 
Central station. Note the “LR’s go” expression on the ladies’ faces

Michael Gross With Usokin Litho
Michael Gross, who is a frequent con

tributor to advertising periodicals, has 
severed his connection with the Seiter & 
K ipper Company, to become vice-presi
dent and sales manager of Usokin Litho, 
J ic.. makers of lithographed adv ertising 
display specialties at 230 West 17th street. 
A evv Y'ork.

Agnew and Opydycke to Teach Ad
vertising at New York LTniversity
Hugh Agnew, editor of Western Adver

tising. and former professor of Adver
tising and Journalism at Washington 
University, has 'become a member of the 
Department of Advertising and Market
ing at New Y'ork University.

John B. Opdycke, author of Advertis
ing and Selling Practice, has also joined 
the department as an instructor. Mr. Op
dycke, who is a contributor to Advertis
ing & Selling, has lectured on advertis
ing for many years.

Cambridge Special Agency Organized
The Cambridge Special Agency, Man

hattan, has been organized in New Y’ork 
with a capital of $10,000 by J. Curtiss, W. 
L. Harris and 1.. H. Healy, 2 Y’irginia 
place, Brooklyn.

Italy's Newspapers Cost Four Cetus
I alian newspapers, which until about 

a year ago were sold for 1 cent and 
v ere then increased to 2 cents, on May 
10 were advanced to 4 cents.

Barber Becomes Overland Sales 
Manager

?. C Barber, who for the past three 
wars h s been division manager of 
Willys-Overland, Inc., has been called to 
Toledo to assume the duties of sales 
manager under vice-president F.. B. 

Jackson. Barber left the Moline Plow 
Company, of vvhich he was sales man- 

■ager, to join the Overland forces in 
1916.

Nemeyer & Company Will Sell Y'ic- 
trolas by Mail

Paul Nemeyer & Company. Cleveland, 
Ohio, have started a campaign through 
farm papers to sell Yictor Y’ictrolas by 
mail for their client, the Clifton Furni
ture Company, also of Cleveland.

Firestone Goes with Fuller Company
Le Roy M. Firestone, recently with 

the Shuman Advertising Co., Chicago, 
has become associated with the Charles 
H. Fuller Company in that city.

Graner Is Fort Way ne Tire Sales 
Head

F. R. Graner, identified with the Penn
sylvania Rubber Company during the past 
seven years, has been made sales manager 
of the Fort Wayne Tire & Rubber Co., 
Fort Wayne, Ind.

Randall Gets Tire Account
The Hydro-United Tire Companv, Phil

adelphia, Pia., have appointed the Fred 
M. Randall Company in Chicago, as their 
advertising agency. Orders are being 
sent to the larger agricultural publica
tions.

Montgomery Ward to Open Business 
in California

Montgomery, Ward & Co., of Chicago, 
have filed articles of incorporation in Cal
ifornia to manufacture and sell goods, 
wants and merchandise at Oakland. The 
directors are Christian Miller of San Ra
fael, Cabell Kenny of Berkeley, and W 
Q Baleman of Oakland .

Parelta Advertising Corporation 
Formed

Parelta Advertising Corporation has 
been formed in New Y'ork with a cap
ital of $10,000 by H. Ascher, L. Lasko, 
and A. Gittes, 1123 Simpson St.. Bronx.

Woolworth Sales Keep Increasing
F. W. Woolworth Co. reports sales 

for May aggregating $11,320,307, an in
crease of 10.06G, and for the five months 
ended May 31, $49,557,596, an increase of 
ib.WG over the same months of last

Summers, Association Publicity 
Director

Snowden H. Summers, formerly man
aging editor of the New York Tele
gram, has been appointed director of 
publicity of the emergency committee 
of the American Gas Association.

Bryan Directs Delpark Advertising
The advertising of Delpark, Inc. of 

New Y’ork, manufacturers of Delpark 
collars and athletic underwear, is now 
being directed by Alfred Stephen Bryan. 
Newspapers in the larger cities will be 
used.

V. II. Power is A. B. P. Treasurer
The Associated Business Papers, Inc., 

announces the election of Y’. H. Power, 
of the Manufacturers’ Record, Baltimore, 
as treasurer. Mr. Power succeeds H. I.. 
Aldrich, who resigned because of the re
cent disposal of his publications to the 
Simmons-Boardman Publishing Co.

Agency I hanges Name
The firm name of C R. Larson & Staff, 

229 West Forty-second street. New York, 
has been changed to Larsen & Crouch.
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A Glimpse at the History 
of the A. A. C. of W.

How the World-Organization of Advertising 
Clubs Came Into Being and Where Its Conven
tions Have Been Held, With the Officers Presiding

By BYRON W. ORR
Former Secretary of the Associated Advertising Clubs of the World

THERE was nothing out of the 
ordinary connected with the 

formation of the Associated Adver
tising Clubs of the World and no veil 
of mystery attached to its beginning. 
Il wasn’t even an accident, but a na
tural development of the needs and 
growth of advertising and its im
portance to the business world.

