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u. sLeads
Now Above 450,000

TRIBUNE ADDS 
30,000 READERS

IN TWO DAYS

In th« two days since the other .Chi
cago morning paper', the Herald and 
Examiner, advanced iqi price to 3 cents 
The TbtBune has experienced a re
markable Increase In Its dally cir
culation in the city. In fact, the growth 
in demand for this newspaper is so sig
nificant that it seems worthy of men
tion here aa a matter of public interest.

Gain Is Phénoménal
The total fuming circulation ot The 

Tribune yesterday was 451.829, of 
which the net city circulation—Chicago 
and immediate suburbs—was 292,860. 
In round numbers this is a gain of 30,
000 within tfie two days since the 3 
cent price ot the other morning paper 
becaijxe effective. On Monday morn
ing The Tribune's net sales wete 
420,643, of which number 265,484 copies 
were city circulation.

With the total paid circulation ot 
451,839. reached yesterday momipg. 
The Tribune has by far the largest 
circulation of any morning newspaper 
in the United Statea
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NewOiieans

Because:-

Want More Information? 
We’ll Gladly Furnish It.

Large Circulation 
Concentrated In The City 

Prop er-Your Profitable Market
Suburban New Orleans is too limited and 
scattered to cover economically.

Advertise in the New Orleans States and 
center your efforts on the city itself. Ex
cellent opportunities for distribution of 

any product. People responsive to 
advertising. High per capita pur
chasing power.

■^advertising/Dll
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Silverton Cord

These and many other national advertisers KNOW 
that Rotogravure advertising pays.
They insure results by use of media of KNOWN 
value like the

Fort Worth Star-Telegram
First Paper in Texas

Fort Worth is located in the heart of a BILLION 
DOLLAR territory, where the buying power per 
capita is enormous.

Rotogravure advertising in The Star-Telegram pro
duces results because it is read by people who 
have confidence in their paper.

Circulation over 75,000 Daily—90,000 Sunday 
Sunday Rotogravure—eight page super-calendered 
paper—closing date only 21 days in advance of 
date of issue.

ram

JEKC

AMON G. CARTER
Vice Pres, and Gen. Mgr.

A. L. SHUMAN 
Advertising Mgr.

Represented on Rotogravure ONLY by
Graphic Newspapers, Inc.

1211 Hartford Bldg., 638 Little Bldg. 
Chicago. Boston.
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Selling Your Advertising As Another Produâ
When a Concern Advertises It Enters a New Field of 
Production. How Does the Organization “Measure Up?” 
There Is Much to Be Gained by Scientific Operation 

By HUMPHREY M. BOURNE

Gentlemen, what is our 
product ?”

The words fairly crackled across 
the room. And what an easy ques
tion—as if everybody didn’t know 
what the product was! What was 
the old man driving at?

“Yes, what is our product? You 
tell us, Mr. Wallace.”

“W hy, soap, of course, Mr. Par
sons.”

"What else?”
Sw'h a question, when everybody 

knew that since ’71 the concern had 
made soap, sold soap, thought soap, 
dreamed soap, and soap alone! 
Soap! Soap!! Soap!!!

“Gentlemen, your silence is elo
quent with ignorance. Soap, of 
course, is our main product. But 
we are producing something else— 
and that something else should be 
as familiar to us as our soap, 
should be known to us as intimate
ly as our soap, and in turn should 
be sold by us as intelligently and 
well. Gentlemen, the other product 
is our advertising. Mr. Murphy, 
our publicity man, will now take the 
floor and tell you something 
about it.

There’s nothing extreme or far
fetched about a situation such as 
illustrated above. It may not take 
place every day in many establish
ments through the country; but it 
should. For the moment a concern 
decides to advertise it is planning 
the manufacture of another prod
uct ; it is investing in a new kind 
of equipment; it is extending the 
selling force; it is capitalizing old 
responsibilities and assuming re
sponsibilities that are new; and un
less these factors are accepted ac
cordingly by every member of the

Selling Begins At Home

/T has come to be recognized that the 
way to obtain maximum distribution 
of either specialties or staples is, 

primarily to sell with them something be
sides the material product—a degree of 
service that in itself frequently, to the 
buyer, is as important as the goods.

The wriler of this article, who has con
tributed many others to the columns of 
Advertising & Selling, has set forth in 
a rather vigorous style the fundamental 
¡uea of the necessity of selling one’s own 
organization first on the service that goes 
with the main product.

Mr. Bourne has taken the view that ad
vertising itself, if only by virtue of the 
large sums invested in it as a commodity 
and a selling force, is in itself a product 
of high importance to any concern em
ploying it. The thought is zeorthy of care
ful analysis.—THE EDITOR.

concern, and in turn presented with 
the same force and intelligence as 
characterizes the selling of the chief 
product, then the advertising be
comes a weakened thing—to be 
thought of in terms of expense 
rather than of profitable investment.

HOW MUCH FOR AN “ad" ?

They tell a story of an old Mil
waukee brewer to whom an elabor
ate advertising campaign was being 
suggested, with samples of the pro
posed advertisements. After an 
hour or two of profound interest 
on his part he made the welkin ring 
with the enthusiastic remark: “Ain’t 
dot pretty; how much do you charge 
for an ad?”

Fortunately, intelligent advertis
ing never was in the “how much 
for an ad" class. The modern ad
vertising campaign is the result of 
deep thought, careful planning, and 
continuous application on the part 

of many executives and others, de
pending on the size of the estab
lishment. And it means the appro
priation of a certain percentage of 
the profits—enough in many in
stances to build a new factory, or 
to buy new operating equipment, or 
to add from twenty to one hundred 
more men to the sales force.

I never will forget the remark 
that my old chief, Oliver Cabana, 
Jr., President of Liquid Veneer, 
once made. It has meant many a 
stop, look and listen when writing 
an advertisement or planning a 
campaign to be paid for by some
body else. He said: “Good heav
ens, Bourne, paying for a full-page 
advertisement is like buying a 
house and lot.” He wras right. And 
the same thing holds true of any 
advertising campaign, which isn’t 
something to be dolled up and then 
sent out alone into a cruel world to 
meet its fate.

The responsibilities connected 
with an advertising campaign are 
tremendous. The advertising is to 
create new goodwill for the house. 
It is to win an increased preference 
for the main product. It is to 
smooth the way for every sales
man. It is the expression of more 
than the intrinsic qualities of some
thing that is made and sold; it is 
the expression of the character of 
the house itself, of the house’s at
titude toward its dealer and con
sumer market. It expresses the 
very soul of the organization.

EQUAL TO THE MAIN PRODUCT

Being all these things, advertis
ing is something not to be lightly 
planned or lightly executed. It be
comes an extra product, equal in 
importance to the chief product it
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self—for it precedes that main 
product as an expert salesman, and 
must leave a favorable impression 
against the time when the moment 
of purchase arrives.

And, as a real product, advertis
ing demands the right attitude of 
mind, and a right knowledge of its 
true function, on the part of every 
individual in the organization—an 
attitude and knowledge most essen
tial to the establishment of good- 
zvdl toward the advertising itself, 
both inside the organization and 
out.

Whole-souled loyalty on the part 
of every worker toward the adver- 
lising is as essential as loyalty tow
ard the house and the thing it pro
duces. Opposition, or even a luke
warm attitude toward the advertis
ing is more often a lack of proper 
knowledge of what the advertising 
is to accomplish, due, in turn to a 
lack of proper education by those 
directly responsible for the adver
tising policy. A friendly working 
attitude on the part of everyone 
toward the advertising cannot be 
expected if those responsible for its 
being do not sell the advertising as 
painstakingly inside the organiza
tion as they expect the other prod
uct to be sold outside.

And, if the attitude of the man 
opposed to the house’s advertising 
cannot be changed, change the man, 
for at heart he is inimical to the 
interests of the house, even though 
he does not know it. Elbert Hub
bard said it—“Get out or get in 
line.”

The ignorance of many an execu
tive on matters pertaining to the 
concern’s advertising is downright 
appalling—to say nothing of that 
of lesser lights in the organization.

Ask the men as they come in 
from the road to tell you what they 
know about the advertising policv 
of the house.

Ask them the cost of that last 
page.

Ask them something about the 
number of people the advertising 
is reaching monthly, and what it 
all means to their own particular 
trade.

Ask what the last advertisement 
was about.

See if they know anything about 
the message to be delivered next 
time.

Ask for a brief description of the 
selling points advanced by the last 
advertisement.

Ask if the selling points are be
ing capitalized with the trade—and 
in just what way.

Ask how the advertising is re
garded as a selling aid.

Do the men simply tolerate the 
advertising, or do they regard it as 
a valuable business producer?

Do they and their trade appreci
ate what the advertising is doing 
for them? What it costs? If they 
ever send in an advertising sugges
tion? If they sell the advertising 
product as carefully as thev sell the 
other ?

AND INSIDE THE OFFICE TOO

Then ask the people in the office 
what they know about the adver
tising, Go out into the factory 
and ask them. You can't expect 
the working force to be more than 
passingly interested in the advertis
ing if they haven’t an intelligent 
knowledge of what it is to accom-

HLMPHREY M. BOURNE

plish—and why. A worker out in 
the factory tv ill accidently come 
across an advertisement of the con
cern he works for and pass it br
and up with the comment, "Bunk.” 
simply because he has not been in
formed about the advertising. To 
him it has a fourth-dimensional as
pect. The well-turned sentences are 
as “sounding brass and tinkling 
cymbal.” The advertisements he 
sees arouse, if anything, a feeling 
of antagonism in his breast, which 
isn’t at all conducive to increased 
loyalty, greater efficiency, or maxi
mum production. He feels that 
the advertising is patronizing—and 
of such is the kingdom of discord.

Reverse the picture. See that 
every advertisement is bulletined 
conspicuously throughout the es
tablishment before actual publish
ing date. If accompanied by a 
separate message signed by an offi

cer of the company outlining the 
advertisement’s policy, so much the 
better. Then, when in due course, 
the advertisement does make its 
appearance in the magazines and 
elsewhere, the man behind the 
work will read it again because he 
understands what it is all about, 
and will renew mental allegiance 
and loyalty to the concern which he 
is so proud to serve.

Y ou wouldn’t send a salesman 
out on the road unless he knew 
all about the chief product, and 
knew it inside out. And yet, many 
an organization is being kept in the 
dark regarding the advertising pol
icy of the house! Seems as if a 
veil of mystery was intentionally 
draped before it. Shout the story 
to the hill-tops—if it’s worth six 
thousand dollars to tell it one time, 
one page, one week, to folks on 
the outside, its worth spending a 
little time telling about it to the 
folks on the inside—for are they 
not the people that have made the 
advertising possible?

THE salesman’s VIEWPOINT

This may seem like a lot of 
palaver on a very obvious subject. 
But the thing obvious is too often 
the thing disregarded. Many a 
salesman damns his concern's adver
tising with ¿amt praise, followed 
by the statement that if the house 
would only divide the advertising 
appropriation among the boys their 
sales results would make the adver
tising results look like thirty cents. 
Take that same man and his broth
er salesmen into the house's ad
vertising confidence, show them 
how the advertising is their roval 
ambassador wherever they go, and 
they’d threaten to resign in a body 
if so much as a rateholder was 
withheld.

Find a lot of executives, sales
men, office people, and factory peo
ple boosting for the advertising the 
concern is doing, and you’ll find 
back of them an advertising policy 
which markets the advertising it
self as a definite product.

And out on the road you will 
find that the salesmen are present
ing the advertising in a whole
hearted way by speaking in known 
terms of its known quantities, in
stead of using it as a half-hearted 
prelude to a forced farewell. On 
a quarter million dollar appropria
tion basis, each salesman realizes 
that a quarter million dollar right 
hand man is working with him and 
for him at all times. And he keeps 
that man eternally busy. He’d 
rather lose his transportation than 
lose his advertising.
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A concern’s advertising is the 
dean of the selling staff, and more. 
It is the expression of all that the 
house is and represents. It can be 
made a tremendous factor of good 
will between the house and every 
employe. It can transform listless 
attitude into pulsating pride and 

loyalty. It can be made a helpful 
ally of everyone in the place from 
the president down to the newest 
red-headed office boy or apprentice. 
And it can be made a greater-than- 
ever force in increasing production 
and multiplying sales.

But in order to be and do these 

things surpassingly well, the ad
vertising must be preached and 
practised for what it is—as an ac
tual commodity designed and built 
for service—and to be sold as such 
to and by everyone in the establish
ment.

Institutional Advertising With a Specific Twist
The Stone & Webster Companj’ Is Making
Effective Use of Weighty Testimonials to 
Nationalize Its Product, Which is Service

By ROBERT VINCENT

THE MERE SOUND of in
stitutional advertising suggests 

something sublimely vague. That 
such copy, however, can be down- 
to-earth, practical and simple in 
expression is indicated in the na
tional campaign of Stone & Webster 
which has been running for almost 
a year. What could be more defi
nite than this?

"FINGERS ON THE PULSE”
“Brier Hill Steel” is one of the 

names to conjure with among the in
dustries of the Youngstown district sig
nifying the great work and the rami
fications of the business of the Brier 
Hill Steel Company.

For “Brier Hill Steel" we have car
ried out a large and varied assortment 
of work including, among other things, 
blast furnace foundations of concrete 
and the concrete walls of an ore stor
age yard having a capacity of 750,000 
tens. We illustrate these features under 
construction. At the wind-up of our 
work the client wrote:

“We commend, especially, the expedi
tion and dispatch of your work for us, 
which we believe was done with as cred
itable cost as possible. It is plain that 
your able organization keeps its fingers 
on the pulse of tilings.”

This is institutional advertising, 
pure and simple. Its fundamental 
job is to advertise the organization, 
its accomplishments, its ability, its 
scope, and to inspire respect. It 
is institutional advertising, but ex
pressing these various aspects of 
the firm with quotation from the 
client in connection with a single 
definite accomplishment as a result 
of which it sounds a thousand times 
more convincing.

To explain why Stone & Webster 
adopted such a style, we first must 
understand the reasons which im
pelled them to undertake this na
tional campaign. It is puzzling to 
the uninitiated how such a proposi
tion as constructive service, which, 
on the surface, would appear to 
have a concentrated market, can ad
vertise successfully and to direct ad

vantage in general publications like 
the Saturday Evening Post. It is 
easily understood that such publica
tions are excellent for baked beans 
and baggage, hosiery and hats, used 
by everyone; but it is not so obvi
ous in the case of building service 
and lines of a related nature.

BUILT UPON A DIRECT MAIL 
FOUNDATION

Until 1914 the advertising of 
Stone & Webster was conducted by 
mail, all such matter being sent to 
selected names. A mailing list of 
bankers, big industrial executives, 
consulting engineers and others who 
might be considered prospects for 
their service had been carefully 
built up. It was excellent advertis
ing. It was definite. It consisted 
of specialized bulletins, illustrating 
the previous performances of the 
Stone & Webster organization. 
When a big water power develop
ment, industrial project, or other 
important work was done, a special 
book was published describing it 
and the Stone & Webster part in it. 
This advertising, supplemented by 
publicity in special class mediums, 
brought results which helped the 
organization to grow.

But as it grew, extending its 
scope further and further from 
headquarters, establishing branch 
offices in various parts of the 
country’, reaching out into every 
conceivable branch of construction 
project, it found men who had not 
heard of the wonderful Stone & 
Webster construction organization 
—knew nothing of the things it had 
done. The company was well known 
everywhere for other activities along 
the line of operating public utilities. 
The construction service is really 
an outgrowth of need for develop
ing an organization to handle the 
physical development work of their 
own gas and electric lighting and 
traction lines. In the minds of 

many, their name connoted the fin
ancing and operating of such in
dustries.

FORGING THE GREAT CHAIN

In short, though a tremendous 
organization, doing national—even 
international—work, on some of the 
greatest of modern construction 
problems, there were many to whom 
they were only a name. And even 
while the engineering fraternity it
self might be well acquainted with 
their work, how about the heads of 
industrial plants whose business was 
making steel or paper or furnish
ing water power? It became evi
dent that these must be sold on 
Stone & W ebster as an institution, 
well in advance of any contem
plated work.

The letting of construction work 
usually depends upon the con
sensus of opinion of a committee or 
board. While the final power some
times may rest with a single indi
vidual, it is rare that he passes 
on a proposition without consulting 
his associates and subordinates. The 
decision usually is made by a group, 
and the question frequently comes 
before the members in the form of 
a proposition for blanket construc
tion, the relations extending over a 
period of time. With such a board 
the matter of construction service 
may come up very infrequently, 
perhaps but once in several years. 
Their only knowledge of the con
struction firms possible for con
sideration may be that derived from 
advertising—they may have had no 
previous actual contact with any.

Naturally that concern with 
which they had become most fa
miliar would receive the greatest 
confidence and attention.

To reach all the various indi
viduals concerned in the letting of 
a contract by direct advertising was 
difficult. Despite careful building 
up of mailing lists, many of these 
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possible prospects would be missed. 
The evidence showed that this was 
what occurred. Hence the embar
kation into national advertising.

The fact that individual sales are 
few and scattered is to a large 
extent offset by the number of per
sons entering into each sale on the 
side of the buyer, and that a single 
contract may run into millions of 
dollars—may equal the entire year’s 
business of many national advertis
ers of everyday articles of merchan
dise.

NOT AN EXPERIMENTAL EFFORT

This is not the first national ad
vertising in general publications of 
Stone & Webster, but it is the most 
extensive. It has been an evolution 
since they advertised as far back as 
1914 in World’s Work, Review of 
Reviews and Literary Digest. The 
direct advertising is still main
tained. It goes to known prospects. 
The general advertising, however, 
covers that large field of unknown 
prospects which the most searching 
analysis would fall to place on a 
mailing list.

It deserves emphasis again that 
this was no new concern, trying to 
establish a reputation and accom
plish quick expansion. It was a 
solid organization, established for 
many years, a leader in the held— 
the kind of organization one would 
remark about, “Why, everybody 
knows them, of com se !’"

The present campaign started on 
a once a month schedule in the 
Saturday Evening Post and a group 
of high-class monthlies. The prob
lem was to advertise Stone & Web
ster. To decide how best to ad
vertise it a field survey was made 
to find out just what they had to 
sell. The normal procedure was re
versed. Instead of building up a 
list of points or series of ads upon 
what a construction service like 
theirs should be, they decided to 
advertise the points they actually 
possessed. To find these out an 
investigator was sent to interview 
clients for whom they had worked, 
to ask what it was about them that 
appealed.

As a result there were found to 
be about twenty- selling points, or 
buying points of interest to these 
clients. Typical of the list upon 
which they worked are:

Quality of construction.
Rapidity of construction.
Close co-operation with client’s 

representatives.
Extensive resources.
Accuracy of estimating.
Personal interest of individual 

member- of constructor’s organiza
tion.

These points were made the basis 
of the advertisements. And wha' 
better way to express them than in 
the words of the clients themselves; 
Every man knows how difficult it 
is to sell himself, to talk about his 
accomplishments and abilities with
out seeming immodest. It is quite 
as difficult for an organization, too. 
To put the expression of these 
[joints in the words of others was 
to relieve the advertising of a deli
cate task. Another of the adver
tisements is quoted:

Union Switch & Signal Company em
ployed us to construct a new plant at

Good Advertising
“Only that can be call

ed good advertising which 
keeps adding prestige to 
the name of the advertis
er. Good, worth-while ad
vertising produces future 
results just as surely as it 
produces immediate prof
its. Any advertising that 
does not do both of these 
things is not good adver
tising, and no amount of 
cleverness can make it 
good advertising. The fu
ture effect of any bit of 
advertising must be con
sidered."— c. T. Walker, Ad- 
yertisiny Manager of the Scott- 
Halliburton Co., of Oklahoma City, 
in the Retail Public Ledger.

Swissvale, Pa., to replace the former 
plant yvhich was destroyed by fire. The 
type of structures arrangement, size, etc. 
were agreed upon promptly yvith the 
company and its engineers, Hunting X 
Davis.

The oyyner occupied the building three 
month after the start of construction 
above ground and his expression of 
satisfaction folloyvs:

“You built our new plant without loss 
of a single unit of time. It yvas as 
though yve had possessed for this emer
gency a construction organization of our 
own second to none in the country. \\ e 
must mention our complete satisfaction 
yvith your purchasing both as to prices 
and deliveries and our appreciation of 
the adequacy and efficiency of your ac
counting system.’’

Let us act as your construction or
ganization, working with you rather than 
for your, and beginning when youi 
plans are first taking shape.

All of the advertisements yvere 
of this style. Right here is a point 

worth mentioning. There is no 
sameness about these endorsements. 
Such is the inevitable result yvhen 
they are written by the advertiser. 
These testimonials are the actual 
words of the client, either yvritten 
by him or taken down verbatim bv 
the investigator sent around on the 
original survey-.

THE NATURE OF TESTIMONIALS

Nine times out of ten testimon
ials yvritten by the advertiser for 
himself are obvious and lack the 
convincing note. It is for this rea
son that a certain advertiser yvho 
makes extensive use of them ahvavs 
insists on the user’Writing the en
dorsement himself, in his own man
ner and in his own words and with
out suggestion on the advertiser's 
part. L sually, yvhen a testimonial 
is asked for, the reply- is, “Well, 
write a letter and I'll sign it;” but 
experience has taught this particu
lar business man that such have a 
ring of artificiality about them and 
he yvisely declines.

Each Stone & Webster testimon
ial brings out a different phase, a 
different selling point of the organi
zation. Each describes a different 
job and a different type of work. 
All are consistent in style. The 
name of Stone & Webster is affixed 
in modest manner looking much like 
the signature on a letter. A 
consistent suggestion maintained 
throughout the series has been that 
contained in the last paragraph of 
the advertisement quoted above, 
yvhich, yvith some variation of yvord- 
ing, is the climax of each insertion. 
To further tie the series together 
an identifying mark consisting of an 
inverted triangle containing the 
words “Stone & Webster Construc
tion Service" has been used yvith 
the triskelion yvhich is the symbol 
of the organization. This yvas 
adopted to emphasize the fact that 
it yvas the construction side of the 
organization that yvas being adver
tised.

COPY METHODS EMPLOYED

The copy is brief as shown and 
occupies perhaps a third of the en
tire space; the rest is illustration, 
yvhich defies the generally accepted 
psychological dictum that anything 
relating to machinery or construc
tion demands a heavy, bold style of 
type and illustration. These illus
trations are in line, delicately 
strong; yet probably feyv yvould say 
they are not dignified and strong. 
The drayyings are, in fact, unusual 
both from the standpoint of style 
and subject. Each shows a con
struction job in process.
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Even to the layman an engineer
ing job half done has a peculiar 
fascination, as proved by the num
ber of people to be found at any 
time gazing up into the steel skele
ton of an unfinished skyscraper or 
viewing the foundations of a bridge. 
In technical detail the pictures are 
absolutely true so that the most 
finical engineer might find nothing 
to criticize. Yet they are interpreta
tive and idealistic rather than literal, 
and the combination of engineering 

corrections with artistic interpreta
tion has been skilfully carried out. 
The advertisements have been popu
lar with the men in the field or
ganization because they express 
perhaps the more inspiring side of 
their daily work.

The advertising has brought many 
inquiries, which are followed up by 
branch managers. Yet inquiries 
have not been the purpose of the 
campaign. The aim has been to 
impress favorably upon the eng

ineer, or the corporation head, who 
may one, two. five or ten years 
from now, have a new mill to put 
up, a dam to construct, a power 
plant to erect. It is advertising 
that inspires the confidence that is 
the basis of all selling work—in
stitutional advertising, with specific 
copy, specific illustration, and a total 
absence of poetic philosophy—ad
vertising that is convincing to the 
hard-headed business men for whom 
it is designed.