The conclusions of its present at
tainment a* a national organization 
are absolute and obvious. It has en 
joyed a large success from year to 
year because it has put into practice 
what it has preached and advertised.

The Advertising Clubs of the 
World have concerned their activ
ities with all problems of advertising 
with efficiency, economy and utility 
as related to human progress and 
prosperity. The importance of their 
annual conventions, as held in dif
ferent cities throughout the United 
States, have been too broad to be 
weighed by the scales of money and 
too important to be determined by 
anything short of manhood develop
ment.

The business man, the manufac
turer, the publisher, the newspaper 
man, men at the head of large com
mercial enterprises and other organ
izations. men who buy. sell and cre
ate advertising have attended and 
participated in these conventions 
from all sections of the union from 
year to year with increased interest 
and returned to their homes and 
places of business fully satisfied xvith 
the information and knowledge 
gained thereby.

FIRST ORGANIZED IN 1905
I he idea of this organization was 

planned out by Charles H. Jones, at 
that time, a St. Louis man, editor 
and publisher of an advertising jour
nal called The .ld-IJ'riter. Before 
Mr. Jones left St. Louis and re- 
mnved his paper to Chicago, I was 
called into his office one dav, when 
he proceeded to read to me an out
line of his plan for the proposed 
Federation of Advertising Clubs of 
America.

Being secretary of the St. Louis 
Advertising League at that time, Mr. 

Jones was anxious to know what I 
thought of the plan and desired to 
know if it would be possible to en
list the support of the members of 
the St. Louis Club in helping to or
ganize the association as soon as he 
was located in Chicago, and could 
also enlist the support of the Chica
go Club in the movement.

The call went out from Chicago. 
It was a clarion call to amis to de
fend an<l promote good advertising, 
and on October 12 to 14, 1905, the 
first convention and organization of 
the Federation of Advertising Clubs 
of America was held in Chicago, at 
the time of the first big Advertising 
Show and Exhibition, put on at the 
Coliseum building, during the same 
week, and where several hundred 
adxertising men from different cities 
ox er the country were in attendance.

The St. Louis Adxertising Club 
was represented at the first conven
tion and organization xvith txventy- 
live delegates and stood second in 
number to the Chicago delegation. 
Cincinnati, Indianapolis and Detroit 
had promised to send good sized de
legations, but xvere quite limited in 
numbers. There also xvere scatter
ing delegates from Peoria, Cleve
land. Pittsburgh. Minneapolis, Dav
enport, Milwaukee, Quincy, Elkhart 
and Nexx- York.

Mr. Jones served as chairman for 
the preliminary organization and ap
pointed me, then secretary of the St. 
Louis Adxertising League as secre
tary pro tem. As the organization 
was perfected, Charles H. Jones was 
elected as the first president and Seth 
Brown, of Chicago, as secretary, 
xvho served only a few months, when 
I was appointed to fill out the term 
of that year. John Phillips, of St. 
Louis, xvas elected treasurer, and St. 
Louis xvas voted as the city for the 
second annual convention for 1916.

Following is a list of presidents 
serving since the organization: W. 
X. Aubuchon, St. Louis, 1006; 
Smith B. Queal. Cincinnati, 1907; 
E. D. Gibbs, Chicago, 1908; S. C. 
Dobbs, Atlanta, 1909-10; George W. 
Coleman. Boston, 1911-12; William 
Woodhead, San Francisco, 1913- 

1 t: Herbert S. Houston, Xew A’ork, 
1915- ■ 6: M. C. I) Any, St. Louis, 
i<)I7~i8; lx. T. Meredith. Des 
Moines, 1919—20. xvho recentlx- re
signed, and Reuben II. Donnelly, of 
< hicago. appointed to serve for the 
unexpired term. Charle A. । )tis, 
( leveland, elected at Indianapolis 
for 1920-21.

At the time of the vacancv of the 
first president, Hugh Montgomery, 
ot the Chicago Tribune, was delegat
ed to serve for the unexpired term 
of that year.

At the Cincinnati convention in 
I9oz, \\ ith Smith B. Queal as presi
dent. the principal work of this ad
ministration for that year was the 
addition of 25 or more new Adver
tising clubs to the membership of the 
Associated Adxertising clubs move
ment.

At the St. Louis convention in 
190(1. the name of the Federated Ad
xertising Clubs of America xvas 
changed to the Associated .Advertis
ing Clubs of America. At the con
xention in Toronto, in 1914, the .As
sociated Advertising Clubs of the 
\\ orld received its present title. At 
the Louisville convention in 1900, P. 
S. Florea, of Indianapolis, was elect
ea as secretary and has continued in 
that office up to the present year.

Since the organization in 1905, 
conventions have been held in cities 
as follows: Chicago. 1905: St. Louis, 
1906; Cincinnati, 1907; Kansas Citv,’ 
1908: Louisville, 1909; Omaha, 
1010; Boston, 1911; Dallas, 1912; 
Baltimore, 1913; Toronto, 1914; 
Chicago. 1915; Philadelphia, 1916; 
St. Louis, 1917; San Francisco, 
1918; Xew Orleans, 1919; Indian
apolis, 1920; and Atlanta has the 
convention for 1921.

There are now more than 300 ad
xertising dubs included in the mem
bership of the Associated Advertis
ing Clubs of the \\ orld. xvith a total 
membership of 20.000 advertising 
men. newspaper men. agency men 
and business men in all lines inter
ested in the problems and occupa
tions connected with advertising in 
all of its legitimate forms and meth
ods.

Barron G. Collier Acquires New A’ork 
Car Advertising

the New York City Car Advertising 
Company, of which Jesse A. Winburn 
is president, has been taken over by the 
Barron G. Collier interests.

Ibis sale is the second that has been 
made to the Collier interests by the Win
burns. It will be recalled that some time 
ago the New England Street Car Ad
xertising Company, of which Michael 
Winburn was president, was taken mrr 
by the Collier interests.
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The "Sensible” Use of Specialty Advertising
Employing the “Direct Utility" for Maximum 
Results: How, When and Where to Do It

By ERNEST ACKERMAN
Manager, Philadelphia Branch Whitehead & Hoag Company

THE most satisfactory definition 
of Specialty Advertising is to 
say that it.is Direct Utility adver

tising. the utility feature added to 
cheat the waste paper basket and 
assure the advertiser that his mes
sage will remain before the prospect 
over a period of time during which 
his desire for the article or service 
advertised may reach the stage of 
prompting action. Spec.atty Adver
tising takes no chances. The utility 
feature of specialty advertising re
mains frequently to remind the 
prospect of the product or service 
advertised and is on the job to de- 
bver the punch when the mood to 
buy arrives

The functions of Specialty Ad
vertising are many and can best be 
described bv citing definite cases. 
Not all concerns referred to are 
identified but 1 will gladly give the 
names of the firms mentioned to 
anvone having a legitimate interest 
in their experiences.

xot a "souvenir”
I am fast becoming a veteran in 

Specialty Advertising, having been 
with the concern I am genuinely 
pr, ud to represent for approximate
ly ten vears, with experiences in the 
impulsive Middle \\ est and nearly 
four vears in the more conservative 
East. During that time, I have 
heard buyers of national advertising 
declare their indifference to “adver
t-sing souvenirs” or “gifts,” and 
iluring that same time I have helped 
just as large buyers of national ad
vertisers develop and operate ex
ceedingly successful specialty adver
tising plans. The former is opin
ionated, refuses to learn; the latter 
is wide open for ideas, and applies 
his gained knowledge.

There is no one prejudiced more 
than I against the use of advertising 
souvenirs, as souvenirs; or “gifts.” 
I less a plan surrounds the speci
altv with an objective, functioning 
in a way that no other medium can 
function—at least, so economically - 
I cannot recommend the outlay. 
The advertising penalty is simply 
the vehicle for the jilan ot cam
paign. It is the last and least im
portant factor to consider in the 
work of cooperating with the adver
tising buyer. The modern and use
ful specialty advertising man carries 

trained advertising beams, not a 
sample case.

Possibly, the largest manufactur
ers-of laces employ a shopping tab
let, carrying their modest advertis
ing on one of the celluloid covers, 
and liberal space for the dealer's 
imprint on the other cover. A 
sampling quantity of these tablets 
is ordered to accompany a letter 
and convenient order form to every 
retailer handling its product, with 
a price placed upon the tablets in
cluding the imprints, that induces 
the merchant to purchase a quantity 
sufficient for local distribution, re
alizing that, independent of all other 
retailer handling the product, with 
the tablets to the lace manufacturer, 
he would need to pay three times 
as much for a tablet of the same 
quality. The retailer is advised 
how to surround the distribution of 
the tablet with a plan of advertising, 
announcing in the local newspaper 
that the tablets will be handed out 
in the lace department to every 
shopper filling out an index card 
which asks two or three questions 
leading to future sales either of lace 
or any other article in the store. 
These could be vacuum cleaners. 
The lace company is satisfied that 
the unwasteful circulation of the 
tablet carrying their message will 
be profitable to them. Note the un
selfishness of the plan. The retail
er's interests are foremost. Inci
dentally. observe a self-supporting 
specialty advertising plan to the 
consumer, with the dealer’s enthu
siastic co-ope ration.