How "1900 Washer” Solved Its Problem
An Interesting Advertising Situation, Met 
In a Novel Way, Gave Distinctive Identity 
to a Product in a Highly Competitive Field

IN A RECENT interview with a 
representative of Advertising A 

Selling, II. L. Barker, General 
Manager of the 1900 Washer Com
pany. of Binghamton, New York, 
stated that at the time when their 
large adv ertising campaign was 
planned, they faced a most interest
ing problem. This problem was 
whether to sell in their advertise
ments the i'dea of the washing ma
chine or just the 1900 Cataract 
Washer.

This subject was discussed at 
great length, and it was finally de
termined to sell the 1900 Cataract 
Washer—that women all over the 
country were already sold on the 
washing machine idea, that they had 
been educated to believe that clothes 
could be washed just as well in a 
washer as by hand, and at a saving 
of time and effort.

But even after this important 
matter had been settled, there re
mained another problem — how to 
present the merits of the 1900 
Washer so that they would be re
membered in the face of the many 
other washing machines that were 
already beginning to be advertised. 
This the copy policy must determ
ine.

EVOLUTION OF AN IDEA

Now, in the 1900 Washer the 
movement of the tub agitates the 
water back and forth through the 
clothes in a figure 8 motion, which 
sends the water through the clothes 
about four times oftener than in the 
ordinary washer. While other wash
ing machines have attempted to 
approximate it, this figure 8 motion 
remains an exclusive feature of the 
Cataract Washer.

This, then, seemed to be the big 
idea to feature. And so a prelim
inary campaign was launched in all 

the leading national women’s publi
cations. The figure 8 was animated, 
given arms and legs, and made to 
do humorous and interesting 
"stunts.” “It’s All Plain Sailing” 
shows a waggish figure 8 sitting in 
a most ridiculous sailboat, with one 
arm clasped fondly about the waist 
of a very smug, happy housewife.

“Sing A Song On Washday” pic
tures a figure 8 striking an attitude, 
and holding a piece of sheet music, 
from which he is singing to the 
accompaniment of a diminutive pi
ano presided over by the same 
pleased-looking housewife.

“The figure 8 Saves Time” shows 
a figure 8 in the act of stopping a 
masked burglar who is about to 
walk away with a large grand
father’s clock.

THE MEDIUMS INCREASING

Not only have those refreshing 
advertisements appeared in the mag
azines—they have also been adapted 
to newspaper advertising, for. the 
1900 dealers have received the ad
vertising enthusiastically. Booklets 
and mailing cards along the same 
lines have also been prepared.

The result of the advertising is 
obvious. In spite of the many wash

The Figure 8 to the rescue
How the Figure 8 is made to stand out in the “1900 washer” copy

ing machines that have been ad
vertised during the past year, the 
1900 Cataract stands out from all, 
by virtue of the distinctive copy 
policy and its exclusive feature.

Now, therefore, that the 1900 
Company is ready to lay advertising, 
plans for the next fiscal year, a very 
much larger appropriation has been 
set aside. Four-color pages are to 
be used in many instances.

When this was decided it then 
became necessary to determine fut
ure copy policy. The figure 8 ad
vertisements undoubtedly did not 
offer the artistic possibilities for 
four-color advertisements that sev
eral other subjects would. But it 
was felt that it was not necessary 
to sacrifice the artistic possibilities 
for the figure 8.

For over a year the distinctive 
figure 8 advertisements had been 
ploughing the ground and sowing 
the seeds of demand for the 1900 
Washer. The new advertisements 
therefore would be logical growth 
from this.

And so the main illustrations in 
the new campaign shows beautiful 
strikingly colored pictures by a well- 
known artist who specializes in 
“woman things.” Each is artistic, 
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pertinent t<> the subject of washing 
machines, and replete with real hu
man interest. But always, lurking 
in some corner of each advertise
ment, and peeping out rougishly is a 

little figure 8.
Air. Barker says that the wisdom 

of the 1900 Company's decision is 
evidenced by the fact that now their 
problem is no longer one of copy, 

nor of sales, but a production prob
lem. Even- energy is now being di
rected to the manufacturing of 
enough 1900 Cataract Washers to 
supply dealer and consumer demand.

How "Tubal Bloom" Got Reader Interest
A “Book” With a Message That is Getting 
Over to Both Boiler Tube Users and Copy 
M l iters for the Parkesburg Iron Company

PONDEROUS arguments and 
ponderable facts, such accord

ing to the rules are the methods to 
be used for an advertising campaign 
designed to interest railway execu
tives in such a product as locomo
tive boiler tubes, for example.

Advertising of such a product to 
such an audience must satisfy and 
convince the practical men who read 

This very “human’* copy is part of a book put out by the Parkesburg Iron Company

it, but—and right here is the rub— 
how many of them do read such 
copv? A large number no doubt, 
but does such copy assure a reading 
from as large a number of them as 
any slant which could be used I

The Parkesburg Iron Company 
officials did not think so, and hence 
cast about for another style, one 
which would eliminate the non-read- 

er factor to the utmost degree, and 
cause their messages not only to be 
read, but to be looked for each issue, 
and here it was that "Tubal Bloom,” 
skilled iron worker and genial phi
losopher, came in.

The fact is, however, Tubal did 
not come in, but was found busy at 
work in the Parkesburg Plant one 
day last Summer by a Simmons- 
Boardman Publishing Company 
service man who visited the Parkes
burg officials to talk over their new 
publicity campaign.

The Parkesburg officials sat down 
with this Service Department man, 
and what is more, when he present
ed the germ of his idea for their 
advertising in the Railway Age and 
Railway Mechanical Engineer, they 
did not sit down on him. This point 
is important for had they done so, 
he would not have been invited to 
give the plant the "once over,” and 
would thus have failed to secure 
Tubal Bloom whose "Walks and 
Talks" have just been issued as an 
attractive illustrated book of forty 
pages.

So you see, like Topsy, friend 
Tubal “just growed,” for he is a 
real person and no mere creation of 
an advertising writer’s brain, which, 
after all, no doubt explains why 
"Walks and Talks” not alone rings 
true, but has "rung the bell by 
making a hit in the technical ad
vertising of the year.

The thread of the entire story, or 
series of stories, rather, as each page 
is complete by itself, is spun around 
a visit to the plant during which 
Tubal, by graphic tales on subjects 
seemingly without reference to boil
er tubes, brings out the big features 
of Parkesburg tubes and emphasizes 
their ultimate economy.

What possible connection is there 
between baseball, near beer, the 
"movies,” Sir Joshua Reynolds, 
Caesar’s wife, boiled lobster, roast 
beef, false teeth and indigestion, for 
instance, and locomotive tubes? It 
would take a Sherlock Holmes to 
answer that, you say. Wrong! It 
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took Tubal Bloom and by doing it, 
he has produced most interesting 
reading of real human interest, and 
mighty valuable publicity for the 
Parkesburg Iron Company.

Now a secret interests nearly 
everyone, so Tubal starts his book 
with “a talk on trade secrets" in 
which he explains that the only sec
ret in the manufacture of charcoal 
iron boiler tubes is the heat, and 
then states that they regulate the 
heat by the same device Sir Joshua 
Reynolds used for mixing his paint 
—brains and skill.

Then follows a description of a 
recent boxing match in which a 
husk}- looking lad goes down and 
out in jig time, and when asked by 
his visitor what that has to do with 
boiler tubes, Tubal replies—“a tube 
may look good to you, just as that 
husky lad did to me, but to last and 
win out, it has got to stand punish
ment, and that is just what Parkes
burg tubes do—stand extraordinary 
punishment.'

Little Tommy Smith, the poor kid 
with a bad cough due to inherent 
weakness, who was always found 
quickly in the game of Hide and 
Seek, is used to illustrate how some 
steel tubes placed in a boiler without 
anyone knowing it gave themselves 

away in less than a year, due to the 
same cause—inherent weakness.

And so Tubal rambles on through 
the plant and with his tongue— 
Mother Jones’ kid’s pants, Mike, 
the Bartender, and other topics far 
afield are discussed by him, and 
each brings out a strong feature of 
Parkesburg tube in a way that 
brings them right home.

Nothing escapes Tubal, and noth
ing of interest concerning the boiler 
tube service and saving assured by 
tubes which answer to the name of 
Parkesburg escapes his visitors, at
tention.

Even the fact that baseball news 
is mighty popular and that the Park
esburg Nine is a crackerjack is 
utilized by Tubal, and that ball 
match tale so well illustrates his 
method of scoring hits for Parkes
burg that we reproduce it here.

As an example of an effective 
method of driving home technical 
facts in a way that makes them en
joyable to the reader, and what is 
more makes the big points stick 
without sticking out-—“Walks and 
Talks with Tubal Bloom” is worthy 
of careful study by advertising men.

For not alone is the method 
unique in a way, but the whole 
thing, text, illustrations and charac
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ters, rings true and carry a sales’ 
message in a way that not only gets 
it over, but under the skin of the 
readers.

The final story of the book — 
"Good Bye, Sir, and Don’t Forget 
Parkesburgs are a Good Buy" in 
which Tubal reviews the points of 
his talks and clinches the arguments 
which he has advanced for the use 
of the Parkesburg tube, is might)- 
apt to make the reader agree with 
Tubal’s guest who remarks at the 
end of the book—“Now I’ve never 
seen Tubal Bloom again but I’ve 
also never seen a man purchase 
boiler tubes of other than Charcoal 
Iron, but I’ve thought of the record 
established by the Parkesburg tubes, 
and wondered why he did not par
ticipate in the marked economy their 
use assures.”

And if making readers agree with 
the arguments advanced, and ponder 
over the facts given is good pub
licity, then in this book of his, Tubal 
Bloom has proved himself as good 
a copywriter as he is iron worker.

Specializes in Oil Advertising
Eugene D. McMahon is now conduct

ing the McMahon Advertising Agency in 
Fort Worth, Texas, specializing in oil ad
vertising and promotion.

If All of Our Internal Advertising Took Effect

It would make a difference in the lives of some of us. Artist Stanley, of Advertising & Selling staff, believes
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Reducing Scientific Principles to Plain Sales Talk
How the General Gas Light Company 
Made a Technical Proposition Appear Very 
Easy To Grasp and What Resulted

By H. M. WADDELL
Advertising Manager, General Gas Light Company, New York

THE task of explaining clearly, 
simply and forcefully by pic

ture and by word alone, in terms 
that can readily be grasped by the 
average layman, the different physi
cal forms of heat, and why radiant 
heat is by far the most preferable, 
is in itself a problem of no small 
proportions. In addition to this the 
campaign on “Radiantfire” is of par
ticular interest because of the inher
ent difficulties in the sales problem 
that had to be overcome.

On the one hand, as an example, 
the inertia of gas companies and 
their indifference to any new appli
ance, particularly to one of quality 
selling at a higher price; and the 
almost total ignorance of the prin
ciples of radiant heat on the part of 
gas company salesmen, had to be 
overcome. On the other hand, the 
general public had to be educated to 
distinguish between radiant heat and 
other forms of heat; to know whv 
it was the most desirable and to pre
fer it. Furthermore both objects 
had to be obtained through the me
dium of the retailers—the gas com
panies.

THE MANUFACTURER’S PROBLEM

The gas appliance business, the 
bulk of which heretofore has been 
done by retail establishments, was a 
game of price-cutting in which ef
ficiency and quality were almost un
thought of as selling arguments. 
7 he design of appliances has been 
along the line of meeting a price. 
1 ictically no effort was apparent to 
educate the public to an apprecia
tion of a type or model of higher 
grade or price level than that offered 
by the market. Gas companies were 
forced into the appliance business bv 
the necessity of self-preservation. 
Independent dealers do not always 
sell appliances, the construction of 
which meets with the standards es
tablished by those in the gas indus
try who know what is safe, what 
will give the most satisfactory serv
ice and avoid the least complaint.

A problem of serious import and 
the solution thereof is the mainte
nance of alert and efficient sales 
forces and the influence of continu
ous and thoughtful advertising.

Gas companies sell appliances as a 
means toward the end—that of in

creasing the consumption of gas on 
their mains ; for cooking, heating and 
industrial purposes. When the gas 
company sells an appliance its busi
ness relationship with the customer 
has only begun. Instead of having 
sold the customer an appliance, it 
has merely completed a sort of pre
liminary transaction which will ena
ble the company to serve the cus
tomer.

Unfortunately the gas consuming 
public is still not as familiar as gas 
men would wish it to be with the 
merits of the good gas appliances 
and the demerits of poor ones. Nor 
does the public know where the 
function of good gas ceases and 
where the shortcomings of poor ap
pliances begin. Complaints of poor 
service are not made to the dealer 
who sells the appliance, but laid at 
the door of the gas company, giving 
as the cause the inefficiency of gas 
as a fuel.

The foregoing expresses adequate
ly the reasons which necessitate the 
maintenance of retail departments bv 
gas companies.

EDUCATING THE HOUSEHOLDER

The gas companies are going 
through the same process of educat
ing the householder to the use of 
gas for heating the home as they did 
twenty or twenty-five years ago 
when they first introduced gas ranges 
for cooking purposes. At that time 
gas companies had to start a cam
paign of education among the peo
ple on the advantages of gas as a 
cooking fuel, and show them the 
ever-ready, instantaneous stove thev 
need not light till ready, turn it low 
when too hot, and out when thev are 
through with it. with the result that 
the public became so educated in the 
use of gas for cooking that it is the 
cheapest fuel on the market today.

I believe the same condition is go
ing to come about in the heating busi
ness. In our advertising campaign 
on the Humphrey Radiantfire we 
have continually reminded the gas 
company that inasmuch as water 
heaters and gas ranges have become 
a matter of almost a necessity, the 
time will come when a gas heater di
recting radiant heat ravs out into 
the room like sunshine will be as we'l 

known and recognized bv consume- s 

as a matter of household necessity 
as the gas range.

The modern gas fire is a triumph 
of science and is a striking evidence 
of what can be accomplished by pa
tient research and the spirit that 
ever strives for better things.

It is, however, just as unfair to 
expect the ordinary customer to 
know all about a gas heater or, in 
fact, any gas appliance, as it would 
be to expect him to know just what 
automobile would best suit his needs 
without attempting to acquaint him
self with details regarding automo
biles in general. Consumers will 
have to be educated to prefer gas for 
heating as they bad to be educated to 
prefer gas for cooking.

OVERCOMING THE PREJUDICE 

AGAINST GAS

We feel that in the past, gas, as a 
method of heating rooms, got very 
much of a black eye in the minds of 
the public for the reason that gas 
heaters of the past were inefficient 
and in the great majority of cases 
they gave off a vew bad odor, and 
for lack of a better reason people 
explained their discomfort bv saving 
the gas had burned out the oxygen 
in the room. Gas heaters were used 
only by the public when thev were 
almost literally forced to do so for 
want of other means of equipment.

The prejudice against gas heating 
induced by the failure of the old 
equipment to give satisfaction has 
far overbalanced the advantages of 
convenient connection on the part of 
the hopeful few, willing to try again 
in their quest for clean, convenient 
and effective gas heat.

Feeling so thoroughly convinced 
that the problem in the gasman’s 
way is more one of undoing the past 
than in proving the excellence of the 
present offerings, it is worth while 
to study briefly what has been 
wrong.

Numerous stories which have ap
peared in technical and nontechnical 
publications bearing the fact that gas 
is a highly dangerous element, espe
cially in room heating, have been a 
serious drawback to the sale of gas 
heaters in competition with other 
well-known methods of heating the 
home.

The reader who has been “gassed”
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Newspaper Circulation
is most valuable to the advertiser when con
centrated within the shopping zone immedi

ately around the place of publication.
tfi

That is why local retail advertising goes to the evening newspapers, 
which have a much higher percentage of efficiency than the 

morning or Sunday newspapers, which go further afield

98 Sundav newspapers published in the 42 principal 
cities of the United States, with 11,783.138 cir
culation per issue, which is 74 per cent, of all 4°U 
the Sundav circulation in the United States, sell outside 50 

. . , , milesover 40 per cent, in territory beyond 50 miles 
of the place of publication.

68 morning newspapers published in the same cities 
with (3,457,50(3 circulation per issue, which is (35 31%
per cent, of the total morning circulation of the outside 50 
United States, sell over 31 per cent, in territory miles 
beyond 50 miles of publication.

108 evening newspapers published in the same cities 
with 9,652,514 circulation per issue, which is 56 
per cent, of the total evening circulation of the 19% 
United States, sell only 19 per cent, in territorv outside 50 
beyond 50 miles of place of publication.

This is why practically every worth-while evening newspaper in New 
York carries more local retail advertising than all the six-day 

morning newspapers combined

National advertisers seeking maximum results for their advertising
dollars are following the sign-posts established by those who ad

vertise to-day for sales to-morrow in the evening newspapers

The New York Globe T™
JASON ROGERS, Publisher

p
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will simply say "never again”; the 
one who hasn’t will probably be told 
by one who has. The press and pub
lic are almost one in holding gas 
under suspicion.

Even now, gas men are apt to 
think that no new form of house 
heating can be introduced because 
the central coal, coke-fired, steam or 
hot water plant has been the stand
ard equipment for so many years.

Householders are also a little slow 
in realizing the possibilities of other 
fuels.

GAS ADVERTISING HAS NOT BEEN 
EFFECTIVE

A review of some of the gas ap
pliance advertising in the past few 
years shows that not enough scien
tific facts have been lucidly present
ed to the public to overcome these 
obstacles.

Gas salesmen of insufficient calibre 
have been employed and who have 
lost many a sale of gas heaters be
cause they do not know the differ
ent forms of gas heating well enough 
to put up a stiff argument in favor 
of gas heat and back it up by the 
claims of eminent scientists that gas 
can be made the most healthful form 
of heat if given off by a scientifically 
constructed heater.

It is not the purpose of this art
icle to deal with the technicalities of 
heating appliances or the merits of 
gas as a heating agent, but to show 
what the manufacturers of “Radi
antfire” had to contend with in pro
moting an entirely new principle in 
heating by gas; a heater that throws 
out radiant rays of heat, separating 
the heat and the products of com
bustion, and which does not affect 
the air, keeping it fresh for breath
ing purposes. The story of radiant 
heat is doing much to dispel the il
lusion that gas is an unhealthy heat.

There is still some mystery about 
radiant heat that even great students 
and writers on the subject do not 
seem to fully understand, much less 
commercial gas salesmen in the ap
pliance room. The advertising of 
“Radiantfire” up to about a year ago 
was more or less of a general na
ture and we came to the conclusion 
we would have to put it on more of 
an educational line.

In calling upon gas companies we 
were surprised to learn how little, 
if anything, gas managers and sales
men knew about radiant heat. Three 
out of every hundred gas men or 
commercial gas men (much less 
salesmen and women) understood 
fully the principles of radiant heat.

It was finally agreed to start an 

educational campaign in the techni 
cal gas journals, exploiting the prin
ciples of radiant heat and to supple
ment this advertising by public lec
tures and demonstrations before 
large bodies of gas men wherever 
we could get them together.

THE BUILDING SITUATION

The building situation after the 
war involving the high cost of ma
terial and labor presented an un
usual opportunity for gas companies 
to show the builders, land develop
ment companies and architects how 
they could give the prospective house 
owner the much-desired fireplace 
comfort without the expense of 
building brick chimneys, ash pits and 
heavy foundations, by installing a 
small metal ventilating flue to carry 
off the products of combustion, thus 
creating perfect ventilation in the 
rooms.

Gas companies took advantage of 
this idea and did some personal sales 
work as well as local newspaper ad
vertising to get the builders inter
ested. A workable plan was devised 
vvhich proved productive and in
stalled thousands of gas-heating 
systems in new homes which busi
ness would have gone to some other 
form of heating apparatus. Gas 
companies were supplied with win
dow hangers, street car and news
paper copv and other matter to in
form the public of this innovation.

This advertising to the gas com
panies was coupled up with adver
tising in the leading building papers, 
showing the builder the proper 
method of installing the ventilating 
flue in the studding of the building 
as well as estimates on parts, and 
comparisons with the cost of build
ing brick chimneys, etc.

Bv means of this advertising cam
paign which has been running 
throughout the year, the General Gas 
Light Company has not only made 
the name of its new heater, “Radi
antfire,” known wherever gas is sold 
for heating; but it has been the 
means of prompting gas appliance 
salesmen to use scientific arguments 
in selling a high priced, high qual
ity heating device.

Salesmanship Is Coming Back
Salesmanship in many lines of industry 

has become a lost art because of the ab
normal conditions of recent years, says 
Forbes Magazine. One result is that the 
place of the salesman and the sales man
ager in the structure of an organization 
has been lowered. Directors, presidents 
and leading vice presidents have been con
cerned almost wholly with problems of 
production, not distribution or consump
tion. The sales manager has too often
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come lo be looked upon as a somewh. 
ornamental part of the machine. Th 
production men haw towered up as th 
giants of the organization. The voice c 
the sales manager has commanded liltl 
respect or attention. Sales manager 
salesmen, salesmanship consequently hav 
suffered. Their status has gone down. 
_ We are facing changed condition 
Sales managers and salesmen are to hav 
opportunity to come into their own agaii 
Their services arc to be needed. The: 
counsel will be sought. Their voices wi 
be listened to. A new period is openinj 
Directors and chief executives arc to lear 
that production is not the be-all and enc 
all of all industry. They are to learn wh; 
many of them have tended to forge 
namely, that production without adequal 
distribution is of no avail. Production c 
itself fills no pay envelopes. Wage mone 
comes from sales.

Kansas Active for 1921 Advertising 
Convention

Charles “Santa" Claus, secretary of th 
Advertising Club of Hutchinson, Kans 
has made the interesting announcemei 
that the Hutchinson Club is making v. 
gorous efforts to send an entire speck 
car from that hustling city to the Atlant 
convention of the A. A. C. of W. nej 
June. The Kansas delegation at India 
napulis consisted of Hutchinson, 7; W. 
chita, 6; 1'opeka, 2, and Emporia, 1. Th 
Hutchinson delegation was the large: 
from that city. Ihe Hutchinson Advei 
tising Club has 142 paid-up members.

New Activities for Chicago 
Advertising Council

The Advertising Council of the Chicag 
Association of Commerce has added tw 
departments to its organization, one d< 
voted to moving picture advertising an 
the other to foreign trade.

The following compose the moving pic 
Hire committee: A. L. Erickson (chaii 
man) ; Armour & Company, T. T. Mas 
ey (vice-chairman) ; C. B. & Q. Railroad 
Gridley Adams, Floyd-Short & Partners 
Frank M. Hallcnbcck, Acton Film Co. 
Edward S. La Bart, Wilson & Co.; Wal 
terson R. Rothacker, Rothacker Film Mf: 
Co., and G. R. Schaeffer, Marshall Fiel 
& Co. (wholesale).

The foreign trade committee is as fol 
lows: William G. Wendt (chairman) 
Critchfield & Company, F. J. Soto (vice 
chairman) ; Soto Service; Frank Howar 
Tate; Francis E. St. Austell, Continent; 
& Commercial National Bank, and Hei 
man Sonneborn, Class Journal Compani

The “Farm Journal” Editor to Mak 
Extensive Trip

Charles F. Jenkins, editor of the Fan 
Journal, expects to sail from New Yor 
on July 10, for an extensive trip throug 
France, Belgium, and Great Britain. Mi 
Jenkins will first visit France to see som 
of the work which the American Friend 
Service Committee has accomplished, hav 
ing been treasurer of the committee whic 
has expended nearly $6,000,000 on recon 
struction. Besides visiting the devastate, 
areas, Mr. Jenkins also plans to visit th 
principal agricultural and cattle raisin; 
areas of the countries, and also to at 
tend some of the fairs devoted to thes 
interests.
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Advertising a Big Factor in 1920 Politics
A Goodly Share of the $100,000,000 
for Campaigning Will Go Toward 
“Selling” the Merits of Candidates

THE DIRECT outlay on the 
promotion of political cam

paigns during this quadrennial 
election year may be $100,000,000. 
The estimate is a moderate one. 
It dints not include indirect costs, 
the effect on general business, time 
given by persons not on the pay
rolls, the expenditures made bv 
newspapers and magazines in re
porting the events of the cam
paigns.