Unquestionably, the world's big
gest meat ¡»acker believes in special
tv advertising and knows how to 
use it. He invites the help of sell
ers who know. One of his stand
ard, annual plans is the distribution 
of the celluloid calendar card 
through the meat markets to the 
consumer, an individual billboard 
referred to daily Ivy every recipient.

A middle western underwear 
manufacturer of national promi
nence, with annual sales exceeding 
ten million garments, uses specialty 
advertising sensibly. The advertis
ing manager is receptive. He an
nually resells the wall calendar and 
the celluloid calendar card, and the 
demands from his dealers in
crease each year, until the quan

tities ordered are now running into 
seven figures. This is a wonderful 
direct advertising plan, with no 
waste circulation, operating 365 days 
of the year, and tying up national 
magazine and newspaper advertising 
to the local distributor.

Did you ever try to buy a Slide
well collar in Philadelphia? It’s a 
hard struggle. Up and down Chest
nut and Market Streets I went one 
day, calling at every men's furnish
ing store, but no Slidewells. At 
least some people would know 
where they could be bought, if the 
distributor was provided with the 
celluloid calendar card, advertising 
Slidewell collars and carrying the 
dealer's imprint, and the cards were 
wisely distributed. There are sev
eral plans for distribution of deal
er’s heli>s to the consumer, which 
is an article or talk in itself.

DEALER GOOD WILL
One of the most elaborate uses 

of specialty advertising for con
sumer advertising is in operation 
now by a national yarn manufac
turer. Demonstration weeks are 
announced by dealers with the in
ducement of a registered key tag 
to every woman calling at the yarn 
department and filling out an in
dexed card. The tags are resold at 
cost to the dealer, and carry his 
imprint. The dealer wisely meas
ures the value of the plan of giv
ing key insurance to the shoppers 
and the opportunity of restoring 
lost keys to their rightful owners. 
Good will is a priceless asset to 
anv concern. Incidentlw without 
expense to the national advertiser, 
many thousands of these key tags 
are in daily use all over the United 
States, and by their shape and mes
sage pyramid the inclination to use 
this particular yarn. It’s a whale 
of a plan, going over big, with 
everyone concerned—the manufac
turer. the dealer, the consumer— 
well pleased. Naturally, the dealer 
is not averse to quickening the turn
over of the yarn in his store.

A world famous manufacturer 
of heavy and household electrical 
specialties employs the dealer resale 
¡»lan in connection with demonstra
tions of household labor-saving de
vices at dealer stores. Through 
local mediums the housewives are 
informed that during Demonstration 
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week, thev will be presented will; a 
tape measure, for example. A space 
is provided on the tape measure for 
the dealer's imprint. To get the 
tape measure, the recipient is re
quired to till out a card answering 
certain questions which naturally 
develop definite and abundant leads 
f • the stile of their several house
hold devices. Every keen mer
chandiser ¡»resent will recognize the 
common sense opportunities such a 
plan creates.

So far, 1 have only referred to 
national advertiser's use of specialty 
advertising to the consumer—deal
er's helps. I shall now point out 
a few experiences of the local ad- 
yertiser. One of the largest depart
ment stores in the world, located in 
a Middle Western city, employs 
specialty advertising to good ad
vantage. Shopping tablets bring 
the shopper to certain departments 
for certain objectives.

FOR HOME BUILDERS

A progressive real estate firm 
wanted to obtain an up-to-date list 
of newlyweds who could be inter
ested in the purchase of love nests 
on the pay-as-you-earn basis. They 
were advised by a specialtv adver
tising man to induce the stenog
raphers in stores and factories to 
send them a typewritten list of 
newly married men in the selling 
and office forces, and to keep them 
informed. For their courtesy, they 
were presented with very high class 
and extremely intimate advertising 
specialties. This real estate oper
ator will testify- that the plan has 
minimized lost motion, and devel
oped more sales, at a low cost. 
Furniture, piano and talking ma
chine houses can use adaptations of 
this plan very profitably.

A large Pennsylvania clothing 
■tore the livest in its trade terri
tory, continuously- uses specialtv ad
vertising. At style shows, this firm 
distributes, with a plan, sensible anil 
high class specialties, and at definite 
times of the year, men, y oung men 
au 1 boys visit the store to receive, 
by habit, their customery specialtv. 
7 i ere is a tie-up in every case. Go 
to that town, ask, as a stranger 
would ask, for the leading clothing 
store. Everyone except their com- 
petitur will direct you to the store 
I have mentioned. Good yvill is a 
precious gem.

Out in Iowa, a certain depart
ment store dominates in its trade 
territory, a radius of fifty miles. 
Here is one of the reasons: 7'he 
Masonic and Eastern Star lodges 
met in state convention in that citv 
about nine years ago. Enclosed

yvith every Eastern Star delegate 
badge, yvas a. yvarm invitation to 
visit this store yvith the notice that 
a tape measure yvould be presented 
lo every yvoman presenting the card 
at the information booth, centrally 
located. The public facilities of 
the store yvere placed at the cus
tomers' disposal. The oyvner of 
that store yvill tell vou that their 
sales took a great jump during that 
convention and developed mail or
ders, exceeding their highest expec
tations. Almost an endless chain 
of advantages could be mentioned. 
W hen the 1-astern Star visitor 

Trucks — and Paper
From wood yard to mill, from rags to beater, from 

factory to freight car, trucks of all sorts and descriptions 
are the vital connecting links in the chain that turns pulp 
into paper. Hand haul or motor driven; little industrial 
platforms t arrying 50 lbs. from machine to shipping room, 
or great goliaths of freight carriers handling 5 tons over 
rough roads—all are essential to the manufacture and dis
tribution of the product of this important industry.

More than one thousand pulp and paper mills are exert
ing every effort and straining every industrial sinew to 
meet the urgent demand for production and more produc
tion. Speed is the order of the day.

And—the orders for the day from the purchasing de
partment are likely to include trucks, too. So, if you sell 
motor trucks, hand trucks, elevating trucks, tractors, 
trailers or acct ssories, right now is the time to tell your 
message to the men who make paper and read

PAPER
The Production Journal of the Industry.

471 FOURTH AVE^ NEW YORK CITY

yyent back home, yvhose store did 
she boost, in conversation at cards 
or at sewing circle.-' The tape 
measure yvas a well-made article, 
yvith release spring, in a celluloid 
case, carrying the emblem of the 
lodge on one side, with a picture 
of the store and modest advertising 
on the other.

a bank’s plan

A certain bank in Cleveland, 
Ohio, dominates, and one of its 
tried and proven methods of build
ing up good yvill and deposits is the 
use of specialty advertising. At one 
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time, they invited everyone in 
Cleveland to call at the hank and 
secure a registered key tag; on the 
registration card were included cer
tain questions which gave the bank 
information that was tactfully fol
lowed up and materialized com
mercial and savings deposits in ex
tremely large proportions. I will 
take a minute to emphasize one of 
the opportunities in this plan. As
sume that a wealthy manufacturer, 
not banking as a firm or individual 
with this bank, should lose his tag 
carrying valuable keys to his home, 
business house, and vaults. And 
assume the keys were found and 
returned to the bank, owner iden
tified, and his keys restored. He 
might become both an individual 
and firm depositor and patron of 
that bank. V\ ell, he did, and manv 
of them did, not onlv with the

Paper for letterheads
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Cleveland bank, but several other 
banks which have operated the 
>ame plan.

There is no larger exclusive 
house furnishings store anywhere 
than is located in a certain Middle 
West city, and its proprietor, a 
man of national reputation, bases his 
success upon the slogan: "Make 
friends of children and your suc- 
ce>s is assured." Every child in 
his trade territory watches his ad
vertising for announcement of spe- 
sialty advertising plans and takes 
full advantage of the invitations 
extended. Mother or father, or 
both, must go along to the store. 
They see something they need, had 
no thought of buying until they’ en
tered the store, and a habit of trad
ing at this friendly store is formed. 
And. how about the child who, in 
a few years, becomes the mother? 
She remembers her childhood ex
periences and remains loyal to her 
business friend. It’s an example in 
geometrical progression — grandpa
rents, parents, children, all trade at 
this store from the habit formed 
when, as children, they called to re
ceive the advertising specialty. And 
every distribution was tied up to a 
certain objective.

Charles Errett. of Lily Cup fame, 
is a firm believer in specialty ad
vertising. When a chauffeur drives 
in from Long Island C ity to the 
plant for a supply of Lily Cups, he 
is presented with a neat leather case 
in which to keep his license card. 
Bookkeepers from the Wall Street 
offices send over for a ruler, and 
stenographers write a note asking 
for another pair of cuff protectors. 
"And the funny thing,” relates Mr. 
Errett. "is the fact that a bank 
president seems to attach more 
value to a note book or a telephone 
guide than he would to a twenty- 
five dollar gift. An order came 
from a large down-town corpora
tion. and with it a note. ‘One thing 
that impressed me about your sales
woman, was the fact that when she 
came into the office she didn't sav 
she had come to sell me Lily cups. 
She greeted me courteously and 
merely left on my desk a pencil, or 
a Thrift Stamp case or a cute little 
turtle paper weight on which was 
printed: “Give your people Lilv 
Cups.” She left me to sell myself 
and I did.’ The woman who sells 
newspapers at a corner on Broad
way makes her change from a Lily 
cash ap.ron, and when the file clerk 

in the office puts a dab of powder 
on her nose, she studies her reflec
tion in a Lily Cup mirror.”