Here are somewhat detailed es
timates, and very conservative ones 
given by “Pym,” writing in The 
Nation’s Business, on how at least 
$50,000,000 will be spent:

Postage ......... .'........................ $5,000,000
Telegraph and telephone serv

ice ...................................... 2,500,000
Advertising .............................. 15,000,000
Publicity (not advertising) . . 2,000,000
1'rass bands ............................ 500,000
Halls and theaters ............... 2,000.000
Clerical help ............................ 5,000,000
Buttons and badges ............. 2,000.000
Conventions and rallies .... 4.000,000
Printing .................................... 10,000,000
‘’Workers” and speakers .... 2,000,000

The operation of the election 
machinery', registering voters and 
collecting and counting the ballots 
yvill entail a direct cost to tax
payers of betyveen $25,000,000 and 
$50,000,000.

PRICES are GOING UP

And as to the summarization of

expenditures by candidates and the 
friends of candidates, it may be 
tested by the outlays incident to 
the national conventions of the tyvo 
big parties. If yve include, the per
sonal expenses of delegates and 
visitors to the conventions the out
lay on those tyvo events alone yvill 
not be less than $20,000,000. A 
Xew York neyvspaper estimated 
that for the Republican National 
convention of 1916 at $7,500,000, 
and prices have been syvelling ever 
since.

It yvill be a rare voter yvho 
doesn't receive from three to 
twenty letters from candidates and 
campaign committees. The postage 
alone on a single sealed letter sent 
to every registered voter in the 
countn- entails a cost of nearly 
$500,000. Cither expenses yvould 
run the gross cost of preparing 
and mailing the letters up to about 
$5,(100,000. And reaching the voter 
by letter—a method much elabor
ated in recent years—is only one of 
a half dozen legitimate yvavs of 
bolstering a political campaign. A 
side-light on increasing cost of pol
itics is shoyvn by the political letter. 
The unsealed, penny-stamp com
munication no longer gets results. 
Neither does a multigraphed form 
letter strike home very forcibly. 
Noyvadays efficient campaign man
agers send out real letters that are

actually typed, either by hand or 
machinery, and carefully inscribed 
yvith the names and addresses of 
recipients. They find that the add
ed expense is worth yvhile.

And there must be printing, 
mountains of it, and paid advertis
ing, at a cost of $100 to $1,500 a 
page in newspapers, and posters, 
and all the other costly addenda of 
opinion making.

ADVERTISING THE BEST AID

Monev is an inescapable item of 
consideration in 75 per cent of 
proposed adventures into cam
paigning politics. What yvill the 
campaign cost? How can the 
money be procured ? Those ques
tions confront nearly every candi
date and every political committee, 
regardless of the belief held by 
many students of politics that 90 
per cent or more, of all money 
spent on campaigns is utterly 
yvasted in so far as affirmative re
sults are concerned.

The politician is finding the pos
tage stamp and the paid advertise
ment more efficacious than the 
bribe. This probably is because of 
the groyving intelligence of voters; 
but is due chiefly in all likelihood 
to the honestly independent ele
ment of voters becoming more im
portant than the dishonest floating 
element.

How Candidates Differ on "Selling” 
Methods

THE impending political campaigns present themselves as cold, cold selling propositions. Senator 
Harding has announced his intention of supervising his campaign from the home office. Governor 

Cox intends to “ travel his line ” and add personal salesmanship to the forces that yvould put him over. 
Neither yvill be able to inject a real emotional element—heart appeal — into the competition.

Senator Harding says the contest isn't going to be betyveen personalities; for his part he is going to 
appeal to party interest — yvhich means that he is going to rest his case on good yvill advertising.

Governor Cox admits that he is going to talk a little more about the specific product that the Demo
cratic Party has to offer — yvhich is himself — and emphasize its suitability. The Democratic Party- de
cided not to emphasize good yvill yvhen its convention sheered ayvay from Wilsonism.

The concensus of adyertising opinion is that the platform makers of both parties passed up a good 
many strong selling points yvhen they decided to take middle courses on “league, liquor and labor," anil 
other issues before the country. Advertising men yvill yvonder yvhether it yvas yvise to take for slogans 
only “Cox and Roosevelt" and “Harding and Coolidge" yvhen it might have been “Cox and the 
League " and “ Harding and Americanism."
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Presidential Candidates Confronted by a Great 
Selling Proposition

An Argument for a Comprehensive National 
Advertising Campaign

By GEORGE FRENCH

THE TWO major party 1920 candidates 
for President are newspapermen. Both 
know what Advertising can do. They know 

what it has done for them. Doubtless both of 
them have very decided convictions about what 
Advertising is able to do for any business. Both 
of them know that they must sell themselves to 
the people of the United States. They know 
that nothing in the line of merchandise, policy 
or good will can be sold without expert ad
vertising.

It will be interesting to note what Messrs. 
Harding and Cox are going to do in the way 
of advertising their way into the White House.

The people of the country have not made up 
their minds about the presidency. They have 
got to be shown. The platforms will not con
vince anybody who is now unconvinced. 
Neither of the candidates will draw heavily 
from the opposite party. Something must be 
done to win people to one of the candidates.

The usual methods wdl not suffice. Speeches, 
whether from the porch or the observation 
car, are not going to suffice. People have 
formed the habit of discounting speeches. The 
ordinary brand of campaign literature cannot 
this vear be relied upon. The public has be
come too sophisticated; has read to«- much war 
literature; is sick and tired of propaganda of 
the usual sort.

There is a straight road for one of the can
didates into the "White House, the one who ex
hibits the courage of his convictions and makes 
the right kind of an Advertising appeal to the 
people, through recognized Advertising medi
ums. by proved Advertising methods.

A good Advertisement in a sound medium is 
more effective than the best editorial its editor 
can write. Such an Advertisement will bring 
action; the editorial will get approval, but may 
bring no action.

A good Advertisement will induce more ac
tion than the best political speech the most 
accomplished orator can deliver, though less 
applause will greet its appearance.

Only a good article can be sold bv Adver
tising. People have faith in Advertising be

cause they know that frauds never succeed by 
Advertising. Advertising asks for definite ac
tion. and gets it. Speeches, editorials, cam
paign literature, ask for consideration and de
liberation.

This campaign is going to be a very big sales 
campaign—the largest such campaign since the 
great European war was sold to the people of 
the United States, through Advertising meth
ods. Unless one of the candidates finds some 
means of winning a considerable number of 
voters there will be a stalemate, and whoever 
wins the presidency will do so because his op
ponent had not the courage and wit to go to 
the people effectively.

The people of the countrv are in a maze 
of doubt. They fear they have been hood
winked. they are hostile to the politicians. They 
need to 1 >e shown the great issues at stake.

The party that has the rights of the situation, 
and makes its appeal to the voters through ex
pert Advertising methods, is going to win. We 
do not say which party has the rights of the 
situation. In common with the great majority 
of the people, we are awiting to be shown. 
The speeches of acceptance will not convince 
anybody ; nor the campaign speeches that may 
follow.

Cold, hard, exact, sincere statements, made in 
well written and well displayed Advertisements, 
will convince people, and will move them to 
definite action along the lines of the Advertis
ing appeal. Nothing in business is more cer
tain than this statement. It has been proved a 
thousand times, ten thousand times. Business 
men have ceased to question it. They rely up
on its truth for their business success, and the 
success comes to them.

This is an argument for sanity in the cam
paign, and for careful consideration by the as
tute and forceful men who are going to man
age it.

Give the people the facts, and ask them to 
act as the facts suggest—ask them through 
Advertising. e

They will respond. That can be implicitly 
depended upon.
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The Attention Values of Color in Advertising
Contrast Is the Life of Every Activity and 
Influence; Some of the Psychological Facts 
of the Employment of Colors Outlined

By M. LUCKIESH

THERE ARE many sources of 
information pertaining to the 

impressiveness and expressiveness 
of color. Many of the data garn
ered from these sources have been 
presented elsewhere,* but some of 
these will be touched upon briefly 
here with the hope that those in
terested in color in advertising will 
form the habit of accumulating in
formation themselves from such 
fields by observation and study.

Nature has influenced mankind 
and the colors of nature have be
come associated with various ideas 
and moods and have assumed cer
tain attributes and symbolisms.

Green or growing vegetation has 
become symbolic of life and by ex
tension is related to memory, 
responsible for the association with 
"evergreen" of the idea of memory 
kept alive. The browns of autumn 
are somber and saddening because 
they attend the decay of summer, 
the life of the year, and they 
prophecy its approaching death. 
< ireen is thus the symbol of youth 
and vigor. Contemplation of the 
severe months of winter and the 
dreary waiting for another spring 
perhaps adds to the saddening 
effect of autumn. In a similar 
manner, the various colors con
spicuous in the different seasons 
have assumed certain appropriate 
attributes.

The blue sky is emblematic of 
serenity. Mythology made the sky 
the abode of the divine spirits and 
naturally the color of the heavens 
acquired the attribute of divine in
telligence. The gray leaden sky is 
depressing. The sunsets — those 
glorious benedictions — with their 
variety of tints but characteristic 
dominating colors have contributed 
to the language of color.

COLORS AND FANCY

F rom such sources as these, 
many attributes of color became 
woven into the more or less vague 
imaginings of mythology. In the 
early childhood of the human race, 
fancy was rampant. The world 
was peopled with supernatural be
ings, inanimate objects were en
dowed with human powers, and 
impossible places were the abodes 
of the Gods. Colors received their

* The Language of Color, by M. Luckiesh. 

share of attention and many fanci
ful attributes were originated. Thus 
glimpses are revealed of the im
pressions which colors made upon 
the intellects of the early peoples. 
The crystallization of these impres
sions into the permanent and recog
nized usage of the present time 
may be witnessed on every hand.

Doubtless, the attributes which 
the colors were supposed to possess 
were very real to many but even 
though they were originally be
stowed through mere fancy, they 
have acquired by continued asso
ciation and common consent some 
degree of signification similar to 
words. The attributes which colors 
acquired in mythology have per
sisted in modern literature and the 
fine sensibilities of the poets have 
added more.

Ecclesiasts in bygone centuries 
ruled with an iron hand. They 
dictated the colors to be used in 
their religious ceremonies and set
tings and chose the colors for bib
lical paintings. Thus there arose a 
further standardization in the use 
of colors. W hite became the color 
of virginity, chastity, and inno
cence. Ding}’ yellow as the garb 
of Judas comes to signify incon
stancy and deceit. In various mon
astic orders the somber colors, 
usually black, brown, gray, and 
combinations of black and white 
are significant. Various colors ac
quired certain attributes and asso
ciations by continued usage.

The theatre began with a consid
erable heritage of standardized 
symbolism or expressiveness of 
color. In the centuries when the 
theatre was devoted to art it util
ized this language of color to the 
extent possible by the means at 
hand. In modern times when com
mercialism has sacrificed art on the 
stage, the development of the 
effectiveness of the deeper charac
teristics of color has been sacrificed. 
The ti'se of color on the stage is 
pregnant with possibilities, but in 
few cases are the color effects in 
the hands of persons possessing the 
necessary knowledge and sensibility 
from the dawn of the human race 

extract from color some of its 
latent power. Only occasionally 
'. hen a group of artists bend their 
efforts toward the utilization of 

every expressive and impressive 
medium does color get its deserving 
opportunity.

Throughout the run of centuries 
coiors have thus accumulated attri
butes which form the rudiments of 
a language of color. These symbol
isms have their value in the use of 
color in advertising. It is beyond 
the scope of the present article to 
toucn upon these various fields of 
information at length. They may 
suggest to the advertising specialist 
the extent of the importance of 
color and how generally color has 
become woven into the thoughts and 
activities of mankind.

SYMBOLISM OF COLOR

The symbolism of color is exten
sive and cannot be discussed ad
equately without many qualifying 
and explanatory statements ; how
ever, with the understanding that 
these are lacking, a few of the at
tributes and symbolisms which 
colors have acquired will be repre
sented for the principal colors.

RED. In pure state—tragedy, 
anger, fire, hatred, passion, war, 
cruelty, power, destruction, danger, 
courage, blood. Tints may symbol
ize health, love, etc.

YELLOW. Brighter colors — 
gaudy, gay, lustrous, enlivening, 
light, warmth. Gold with its addi
tional qualities of brilliancy and me
tallic luster—glory, power, wealth, 
richness. Modifications of pure yel
low—distrust, deceit, indency, mor
bidness, decay, cowardice, jealousy, 
inconstancy, sickness, disease.

GREEN. Life, vigor, memory, 
immortality, youth, inexperience, 
faith.

BLUE. Quality of coldness and 
its proximity to black—dignity, 
soothing, melancholy, subduing, cold, 
sedateness. Through association 
with sky or heaven—hope, con
stancy, fidelity, serenity, generosity, 
intelligence, truth.

PURPLE. Royal, stately, pomp
ous, sedate, dignified, rich.

WHITE. Light, purity, chasity, 
innocence, peace, modesty.

BLACK. Opposed to white ■— 
woe, gloom, darkness, dread, death, 
mourning, wickedness, crime, terror, 
horror, severity.

GRAY. Humility, penance, piety,
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The Big House in the Field
THE HOUSE OF TRANSPORTATION” is the big house in the 

railway field—that field which now holds such certain promise 
of a fruitful harvest of orders.

As you must know, the railways today are in need of a vast supply of innumerable things. 
Also you must realize that signs indicate that the “Six Billion Dollar Customer” is get
ting busy and that big orders are in prospect immediately. But do you know the service 
which the Big House in the Field is rendering?
The Simmons-Boardman Publishing Company—known to railway officials everywhere as 
the Big House in the Railway Field—publishes five railway papers—five papers with a 
combined circulation of 40,OOP copies. Five papers, each devoted to the needs of certain 
departments—RAILW AY AGE, RAILWAY MECHANICAL ENGINEER, RAILM AY 
ELECTRICAL ENGINEER. RAILWAY SIGNAL ENGINEER, RAILWAY MAINTEN
ANCE ENGINEER. It is this Railway Service Unit which affords those who seek their 
share of the big sales’ harvest the one way to reach railway officials.

Remember this Service Unit was built to serve railway officials, and that they know it; 
for in that lies the fact that your sales’ message in one, or in a combination of these 
papers will be delivered safely.
Remember this and call on “The House of Transportation” — “The Big House in the 
Field” for help in gathering your share of the great harvest of orders from “the big
gest single organized industry in the world—The Railways.”

All five members of the Railway Service Unit are members of 
the Audit Bureau of Circulations and Associated Business Papers

Simmons-Boardman Publishing Co.
WOOLWORTH BUILDING, NEW YORK

CHICAGO CLEVELAND CINCINNATI WASHINGTON LONDON
Publishers also of The Marine Engineer, The Boiler Maker, Locomotive Cyclopedia, Car Builders’ Cyclo
pedia, Shipbuilding Cyclopedia, Material Handling Cyclopedia, Maintenance of Way Cyclopedia.
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maturity, sobriety, fear, death.
BLACK and WHITE. Humility, 

melancholy, resolution, solemnity, 
secrecy, prudence.

There are many opportunities in 
selecting a color or a combination 
of colors for a package, for a trade
mark, for a color to be associated 
always with an advertisement, to 
utilize the symbolic meanings. These 
cases and many others afford op
portunities for utilizing also a broad 
knowledge of the expressiveness and 
impressiveness of color. Ofttimes 
the company contemplating the 
adoption of a symbol, a trade-mark, 
a package, etc., would be justified 
in spending hundreds and even thou
sands of dollars in obtaining expert 
criticisms and suggestions. An ex- 
an.ple may emphasize this point. 

ther than the first two. The third 
is also lacking in garishness with 
the result that shelves neatly filled 
with its kind are exceedingly attrac
tive. This is not true of the other 
two.

Hundreds of thousands—perhaps 
millions—of dollars have been spent 
in advertising these packages but the 
first two have been handicapped 
from the beginning by the lack of 
judgment in the selection of the 
coloring and general make-up of the 
copy on it. These packages have 
been competing for many years and 
it would not be very difficult to 
make a rough estimate of the cost 
of the handicaps of the first two. 
Is it not possible that $100,000 
would be spent gladly if the years 

could be turned backward for a 
moment while the handicaps of the 
first two packages could be remov
ed? W ill the time ever come when 
a most thorough consideration will 
be given to such an important mat
ter at the momentous occasion of its 
birth ?

Esthetics and harmony of color 
are important factors in advertising 
copy. The problems involved may 
be solved by the art departments but 
it should be borne in mind that the 
final make-up will be the result of a 
compromise of many factors as is 
true in most applications of knowl
edge. In many cases art must be 
subordinated to attention-value; that 
is, to vividness and novelty. The 
artist even must learn not to shud

WHERE ADVERTISERS LOSE OUT
Three very large companies sell

ing a product whose gross sales ap
proach fifty million dollars a year 
are a:t:!iated in a certain manner so 
that they co-operate in develop
ments, in advertising campaigns, and 
agree upon certain generalities of 
commercialization. The product is 
sold in a certain standard package 
w nch is mechanically alike in the 
three cases. The exteriors of the 
three packages, however, differ as 
to color, and advertising material, 
and of course, the name of the com
pany.

One package contains a clever 
slogan and picture, and the value 
cf which disappears when viewed at 
long range. The dominating color 
is very dark and is scarcely observed 
as a color.

The second package contains 
printed matter in large type but of 
very unesthetic and “short-range” 
colors which are really rather dis
agreeable shades.

The third package contains print
ed matter in large type but is dis
tinct in a single color with letters 
in white.

The three packages display on 
their covers conventionalized repre
sentations of their product. The 
third package lives as far as it can 
be seen by virtue of its single color 
and this color is one of the most 
p'easing. It is sufficiently pure to 
be striking but is still bright by 
virtue of its being a deep tint. Here 
purity' was somewhat sacrificed in 
order to obtain brightness, a requi
site for “carrying power.”

When these three packages are 
viewed at a distance the first two 
are inconspicuous and lacking in 
anything which distinguishes them 
from many other ordinary' bundles. 
The third, however, will be recog
nized at distances several times fur-
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der at incongruity. There are some 
cases where art is of primary im
portance in the appeal of an ad
vertisement. Evanescent copy can 
be more daring; it may even be 
garish if attention may be obtained 
best by this means. But copy that 
is to live for years, such as pack
ages, trade-marks, slogans, cleverly 
suggestive pictures, must be of 
colors and technique which wear 
well.

Red may be the most striking 
color but it does not wear as well 
as some other colors, for example, 
blue. A dominating color of an ad 
which, for example, is to mark the 
doorways which lead to counters 
where the product may be obtained 
must continue to be appealing and 

Advertising
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Send 
form.

building service is something you ought to have, 
for a “Bird’s-Eye View” of this field in book

ITS SIGNIFICANCE
It is a recognized fact that the publication carrying 
the greatest volume of classified advertising is al
most invariably the leader of its class in producing 
results from advertising in regular display pages.
The fact that The Iron Age attracts a greater vol
ume of this voluntary, classified advertising than 
any other business paper is indisputable evidence 
that it is producing remarkable results for its 
advertisers.
Over 2000 firms use this medium to sell their 
products and services to the metal-working indus
tries for they realize that billions of dollars worth 
of plant equipment, machinery, raw materials and 
supplies are bought every year by the men who 
read The Iron Age.
If you sell to the machinery, automotive, railroad, 
shipbuilding, farm implement, foundry, iron, steel 
or other metal working industries, this business-

□

THE IRON AGE
The Worlds Greatest Industrial Paper 

Established 1855
239 M 39th Street, New York City

Charter Member A B. C. and A. B. 1’

be best suited for its environment. 
There are cases where the appro
priateness of red may outweigh all 
other considerations. As a color for 
a fire extinguisher advertisement it 
would usually be just right and the 
very best.

Red signs make a street hideous 
and when seen against red brick 
buildings are not as effective as a 
contrasting color. If the same ad 
or slogan is to be transferred to 
calenders, red will not generally be 
acceptable as a color to hang against 
the wall. How many calendars 
reaching well-appointed offices and 
stores are relegated to the waste
basket or to the shipping-room be
cause its color jarred? And again, 
how many beautiful calenders of 

competing products are allowed to 
live because their beauty protects 
them from premature cremation? In 
such cases art pays as well as on 
the cover pages of the best maga
zines.

THE TOOLS

The physical tools are hues, tints 
and shades of colors. More than 
one hundred different spectral hues 
are distinguishable. Purple does not 
exist in the spectrum but it is just 
as much of a primary hue from 
the viewpoint of distinctiveness as 
the spectral hues. Therefore, add
ing the various “pure” purples, from 
violet-purple to red-purple, to the 
spectral hues, it is safe to consider 
that 150 primary hues are available. 
These may be modified by the addi
tion of white to form a vast number 
of tints. They mav be mixed with 
various amounts of black to form a 
vast number of shades. The tints 
may also be modified by the admix
ture of black. The final number of 
colors available then totals several 
hundred thousand. These are the 
physical tools of the advertising 
specialist which may be used. Of 
course, the range of gradations of 
hues, tints, and shades is limited by 
the refinement of the processes of 
color-printing.

The psychological effects of these 
colors and their combinations are 
manifold. The expressiveness and 
impressiveness of colors are real
ities. The sources of information 
pertaining to the effects of colors 
upon mankind are numerous. The 
available information pertaining to 
the psychology of color is already 
voluminous and a broad knowledge 
in this direction will aid the adver
tising specialist in utilizing some of 
the potential powers of color in at
tracting and in holding the attention 
of consumers. Much remains to be 
done before the application of color 
in advertising is reduced to simple 
rules but a broad knowledge of the 
intricacies of color will always be 
helpful.

The writer has not entertained the 
hope that he could present simplified 
rules for the guidance of the ad
vertising specialist. Data have been 
piesented which are authentic and 
reliable and which bear upon the 
subject. Certain interpretations 
have been presented in so far as it 
has appeared safe to do so. As 
much as possible has been com
pressed into this series but the sub
ject is of a character which, in the 
present state of knowledge, would 
require a volume for a well qualified, 
discussion. It is felt that some 
definite facts have been presented 
and that the remainder of the ma
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terial is suggestive. If the fore
going discussions have expanded the 
advertising specialist’s view of the 
importance and possibilities of color 

in advertising the chief aim has been 
realized. This phase of color may 
appear at first like a hopelessly 
tangled skein. But the beginning 

has been found and the unravelling 
is well under way. Systematic 
study and experiment will eventual
ly bring order out of chaos.

The Silent Salesman and His Boss
Get the Right Kind and Give It the Right Job to Do, for 
Results, Says this Exponent of Advertising by Specialties

By LEWELLYN PRATT

ADV ERTISING Specialties 
. have rightly been called the 
personal appeal silent salesmen for 

the service they advertise. If we 
keep this definition clearly in mind 
we can more easily see why some 
specialties sell goods and others do 
not. When they do not it is not al
ways the fault of the silent salesmen.

What are some of the factors 
which must obtain if a flesh and 
blood salesman is to be successful t 
Here are four of them:

He must have goods of merit and know 
who should use them.

His boss must haxe enthusiastic confi- 
dmce in him. With all that that means.

His boss must be liberal regarding ex
pense accounts if the salesman is to get 
results. He must let the salesman ride on 
excess fare trains and use the long dis
tance telephone if that is the cheapest way 
to big sales.

His firm must be xvell and favorably 
knoxvn to the trade through educational 
advertising, in other words, the salesman 
should close orders and must not be ex
pected to spend too much of his time 
telling why his firm is in business and in 
introducing the firm and the goods to 
people xvho have never heard of either 
before. In other words, the salesman 
who gets the best results works for the 
house that is already fairly well and fa
vorably knoxvn.

There may be so ne salesmen in 
the flesh xvho can sell goods econo
mically without these success ele
ments. but they are the exceptional 
geniuses, salesmen Heaven-sent and 
not halter-broke or self-made.

Having goods of merit, the flesh 
and blood salesman soon finds that 
another 40 per cent of his problem is 
solved when he can really find the 
people who can profit most by using 
the particular goods he has to offer. 
When he has discovered who these 
people are he has brought the mind 
of the man who has the goods and 
the man xvho needs them together 
and has proved himself a dip’omat 
of barter and trade and a real bene- 
f ctor.

FOR CAREFULLY PICKED PROSPECTS

When a manufacturer or a jobber 
or a retailer employs the specialty or

* Portion of an address delivered at the A. 
A. C. of W. Convention at Indianapolis. 

silent salesman he can not expect the 
silent salesman to perforin this ser
vice in any great degree. The silent 
salesman calls only upon such pros
pects as are picked out and listed for 
him by his boss, the advertiser.

Desperate indeed xvould be the 
plight of some flesh and blood sales
men if they had to call only upon the 
prospects their boss picked out for 
them to sell. Some bosses are sales
men as xvell as executives and know 
xvho ought to buy their goods, and 
some bosses know xvhat kind of an 
audience to summon to listen to the 
silent salesmen and the silent sales
men produce, some ten-fold, some 
an hundred-fold and some a thou
sand-fold.

But, bosses there be xvho are so 
careless in picking the audience that 
the message of the silent salesman 
falls in stony places and upon deaf 
ears. In which case the silent sales
man xvould as well be cast into outer
darkness and despite the loud out
cries of the specialty manufacturer 
and the specialty salesman, it often 
is. Verilv it xvould be better to ad
mit this and lay the blame where it 
should rest upon the shoulders of the 
near-sighted advertiser and the over 
sanguine specialty salesman.

Have you ever seen a manufac
turer, or jobber, or retailer make a 
practice of investing his good money 
in a flesh and blood salesman because 
his competitor has hired a salesman 
of the same size, xveight and chest 
measure without ever asking if this 
particular salesman has the right 
character and punch to get names on 
the dotted line' Do you often hear 
of a steel mill hiring a flesh and 
blood salesman because the boss likes 
the color of his eyes or the fact that 
he can play rag-time on the piano ? 
“Oh, yes,” you say, “there's that 
cute story about Charlie Schwab and 
Carnegie.” Yes. but isn’t it a fact 
that where you hear of a man who is 
hired on the whim or mood or hobby 
of the boss, there follows in due time 
wild tearing of hair and gnashing of 
teeth.

How is it in the hiring of silent 

salesmen r Does the banker ever 
pick out a cow calendar to send to 
an over-worked dairy farmer, not 
because he has found out, that the 
farmer wants it, but because the 
banker with his long financial train
ing has always had a notion that he 
could even milk a cow and would 
like to try it?

salesmen’s qualifications
The xvise employer of flesh and 

blood salesmen picks a man because 
of his tried fitness and ability to 
reach certain kinds of people and he 
uses many kinds of salesmen to fit 
many kinds of people, or he employs 
a salesman because he can bring 
along with him a host of old friends 
and customers. The wise employer 
is not over keen about hiring the 
new and untried kind, of salesman. 
He doesn’t ask the employment 
agency to shoxx' him something nexx 
and novel in the xvay of a salesman 
every time he goes out to hire one.

When he is in doubt about xvhat 
the salesman can do he doesn’t sign a 
contract with him at a big salary, but 
he tries out the salesman in one or 
several fields and under all kinds of 
conditions.

In any case when the employer be
lieves he has a real flesh and blooc 
salesman he usually has something 
definite with which to back his judg
ment and so he has a confidence ir 
the salesman he has hired and ii 
impatient when somebody tries tc 
shame or destroy it. He is ready tc 
back his salesman to the limit.

How is it xvhen the average adver
tiser hires the average silent sales
men? I pause for an answer

When the flesh and blood sales
man has had his sales record search
ed like a land title and his princeh 
salary determined, does the boss cal 
him in and say to him: “We an 
paying you an axvful salary—I hope 
old man, you won’t spend a cen' 
more of our money than you car 
help in getting around the countn 
and into the door of our customers 
travel in day coaches, they art 
cheaper than Pullmans, don’t xvast< 
money on long distance telephone
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The First—the Best—the Most Popular 
Rotogravure in Michigan—The 

Detroit Sunday News
Every advertiser should read the impressive ar

ticle in this issue on the subject of rotogravure, by 
Mr. E. D. Gibbs Advertising Director of the B. F. 
Goodrich Rubber Company.

To advertisers wishing to cover Michigan the 
wonderful possibilities of rotogravure are available 
through The Detroit News. Prominent national 
advertisers who commenced in the initial issues of 
The Detroit News rotogravure have been continu
ous patrons ever since. Surely this is good evi
dence of results.

Attractiveness and 
Thoroughness

Through the Sunday News rotogravure you can 
put the full power of fine printing and the picture 
appeal behind your Michigan advertising. You can 
cover America’s Fourth Largest City in the ratio 
of one copy for every 6.6 people (who pay 10c. a 
copy for the Sunday News or just double the price 
of the largest national weekly magazine) and you 
can be sure of the lowest rotogravure advertising 
rate in the field, per thousand of city circulation.

Rapid Growth, Fine Lead 
of News in Roto 

Advertising
AGATE 
LI N ES

First Six Months of 1918........... 15,506
First Six Months of 1919........... 39,396
First Six Months of 1920........... 152,278

The lead of the Sunday News in rotogravure ad
vertising for the first half of 1920 over its only 
Sunday competitor the Free Press was 55,636 lines 
or over 57.5%.

Population and 
Circulation

The U. S. Census figures recently published show 
Detroit between 1910 and 1920 advanced in rank 
from 9th to 4th place amongst American cities. In 
this period Detroit doubled in population, but The 
Sunday News city circulation almost quadrupled. 
Here are the figures:

Population of Detroit, 1910....................... 475,000
Population of Detroit, 1920.......................  1,088,953
City Circulation of Sunday News, 1910... 43,651
City Circulation of Sunday News, 1920... 159,481

Sunday News Circulation 
Lead Increasing Fast

Adveitisers familiar with the Detroit field know 
that the News circulation leads its competition 
Sunday’ as well as week days. The following com
parisons of the first quarters of 1920 and 1919 
show how the Sunday News has drawn still further 
ahead :

ist 3 Months, 1920 1919
City

Circu-
Sunday Papers lation

Sunday News .................... 159,481
Free Press ...................... 91.7-7

Lead of Sunday News. . 67,754

Total City Total
Circu- Circu- Circu
lation lation lation

219,518 130,740 181,863
166,264 87,705 157,485

53.254 43.041 24,378

INCREASE
City Total

Circu- Circu
lation lation

Sundays News .........................
Free Press ...................................

-8,735 37,655
4,022 8,779

It will be seen that the Sunday News now leads 
its competitor by’ 53,254 in total and 67,754 in city. 
Calculating from the above figures the Sunday 
News now has over 32% more total circulation and 
over 74% more city circulation than the Sunday 
Free Press. Increases of the Sunday News circu
lation are shown to have been four times greater 
than the Free Press, and in the city seven times 
greater.
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calls, use a two-cent stamp or a pos
tal card?" Does the boss do that? 
J trow not.

The flesh and blood salesman is 
worthy of his hire, the prestige of 
the house he represents must be 
maintained, the economy of a good 
man's time must be remembered and 
no item of traveling expense is too 
much if the sales returns per dollar 
of investment are to be expected.

Let us turn for a moment to the 
alert, well-dressed, confident silent 
salesman, often hired for big money. 
Is the boss as careful about getting 
the silent salesman safely on to the 
wall or desk or into the pocket of 
the prospective customer?

Very often the silent salesman is 
so clean in appearance, so interesting 
and convincing, or is so useful to the 
prospect that he receives a warm 
welcome, no matter how he comes, 
but sometimes he has been sent by 
the boss by an entirely wrong route 
or at a perfectly impossible time 
and he has a hard time of it not to 
make a complete failure for the care
less boss after he has been a world 
beater for the last man who em- 
ploved him.

The salesman, be he vocal or si
lent, can not be expected to do it all 
in bringing the minds of the man 
who has and the man who wants in
to accord. His efforts must be pre
ceded bv and followed up with a 
world of educational work to make 
the name and reputation of the 
goods or the service familiar to the 
busy, pre-occupied mind of the 
prospect.

don’t ovf.rci.aim your method

Some advertisers, and I fear some 
specialty manufacturers and special
ty salesmen get into the habit of 
claiming too much for, and expect
ing too much of the silent salesman. 
The advertising specialty is a supple
mentary medium. Supplementary in 
this case means that the advertising 
specialtv will pull its full load in the 
job of bringing goods to market but 
other mediums, the kind that have 
the time and the space to earn- a 
long educational message in several 
chapters or the kind the motorist 
can read as he rides, all these other 
powerful market makers must do 
their part also.

I know some big aggressive adver
tisers who can use a cheap specialty 
and get five times the results another 
less well-known advertiser can get 
from a far better, more expensive 
specialty. In the first case the field 
is all cultivated and the silent sales
man helps mightily to harvest the 
sales crop because it lends the ad

ded powerful, personal appeal 'it in-' 
the right moment.

I believe that men in the specialty 
field know relatively more about 
other advertising mediums than the 
promoters of other mediums know 
about specialties, but men in the spe
cialtv field can never know too much 
about the newspaper, the magazine, 
the street-car card, the theatre pro
gram and the advertising film be
cause the more these other great 
mediums are intelligently used by 
the advertisers the better the silent, 
personal salesman, the specialty can 
work for him. Many a specialty 
died on the job just as many a flesh 
and blood salesman has gone bv the 
board because the job of making a 
new. unknown name famous single
handed is a big job getting biyger 
every day.

You read in the Post about "Fleet
ing Miles on Goodyear Cords.” you 
see the same message upon the bill
boards or see it twinking among the 
stars at night and then you are 
handed a Goodyear Road Map. It’s 
your map—the personal appeal' to 
vou, and following all the impres
sions that have gone before it is a'l 
that was needed to make you a cus
tomer for Goodyear Cords.

SOME SPECIFIC CASES

You have heard for thirty years of 
the enormous popularity of Coca
Cola— ten million glasses a day. 
You see by the pictures in the maga
zines and newspapers that crowds 
are drinking it because it is delicious 
and refreshing. Perhaps you have 
never tasted it and then a beautiful 
calendar is handed you for your of
fice wall or a pin tray for your desk 
—it’s Coca-Cola’s personal invitation 
to you and you are tired and warm. 
Now you go right down stairs to the 
soda fountain and ask for it by its 
full name.

We have heard in war times, and 
since, that all wealth comes out of 
the ground. Lately we’ve heard 
more than ever that everyone con
nected with Successful Farmintj 
makes money and deserves to. It 
was tipped off to me the other day 
that down at Atlantic City some ad
vertiser so far forgot the dignity of 
a cabinet officer as to bone Secretary 
Meredith for one of those leath
er wallets he has always given out 
proudly with his own hand to adver
tise his great farm paper. The story 
goes that the Secretary of Agricul
ture instantly produced one from an 
apparently inexhaustible supply in 
his inside pocket. I cannot vouch 
for the accuracy of the story, but I 
do know that Secretary Meredith is 
one boss who uses specialties right 
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and I hope we will have more men 
in Washington who believe in all 
kinds of good advertising.

Finally, Mr. Advertiser, if you un
derstand that .personal appeal rests 
upon sincerity, imagination and 
courage, and you have them, per
sonal appeal advertising will say the 
last word for you when it counts the 
most. When you employ the silent 
salesman with the powerful appeal, 
choose him carefully, treat him kind
ly. introduce him properly, and while 
he cannot talk to vou, he will speak 
for you at a time and in a way that 
nothing else can.

Bankers Will Discuss Advertising
Educational work on the subjects of 

bank advertising and publicity has been 
made a feature of ihe Public Relations 
Committee of the American Bankers As
sociation, and the results of this work 
will be shown at the A. B. A. conven
t-on in Washington, October 18 to 22.

The Public Relations Committee, vvhich 
was introduced by President R. S. Hawes 
at the beginning of his term, has, it i> 
stated, been in close touch with the work 
of the Financial Advertisers' Association, 
and the big exhibit of bank advertising 
vvhich was displayed at the Indianapolis 
convention of that organization is to be 
shown at the convention of the American 
Bankers’ Association.

In addition to this exhibit, which will 
be the center of activities of the Public 
Relations Committee, there will be a spe
cial afternoon program, to consist entirely 
of discussions of bank advertising sub
jects. This feature of bank work is to 
be given special attention through an ad
dress to be delivered before the general 
session bv Fred W. Ellsworth, the retir
ing president of the Financial Advertisers’ 
Association, and also a member of the 
Public Relations Committee of the Amer
ican Bankers' Association.

Trade Papers Widely Used in 
New Zealand

The large number of trade publications 
sent this consulate general gratis, says 
Alfred W. Winslow, Consul General, 
Auckland, New Zealand, arc very greatly 
appreciated, and the publishers may be as
sured that they are put to good use, for 
practically all of the 85 trade publicati jus 
and 17 newspapers received at this office 
are put into the hands of interested par
ties after removal from the tables in the 
reading room connected with this consular 
office when new copies take their place.. 
From 30 to 40 publications, including one 
daily paper, go regularly to the reading 
room in the public library in this city. 
Attached to each copy is a small slip 
printed in red, stating that late copies may 
be consulted at the reading room of the 
consular office and giving the city address. 
This brings many persons to the reading 
100m connected with this office to consult 
the later copies of different publications.

This scheme has accomplished much, 
and good use could be made of additional 
publications and catalogues relating to 
sheep farming, preserved and dried milk 
industry, poultry raising, slaughterhouses 
and abbatoirs, building trades, motor 
trucks and tractors, fertilizing industry, 
bnoleum, electrical engineering, and other 
lines.
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Making Six Words Build a New Trademark and 
Change an Old Name
“Six Beautiful Ways of Saying Six Power
ful Words About Four Good Cylinders,” 
Describes Rochester Motors Campaign

By WARD GEDNEY

IN half a dozen words,” I have 
been told so often, "here's how 

n is." And then the speaker has 
proceeded to get some half a dozen 
thousand words off hi> chest and 
take up half an hour of my time.

"In half a dozen words,” says the 
manufacturer of the Rochester-Dus
enberg Motor, "here is the story of 
the Rochester-Dusenberg Motor."

And, true to the promise, in half 
a dozen words the essentials of that 
story are told.

"Six beautiful ways of saying six 
powerful words about four good cyl
inders"—was how I heard an adver
tising man describe the June-Novem
ber, 1920, campaign of the Roches
ter Motors Corporation the other 
day.

Now that’s a long way from tell
ing the whole story of this campaign, 
but it’s an adequate summary of the 
story's denoument.

THE STORY BEHIND THE STORY

Before we come to the denoument 
—the production of the six pages of 
Rochester Motor publicity prepared 
by Rex W. Wadman, Inc., New 
York, and placed by that firm in 
the summer and fall numbers of 
five trade and class publications, 
one key-word to a page, let’s talk 
about what led up to it.

Last November the Rochester Mo
tors Company' at Rochester, N. Y., 
an engine-building firm which, for 
several years previous to the war and 
during the war, had been turning out 
well-known makes of motors on a 
contract basis purchased the manu
facturing rights to the four-cylinder 
Dusenberg automobile motor with 
the intention of bringing it out under 
the Rochester trademark.

That intention was, in part, ar
rived at of necessity since the pur
chase of the Dusenberg engine car
ried the right to use the name, 
"Dusenberg,” only up to July, 1921. 
Another factor in it was the de
termination to establish a "Roches
ter" trademark.

In March of this year the Roches
ter Motors Company was taken over 
by the powerful Symington-Hoffman 
interests which, soon after, purchas
ed the Trego Motors Corporation of 
New Haven and put into operation 

a program of expansion which will 
make me reorganized Rochester Mo
tors Corporation one of the largest 
automotive engine-building concerns 
in the world.

In the meantime, Fred Dusenberg, 
the original designer of the Dusen- 
berg motor, had formed a corpora
tion of his own—the Dusenberg Au
tomobile & Motors Corporation— 
which is now preparing to bring out 
a Dusenberg car, equipped with the 
eight-cylinder Dusenberg motor.

FOR A NEW TRADEMARK

In November, last, Rex W. Wad
man, of New Y’ork, who handles the 
Rochester account, was presented 
with as difficult an advertising prob
lem as ever an advertising agency7 
solved.

Rochester Motors had decided to 
get out of contract work and to re
alize upon the power and efficiency 
of the organization it had built up 
through the war by establishing a 
stable trademark business of its own 
distributed over the whole year and 
independent of the precarious for
tunes of contracting.

That meant DEpendant on the 
power of its trademark.

And that meant dependant, initi
ally, on the power of the advertis
ing designed to establish that trade
mark in the dealer’s and consumer’s 
mind and to identify it there with 
such ideas as Distinction, Character, 
Power, Precision, Production and 
Quality—the half-dozen words in 
which the story of the Rochester- 
Dusenberg motor is being told this 
summer.

But that is only Aspect No. 1 of 
the problem that the Wadman 
agency tackled. Why do vve say, 
"Rochester-Dusenberg motor?” In 
the beginning the firm said, “Dusen
berg Motor”; from next November 
on it is going to say, "Rochester Mo
tor”—and there we have Aspect 
No. 2.
WHY THE NAME IS TO BE CHANGED

Remember, that in getting the 
manufacturing rights to the four- 
cylinder Dusenberg motor, the Ro
chester Corporation got the right to 
"cash in” on the splendid reputation 
of the Dusenberg name—established 
on many' a famous racing track— 

only up to July, 1921. The new 
owner very wisely’ decided to pre
pare the public mind at once for the 
impending change, the more so since 
this summer was to see the name of 
Dusenberg advertised widely in con
nection with the new Dusenburg 
eight-cylinder car, put out by an en
tirely distinct corporation.

Furthermore, there was a possibil
ity that the design of the four-cyl
inder engine, the first of what may, 
perhaps, be a long line of Rochester 
motors, might be changed somewhat 
during the first year of production 
by the new manufacturer.

All of which meant that it would 
not pay' to illustrate Rochester ad
vertising with photographs or draw
ings of the Dusenberg design, or to 
weigh it with emphasis on the name 
of Dusenberg. What was sought was 
a complete "disassociation,” as the 
psychologist would say, between the 
idea of Dusenberg and the idea of the 
new Rochester acquisition.

That was the Rochester proposi
tion as it was presented to Mr. Wad- 
man—a contract to build a new 
trademark on a basis of material so 
negative that, when assembled, its 
dominant characteristics appeared to 
be those of a "don’t list.”

The result was that one of the best 
automotive advertising campaigns of 
the season was constructed on the 
"blue sky law of advertising."

THE "BLUE SKY LAW”

The "blue sky law of advertising,” 
if you haven’t heard of it by' that 
name, is the law’ that directs an ad
vertiser suffering from a dearth of 
tangible materials for a projected 
campaign to reach up into the blue 
sky and pull down ideas that will put 
his campaign across.

It is the least bit dangerous in 
practice because the ideas may' bear 
very little relation to the facts of the 
commodity that he is advertising. 
Y’ou may' give publicity to a very 
poor quality of extremely7 hopeless 
cheese with the deft use of such 
forthright words as “Distinction,” 
“Character,” “Power,” “Precision,” 
“Production” and “Quality" and, it 
is even conceivable, make your “pile” 
before the advertising has sold
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that word in its fullest possible mean
ing, and you will never be completely 
satisfied until you own a car equipped 
with a Rochester Motor.

The signature was that of the Ro
chester Motors Corporation, 120 
Broadway, New York,

TO ILLUSTRATE THE POINTS

The name “Dusenberg” is not in
cluded in this copy, but it bobs up in 
the July page where the headline 
calls the motor the “Rochester Mo
tor” while the second paragraph 
speaks of the “Rochester-Dusemberg 
Motor” and two lines of italics above 
the signature forewarn the reader 
that he “will never be completely sat
isfied” until he owns “a car equipped

enough of the commodity to enough 
persons to make their disappoint
ment and subsequent prejudice a for
midable factor in your market sur
vey. Of course, the chances are that 
you will have "met up with" certain 
fanatics connected with a trouble
some "Truth in Advertising" move
ment in the A. A. C. W. long before 
you get a chance to make a post- 
introductory market survey, but the 
case is quite, quite conceivable.

In other words and after a manner 
of speaking, the legality of the law 
rests upon the quality of the commo
dity. If, for example, you do not 
know, as Mr. Wadman knew, that 
your commodity is a synonym for 
a half-dozen or more quality names 
you apply to it, then you cannot legi
timately, even by inference, call it a 
st nonym, as Air. Wadman did.

Reaching out into the positive ma
terial in the case, the originator of 
this campaign laid hold of the fact 
that the public has come to accept 
the four-cylinder Dusenberg motor 
as a motor of distinction, character, 
power, precision, mastered produc
tion and inherent high quality. When 
he reached up into the blue sky for 
supplementary’ material it was for 
ideas on how to capitalize this fact 
for the Rochester Motors Corpora
tion and how to present it most pow
erfully in his campaign.
WRITING AROUND THE “SIX WORDS’’

The first campaign of the Roches
ter Motors Corporation, featuring 
its new acquisition, ran from last No
vember to June and was more or less 
straight trade-paper copy carrying on 
the advertising of the "Dusenberg 
Motor.” In the June numbers of 
Motor, Motor Life, Vanity Fair, 
Spur and Town & Country, the cam
paign now under discussion, was in
augurated. The first page sounded 
the note of “quality,” the first of the 
“half-dozen words.” Below a draw
ing of a great rainbow-radiating dia
mond set on a royal blue back
ground, across the light halo of 
which ran, in big black letters, the 
word “QUALITY,” appeared a ban
ner-shaped box headed by a single 
line which read, “The Rochester Mo
tor.”

This was the copy:
The Mountain of Light—the Koh-i- 

noor Diamond—weighing 102-75 carats 
and originally weighing 900 carats, 
numbered amongst the British Crown 
Jewels, represents the highest quality as 
applied to Diamonds.

The Rochester Motor occupies a cor
responding niche in the realm of motors 
— nd logically so. It is designed so 
differently, built so differently and oper
ates so much more efficiently.

It inherently possesses Quality, using 

with a Rochester-Dusenberg Motor.” 
In the same way, the name “Dusen
berg” appears, very much submerged, 
in the subsequent four pieces of 
copy. After November, I am told, it 
will be dropped altogether. It is ex
pected that, by that time, the en
thusiast who has hitherto talked 
“Dusembergs” will be talking “Ro
chesters.”

The July copy deals with “PRO
DUCTION” and is illustrated by a 
scene from the shop of an ancient 
armorer to whose fine workmanship 
the workmanship of the Rochester 
plant is compared. August speaks of 
“PRECISION,” illustrated by a

£•“52 tapper's turner
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drawing of the Riefler Clock, the most 
accurate type of clock in the world, 
and we are introduced to the "watch
like precision of the Rochester-Dus- 
enberg engine.” September, emphas
izing “POWER,” shows us a picture 
of the U. S. destroyer Sharkey bowl
ing along at 35 knots an hour, to 
drive home the thought of the re
serve power of the Rochester-Dus- 
emberg. October lays hold of our 
attention and interest with a repro
duction of the famous Joan of Arc 
statue on Riverside Park in New 
York City to say “CHARACTER” 
and tell us that the Rochester-Dus- 
emberg is “an engine with Char
acter.” November completes the se

The only way to reach the farm 
families of the Midwest is thru the 
farm press.
No matter what other publications 

may reach the farm home, the farm 
family look upon the good farm paper 
as their special friend, the champion 
of their cause, their one means of 
contact with each other and with the 
rest of the world.