Concerns advertising to classified 
trades realize that specialty adver
tising is direct and unwasteful. 
They know whom they want to 
reach, why and when. Specialty 
advertising is the uniformed mes
senger. A western wall paper job
ber wanted to intensify its distribu
tion to secure more business at the 
same or lower selling expense. Thev 
used specialty advertising to secure 
vital information from sources in 
towns where they had no dealer 
connection. The information was 
obtained, dealer connections made, 
without the expense of personal vis
its. which in many cases would 
have been extravagant, if not pro- 
habitive.

BEATING OUT A "SLUMP”

An eastern thread manufacturer 
anticipated a slump and saw an op
portunity to open up new markets. 
A plan in which form letter and 
specialty advertising was employed 
was worked out, the plan put intol 
operation about three months ago, 
and they haven't caught up yet with 
the new sales. On the morning af
ter the campaign was mailed, a $750 
order for thread was telephoned in 
from a source from which they 
have never before secured a dollar 
of business. Citations in this case 
could be made almost without end.

A manufacturer of milling ma
chinery opposes the handing out 
of souvenirs at a trade convention. 
But he swears by specialty adver
tising of the better sort. Every 
trade convention mean> an oppor
tunity for business. He has a dis
play and indexed fill-in-cards, and 
the delegate has been informed 
by large posters in the exhibit hall 
that a high class advertising speci
alty will be mailed to his home ad
dress if he will step to the booth 
and fill out a card. Some of the 
questions asked on the card get 
answers which keeps the company 
salesmen hopping for the rest of the 
year on definite leads for business.

A leading New Y'ork newspaper 
wanted certain information from 
buyers of advertising and got it by 
the use of a high class celluloid top 
blotter, with an inquiry form which 
produced the desired results.

One of the leading, if not the 
leading cream separator manufac
turer, distributes thousands of cal

GIBBONS KNOWS CANADA”
MONTREAL TORONTO WINNIPEG
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endars every tear to consumers 
Thev are in great demand ami are 
cleared through the local dealer. 
With the calendar is sent an ac- 
Kiiow lodgement card w hich asks in 
part the following:
Number of cows?

I Have you a cream separator?
1 If so. what make is it and how long have 

y >u had it?
Are you in the market for a separator? 

When ?
What is your favorite newspaper?

Their average returns, for a pe
riod of years, in sales, not inquiries, 
exceeds ten per cent.

For the export manager, specialty 
■dvertising becomes a necessity, 
authorities on export advertising 
will tell you. The South American 
is very receptive of specialty adver
tising and influences by the spirit 
of distribution.

The verv largest manufacturer 
of talking machines resold cel
luloid calendar cards to their South 
American and Cuban distribut
ors who were instructed on how 
to secure checkable results from 
the distribution. Letters of apprec
iation are coming in yet. and no 
doubt, the plan w ill be included as 
a perennial asset to the export sales 
department.

A dental supply house produces 
for the Spanish and Portuguese 
consumer in S 'Uth America, adver
tising specialties, and secure defin
itely traced results that could be ob
tained in no other way so inexpen
sively.

Specialty advertising is easily 
checked for results. The destina
tion of your advertising pieces is 
recorded, inquiries marked up and 
sales credited, or whatever results 
you are striving for.

A Boston proprietary medicine 
house, distributing almanacs through 
a national distributing agency 
placed a coupon on the last page 
of the almanac, which entitled the 
person filling it out to a celluloid 
tatting needle. Returns came in 
from all parts of the country and 
in numbers sufficient to convince 
them that the distributing agency- 
had done its work well.

Editor’s Note—From an address delivered re
cently before the Poor Richard Club. Phila- 
lelphia.

William P. Spurgeon Dead
William T Spurgeon, for nearly thirty 

years connected with die Washington 
Post, the last fifteen years as its manag
ing editor, died from typhoid fever late 
last week at his home in Washington.

Born in Norwich, England in 18O). he 
entered the newspaper profession as a 
young man in England. He came to this 
country in his early twenties and worked 
on New York newspapers until he left 
for Washington in 1800. Not long after 

he joined the Post’s editorial staff he was 
made nexvs editor ami served in that ca
pacity until 1005 when he was appoint'd 
managing editor.

W hen the Washington Herald was 
founded, Mr. Spurgeon left the Post to 
become managing editor of the paper un
der Scott C. Bone. Later he returned to 
the Post as managing editor. He was 
one of the organizers of the National 
Press Club and its first president.

Mr. Spurgeon is survived by a son, 
a daughter, his mother and a brother, 
John I. Spurgeon, managing editor of 
the Philadelphia Public Ledger.. Mrs. 
Spurgeon died three years ago.