The advertiser, who ignores this 
direct route to the World’s Greatest 
Market, makes a mistake.

Investigate - Don't guess - Know.

CAPPER FARM PRESS
(MEMBERS A.B.C.) 

Arthur Capper, Publisher 
Marco Morrow, Asst. Publisher
TOPEKA, KANSAS

ries with a page which snaps into 
life with the word "Distinction” in 
great staring letters, and a Victoria 
Cross swinging above the copy box, 
wherein we are told that this coveted 
decoration is "a supreme mark of 
Distinction” and that the Rochester- 
Dusemberg engine gives the cars in 
which it is built “that touch of dis
tinction so altogether desirable.”

“news-value" material

These descriptions may convey to 
us some impression of the attention
compelling power which the origin
ator of this series has gotten into it 
by the use of “news-value” material 
and some idea of the modus oper- 

andi of tying together the “half
dozen words” and the motor with 
which he has associated them. They 
do not explain, nor could reproduc
tions of the illustrations adequately 
portray the distinction, the unusual 
rugged power of composition attained 
by the use of backgrounds wrought 
out in irregular blocks of royal blue, 
the primal forcefulness of illustra
tion, the whole reason why the ad
vertising man referred to earlier in 
this article described the campaign 
as “six beautiful ways of saying six 
powerful words about four good cvl- 
inders.”

The copy is a little bit beside the 
point. The essential facts of the story 
of the Rochester motor are told in 
the half a dozen words.” The rest 
is a matter of dressing and presen
tation. Those half-dozen words, 
thus dressed and presented, carry thé 
immense responsibility of establish
ing a new trademark.

“In half a dozen words, here’s how 
it is.”

Campbell-Ewald Co. Makes 
Promotions

H. T. Ewald, president of the Campbell
Ewald Company, announces several pro
motions on the executive staff. Guy C. 
Brown, secretary of the company, has 
been made assistant to the president and 
will be in charge of sales and promotion 
work. Mr. Brown, who is a graduate of 
Harvard University, has been with the 
company six years. Previous to his con
nection with the Campbell-Ewald Com
pany he was engaged in newspaper work
in Michigan in a reportorial and editor
ial capacity.

J. Fred Woodruff, treasurer of the com
pany, has been promoted to general man
ager. Mr. Woodruff in his new position 
will relieve the president of much of his 
present executive duties. Mr. Woodruff, 
who is a Michigan University graduate,’ 
has been with the company four years’ 
Previous to his connection xvith Campbell
Ewald he was with The Curtis Company.

E. G. Frank has been made head of 
the copy department of the Detroit of
fice and W. H. Taylor has been made 
vice-president of the company in charge 
of the Chicago office.

Our Bureau of Research is at your 
service. It may be able to throw 
light upon your particular problem

"Atlantic Monthly” In New Home
Due to the growth of its publications 

the Atlantic Monthly Company, Boston, 
has moved from its quarters at 41 Mt. 
Vernon street to 8-9 Arlington street, 
where it will be established in txvo build
ings.

The firm has assumed the publication 
of the Living Age, and has begun the 
publication of books on a considerable 
scale. This company was formed to pub
lish Atlantic Monthly twelve years ago, 
and in 1918 added the House Beautiful.
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The "Non-Skid" Survey of House Organs
How Eighty Editors Defined Their Duties and 
the Functions, of the Ideal Employes’ Magazine

Last February, shortly 
after the conclusion of his in

vestigation of what the house or
ganists of the country thought of 
their house organs and of house 
organs in general, the editor of the 
Firestone "Non-Skid” sent this let
ter out to his fellow-editors in an 
effort to serve them by sharing the 
data he had brought together.

About January 14 the writer directed 
a letter to you and about one hundred and 
seventy-four other editors of internal 
house organs, asking eight questions 
about your magazine. To our inquiries 
exactly eighty answers were received.

“A somewhat crude summarization of 
the replies accompanies this letter. It is 
divided into three parts, each of which 
has a self-explanatory heading.

“As far as The Firestone ‘Non-Skid’ is 
concerned, our creed is indicated in Fart 
Tvo. We try to do most of the things 
mentioned there and intend to attempt the 
rest.

‘‘The bulk of the compilation, however, 
is not original. Its value is rather that 
which comes from authority and experi
ence. To be specific, there is a peculiar 
comfort in being able to say, not only 
that the paper which you and I are send
ing out into the world at intervals should 
accomplish certain ends, or may be ex
pected to bring about certain results, but 
actually has produced certain known ef
fects, and is producing them in many in
stances.

“Possibly, then, the following report 
may help us, as Hamlet bade his friend 
Horatio, to ‘represent our cause aright 
to the unsatisfied.’ It may also cheer us 
‘internal house organ editors’ (such a 
phrase by which to dignify (?) us fel
lers!), by bringing to us the assured 
knowledge that an employes’ magazine is 
an indispensable in the well differentiated 
present-day industrial organization.”

A SUMMARY OF WHAT THE EIGHTY 

LETTERS SAID

The text of the survey opened 
with this summary of what the 
eighty replies to the questionnaire 
had told Mr. Reece, the expressions 
of opinion being divided into five 
classes.
I. “It pays” (quite emphatic—like).. 62 
2. “We favor" (in manv cases grati- 

fyingly emphatic, and meaning 
the same as No. 1—merely a 
change in words) ................. 8

Total positive............................. 70
3. “We don’t know" (still implying 

nothing negative—can anybody 
form a judgment based upon dol
lars and cents? That’s about .all 
that any member of the “Know- 
nothing Party" meant) ; or. in a 
few cases, not answering at all 
(but not implying any doubt)... 6

.4. Not strongly in favor of............... I
5. Discontinued for several reasons.. 3

Total positive and negative. . . 80

Canvassing the House Organists
In its May 29 issue, Advertising & 

Selling published "How Eighty House 
Urgaiis II ere Surveyed to Plot One Or
ganist's Task," the story of the remark
able questionnaire, sent out by C. A. 
Reece, editor of the 'Firestone ‘‘Non
Skid,’’ the house organ of the Firestone 
Tire and Rubber Company, of Akron. O., 
in an effort to find out what America's 
leading house organists were trying to 
do zeith their publications and how well 
they zeerc sold 011 the effectiveness and 
service of those publications.

At that time zee promised to print the 
text of the survey in a later issue. This 
is the fui filimeli t of the promise.

Our excuse for running the text at full 
length, if zee need one, is that letters fi om 
readers have informed us that they are 
awaiting its appearance zeith keen antici
pation. some to make use of it to sell 
their companies on the need and value of 
a house organ others, in a rare case or 
Two, to employ it to reinocúlale zeith en
thusiasm house organ editors in their 
firms who, because the service of the 
house organ never makes itself apparent 
in immediate, tangible results, have lost 
heart and "gone stale” on the fob.

THE EDITOR.

WHAT AN EMPLOYES’ MAGAZINE DOES

Expanding upon these replies, 
the editor of the “Non-Skid” made 
the following outline of the func
tions of the employes’ magazine, 
founded on the quoted impressions 
and opinions of the editors who had 
co-operated with him in getting up 
the survey.

He wrote, in explanation of the 
form adopted in presenting this out
line :

“These points are not elaborated. 
Just the connection is indicated, and 
enough suggested to catch the 
thought on the wing.”

I. HISTORY
Like a great scrap book of company's 

progress, picnics, department pictures, 
etc.

II. EDUCATIONAL
Tells what company does, how, where 

materials come from, eitc.
III. OFFICIAL ORGAN 

Announcements, policies, etc.
“We have established policies and pro

mote a favorable opinion of those poli
cies and a confidence in them on the part 
of the employee.”—The New Departure 
Manufacturing Co., Bristol, Conn.

“We are glad we started our magazine 
because we are sure it is accomplishing 
things which could be accomplished in no 
other way. We have plenty of tangible 
evidence to prove that we are reaching 
the men in the shops who probably could 
be reached through no other medium."— 
Deere & Co., Moline, Ill.

IV. PRESENT-DAY LIFE
1. Social—Thrift, food conservation, 

sanitation, insurance, etc.
2. Community—Bond issues, elections, 

etc.
“We feel that the greatest percentage 

of labor unrest in the past and today is 
caused by the ignorance of the worker 
or employe as to what the employer has 
in mind when certain orders are issued 
arbitrarily. We, therefore, strive to ‘sell 
our organization' by an explanation of the 
various matters pertaining to operation 
and manufacture, eliminating, as far as 
possible, ‘lack of explanation.’ It is the 
writer’s opinion that any amount of 
money spent in gaining the confidence 
and the co-operation of our employes in 
keeping them satisfied and on the job is 
an investment."—Greenfield Tap & Die 
Corporation, Greenfield, Mass.

V. FAMILY
I. \\ omen—Receipes, patterns, etc.
2. Next Generation—Babies, etc.
3. Print news that puts paper on liv

ing room table.
4. Good place to work.
“Our first effort is to make the paper 

‘personal’ enough to interest the men. 
and then we have a chance to give them a 
full understanding of the company’s ef
forts in their behalf.”—James B. Clow 
& Sons, Newcomerstown, Ohio.

VI. COMPANY POLICIES
1. Safety.

(a) Prevention—Go right away to 
hospital; guard against cuts, 
colds, etc.

(b) Avoid accidents — Be careful 
about machines, carrying lad
ders around corners, etc.

“It pays. There is no question about 
it. Of course, like in other work of this 
type, there is no way of measuring re
sults directly. In its influence towards 
the prevention of accidents alone, it 
pays. —American Can Company, Max
wood, Ill.
2. Health.

(a) Medical — Examination. health 
talks, etc.

(b) Dental—Examination, work done 
for employes, etc.

3. Welfare.
(a) Work done in homes.
(b) Teaching employes to put proper 

value on things done for them 
by the company.

4. Recreation.
(a) Athletics—Boost teams, record 

games.
(b) Entertainment — Announce 

dances, etc., and give accounts 
and pictures as souvenirs of 
occasion.

(c) Clubs—Increase membership.
VII. ADVERTISE COMPANY

1. To mailing list—College libraries, 
other companies and communities, etc.

2. Brings help.
“The Non-Skid has brought help to 

Firestone from points as far apart as 
Winnipeg on the north, New Orleans on 
the south, and New York on the east.” 
—D. S. Ross, manager of employment, 
Firestone Tire & Rubber Co.
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“The paper represents us to the indus
trial world and it speaks for us by its 
presence everywhere; and it is always our 
purpose to put out a paper that wall not 
only be of interest to the employe, but 
to draw the attention of people outside of 
the organization.”—Merchant Shipbuild
ing Corporation, Chester, Pa.

VIII. MORALE, (esprit de corps)
1 Individual.

(a) Suggestion awards.
(b) Promotions.
(c) Sales records, production rec

ords, etc.
(d) Faithful employes.

2 . Inter-relations.
(a) Understanding between company 

and men.
“This tends to develop the human side 

of our industry.”—A. G. Kirschbaum Co., 
Philadelphia, Pa.

“We believe it has been responsible 
for a large amount of the good will that 
exists in the organization and the healthy 
understanding between management and 
men.”—The American Rolling Mill Co., 
Middletown, Ohio.

“It has helped in a very large manner 
to get members of our big family ac
quainted with each other, and you also 
realize that folks who are really' ac
quainted with each other seldom have 
difficulties. We are beginning to realize 
that most of our troubles are just mis
understandings, and if employes and em
ployers know and understand each other, 
this difficulty is reduced to a minimum.” 
—The Jeffrey Manufacturing Co., Co
lumbus, Ohio.

(b) Acquainted with each other.
“It promotes mutual acquaintance by 

publishing news of general interest re
garding individuals and regarding the ac
tivities of the group.”—Kohler Company, 
Kohler, Wisconsin.

“The real value of the magazine, in 
our opinion, is the fact that it shows 
the workers they are. regarded as human 
b ngs, and gives each one a knowledge 
of what the others are doing all over 
the plant.”—A. B. Kirschbaum Company, 
Philadelphia, Pa.

“It forms an interesting historical rec
ord of the works’ development and spirit, 
which is of great value in many' ways, 
because it stimulates confidence between 
employes and the company, which is the 
backbone of industry'; because it has a 
splendid stimulating effect and creates 
pride in the organization; because it is 
an excellent medium of talking frankly 
to employes and of having employes and 
management both like the paper and send 
it to all parts of the world.”—General 
Electric Company, Pittsfield, Mass.

“We may readily assume that on a 
payroll of say $——  a I per cent in
crease in efficiency' arising from a par
ticular element promoting industrial jus
tice would be imperceptible in the in
dividual and unnoticed in figuring costs, 
and yet it would repay in money any 
expense up to $-------- . I believe it is
safe to make the assumption that a 
properly conducted publication for em
ployes will produce such feelings of 
unity throughout the organization that 
the willingness of the worker in what
ever station will produce a much greater 
efficiency than a mere 1 per cent.”—Gen
eral Chemical Co., Pittsfield, Mass.

(c) Parts of organization — where 
each fits in.

“In short, it does much toward devel
oping an esprit de corps in the different 

plants. It helps them to think more of 
a spirit of comradeship in the organiza
tion as a whole, the purpose of the or
ganization and how each one’s job is but 
a part of the whole."—P.y-Products Coke 
Corporation, South Chicago, Ill.

(d) Efficiency'.
(a) Pride in product.

“Ten cents per month per man means 
one-third of a cent per day per man. 
That means a small amount to be gained 
in increased efficiency. Yes, we think it 
pays well." — Semct-Solvay Compnay, 
Ashland, Kentucky.

(b) “Decreases labor turn
over."—By-Products Coke 
Corporation, South Chica
go, Ill.

(e) Branches and parent plant, bind
ing together.

Constructive Merchandising
In merchandising, the Lesan Agency has the in
dividuality of Air. James Mackay to offer. He 
is peculiarly fitted by training and past experi
ence to advance sound and constructive ideas on 
merchandising problems connected with the mar
keting of goods sold through dry-goods, depart
ment, drug and general stores—articles generally 
considered as having a retail outlet.

For twelve years Mr. Mackay was associated 
yvith the Dry Goods Economist. As head of its 
Special Service Department for eight years he 
gained much valuable experience in merchandis
ing and advertising through contact with manu
facturers, wholesalers and retailers.

That his ability is thoroughly appreciated by our 
clients is evidenced by the years he has con
tinuously handled the accounts whose advertis
ing is reproduced on the opposite page.

If you are interested in this sort of individual, 
personal service, write us now.

THE OPINIONS OF EDITORS

The survey of the eighty house 
organs concluded with a batch of 
excerpts from the letters received 
from house organists, typical of the 
general cast of opinion expressed by 
them but not directly applying to the 
heads listed under Part II or so 
good that they seemed to deserve 
individual emphasis.

Consumers’ Power Co., Jackson, Mich: 
“Yes, we believe it does most emphat
ically.”

The People’s Gas Light & Coke Co., 
Chicago, Ill: “‘Personally’, I would say 
that it is now almost indispensable.”

B. & O. Railroad Co., Baltimore, Md.: 
“Generally speaking, I think it is safe 
to say that a good magazine pays and 
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a poor one does not. There is no use 
doing the thing in a half-hearted way; 
either spend money enough to make a 
creditable publication, or keep out of the 
game.”

The American Rolling Mill Co., Mid
dletown Ohio: “We believe it has been 
responsible for a large amount of the 
good will that exists in the organization 
and the healthy understanding between 
management and men.”

Consolidation Coal Co., Fairmont, W. 
Va.: “Yes, it pays by having our men 
and women more satisfied through know
ing what their fellow workers elsewhere 
are doing and thinking.”

Norton Company, Worcester, Mass.: 
“With this shop paper we can accomplish 
much more than could be accomplished 
by one or more individuals that might be 
employed for that amount of money 
along the same lines of work.”

Mr. Mackay has given service to the above 
accounts, as follows:

1. Henry Tetlow Company............ 5 years
2. Fiber Products Company............. 1 year
3- Nazareth Waist Company.... 15 years
4. Standard Textile Products Co.. 16 years
5. Swansdown Knitting Company. 3 years
6. Lastlong Underwear Company. 3 years

H. E. LESAN ADVERTISING AGENCY, INC.
440 Fourth Avenue......................... New York City
Republic Building............................................Chicago

Willard Storage Battery Co., Cleve
land, Ohio.: “Yes, it does pay.”

Yawman and Erbe Mfg. Co., Rochest
er, N. Y.: “We feel that our paper has 
brought about a closer co-operation be
tween the workers and the management 
and between the different departments.”

Art Metal Construction Co., James
town, N. Y.: “Absolutely.”

Ford Motor Co., Detroit, Mich.: 'We 
are glad we started it because of the 
results it has achieved in widening the 
Ford family spirit among the workers."

Halcomb Steel Company, Syracuse, N. 
Y.: “We believe that the money which 
has been expended has certainly been 
used to good advantage, for the em
ployes’ activities which have been con
ducted within the last year could not 
have been made nearly so successful and 
so profitable to both employer and em

ployed if it were not for our publica
tion'”

Herbrand Company, Fremont, Ohio.: 
“The house organ is the best medium 
I know of for creating a spirit of loyalty 
and good feeling amongst the employes, 
which naturally produces better results.”

Ohio Cities' Gas Co., Columbus, Ohio: 
“We all believe it is money well spent.”

Burroughs Adding Machine Co., De
troit, Mich.: “A man from one of the 
big automobile plants asked us, ‘What 
would you say if you were asked to 
justify your house organ to the general 
manager?’ We told him this: ‘In the 
first place I would reply that it couldn’t 
be justified—statistically. But I would 
ask him first to walk around the factory 
with me when the Burroughs Magazine 
was being distributed, and then to walk 
around the block half an hour later and 
try to find a copy that hadn’t been taken 
home.’ Then I would tell him to sus
pend publication for one month and see 
what happened.”

Winchester Repeating Arms Co.. New 
Haven, Conn.: “Above all, it has helped 
to create the feeling that we are one big 
family,—an idea which we constantly 
strive to inculate.”

Utah Copper Co., Garfield, Utah : "It is 
the best investment that our management 
has made.”

The New Departure Manufacturing Co. 
Bristol, Conn.: The advantages of this 
publication to ourselves are manyfold. 
It has helped every organization that had 
already been established before the paper 
was issued nearly three years ago, and 
has enabled us to establish other organi
zations and accomplish other purposes 
along welfare lines that are of real value 
to the company and to the men.

To be more specific, we refer to the 
Mutual Relief Association that has more 
than doubled its membership since we 
published the paper; the Health Protec
tive League, an organization working 
with the company to prevent tuberculosis 
among employes; safety-first work, 
which has not been so much as it should 
be because of the neglect of the men 
in charge of this work to use The News 
as much as they might, but even the little 
that has been done has decreased the 
number of accidents and made the men 
interested to report to the safety-first 
engineer any conditions that to him ap
peared hazardous; the hospital and medi
cal aid service—through the medium of 
The News, the men have been constant
ly reminded of what this service means 
to them, and while we have no definite 
way of judging just how much of this 
present service is due to our paper, it 
is only logical to assume that continually 
reminding employes of the things this 
service can do for them, would bring 
results: sports—we make a great deal 
of sports, and by reason of our paper, 
enthusiasm is aroused and every athletic 
interest is supported with good results 
lo both company and men; savings and 
housing plan—the fact that about 60 per 
cent of our employes are enlisted under 
this plan of saving money and purchas
ing a home on the easy payment plan, 
indicates the value of this feature; wo
men’s and children's department, under 
competent direction of a woman, gives us 
a standing in the homes of our employes 
that certainly increases the good will of 
the entire family for the company. Of 
course, we have other interests, all of 
which are promoted by The News, but 
these are the principal ones.

The anchor that holds us in the esteem 
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of the employe and begets a real inter
est in the reading of the paper is the 
fact that we publish in each issue page 
after page of brief news items from each 
department. There is not an issue that 
we do not have the names of at least 
a thousand employes in these news item 
pages. It is our policy never to say any
thing bad about a man unless we want 
to make an example of some incident, 
but always to say something cheerful, 
happy, and good about him. Wc guard 
against the cheap joke or the malicious 
pun. This is hard, but our experience 
has been rather successful, possibly be
cause the writer, who is the managing 
editor of the paper, had nearly twenty 
years training as a newspaperman, before 
taking up advertising.

Therefore, your question as to whether 
we are glad we started our paper might 

be answered in this way—that it has 
helped every commendable thing we do 
and permitted us to do things we would 
have found it difficult to put over had we 
not had such a medium.

20,380,350 Depositors in United States
One person in every five was a deposi

tor in a national bank on May 4, an aver
age higher than any heretofore recorded, 
statistics compiled by Comptroller of the 
Currency Williams show. On May 4 
20,380,350 persons had accounts in na
tional banks. The increase in depositors 
in ten years has been 12,689,882, or 165 
per cent.

The resources of the banks on that 
date aggregated $22,038,714,000, the larg
est total ever recorded, with one excep
tion.

Total deposits reported on May 4 
amounted to $16,924,543,000.

American Woolen Company to Close 
Mills

The American Woolen Company will 
close all its mills indefinitely on July 10, 
except the three at Plymouth, Mass., 
1‘it'tsburg and Utica. This announcement 
was officially made last week by William 
M. Wood, president of the company. The 
mills remaining open will also close when 
orders on hand are completed, probably by 
August I.

This action was decided upon, it is 
stated, because of the heavy cancellation 
in orders and the curtailment of buying 
lor next year's requirements. It has gen
erally been the custom of the American 
\\ oolcn Company to close down its plants 
during the hot spell of August each year, 
but present conditions have made it neces
sary to hasten the closing this year, and 
while in other years the closing was for 
only one or two weeks, the shutdown this 
year will be for an indefinite period.

ANNOUNCEMENT
The Directory Advertising Deportment 

of the

NEW YORK TELEPHONE COMPANY
is now located at

1261 Broadway, New York City 
(at 31st Street)

TELEPHONE
P. W. ELDRIDGE, Jr. 
Sales Manager, 
Directory Advertising.
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for rates and particulars about dis
play space in the next issues of the 
54 different BELL TELEPHONE 
DIRECTORIES covering ALL of 
New York State and Northern 

New Jersey.

“Photoplay” Offers $11,000 for Stories
James R. Quirk, editor and publisher 

01 Photoplay Magazine, announces a $14,
000 Prize Story Contest, which will be 
conducted during the year 1921. Prices 
el $5,000, $2,500, $1,000 and $500 are of- 
lired for the four best stories submit
lid; and for twenty other stories $250 
each will be paid. Manuscripts can be 
submitted now.

Woonsocket “Call Appoints 
Representative

The Woonsocket Call, a paper not pre
viously represented in the foreign field, 
has appointed Gilman, Nicoll & Ruthman 
with offices in New York and Chicago 
as their special representatives, effective 
July I, 1920.

The Woonsocket Call is the only Eng
lish daily paper published in Woonsocket, 
Rhode Island.

Made Advertising Manager ot Outlet 
Stores

P. I Coughlan has been made adver
tising manager for the Outlet Store of the 
National Cloak & Suit Company in Kan
sas City, Mo. Mr. Coughlan was for
merly advertising manager for the Kansas 
Citian. the weekly publication of th< Kan- 
sasTaty Chamber of Commerce.

New Agency In Kansas ( ity
Allen C. Smith, for many years with 

the F. A. Gray Advertising Company, and 
later with the Southwest Advertising 
Company, and later with the Southwest 
Company, has started his own agency i.i 
the Dwight Building, Kansas City, Mo.