< rawford kppouih-d to Bond 
Committee

W. S. Crawford, the London adver
tising agent now visiting this country, has 
been appointed as one of a committee of 
three by the British Ministry of Health 
to co-ordinate and assist in the x'arious 
local housing bond campaigns in Eng
land. —

Weill-Biow-W eill No» the Bio» 
C ompany

Effective June 1, Weill-Bioxv-Weill, 
Inc., New York, changed its corporate 
name to the Blow Company. The officers 
and corporate members remain un
changed. -----------

Two Accounts for Wood, Putnam 
& Wood

The Baltimore office of the Wood, Put
nam & Wood Company, advertising agents 
in Boston, has obtained the accounts of 
the Paramount Drug' Company, manufac
turing chemists in Washington, D. C, 
who makes Maltogen; and Wallace & 
Gale, manufacturers of asbestos cement 
singles, Baltimore, Md.

W ible Succeeds Hewitt
Elmer T. Wible, formerly xvith the Al- 

W-rt P. Hill Company, Pittsburgh, and 
the Mitchell Advertising Agency, Minne
apolis. has succeeded J. M. Hewitt as ad
vertising manager of the Pittsburgh Steel 
Company. ----------

Barr Is Billings-( hapin Advertising 
Head

J. H. Barr is now advertising manager 
of the Billings-Chapin Company, Cleve
land. Ohio, succeeding Oliver M. Byerly, 
resigned. 

Wilberding Affiliated With Storm 
& Sons

J. C Wilberding, formerly vice-presi
dent of Van Patten, Inc., New A’ork, has 
acquired an interest in Jules P Storm 
& Sons, Inc., and has been made vice
president and a director.

Sales Executives Hold Important 
Three Day Convention

The American Society of Sales Ex
ecutives held its semi-annual meeting 
at the Edgewater Beach Hotel, Chicago, 
May 24 to 26.

Professor Walter Dill Scott, George 
W Hinman, former editor anti publisher 
of the Chicago Inter-Ocean and Norval. 
Hawkins, author of the “Selling Pro
cess.' were among those who delivered 
addresses. Administration, Research and 
Promotion. T rade Practices. Foreign 
Trade and Business Adjustment were dis
cussed.

The next meeting, it was decided, 
would be held October 4, 5 and 6, at At
lantic City or Lakewood. N. J.

ur new 
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International Advertising Exhibition in 
England _

An International Advertising Exhi
bition, at which the United States is 
expected to be strongly represented, is 
to open at the White City in London, 
England, on Monday, November 29.
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Gets a Peanut Butter Account
The Freeman Advertising Agency, 

Richmond, Va., has secured the adver
tising account of the Bosman & Lohman 
Company, Norfolk, Va., large manufac
turers of peanut butter for commercial 
purposes.
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Calendar of Coming Events
June 20-25—International Association of White Sulphur Springs, W. Va. 

Rotary Clubs Convention, Atlantic
City. July 12-16—Annual Convention Poster

June 21-26—Annual Convention, National Advertising Association, Hotel Stat
Fertilizer Association, The Greenbier, 1er, St. Louis, Mo.

Gray Agency Advertises Smoke
The Gray Advertising Company, Kan

-a- City, Mo., has obtained the account 
of the Admiral Hay Press Company in 
ihat city. Trade paper- are being used. 
This agency is also handling the ac
count of Wright's Smoke, a prepared 
product for the curing of pork products 
at home.

Will Use Foreign Newspapers
The Brown Shoe Company, St. Louis, 

which is carrying on a foreign adver
tising campaign through the J. Roland 
Kay (.ompany, Chicago, is now plan
mug to increase its appropriation to in
clude newspapers in South America, 
Spam and Australia.

Auto Editor To Be Advertising 
Manager

IT M. Roberts, automobile editor of 
several southern newspapers, is to be 
advertising manager of the new Simms 
Motor Car Corporation, of Atlanta. Ga., 
which plan- to manufacture a new four 
cylinder, $1,200 car.

Plan Campaign lor Napoleon Trucks
The Napoleon Motors Company, ol 

Traverse City, Mich., has derided on a 
yios ram of expansion, a big point of 
winch is to be an extensive advertis
ing campaign. The company increased 
its capital slock from $500,000 to $2,500. 
000 and will considerably increase the 
output of Napoleon Trucks.

Whitfield Price Pressinger Dead
Whitfield Price Pressinger, vice-pres

ident and general manager of the Chi
cago Pneumatic Tool Company, died in 
the Roosevelt Hospital, New York, 
Thursday of last week in his forty
ninth year. He was an authority on 
compressed air and a protege of Charles 
M. Schwab.

National Biscuit ( ompany I ice-Presi
dent Dies

Thomas S. Ollive, vice-president and 
director of the National Biscuit Com
pany, died suddenly in New York last 
week at the age of eighty-five. He was 
born in Liverpool, England, and came 
to this country as a child. He was pres
ident of the Brinckerhoff Company, that 
later became the New York Biscuit 
Company, before the formation of the 
National.