Appointed Barton Shoe Advertising 
Head

Arthur Majors, formerly in the adver
tising department of the Kansas City Auto 
and Tractor School, is now advertising 
manager of the Barton Shoe Company.

NEW YORK TELEPHONE COMPANY “American Boy” Advertising
The American Boy, according to Elmer 

P. Grierson, advertising director, will car
ry approximately 100,000 agate lines of ad
vertising more in 1020 than it did in 1910. 
About 50.000 agate lines of this comes 
from new advertisers among whom are 
to nationally known concerns.



Il l Y IO, 1020 Page 31

“ Xth ertising Is Capital’s Insurance”
Advertising is a fine art, and is being 

conducted on a scale so vast that there 
is virtually no business of private or pub
lic interest which is not comprehended 
under its activities. The time is gone 
when the man who sells this form ot in
ter-communication must defend it or prove 
its value. Also the time is gone forever 
when the man who thinks the old-time 
"exclusive" store is possible can conduct 
such a store and survive. Nowadays en
tire industries combine to advertise. It 
is not a question whether advertising 
should be dope, but where it should be 
placed. Advertising is capital's insurance. 
— New Y'ork Common ial.

E. E. Reinhold Returns to England
Ernest Edward Reinhold, sales and ad

vertising manager of Sorbo Sponge Prod
ucts, Ltd., London, who has been visiting 
the United States and Canada during the 
past month, left New Y'ork on Thursday 
on the Olympic for England.

Mr. Reinhold made many friends in the 
advertising profession in this country, and 
succeeded in establishing his line to a 
very satisfactory extent. He expressed 
the belief that increasing business would 
necessitate his returning to America later 
this year.

Penfields Buy “The World Salesman”
The World Salesman, a monthly jour

nal devoted to international trade, has been 
purchased by Roderic C. Penfield and R. 
Kynett Penfield, of New York city, from 
the founder, Max Sherower, also a New 
Y ork city newspaper man.

The World Salesman, which was es
tablished in 1917, maintains its publica
tion offices in Yokohama, Japan. It is 
unique in the fact that it includes, bound 
within one cover, sections printed in Jap
anese, Chinese, Russian and Spanish, al
though the main body of the editorial 
matter and most of the advertising is 
printed in English.

One of the Penfields will be at the 
Y'okohama office, while the other is in 
charge in New Y'ork at 182 West Fourth 
street.

New Orleans Accounts Active
The New Orleans office of the Ferry- 

Hanly Company is placing orders for the 
Utley Paint Company, New Orleans; 
Jackson Brewing Company, New Orleans, 
and making lists for the Dunbar Mo
lasses & Syrup Company and Hotel Grune
wald Caterers, Original Creole Pralines.

Du Pont Sells W ilmington “News”
Alfred I. du Pont has sold his news

paper, the Morning News, in Wilmington, 
Del., to a syndicate headed by Robert H. 
Richards of that city.

Agency Closes Saturday During 
Summer

Last summer the Wales Adxertising 
Co.. New Y’ork, tried the experiment of 
closing all day Saturday during August, 
after having announced to the members 
of the organization that if they main
tained an excellent record for punctuality 
during the year, the office could close on 
Saturdays in July and August of this 
year.

The result has justified the experi
ment, and this summer the office is closed 
everv Saturday from June 28 to Septem
ber I. 7

The gain in punctuality throughout the 
balance of the year is believed to more 
than make up for time omitted Saturdays 
during the hot months, and there is un

Motor Trucks in the Textile Industry' 
is the title of a booklet now on the press. 
Copies will be mailed gratis to those inter
ested enough to write a letter-head request. 
The booklet contains facts and figures to 
show the present and prospective use of 
motor trucks among textile mills. The in
formation was gathered by sending a ques
tionnaire to a selected list of 1,000 mills and 
to this has been added the observations of 
the technical editorial staff of 1 extile World 
Journal.

A man interested in the sale of industrial 
trucks would find the booklet meaty.

Textile World Journal is also prepared to 
report on the use and prospective sale of any 
industrial product to textile mills. Try us.

Audit Bureau of Circulations.
Associated Business Papers, Inc.

doubtedly a gain in efficiency, due to the 
double holiday enjoyed by everyone every 
week.

Montgomery Ward & Co. Cited for 
“False Advertising”

Montgomery, Ward & Co., of Chicago, 
are charged xvith unfair competition in 
the sale of liquid roofing cement, in a for
mal complaint announced by the Federal 
Commission, on Tuesday. Forty days are 
allowed for the filing of an answer, after 
xvhich time the case xvill be set for trial.

The commission's announcement says 
the company “is to answer averments that 
false representations were made in its cat
alogue when liquid roofing cement was 
advertised as containing no coal tar xvhen 
the company knew xvell that such cement 
did contain coal tar."

“El Automóvil Americano” a Monthly
El Automóvil Americano, the export 

publication which has been published by 
rhe Class Journal Company quarterly for 
the past four years, will be issued monthly, 
smarting with the October issue.

Herman Sonneborn, Western manager 
far the publication, has been appointed 
advertising director over the Eastern and 
Western territories, and will hereafter 
make his headquarters at the New Y'ork 
office.

BRAGDON, LORD & NAGLE CO.
334 FOURTH AVENUE, NEW YORK
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The Men and Women Who
Make Our Mediums

JAMES M. COX
Publisher Day ton, Ohio, News; Springfield, Ohio, News

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

By ALLAN DUANE

WHEN THE DUST cleared 
away from the embattled 

Democratic Convention as, on last 
Mondai, it arrived at a presidential 
nomination after forty-four hard- 
fought ballots, the political backers 
of Senator \\ arren G. Harding, Re
publican nominee for the presidency 
found that they had been betting on 
a sure thing.

Thev had prophecied that the next 
President of the United States 
would be a newspaper publisher— 
meaning Warren G. Harding.

To-day, the country can be rea
sonably sure, d.v., that the next 
President of the United States will 
be a newspaper publisher—meaning 
\\ arren G. Harding or Governor 
James AI. Cox, of Ohio.

UNION WANTS A JOURNALIST

The Union, having muddled along 
for these 144 years of independence 
without a newspaper publisher in 
the chair of the chief executive, has 
at length decided to muddle no long
er and, to make quite sure that a 
nt wspaper publisher does reach that 
chair, has named a representative of 
the ancient and honorable craft as 
standard bearer of each of the two 
great parties.

The issue as it stands to-day is 
between the Marion Daily Star on 
the one hand and the Dayton News 
and Springfield News on the other.

The campaign is between "the 
man who carries the printer’s rule 
in his pocket" and "the man who 
threw the boiler plate out of the 
window.”

"The man who threw the boiler 
plate out of the window,” thus des
ignateli by a wily publicity staff in 
an effort to "see” and "raise” Sen
ator Harding on that little story 
about the printer’s rule that rests 
perenially upon the Senator’s heart, 
is “Jimmie” Cox, consecutively 
farmer’s boy, newsboy, printer's 
devil, school teacher, reporter, news
paper owner, congressman, governor 
and Democratic presidential nom
inee.

The boiler plate incident occured 
during the early dais of Governor 

('ox’s struggles to put the Dayton 
A'rav on its feet. The Dayton 
A ews started its career in 1898 as a 
merger of two other papers on the 
verge of bankrupey. The first thing 
that its new editor did was to lease 
an Associated Press wire. The sec
und was to instruct his foreman to 
print local news instead of boiler 
plate.

"I can’t get out a paper without 
boiler plate,” the foreman protested.

"Aou 11 have to,” his chief replied. 
"Here goes all the boiler plate we 
have out of the window.” And out 
it went.

That,” as the political writers 
have a habit of saying, “was char
acteristic of the man.”

WANTED TO HE’STOREKEEPER

Grandson of Gilbert Cox, who 
brought his family by caravan out 
of effete Xew Jersey to the open 
country about Jacksonburg, Butler 
Countv, Ohio, James Monroe Cox 
was born in the old family home
stead near the town on March 31, 
1870, the youngest of seven chil
dren. His early aspirations were to
ward the free and easy life of the 
country storekeeper, but he never 
made a start toward realizing them. 
At fourteen he obtained a job as 
janitor at the country school house 
that he attended and added to it the 
work of sexton of the Church of 
the United Brethren to which his 
family belonged. At sixteen, after 
sitting for a year for instruction at 
the feet of his sister’s husband, John 
Baker, editor and proprietor of the 
Middleton, O., Signal, young Cox 
qualified as a school teacher and 
won local fame as the "buy teacher 
of the Titus district.”

Then his brother-in-law's news
paper claimed his attention and he 
began, first to supplement and then 
to supplant, his school work by 
work on its staff, beginning as de
livery boy and subscription collector, 
then trying his hand at editorial 
writing and gradually becoming gen
eral correspondent.

This led to his big newspaper op
portunity when John Baker was 

sick at home on the day that a spe
cial train carrying employes of the 
National Cash Register Companv 
back to Dayton from a picnic was 
wrecked near Middletown. Baker 
was local correspondent for the Cin
cinnati Enquirer. In his absence, 
the job of covering the story fell 
upon “Jimmie” Cox’s shoulders.

The way in which he took it, 
covered the story, and tied up the 
only wire from Middletown to Cin
cinnati by giving the telegraph op
erator an old newspaper with in
structions to keep on sending its 
contents to the Enquirer until press 
time arrived and the “beat” was 
secure, attracted the notice of the 
Enquirer people and Cox went to 
Cincinnati to accept a position on 
the Enquirer staff for two years, 
first as cub and then as first class 
staff man.

GOES TO WASHINGTON

These years were followed by a 
political interlude when the reporter 
went to Washington in 1894 as secre
tary to Paul Sorg, a wealthy tobac
co manufacturer and remained there 
during 1894, 1895 and 1895—as 
much a Congressman as Sorg, sav 
his intimates.

In 1898, the Congressman’s grati
tude for his secretary’s services was 
made manifest when Air. Sorg back
ed "Jimmie" Cox in his purchase of 
the Dayton A’t’wi. For the sake of 
local interest Sorg thought, there 
should be numerous Dayton men in 
the role of minority stockholders. 
The new publisher declared from 
the start that “a successful news
paper should be a one-minded news
paper" and, although the Sorg idea 
prevailed temporarily^he gradually 
bought out the minority interests 
and within a few years became the 
sole owner of the News. In 1905 
he enlarged his newspaper holdings 
by the purchase of the Springfield 
Press Republic and the Springfield 
Democrat and consolidated them in
to the Springfield News.

The story of the early part of the 
Governor’s newspaper career is the 
story of his acquisition of the nom- 
de-guerre of "Fighting Jimmie.” It 
has been characterized as a “crusad
ing, lambasting period, when he was 
building up his enterprise, when he 
went after his political enemies, mis
management in city government, 
private enterprises which failed to 
meet with his approval and what
ever else he conceived as wrong and 
with bitter invective and vitriolic 
wrath attacked those who were se
lected for the lashings of his facile 
pen.”
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The results were, of course, libel 
suits—by "Doc” Lowes, the Dayton 
Republican boss, now dead, by the 
so-called Appleyard Syndicate of 
Philadelphia, which Cox accused of 
buying up Middle Western banks to 
promote traction ventures around 
Dayton and—most redoubtable of 
all—by John H. Patterson, head of 
the National Cash Register Com
pany. If all, or even one or two, 
of these suits had been carried 
against the publisher, the Dayton 
Acwi would probably have been 
wiped out of existence. The only 
one that ever did “stick,” say Cox’s 
editors, was one in which he had 
to make a small payment because a 
reporter made a mistake that the 
l oss knew nothing about.

"Jimmie" Cox's fight with the 
president of the National Cash Reg
ister Company is now historic 
around Dayton. It arose over Cox’s 
opposition to certain demands made 
by Mr. Patterson on the city of 
Dayton for transportation conven
iences for the big Cash Register 
plant and for other facilities. Cox 
fought these and took the occasion 
tc attack one of the plant’s execu
tives who had come to Dayton to 
look after the hygienic and physical 
welfare of the employes and to in
troduce what the editor thought 
were many new fads and fancies. 
In his suit Patterson asked for 
$125,000 damages but the papers 
show that the suit was dismissed on 
April 29, 1908. The Cash Register 
head threatened to remove his fac
tory from the town as a result of 
the attacks, but did not carry out 
his threat and later on the two 
opponents became fast friends.

In 1908, “Jimmie” Cox went to 
Congress from the third district 
of Ohio. He was re-elected in 1910 
and went to the Governor's chair in 
1912. He was defeated but re
elected in 1914 and won his way 
back to the capital in 1916 and 
entered upon his third term in 1918 
—the first man since Rutherford B. 
Hayes to serve for three terms as 
Ohio’s governor.

HIS NEWSPAPER IS “HOME”

The story of James Monroe Cox’s 
career as governor of Ohio belongs 
to the history of that state. Con
cerned primarily with his newspaper 
enterprises we have only to note 
that his residence at the capitol has 
not lessened his interest in those 
enterprises. Copies of the Nezes are 
sent to him at Columbus every day 
and he keeps in close telephonic 
communication with the shop. It

JAMES M. TOX

has been his policy throughout to 
reinvest a large share of earnings 
in the plant. As a consequence, that 
paper boasts one of the best equip
ped organizations in the country, 
housed in a building that is the 
pride of the Middle Western news
paper world. The Dayton News of 
later days has adopted a more meas
ured, even tone that is consonant 
with its owner's official dignity.

“Jimmie” Cox’s first public speech 
after his nomination was made to 
the employes of the Day ton News 
assembled in the composing room.

"Should the mandate of the peo
ple send me to the White House,” 
he said, “I believe I will go as one 
of the best equipped men for the 
highest position the Nation offer?, 
in this respect, because 1 have 
learned from experience the part the 
workingman plays in the world and 
that his labors are indeed of the 
highest importance to humanity.

“If it should be decreed that I 
remain at home, I will be glad of 
the opportunity of associating with 
those who have always shown their 
loyaffy jn the issuance of a news
paper.

"Many times have I returned to 
Dayton after an unusually hard sea
son of public work to find that min
gling with the men of the press 
acted as a poultice for my exhaust
ed nerves. My week-end trips, or 
little excursions at odd times to my 
newspaper office, always brought me 
to a realization that there is no place 
like home.”

Dallas Newspapers Form Advertising 
Club

A study class in advertising, known as 
the News-Journal Advertising Club, has 
been formed by the Dallas, Texas, Morn
ing News, and the Dallas Evening Journal, 
The club, which is composed of members 
of the two papers, meets every Monday 
night. They are covering a course of 
thirteen lessons which have been written 
by George \\ . Lemons, director of adver
tising.

Employing Lithographers Elect 
Officers

The National Association of Employ
ing Lithographers at their recent con
vention at French Lick Springs, Ind., 
elected the following officers: Earl H. 
Macoy, president; William S. Forbes, 
vice-president; and Thomas H. Blodgett, 
treasurer.
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Burnett Joins Liberty .Motor 
Advertising Staff

Verne Edwin Burnett, who has been 
editor of the National Gleaner Forum, 
the newspaper of the Gleaner organiza. 
lion, has joined the advertising depart
ment of the Liberty Motor Car Company 
in Detroit.

Mr. Burnett has contributed several art
icles to the series on the "Men and Wo
men Who Make Our Mediums" in 
Advertising & Selling, and has written 
for a large number of other publications.

During the war he worked on The Stars 
and Stripes in Paris and edited Trench 
and Camp at Camp Custer. Before the 
war he was make-up editor for the Amer
ican Boy, in Detroit.

Fuller Will Advertise Auto School
The Toledo office of the Charles H. 

Fuller Company has secured the account 
of rhe Central Auto School, Detroit 
Copy will appear in a list of general and 
farm mediums.

McCann Adds To Frisco Staff
Recent additions to the Sau Francisco 

office of the H. K. McC inn Company in
clude J. A. Henderson and J. E. Eastman.

Henderson has been in the New York 
and Cleveland offices of the H. K. Mc
Cann Company for some years and is 
noxv planning accounts in San Francisco.

Mr. Eastman, formerly in the editorial 
department of the San Francisco Exam
iner. has joined the copy department.

Made Hotel Advertising Manager
Harold D. Carsey, who xvas until recently 

engaged in advertising work in New York 
city, has been appointed manager of pro
motion and advertising for the Hotel St. 
Francis in San Francisco.

H Q. Hawes on Eastern Trip
H. Q. Hawes, general manager of the 

San Francisco iffici of the H. K. Mc
Cann Company, is now visiting the East. 
He will spend part of his time at the 
Cleveland office and in New York.

Blake Will Handle Publisher’s 
Advertising

J. W. Blake, advertising, Yonkers, N. 
Y., has been retained by a new publish
ing firm, Fairfield Publishers, Inc., no 
West Fortieth street, New York.

The new concern, capitalized at $75,000, 
will market its books exclusively by mail. 
William G. Clifford, former editor of In
ternational System, is president of the 
company, and Emil H. Sdtwed, secretary 
and treasurer.

Spanish and German Papers Admitted 
to A. N. P. A.

la Prensa, of New York City, and the 
New Jersey Freic Zeituny, of Newark, 
N. J., have been elected to active mem
bership in the American Newspaper Pub
lishers’ Association.

Hopper Agency Places Spray 
Advertising

The Hopper Advertising Agency. New 
York is placing advertising for the Star 
Massage, Shower Spray, manufactured by 
the Fitzgerald Manufacturing Company, 
T rrington, Conn.

Oklahoma Agency Advertises 
Moco Co.

The Moco Company of America. Okla
homa City, Okla., is placing its advertis
ing through the Southwestern Agency. 
Oklahoma City. An appropriation for 
1921 will be determined upon within th. 
next sixty days.

Eureka Vacuum Cleaner Account With 
Brooke, Smith & French

The Eureka Vacuum Cleaner Company, 
of Detroit, has placed its advertising with 
Brooke. Smith & French of the same 
city. Plans are under way for a new 
national campaign.

Penney Sales Increase $3,126,288
J. C. Penney Company reports sales 

f >r May, 1920, $3,714,248, an increase of 
Si 4148’2 ox er same month of lorg. Sal -s 
from January 1 to date $12,210,860. 
showing a gain of $3,126,288 over the 
corresponding fixe months last year.

Selling Methods in Persia
Advertising and the use of catalogues 

are essential, in selling to Persian manu
facturers, says Commerce Reports, but it 
is necessary to have the goods for in
spection and immediate sale and delivery. 
It is important for salesmen to remember 
that a Persian xvill not accept a proposi
tion on trust.

New Business for Manternach
The Buffalo branch of th<’ Manternach 

Company, advertising agents, is now han
dling the accounts of S. J. Sayers & Co., 
industrial engineers and accountants, and 
of the Syracuse Sales Company, both of 
Syracuse, N Y.

ËTUDIDGE ATT’N eg ADTIÓTJ 
New Sor he Studiar Chicago Studios' 
25 East 26 ® Street IfO Dearborn St.
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Poster Convention at St. Louis
The thirtieth annual convention of the 

Foster Advertising Association at St. 
Louis, July 12 to 16, will have a for- 
w ard-looking aspect. John Sullivan, sec
retary-treasurer of the Association of Na
tional Advertisers, will speak on “The 
Future of Advertising," Kerwin II. Ful
ton, of the Van Beuren and New York 
Bill Posting Company, will discuss “The 
Future of Poster Advertising”; H. E. 
Fisk, of the Poster Advertising Co., is to 
tell about “The Future of Poster Plant 
Operation” and Homer J. Buckley, of 
I uckley-Dement & Co., will explain “The 
Legislative Problems Confronting Adver
tisers.” Other speakers are scheduled to 
speak on vital topics. Features of the 
convention are a luncheon to be given 
by the Anheuser-Busch Company, an eve
ning trip on the Mississippi and a dinner
d nee.

Girls, girls, girls—with here and there the worka
day housewife, or the dear little grandmother who 
has grown old gracefully. Modem advertising 
must appeal to woman, the great purchasing agent 
of the home, and Mr. Albert Farrell’s charming 
types have given his work a wide vogue.

Warfield Agency Advertiser Changes 
Name

W illiam Dutton & Company, Hastings, 
Neb., has placed its advertising in the 
hands of the Warfield Advertising Com
pany, Omaha, Neb., with an initial ap
propriation of $50,000; $30,000 of which 
will be used in national media and $20,000 
in local media. This same concern for
merly advertised over the name of J. H. 
Haney Company and Frank Rose Manu
facturing Company, of Hastings. The 
business, however, is owned by W illiam 
Dutton, who with increased factory facil
ities has extended the firm’s activities.

Levey Opens Permanent Offices
Harry Levey, who established in record 

time last week the Harry’ Levey Service 
Corporation with complete facilities for 
producing educational films, has opened 

permanent offices at 1662 Broadway, New 
York. Already the company has almost 
completed a picture for the Woodrow 
Manufacturing Company, showing the 
evolution of laundry methods, and has 
begun work 011 a film for the Cole Mo
tor Car Company, depicting the evolution 
of travel. It has also secured an order 
to remodel films for the Jewish Welfare 
Board.

Will Place $100,000 Appropriation 
Direct

The Columbia Steel Tank Company, 
Kansas City, which will have an appropri
ation of about $100,000 for the coming 
year, has decided to place all its ad
vertising direct. Paul Sauer, advertising 
director, will be in charge.

Advertises “Spring Life”
The Merrill-Hamilton Company, Kan

sas City, Mo., is now advertising “Spring 
Life,” a lubricant for springs, through the 
Finney’ agency in that city. J. G. Gamble, 
vice-president of the Merrill-Hamilton 
Company, directs the advertising.

Colorado Springs Advertising Club 
Elects

At a recent meeting the Advertising 
Club of Colorado Springs elected H. H. 
Fawcett, president; A. Vossmeyer, vice
president and treasurer; and George M. 
Le Crone, Jr., secretary. Frank E. 
Little and E. A. Powell, with the offi
cers. form the club's directorate.

New Account for D’Arcy
The W'atters Corporation, manufac

turing mechanical business systems, has 
placed its advertising appropriation with 
the D’Arcy Advertising Co. of St. 
Louis.

Francis J. Best General Manager of 
A. A. Vantine & Co.

Francis J. Best has been made generai 
manager and sales manager of A. A. \ ali
tine & Co., New York. Mr. Best was 
formerly advertising manager of Frank
lin, Simon & Co., and previous to that 
held that position for lour years at R. 
H. Macy & Co.

Campaign to Protect Investors
The Better Business Bureau of St. 

Louis, in connection with the Advertising 
Club of St. Louis, has started a campaign 
to advise prospective investors regarding 
the merits of various financial proposi
tions. primarily to guard the investing 
public against frauds and misrepresenta
tion, and to protect legitimate advertis
ing.

Diagraph Co. Places Account
The Diagraph Company, manufactur

ers of stencil machines, has placed its ad
v ertising appropriation with the Anten- 
ger-Jacobson Company, St. Louis.

Advertises lor Sunday School 
Teachers

The Reverend S. A. Coile, pastor of 
the McCausland Avenue Presbyterian 
Church, St. Louis, is advertising in the 
daily papers for Sunday school teachers, 
and states that training for this work will 
be given. Classes are being conducted 
under the supervision of the International 
Association in connection with the Church 
Federation of St. Louis.
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Rotogravure, Endorsed by Tire Advertiser, Has Now 
Really "Arrived” As a Medium

That Is the Significance of the Big “Roto” 
Campaign In Which the B. F. Goodrich Company 
Is Covering the Country for Silvertown Tires 

An Authorized Interview with

E. D. GIBBS
Director of Advertising, B. F. Goodrich Rubber Co.

By RALPH BEVIN SMITH

GOODRICH has endorsed roto
gravure !”