Omaha Agency Has Two New Accounts
The Warfield Advertising Company, 

Omaha, Nebraska, is now handling the 
advertising of the Henry Field Seed 
Company, Shenandoah, Iowa, and the 
Frank Rose Tire Pump Company, Hast
ings. Nebraska.

Former Presidents Were at Convention
Among the early presidents of the 

Associated Advertising Clubs of the 
World present at the Indianapolis Con
vention were Hugh Montgomery, Smith 
B. Queal and E. D. Gibbs. Samuel C. 
Dobbs wired his regrets at not being 
able lo attend, having been detained else
where

Kodak Earnings More Phan $1*0,000,000
Net profits of the Eastman Kodak Co. 

and its subsidiaries for the past seven
teen years and six months have been 
$170.512,613.44. This figure was made 
public in a recent report compiled by 
the directors of the company for the 
benefit of the stockholders.

' The business of the company reached 
ils greatest proportions in 1010 when 
the Eastman Kodak Co. of New Jersey, 
the parent company, including subsidi
aries such as Kodak. Ltd., of England, 
made net earnings of $18.326,002.00 af
ter excess profits and income taxes had 
been deducted. The figure in 1018 was 
$14,051 .oM-1/■ A surplus of more than 
$57,000,000 and a reserve fund of $5,
250.000 has been created during the past 
seienteen years. Fifteen million of the 
surplus is charged off on ihe book value 
of patents and good will. Real assets 
of ihe company arc valued at $88.71$.- 
112.58. anil an estimate by people in a 
position to know places the good will 
and patents at a figure as large as the 
real \ ablation.



Where were you on August 25,1914?
August 25, 1914, I 

came to New A ork, 
owing money, to take a posi
tion at $35 a week,” says 
Charles C. .Nicholls, Jr.. in 
a letter to the Alexander 
Hamilton Institute. .
'‘That was a little over five 

years ago. I have recently 
been elected We President 
of the Schulte Retail Stores 
Corporation, the second larg
est retail cigar company in 
America, having stores in 
more than fifty cities.

"The definite, practical guidance 
furnished by your Modern Bus
iness Course and Service has been 
one of the most important factors 
in my progress. 1 wish 1 could 
speak personally to every young 
man in America and urge him to 
accept your help.

"Why should any man waste 
vears of his life in getting a work
ing knowledge of the various de
partments of modern business, 
yvhen you can give it to him in a 
feyv months of thorok practical 
training?”

Men from every hne of business 
are enrolled

IP Mr. Nicholls were an isolated 
example his testimony would 

mean little. But the Alexander

And how has your progress in 
the intervening five years com
pared with the progress this 
man has made?

Hamilton Institute has," for ten 
years, been doing for a great many 
men what its training helper! him 
to do.

Thousands of men, representing 
every department and position in 
business, have decided that the 
years of their business life are too 
precious to be wasted in learning 
for themselves what the experi
ence of successful men in business 
can teach them.

They have found in the Mod
ern Business Course and Service 
a more direct, more effective route 
to positions of larger responsibility 
or to businesses of their own.

The men behind the Institute

THERE is no guess-work alxnil 
the Institute's training; no 
theory.

It has gathered the experience 
and methods of the most success
ful men in business. Behind it 
stands an Advisory Council repre
senting the best educational and 
business authority. That Council 
consists of:

Frank A. \ anderlip, the finan
cier; General Coleman du Pont, 
the well-known business excel* 

live; John Hayes Hammond, the 
eminent engineer; Jeremiah W. 
Jenks, ihe statistician and econ
omist; and Joseph French John
son, Dean of the New Y'ork 
University School of Commerce.

IT hat are the next five years 
worth to you?

YOU know better than anyone 
else yvhat a year of your life 
is worth.

On August 25. i<;i4. you may 
have been in a position similar to 
that of Mr. Nicholls. Have the 
intervening five years meant as 
much in progress to you as they 
meant to him t

Will the next hve years yield 
urn merely a feyv small increases 
in salary and position? Or will 
they lift you up into the class of 
men for whom the demand always 
exceeds the supply?

‘‘Forging Ahead in Business”

JUST what the Modern Business
Course and Service is; just how it 

is fitted to your need ; just what it has 
done for other men in positions sim
ilar to yours—all this is explained in 
a 110-pagc book entitled "Forging 
Ahead in Business." You may have il 
without obligation. Send for your 
copy now.

Alexander Hamilton Institute
3O1 Astor Place New Y'ork City
Semi me “Forging Ahead in Bus
iness” without obligation.

Adder

Business
nn<irinn ..........................................................................
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EFFICIENT
SERVICE
The proper presentation of outdoor adver 
rising requires unusual care in space selec 
tion> design, execution, construction and
maintenance. That advertisers may be 
assured of efficient country-wide service, 
plants are maintained
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