That word, going the rounds of 
the newspaper offices a couple of 
months ago, brought to the publish- 
eis and to the advertising world what 
was probably one of the best bits of 
news that had come to them since the 
price of print paper had begun to 
climb and Representative Thompson 
has launched his project to tax adver
tising.

"Goodrich has endorsed roto
gravure!" What did it mean?

In the first—and least important— 
place, that practically every news
paper in the country having a Sun
day rotogravure section was to get 
a full-page contract to carry the Sil
vertown Cord Tire advertising of the 
B F. Goodrich Rubber Companv.

More significantly, that the roto
gravure publishers had found a bell
weather advertiser to lead other ad
vertisers into the rich rotogravure 
field.

Most momentously, that roto
gravure had “arrived" as a medium 
for the biggest and best in national 
advertising.

Today, everyone interested in ad
vertising knows that the B. I*'. Good
rich Rubber Company is covering the 
country with rotogravure, carrying 
full pages of copy and illustration 
that stick out of the Sunday news
paper like the proverbial sore thumb.

Perhaps all of those interested do 
not realize just how literally “cov
ering the country" means "covering 
the country,” do not know that the 
Silvertown pages have gone into not 
merely the most important roto
gravure sections in key cities, but 
into every rotogravure section in 
every city that boasts one. There 
are just two or three exceptions to 
that rule where two or three papers 
have been left out of the schedule to 
avoid obvious and useless duplica
tion.

When the B. F. Goodrich Com
pany took on the job of playing bell
weather to national advertisers vvho 
have been watching and waiting at 
the door of the rotogravure depart
ment - -hesitating, dubious of the 
power of rotogravure advertising— 
looking for some sign to tell them 
that the "roto” section could be ac- 

cejited at the value the optimistic 
publisher placed upon it—it went in
to the lead with its eyes wide open 
and with its convictions clinched by 
the findings of a long period of ob
servation and test. The venture was 
not an “adventure." It was the out
growth of two years of experimen
tation and the product of an invest
ment of some $10,000 in anticipatory 
study and copy preparation.

It is the knowledge that this fact 
stands back of the venture that 
should give value, in the eves of other 
advertisers, to Goodrich’s endorse
ment of rotogravure; not the mere 
fact that Goodrich has placed a cam
paign that, for power and propor
tions, ha never before been remotely 
approached in rotogravure.

NO TIRE ADVERTISER IN THE FIELD

Rotogravure since its adoption by 
the first pioneers among the Ameri
can newspapers has been largely a 
“no man’s land” in the sense that 
no man has gone into the advertising 
columns of the various Sunday 
“roto” sections with anything like 
the conviction as to service and the

good merchant has in 
¿good product.

the language of motoring 
^iluertown

-which stands for service.
Goodrich still makes the 
first cord tire in America— 
The Silvertown Cord

Goodri A lires
Best in the Long Rim

Goodri A lares
Best in the Long Run

Goodri A Tir es
Best in the Long Run

Three excellent specimens of the rotogravure “copy'’ being employed in an extensive campaign now under way 
for the “Silvertown-' Cord Tires
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Los Angeles Biggest 
City of the West !

From an editorial in the Nezv York Times of June 13, 1920:

“Los Angeles (present population 575,000) may look forward 
confidently to a whole million in another decade and a few years.

“Nowhere is there more luxury which the eyes of everybody 
may feast upon, and nowhere is cultivated nature more beautiful. 
It might be called the City of Flowers, the City of Palms, the 
Fairyland City. . .

“It is not usually thought of as a manufacturing city, but the 
investments in meat packing, foundries, machine shops, flour and 
grist mills, lumber, car construction, furniture, canning, confec
tionery and scores of other industries are vast. Oil and salt fields 
are not far off. With San Pedro as its port, Los Angeles dreams 
of a growing foreign commerce, the foundations of which have 
already been laid. Furthermore, all Southern California is its 
market.”

The Los Angeles Examiner is the Biggest 
Morning and Sunday Paper in the 

Biggest City West of St. Louis
Los Angeles industries and the neighboring agricultural region 

received for products last year

$1,143,000,000
The Examiner’s weekday circulation is 10,000 copies more than 

its weekday contemporary’s, and

70,000 copies more 
than its Sunday 

contemporary’s

M. D. HUNTON, 
1834 B'way, New York, N. Y'.

AI. F. IHMSEX, 
Publisher

WM. H. WILSON.
000 Hearst Bldg., Chicago, Ill.
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confidence as lo results with which 
he approaches the field of black 
and white and the field of color. 
"Roto" section advertising in the 
newspaper represents an investment 
of considerably more money than is 
called for by the use of black and 
white space of the same proportions 
in other sections and there has been 
much doubt as to whether the dif
ference in cost was justified by the 
difference in results. Advertisers 
have not, except in a few notable 
instances, been thoroughly "sold" on 
the superiority of the next-to-pic- 
ture-matter position oxer the-next- 

SYSTEMS BOND
■ TheRag-conientlafl-driedThper at Die Reasonable Pnce

rJ'HERE are many jobs on which a 
paper of pleasing color is desired. In 
addition to the whitest white, SYS
TEMS BOND is made in these attrac
tive colors—pink, blue, green, canary, 
buff, goldenrod.

Whatever color you choose, you can 
always depend on the character of 
this paper.

A request will bring samples.

Eastern Manufacturing Company 
General Sales Offices:

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

reading-matter place. They have 
gone out into this no man’s land for 
a while, and hung on somewhat loose- 
li. unsvstematically, without "dig
ging in," and sometimes have gone 
back to their old intrenched positions 
in black and white with no very de
finite convictions arrived at and hav
ing made no adequate survey of pos
sibilities or results. Advertisers of 
luxuries, toilet articles, commodities 
that appeal to women, have been the 
most consistent users of rotogravure. 
Another full-page close to a Silver- 
town page in a metropolitan roto
gravure section lying on my desk at 

this moment advertises a well-known 
soap to improve the complexion.

W hen, some time ago, \\ illiam H. 
Rankin, who handies the (>oodrich 
advertising account, and 1 together 
arrived ai the conviction thaL roto
gravure was an appropriate medium 
ror the advertising of automobile 
tires, particularly ot Silvertown Cord 
Tires, our thought was, in effect, 
this:

bilvertown ought to be in roto
gravure. Rotogravure seemed to of- 
ler a held of tremendous possibil
ities for a tire advertiser like the B. 
F. Goodrich Company, a field that 
no tire advertiser had yet taken ad
vantage of. bin ertown is America's 
first and best-known cord tire. Its 
name means character, superior ma
terials, and superior workmanship to 
every user of automobile tires in the 
United States. We did not want to 
‘ gild the lily" by starting a cam
paign with "quality” as our copy ap
peal. It wasn't necessary. It would 
not even be wise—just as it would 
rot be wise for Tifiany suddenly to 
begin to run advertising Tiffany qual
ity. The name has long been guar
antee enough in both cases. To "too 
much protest” would be to weaken 
the strength of that guarantee.

A PLUS EFFORT

On the other hand, Silvertown 
ought to get the benefit of the dis- 
tinctien, the unspoken quality appeal, 
that would come from a place in the 
country's rotogravure sections. A 
distinguished tire advertised in a dis- 
tinguislied medium that's what we 
wanted to see. It seemed to us some
thing that, when seen by tire users, 
would carry its own message as to 
quality, as to the position ot Silver- 
towns among tires and would lift us 
right out of the ruck and up above 
the common level of tire advertising.

So Si I vertowns went into roto
gravure. Not right away. Not for 
many months and not, as I have in
timated, until we had spent $10,000 
in preparation for its entry into this 
new and—by tire manufacturers— 
untried field. Another very import
ant point is that it did not make the 
venture at the expense of advertis
ing in other media. Our rotogravure 
publicity represents a plus effort. It 
is a superstructure on the well-con
structed edifice of Goodrich advertis
ing and, as such, follows the estab
lished principles upon which we have 
built that advertising.

I shall not say that we have 
achieved the perfect rotogravure ad
vertisement. Advertising is always 
progressing and always setting its 
goal further ahead. I am satisfied 
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that our rotogravure copy is follow
ing along the lines that we have 
found most resultful.

Naturally, in the rotogravure sec
tion we are hitching our wagon 
to pictures. 1 am a firm believer 
in the pulling power of the picture 
wherever it appears and so the 
appeal of the rotogravure to me 
has been an especially strong one. 
Every Sunday 1 see Mr. Ordinary 
Citizen and Airs. Ordinary Citizen 
teach first for the “roto" when the 
Sunday paper arrives on their table. 
This appetite for "pictures first" ties 
up with the thought back of our roto
gravure advertising: advertising m 
the picture section, the dominating 
section of the paper, the advertising 
itself dominated by a picture. Our 
pages average just about thirty words 
of copy—no more. Typical of the 
series is the copy that appears in the 
initial page:

The first cord tire made in Amer
ica was a Goodrich.
Goodrich still makes the first cord 
tire in America—the Silvertown 
Cord.

Each layout conveys a single 
thought to the tire user. Another 
says to him:

On the same road with jour new 
Silvertown Cord Tires, j-ou will 
find a lot of Silvertown Cords of 
last j-ear, and the j ear before, still 
delivering the miles.

A third seeks to put across the 
sound, healthy self-confidence of the 
Goodrich Company, not with super
latives, but with the simple state
ment that:

If a better tire than the Silver- 
town Cord is ever made it will 
still be a Silvertown Cord and 
Goodrich will make it.

Tube advertising, which is also go
ing to into this series, follows identi
cal lines:

Yon have onlj- to use a Goodrich 
Red Tube lo realize that Goodrich 
knows how to put long life into 
rubber and keep it there. Good
rich has THE tube.

So much for the copy, which is, 
as I have said, the least important 
part of the ensemble. Our problem 
was not with the copy, but with the 
picture. What type of pictures would 
serve us best ? The type we selected 
might seem at first glance to have of
fered us no problem whatever. But 
the "seeming" doesn’t outlast that 
first glance. We decided to show in 
our advertisements one man—or wo
man— and one Silvertown tire — or 
inner tube. If you have had any ex
perience with posing models for ad
vertising purposes you know some

thing of our problems. In the series 
as planned we required such char
acters as a typical chauffeur, a golfer, 
a dealer, a garage worker and several 
types of men and women who looked 
like average .American men and wo
men whom you might expect to find 
riding on Silvertown tires. There 
were to be fourteen of these charac
ters in all. To find that fourteen we 
had to pose 250 models, to pose sev
eral of them many times and to pose 
many times the tire on which they 
lean in the pictures, the upper half 
sweeping in an arc across the page. 
That accounted for some of the $10,
000 spent in preparing the series.

“The Way I Figure It 
The Theatre Magazine 
Ranks Third. Congratulations!”

The business Manager of one of 
to-day’s leading magazines wrote 
this to the publisher of the

Theatre Marine
FOR pastime on a railroad journey he was I 

figuring increases in advertising gained by 
prominent magazines. “To my amazement be 
says, “ I found eight out of fifty-eight publi
cations showed better than 100% increase.”

¡The increase shown by 
THE THEATRE MAGAZiNE 
is over two hundred per cent!

What does this mean? It means that progressive 
advertisers uho want to address a purchasing 
public appreciate the fact that the Theatre 
Magazine is reaching an interested, cultured, 
acquisitive audience.

Advertising in the Theatre 
Magazine builds prestige and 
brings results. J campaign 
without it is incomplete. I

ThcdtreNdgizine
LOUIS MEYER D ... .
PAUL MEYER Publisher»

6 East 39th St., New York

We went to this trouble, tried, 
changed, and tried again, because we 
were determined that the series in 
completion should correspond with 
the series in projection ; that it should 
faithfully represent our ideals in ro
togravure advertising and that in go
ing into this new field we should go 
into it right. We think the results 
—the pictures of the men and women 
who look like real “regular” men 
and women, the strong, dominating 
impression of the tire, the short, epi- 
gramatic copy that clinches the ap
peal of the illustration—particularly 
adapted to rotogravure. To get ex
actly what we wanted we were will-
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ing to take the same amount of trou
ble that we took with our famous il
luminated sign at Forty-second street 
and Fifth avenue, New York, the 
busiest corner in the world, which, 
as I remember, was repainted six 
times, and the flood lights of which 
were changed ten times before we 
O.K.’d that representation of the 
mythical town of Silvertown.

The first picture of the Goodrich 
rotogravure series appeared on Sun
day, May 30. This advertising 
marks, beyond question, one of the 
most radical departures and pro
gressive steps ever made in the his
tory of tire advertising. It is esti
mated that each picture will be read 
by not less than 5,000,000 persons 
each week. The series will continue 
throughout the months of June, Jmv 
and August. The publishers of the 
newspapers in which this advertising 
will appear have assured us of then 
heartiest cooperation to make the 
campaign the biggest kind of a suc
cess. Is it not to their interests as 
well as to ours that it should suc
ceed ? I may say, not as advertising
director for Silvertown tires, but as 
an advertising man watching the 
progress of advertising in America, 
that the day upon which Mr. Rankin 
and I called thirty-two newspaper 
representatives together in Chicago 
and announced to them that the P>. 
I Goodrich Company was going to 
cover the country with a full-page 
rotogravure advertising campaign 
was a red-letter day for rotogravure.

Stanley Balmer Knox
Stanley Balmer Knox, sales engineer 

and member of a prominent family of 
Brooklyn, died Wednesday at his home m 
Wantagh, L. I.

Douglas Motors Uses Two Agencies
The Douglas Motors Company, Omaha, 

Neb., is placing part of its advertising 
through the Southwestern Advertising 
Company, Oklahoma City, and part 
through the Omaha office of the Poots- 
Tnrnbull Company.

Griffith Incorporates Film Company
The motion picture production busi

ness which has been conducted by David 
W. Griffith has been incorporated under 
Maryland laws as D. W. Griffith, Inc. 
The new company acquires all the as
sets of the business, including 48^ acres 
of land at Mamaroneck, N. Y , with the 
Griffith studio and equipment, ownership 
of a large number of productions al
ready released, productions in process, 
contracts with distributing companies, 
stars and specialists in each branch of 
the industry.

The new corporation will have 500,000 
shares of stock, of which 125,000 shares 
will be Class A and 375,000 shares Class 
B, both without par value. In payment 
for the assets of his business Mr. Griffith 
will receive all of the Class B stock.

Tire Sales Will Exceed a Billion 
Dollars

Remarkable growth of the automobile 
industry during the last four years and cs- 
pccially since the close of the war is re
flected in the expanding production and 
growing prosperity of the rubber compa
nies, says the Hall Street Journal.

Total sales of rubber tires in the United 
States this year will exceed $1,000,000,000. 
In 1916 they were less than $500,000,000. 
In the current year approximately 40,000,
000 tires will be produced, compared with 
18,500,000 in 1016. In addition, millions 
of dollars’ worth of rubber footwear, 
clothing and mechanical goods will be 
turned out.
_ Net sales of the United States Rubber 
Company for 1020 is estimated at $300,
000.000; for the Goodyear Tire & Rubber 
Company, $225,000,000, and $210,000,000 
for the B. F. Goodrich Company.

Newspaper Advertising Man Resigns
Charles N. Fleming, who until recently 

was advertising manager of La Capitate, 
an Italian newspaper published at Sacra
mento, Cal., has been made manager of 
the printing and bookbinding department 
of the H. S. Crocker Company, Inc., in 
that city.

A Novel Sale Advertisement
Hale's of Sacramento, in a recent ad- 

tertising, offered free tickets to the per
lormances of "Keep Her Smiling" to the 
first seventy-five people who turned into 
the store the greatest number of correc
tions to typographical errors purposely left 
in a full-page newspaper advertisement. 
The advertisement called attention to nu
merous articles contemplated to keep va
rious members of the family "smiling” 
and made the subjects of a sale event.

How Henry Ford Advertises
Henry Ford is always advertising in an 

unconventional way, says Minnesota Ad- 
zertisini/. He seems to be prejudiced 
against the accepted mediums, such as 
the magazines, newspapers, billboards and 
card cards, and yet each year his advertis
ing bill is fully as large as any of our 
leading national advertisers.

One year it was his $5 a day minimum 
wage. At another time it was his peace 
ship.

Last year it was his libel suit. Again 
it was his candidacy for the Senate of 
the United States. Whether or not these 
forms of advertising produces results is 
a question, but Mr. Ford seems to like 
them.

His latest departure in the realm of ad
vertising, of a unique nature, is the Ford 
Educational Weekly. Most patrons of the 
movie theaters have seen one or more 
editions of this weekly. Each one is on 
some subject widely at variance with the 
previous subject, and none of them have 
anything to do with Ford cars.

The only place where the Ford comes 
into it, is in the title which reads, “Dis
tributed by the Ford Motor Company.” 
This is certainly indirect advertising, but 
the distribution of it costs Mr. Ford noth
ing. The only expense is the preparation. 
The theaters that contract for this service 
pay $1 a month or 25 cents a film.

If the preparation of each film costs 
$10,000, fifty-two films would cost $520,
000, which is not a large appropriation for 
a concern doing the volume of business 
that the Ford Motor Company is. This is 
an odd form of advertising, but as we 
slated above, Mr. Ford does not seem to 
care to use the accepted mediums.

Sam Brown Hated Advertising
Sam Brown hated advertising! Hi 

despised the circular that was placed on 
his disk, and he disliked the ads in the 
street cars. He detested the newspapers 
that shrieked "Bargains to-day” and he 
wished all advertising houses, advertisers 
and advertising solicitors were in Hades. 
Sam Brown was an ordinary man, but he 
was obstinate. He abhorred publicity and 
he knew it. But one night he saw a great 
light. He had a dream. And this is what 
he dreamed :

that he awoke one morning in a world 
that was tree from advertising. He went 
to the grocer to purchase some breakfast 
lood for his wife. All the grocer's goods 
were put up in plain packages. Sam 
looked around. He couldn't remember 
the name of the stuff, took the first thing 
handed him and got the deuce from his 
wile. Out on the street the cars shot by, 
with no names on them. Sam took a 
chance and boarded the wrong one. Got 
off at the wrong street, because the con
ductor did not shout out the street names.

In his office building he enters a mani
cure shop instead 01 his own. There 
were no signs on the doors. He had to 
walk from the second to the tenth floor, 
as it was against the rules of the elevator 
boy to call floors.

At his desk he fumed. Where was the 
mailman? Oh! There was only one mail 
a day, as the mail was very light since 
advertising was prohibited. Where’s 
the phone book? Not allowed; its adver
tising. Bring in the letter from Smith & 
Co. The poor stenographer could not find 
it. There were no names on any of the 
letterheads.

Sam Brown started to kick. No adver
tising? How could he tell what show 
was in town. Him could he pick out his 
favorite brand of cigars without the 
bands around them.

And where was his little cigar cutter? 
Sam started to figure it out. Where was 
that little silver pencil that the jeweler 
presented to him? It was a little souvenir 
when he made some purchase. Gone, too. 
All those little desk blotters, match stands, 
pin trays and rulers, those little useful 
gifts from his business friends had been 
prohibited by the Non-Ad-Society. W hat 
day was it? No calendar? Of course 
not. that was advertising.

That was too much, it infringed on 
Sam’s personal affairs. Sam thought. 
Maybe there was some good in advertis
ing. Perhaps he was wrong and the rest 
of the world was right. Those little gifts 
that he treasured so were gone. He had 
never thought of those as advertising. 
They always come under the head of gifts 
from appreciative folks to whom he 
had always given his business. It’s 
a shame ! There ought to be a law against 
advertising. Something ought to be done.

Then Big Ben, the alarm clock, and 
Sam Brown awoke again upon a world 
full of advertising. But he had seen a 
great light, and he had learned to appre
ciate advertising.—Record, Potomac, 111.

United States Clocks Are in Demand
Cuba, South American countries, Japan 

and India continue as fruitful export 
fields for the manufacturers of American 
clocks. Japan, however, is taking only 
higii grade timepieces, according to im
porters, as she produces cheap clocks in 
her own factories. Exporters to Japan 
are careful whom they sell now, as 
some Japanese buyers have turned out to 
be prolific imitators of the American 
product.
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emem
Trade 
Mark Advertising

"The House of Quality”

“Yes, A Present From My Grocer—Came Last Week 
With A Sack of Snowflake.”

Achieving a friendly intimacy forbidden less generous forms of sales effort. 
Remembrance Advertising sturdily builds business by quietly building Good Will,

It deftiv avoids the wearying, self-centered appeal “Buy, buy of me.” 
Instead it savs quite simply, “Thank you so much. Please come again;” thus 
awakening a warm sense of gratitude more powerful than the most vigorous sales 
argument; and — if the choice of the gift be intelligently made — measuring its life, 
not in moments, but in months, even vears.

In the world’s largest institution of its kind, Brown and Bigelow design and 
produce a worthy line of Good Will gifts — the Dust Cap here shown and other 
useful Cloth specialties — warm-hearted Holiday Business Greetings — worth-while 
desk and pocket articles of rich Mission Leather—choice Calendars of rare har
mony and beauty.

They have enlisted a thousand skilled workers in the pleasant task ot making 
business relations more friendly. For sixtv-five thousand appreciative clients they 
are building the Good Will that makes next year’s business more than an accident.

Bfôwn êf Bigelow — Quality Park—Saint Paul—Minnesota
SAULT STE. MARIE. ONTARIO
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were supplied to the Junior club as 
well as the school. The Juniors 
take part in the programs them
selves for the most part.

Besides this co-operation, the 
Senior club helps place the students 
when they graduate. Calls are re
ceived from newspapers, and from 
many businesses desiring young men 
trained in advertising and salesman
ship.

ALLIED WITH CHAMBER OF 
COM MERCE

Many of the boys, like their three 
delegates to the convention, are also 
members of the Junior Chamber of 
Commerce. There, as members of 
the Junior Advertising Club, they 
form the first of four bureaus which 
is known as the Advertising and 
Selling Bureau. This group makes 
trips through publishing houses and 
other places of industrial activity 
where it listens to talks and dem- 
uiirtrations along many lines.

These trips, lectures and club 
meetings are helpful and interesting, 
thev vitalize the school class work, 
and the juniors are ven- grateful. 
C mmenting on a lecture which the 
club had heard, the youthful Mr. 
I.ebowitz in his paper on “The 
Benefits of the Junior Advertising 
Club Movement,” says: “Our text
book also discussed these three 
classes of advertising and the rela
tion between the buyer and the ad
vertising but I am sure that we got 
more from Mr. Hargrave than from 
Mr. Starch, the author of our text
book.”

So successful has the Des Moines 
Junior Advertising Club proved 
that, since the early part of the 
year, E. N. Hopkins and his com
mittee have been engaged in spread
ing the movement nationally. The 
idea has received the approval of 
E. T. Meredith, who said he was 
for it, “from the word ‘go’,” and 
of C. A. Baumgart, who as president 
ot the Associated Advertising Clubs 
of Iowa, has co-operated with the 
movement. These endorsements and 
a plan for the organization of a 
High School Junior Advertising 
Chib has been put in booklet form. 
When explained to the Club Secre
taries Conference at Indianapolis 
during the convention the secretaries 
were greatly impressed. They as
sured co-operation and passed a mo
tion asked that matter giving details 
ot the work be mailed to them. At 
Shenandoah and Fort Dodge, la., 
the advertising clubs have already 
joined the movement.

Ellis Succeeds Millis In Indianapolis 
“News” Advertising Office

Tracy W. Ellis has been appointed as
sistant advertising manager of the India
napolis .Veter by Frank T. Carroll, man
ager of advertising. Air. Ellis will have 

charge of the local 
display advertising. 
This is a position 
which he has been 
filling during the 
past few months 
while Fred Millis, 
formerly a s- 
sistant advertising 
manager, was on a 
leave of absence to 
act as executive sec
retary of the Con
vention Board in 
charge of the

• n î 1 • World’s Adver- W . ELL s ( j s i n g Convention
which was held in Indianapolis in June. 
Mr. Millis has resigned from the News 
to become director of promotion for the 
Indianapolis Chamber of Commerce.

Mr. Ellis has been a member of the 
display staff of the News for five years. 
Previous to that he was a classified so
licitor on the paper, having come there 
from the Indianapolis Sun.

Wales Adds Conlin to Staff
Edward C. Conlin, for fifteen years with 

the advertising department of the Frank 
A. Munsey Company, has become a mem
ber of the Wales Advertising Company 
staff and will specialize in the develop
ment of new campaigns.

William H. Muldoon Dies at 73
William H. Muldoon, veteran New Y’ork 

newspaperman, died at his home in Brook
lyn on July 1, at the age of seventy-three. 
' Mr. Muldoon began his long journalis

tic career in 1869. When only twenty- 
three years of age he was made city editor 
of the Brooklyn Standard Union, the 
youngest holder of that position in the 
paper’s history. Later he became city edi
tor of the Brooklyn Daily Eagle. From 
1893 to 1896 he served as city editor of 
the New Y'ork Times, and then returned 
to the Eagle to write special articles. He 
continued his writing for various papers 
until last winter.
' About two years ago Mr. Muldoon was 
appointed secretary of the Brooklyn Park 
Department and has held that position 
ever since.

One More Railroad Account for Kelley
The Chicago, Rock Island & Pacific 

Railroad has engaged the services of the 
Martin V. Kelley Company to conduct its 
advertising campaign. The account will 
be handled through the agency’s Chicago 
office.

Standard Advertising Company 
Expands

At a recent meeting of the stockholders 
of the Standard Advertising Company, 
Chicago, it xvas voted to increase the cap
ital stock from $150,000 to $450,000. The 
majority of the stockholders are said to 
be merchant-customers of the concern.

H. C. Daych Resigns
H. C. Daych has resigned as eastern 

advertising manager of Associated Ad
vertising to join an advertising agencv 
now being organized.

Poster Company Increases Capital
The Poster Advertising Company, New 

York city, has increased its capital from 
898,000 to $250,000.

Atlantic and Pacific Sales Increase 
Nearly $23,000,000

Sales of the Great Atlantic and Pacific 
Tea Company for the first three months 
of the current fiscal year were $65,884,
721, against $43,055,584 for the correspond
ing months of last year.

Kansas City “Star” Goes Up
The Kansas City Star has increased its 

subscription rates in local and suburban 
territory to 20 cents a week and to 30 
cents for all outside territory. Rapidly 
mounting costs in newspaper production, 
paper, and the new advance in the postage 
rate are the reasons given for the in
crease.

Del Monte Advertising Wins Prize
The cup offered by the Pacific Coast 

Division of the Associated Advertising 
Clubs of the World for the best indivi
dual exhibit of advertising each year has 
been awarded to the advertising display 
for Del Monte products. This is the sec
ond year that this advertiser has won 
the cup.

Walter Campbell Taylor
Walter Campbell Taylor, journalist and 

economist, died on Sunday at his home in 
Wellesley Hills, Mass. He had been edi
tor of the Portsmouth, Ohio, Blade, the 
Columbus Dispatch, the Shoe and Leather 
Gazette of St. Louis; the Shoe Depart-, 
ment of the Dry Goods Economist, Nexv 
York, and later of the Boot and Shoe 
Recorder of Boston.

Breitxvieser, Editor, “Western Adver
tising”

Joseph V. Breitwieser professor of ad
vertising at the University of California, 
has been made editor of Western Ad
vertising to succeed Hugo E. Agnew. Mr. 
Agnew has joined the Department of Ad
vertising and Marketing at New Y'ork 
Llniversity.

Advertising Man Made Secretary
Paul N. White, director of publicity for 

Hamilton B. Wills, New Y'ork, has been 
made secretary of Hamilton B. Wills & 
Co., which has taken over Mr. Wills’ busi
ness and assets.

McCrory Sales Increase 20 Percent
The McCrory Stores Corporation re

ports sales as follows: For May, 1920, 
$1,009,200, against $913,707 in 1919, an in
crease of 20.30 per cent. For the year to 
May 30, the sales xvere $5,063,704, against 
$4,192,684 in 1919, or 20.78 per cent more.

International Advertiser Changes 
Name

The Inland Machine Works of St. 
Louis, large international advertiser, has 
changed its name to the Stark Inland Ma
chine Works, taking the name of its pres
ident and principal stockholder, Ottmar 
Stark.

New Campaign for Charms
The Charms Company, Newark, N. J., 

through the media of car advertising in 
practically even- state, will soon introduce 
a new size of their fruit tablets to be 
knoxvn as Banquet Charms.
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Good. Better. Best.
Never let it rest;
Till the Good is Better 

And the Better Best.
Copyright

Martin Ullman 
Managing Artist

Clyde A. Criswell
Sales Manager

Edward A'. Johnson 
Art Director

GOTHAM STUDIOS INC.. Ill East 24th Street New York
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“We desire to employ a high grade salesman 
in tne cupasiiy of assistant sales manager. We 
want a man of pleasing personality, initiative 
and constructive ability. In fact, quite gener
ally experienced, preferably in canned goods 
and dried trim. nc must be able to equip 
and handle retail salesmen; be a good corres- 
puiblcnt; not too old to adjust himself to new 
surroundings and be willing to work hard. To 
such a man the possibilities in this position are 
limited only by his ability. Wc are willing to 
pay the price for a man who can Qualify. We 
offer congenial surroundings with a growing 
organization. If you can stand the acid test, 
address PICKERELL & CRAIG CO.. INC.. 
Louisville, Ky.”

Underwear"^Hosiery 
Review

39OI»tPMWW______________MW. Æiiÿx.

The Woman’s Viewpoint 
backed by a long experience 

in all branches of 
ADVERTISING

ADVERTISING
COPY SERVICE BOOKLETS

MINNA HALL SIMMONS
15 West 38th Street 

Room 1205
PHONE GREELEY 5596

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

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

We specialize in house to ho um 
distributing of 

Advertising Literature
•nd Advertising Samples

We solicit your account 
JAMES T. CASSIDY 

00« No. Front St., PHILADELPHIA, PA. 
Write for our paper "FACTS’*

Cordage Companies Form Association
A number or prominent cordage com- 

pumcs have organized a cordage institute, 
with headquarters at 52 Broadway, New 
Turk. In announcing the new organiza- 
L"ii, J. S. McDaniel, secretary, said that 
it was modeled on the lines of the Ameri
can Iron and Steel Institute, the Textile 
Alliance, the Rubber Association of Amer
ica, and similar trade groups, one purpose 
being to make the association national ¡11 
scope.

Among the companies affiliated with the 
institute are the Plymouth Cordage Com
pany. the Whitlock Cordage Company, the 
New Bedford Cordage Company, the Co
lumbian Rope Company, the Wall Rope 
Works, Inc., the Consumers’ (.'ordage 
('ompany, Ltd., the R. A. Kelly Company 
and the Hoover &■ Allison Company.

Officers elected at a meeting on June 17 
arc: F. C. Holmes, of the Plymouth 
Company, president; H. A. Whitlock, vice
president. These men, with F. A. Bryant, 
of the New Bedford Cordage Company, 
compose the executive committee. Mr. 
McDaniel was formerly with the National 
Terra Cotta Society. Gilbert H. Mon
tague will act as attorney for the institute.

World Press ( ongress Postponed
Dean Walter Williams, of the School 

of Journalism of the Lhiivcrsity of Mis
souri, president of the Press Congress of 
the W orld, has announced that the execu
tive committee of congress, in conference 
with the New South Wales Government, 
has reset the date of the congress fo 
March-April, 1921. Various conflicting 
world meetings and other apparently un
avoidable conditions for the present year 
made the postponement of the congress 
session appear desirable to the host Gov
ernment and the executive committee. 
Appointments of delegates heretofore 
made will hold for the 1021 session. Par
ticulars of the new program will be issued 
in the July congress bulletin.

Sample Fair at Prague in September
The city of Prague has established an 

institution for commercial fairs, corre
sponding to the fairs held in Leipzig, Ger
many. and Lyons, France, the ( zccho-Slo- 
vak Legation at Washington has an
nounced. Every spring and fall sample 
exhibits will be held, and manufactureers 
and business men from all parts of the 
world will participate.

The next fair will be held September 5 
to 28 of this year, and the Czecho-Slovak 
Government is particularly desirous of in
teresting American business interests in 
the event.

English International Exhibit in Fall
The twenty-fourth international exhi

bition and market of the grocery, provi
sions, oil and Italian warehouse and allied 
trades will open on September 18. 1920, in 
Royal Agricultural Hall, London, Eng
land, and continue for one week. The 
exhibition covers fittings, fixtures, ma
chinery, food products, raw materials, 
general equipments and accessories for 
use in the trades named and all their al
lied industries, and is, as stated, interna
tional in character.

A copy of the application blank used 
and a diagram of the exhibition floor have 

been supplied by Consul General W. Stan
ley Hollis, of London, and may be seen at 
the district offices of the Bureau of For- 
<wn and Domestic Commerce ill on refer
ring to file No. 3754.

Catalogues Wanted in Armenia
A chamber of commerce and industry 

has recently been organized in Erivan, the 
capital of Armenia. This body is espe
cially desirous of encouraging in every 
way possible close trade relations between 
the United States and Armenia. As a 
means lo that end it is requested that 
catalogues of American machinery and 
products be sent it. These may be sent in 
care of Mr. G. Zakharian, Chamber of 
Commerce and Industry of Armenia, Eri- 
i an, Armenia.

Plans House Organ” Exhibit
An exhibit of house organs, the publi

cations of firms and corporations for cir
culation among their employees and pa- 
:10ns, will be held in San Francisco in v\u- 
gnst under the direction of the Extension 
Division of the University of California. 
The exhibition is being arranged for by 
Louis Franklin Overstreet, instructor in 
advertising, and will open on August 12, 
at the Emanu-El School Building, 1337 
Sutter street.

Editors of house organs are invited to 
send current numMrs of their publications 
to Mr. Overstreet, Room 301, California 
Hall. Berkeley, Cal.

Frowert Agency’s Business Makes Big 
Gain

The business of the Percival K. Frow
ert Co., New York advertising agency, 
lor the first six months of this year is 
reported to have been greater than any 
one year’s business since the company es
tablished in New York.

PAPER
The Manufacturer’s Journal

GOES into every paper and 
pulp mill in this country 

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

PAPER is read by men who 
recommend and buy millions of 
dollars worth of equipment. 
They use this publication as 
their textbook. If you have a 
product that can be used by 
this industry let us tell you 
how PAPER can sell it for you.
PAPER, 471 Fourth Ave., N. Y.

“GIBBONS KNOWS CANADA”MONTREAL TORONTOi WINNIPEG
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Neu Publications
“ Anglo-Swiss Review”

A new magazine, called the Aiiylo-S'wiss 
Rcz’icze. has appeared in Switzerland. This 
publication is printed in English and its 
avowed purpose is to foster closer com
mercial relations between England and 
Switzerland.

"National Safety News”
On July 5, the first issue of the Na

tional Safety Nezes made its appearance. 
This magazine has heretofore been 
published as a weekly news-letter for 
thc executives of 7.500 industrial 
plants making up the National Safe
tv Council. It is devoted to the 
interests of accident prevention and the 
health of industrial workers. Louis Res
nick, who has been director of publicity 
for the council, is the editor of the new 
publication, and John W. Bready, former
ly of the advertising department of Mar
shall, Field & Co., has been appointed ad- 
\ ertising manager. The magazine will ac
cept only advertisements of merchandise 
and services that can be used for the con
servation of human life or the promotion 
of health of industrial workers.

‘‘.American Mine Reporter”
The American Mine Reporter, devoted 

' mining and oil, is a new weekly pub- 
iished in San Francisco by the Reporter 
Publishing Company. Joseph F. Nenzel is 
president and Fred L. Miner is editor.

Selling a Chinaman American 
Advertising

J. A. Hyndman, who travels the Far 
East for the ITorld Salesman, put over a 
new stunt in advertising on his last trip to 
China. It seems that he "breezed” into 
th< office of a Chinese firm in Hankow; 
but couldn’t converse fluently with the 
head of the house because he couldn't 
speak Chinese and the Chinaman couldn't 
speak English!

But Hyndman was not to be stumped 
by any such simple situation as that. He 
hauled out a copy of his magazine and 
opened to the section printed in Chinese. 
His prospect sat up and took notice. 
Hyndman proceeded to indicate on his 
fingers how many times a year the maga
zine appeared. He pointed to the various 
sizes of space and indicated in Japanese 
numerals, which are said to be somewhat 
like the Chinese, the cost of each space.

The Chinaman didn’t ask about A. B. C 
membership, circulation, reader influence, 
distribution, editorial policy, etc. He 
couldn't. But he liked the looks of the 
paper, the articles in Chinese, the adver
tisers—and the price. So he put his 
“hong” on a contract for twelve half
pages 1

That wasn’t all, however. Hyndman 
had the contract—and the check, too, in a 
few minutes—-but he had no copy. He 
couldn’t make his new client understand 
what under the Celestial sun he wanted 
more; so they both repaired to the Han
kow Chamber of Commerce (whatever it 
is in Chinese) and there Hyndman finally 
got his copy.

“The National Traveler”
The National Traveler is an attractive 

monthly periodical published for travel
ing salesmen by the Littlchale Publishing 
Company, New York. It is the official 
organ of the National Council of Travel
ing Salesmen’s Associations which now in- 
cludef eleven salesmen’s organizations.

“Edict”
In Chicago there is now being published 

each month a magazine by and tor women 
of Illinois. It is called Edict and is 
the official magazine of the Illinois Feder
ation ol Women's Chibs. The June issue, 
which was the art anti convention num
ber, had forty-eight pages, with a good 
proportion of adv ertising.

Oregon Fruit Growers Organized
Fruit growers in the Northwest are fol

lowing the lead ot the California growers 
in co-operative growing and marketing of 
their products. Several small organiza
tions of growers have been in existence 
for some time past, but an organization 
which controls effectually the drying and 
canning fruit production in the State of 
Oregon and in Clark 'County, Washing
ton, has just been perfected.

The new association, known as the Ore
gon Growers' Cooperative Association, 
lias been formed by growers of prunes, 
berries and other trims, and will market 
their products along the lines adopted by 
the California growers. The association 
will begin operations tnis season, operating 
extMsively in the dried fruit market, and 
doing as much with canned fruits as the 
can situation will allow. The association 
now has under construction a number of 
canneries, but does not expect to get this 
branch of its business functioning to 
any great extent this year because of ther 
inability to obtain containers, tin can 
manufacturers being behind in their de
liveries even to their regular trade.

Robert C Paulus, former manager ot 
the Salem, Ore., Fruit Union, is acting 
as general sales manager of the new or
ganization, while J. O. Holt is managing 
the packing end of the business. Pro
fessor C. I. Lewis is organization man
ager of the association. The Washington 
section of the association goes under the 
name of the Washington Growers' Pack
ing Corporation, growers in that state 
wishing to preserve their own identity in 
the organization. The entire association 
is a non-profit organization, modeled di
rectly after the large California bodies.

“Trade Ambassadors” to Aid English 
Commerce

AA ith a view to developing British over
seas markets, a bill is to be shortly intro
duced into Parliament providing a fund of 
£100,000 for the maintenance by the Gov
ernment of the British Empire Exhibition, 
according to the American Chamber of 
Commerce in London.

The exhibition is aimed to demonstrate 
the resources and manufacturing possibili
ties of the British Empire and will be or
ganized in London on a large scale.

The enterprising policy adopted by the 
Federation of British industries in ap
pointing Trade Ambassadors in the princi
pal markets of the world to safeguard the 
interests of British manufacturers and to 
develop, wherever possible, the consump
tion and sale of British commodities, is 
also assisting the development of new 
markets, says the American ( hamber. 
Representatives of wide experience, and 
experts in foreign trade who are paid 
good salaries, have already been appointed 
in many countries, while special arrange
ments have been made for honoray cor
respondents in the LTnited States,' Den
mark. Finland, Cuba, Mexico, Egypt, 
France and China.

Ie a Page
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 exporters—a 750-page

59 page index
To index the sub
jects covered re
quires ¿9 pages 
Here is hint of 
hozu complete this 
book is.
Financing Foreign 
Trade—Cable Rates 
to Pacific Coun
tries— T able of 
A m o it n t s, Calcu
lation of Cargo 
space—Ports of the 
Pacific O c c a n— 
Treaty Ports and 
Ports of Call— 
Packing for Export 
—Principal Sources 
of Pacific Products 
— Important Trade 
Maps—Pacific Mar
k e t s for U. S. 
Goods—Hoze U. S. 
Bureau Aids Ex
porters—M o n e y 
Conversion Tables 
Coins of the World 
— Index to Direc
tory of Exporters 
and Importers—Di
rectory of Export
ers and Importers.

can understand. I 
work has been the

book covering step by 
step the very facts that 
foreign traders must 
k no av, revealing not 
merely what ought to 
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 
go through them—what 
the countries back of 
them require and can 
use—what sellers, buy
ers, and transportation 
companies must do to 
do business with such 
ports. The informa
tion is accurate, _ de
pendable — the editors 
of PACIFIC PORTS 
searched the whole 
field for the bed rock 
facts—associate editors 
(abroad supplied the 
latest data on all sub
jects covered. No need 
to g u e s s—no excuse 
for great expense—no 
need to search, for 
h^re in the 1020 PA
CIFIC PORTS MAN
UAL you will find the 
facts in language you 
edition of this great 

t complete and author
itative 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 
Ocean countries •— the trade possibilities for 
American industries in each country. You are 
shown how to ascertain the fieW 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 he' 
advice that '-’ill 
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 m a y 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 fn? 
vour signature.
Sign it now.

TO BE MAILED TODAY
PACIFIC PORTS, Inc.

428 Central Building, Seattle, Washington 
I would like to examine a copy of the 
iq2o, 750 page 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 
satisfied I may return the book and 
you are to cancel all obligations. (a. s.)

Name......................................................................................
Street and No....................................................................

City and State .............................................................
(5% discount cash with order). 
Money refunded if dissatisfied.
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Italy Limits Sale of Motors
According to the American Chamber of 

Commerce in London, British and Ameri
can motor manufacturers arc likely to be 
seriously affected by the decree of the 
Italian Government, recently issued, pro
hibiting manufacturers of motor vehicles 
in Italy from selling more than 10 per 
cent of their products in the home mar
ket, thus releasing 90 per cent for export 
to other markets.

As a result of this decree, and in order 
to prey ent her markets from being Hooded, 
France has prohibited the importation of 
all foreign cars, and it is stated that 
Switzerland is contemplating a similar re
striction.

Great Britain at present, says the Ameri
can Chamber, imposes a duty of 33 1-3 per 
cent on all pleasure vehicles imported, but 
agricultural and commercial motors arc 
free of import duty and therefore Brit
ish manufacturers are thoroughly alarmed 
at the possibility of the home market be
coming swamped by various foreign 
makes of business vehicles. The F. I. A. 
T. Company of Turin, aided by the Italian 
Government, recently transported from 
Leghorn to London a large cargo of their 
motor cars, motor lorries and agricultural 
tractors.

Realising that competition will be very 
severe, and in view of the fact that Amer
ica is reported to be making two million 
cars this year, of which one million are 
for export, and that France, Italy and 
Sw itzerland also aim at producing a large 
number of cars for export, British manu
facturers are making strenuous efforts io 
meet the demand for British motors in 
South America, United States of America, 
and the British Empire. Some companies 
are already setting aside a regular propor
tion of output for export, and the Austin 
Company of Birmingham states that at 
present their policy is to set aside one- 
third of their total output in this way and 
later on they hope to increase the propor
tion to one-half.

The tendency to big amalgamations in 
the motor industry is again shown, says 
the American Chamber, by the announce
ment that Sir H. McGowran, managing 
director of Nobel’s and Explosives Trades 
Ltd., and A. Chamberlain, chairman of 
Messrs. Kynoch’s, Ltd., have completed 
the purchase ot ¿5.000,000 worth of stock 
of General Motors Corporation, which is 
taken by many- to mean the manufacture in 
England of certain products of General 
Motors.

Wadman Will Place New Auto 
Account

Calendar of Coming Events
July 12-14—Annual Convention and 

Style Show, the Retail Shoe Deal
ers of New York State, Onondaga 
Hotel, Syracuse, N. Y.

July 12-15—-Twenty-third Annual Con
vention, Georgia Press Association. 
Carrollton, Ga.

July 12-16—Annual Convention Poster 
Advertising Association, Hotel Stat
ler, St. Louis, Mo.

July- 14—National Garment Retailers' 
Association Convention, Neyv York.

Inly 14—Manufacturers' Aircraft Asso
ciation Convention, New Y’ork.

July 19-26- -Convention Wall Paper 
Manufacturers’ Association, New 
York.

July 19-21—Southern Publishers’ Asso
ciation Meeting, Asheville, N. C.

July 19-21—Thirty-Fourth Annual Con
vention, International Association 
of Display Men, Detroit, Mich.

July 26-31—Merchandise Exhibit, Grand 
Central Palace, Neyv York.

Adyertising for a new Ducsenbcrg au
tomobile to be manufactured by the Due- 
senberg Automobile & Motors Co., Indi
anapolis, and to be known as the “Eight- 
in-a-Row," yvill be placed through Rex 
W. Wadman, Inc., Neyv Y’ork. Trade and 
class papers yvill be used this year with 
a national campaign planned for 102t.

Army Has New Sales Plan
A neyv sales program for the disposing 

of surplus yvar materials yvas put into 
operation by the United States Army on 
July 1. Sales have been placed under 
the direction of officers in charge of six 
“control depots," yvhich have been estab
lished at Atlanta, Boston, Neyv Y’ork, 
Chicago, San Antonio, Texas, and San 
Francisco.



Into every job of work well done there enters a 
moral question of men and methods.

Do you know how to deal with a printer? Do you 
demand that he “sell you” on suggestions that he 
makes for your benefit? Do you help him to under
stand just what your catalog or your booklet is to 
mean to you, your salesmen, your distributors, and 
your customers?

The highest refinement 
of surface in glossy 

coated paper

Warren’s Warrentown 
Coated Book

Glossysurface forfinehalf- 
tone and process color work

Warren’s Cumberland 
Coated Book

A recognized standard 
glossy-coated paper

W'arren’s Silkote
Semi-dull surface.noted for 
practical printing qualities

Warren’s Printone

th xam pies of printing on War
ren s Standard Printing Papers 
are to be seen in Warren Service 
Pieces, Suggestion Books, and 
Brochures, which the I ar ger print 
sh ops h ave o n exhibit. These books 
are also in the offices of leading 
paper merchants, and in those 
clubs whose libraries are devoted 
to the examples and lore of pn nting.

Did you ever hear of a man calling up a printer and 
telling him that circumstances permitted him more 
time to finish a particular job?

These things, as well as Better Paper, affect the 
production of Better Printing.

The reason for the standardization cf Warren’s 
Standard Printing Papers and the reason for each of 
the dozen different Warren Standards are that we 
under tand just what blank paper means to a printer. 
Also we understand just what printing means to a man 
who has merchandise to sell.

S. D. WARREN COMPANY, Boston, Mass.

Semi-coated. Better than 
super, cheaper than coated

Warren’s Library Text
English finish for medium 

screen half-tones

Warren’s Oide Style
A watermarked antique 

finish for type and 
line illustration

Warren’s Cumberland 
Super Book

Super-calendered paper of 
standard, uniform quality

Warren’s Cumberland
Machine «Book

A dependable. hand-sorted, 
machine finish paper

Warren’s Artogravure
Developed especially for 

offset printing
Warren’s India
Fur thin editions






