
The Chicago Tribune now

bargain 
Circulation

has the largest morning 
daily circulation in America

The 500 morning daily newspapers 
of the United States have 9,870,942 
circulation and a total minimum rate 
of $27.86 per line, according to a 
recent tabulation of Justin F. Barbour. 
This is cheap as compared with 
magazine rates, but it emphasizes the 
extraordinary value offered by the 
450,000 daily morning circulation of 
The Chicago Tribune at .70 per line.

Averaged together, the 500 morning 
dailies sell circulation at the rate of 
3543 readers for one cent per line. 
The Chicago Daily Tribune, on the 
other hand, sells advertising on a basis 
of 6,440 readers for one cent per line.



PURCHASING
POWER

Further details are at your service,

Mining and Scientific Press
ASSOCIATED BUSINESS PAPERS,

SAN FRANCISCO CHICAGO

General Maw up 
General Supt. j Asst Supt. Mit

Co mpa ny Offices, 
Engineering Dept.
Utah Copper 
Magna Club, 
Arthur Club,

New York City. 
., Salt Lake City, 
b, Bingham, Utah.

, Utah.
Utah.
, San Fra ncisea.

It indicates the character of the 
service rendered to its advertisers.

plant having a capacity of 20,000 tons 
■per day, and the Arthur plant having a 
capacity of 16,000 tons per day; an ini- 
)h»isc compressor plant at the mine, a 
water-supply system, and a leaching
plant.

It owns and operates the Bingham cf- Garfield 
Railroad, a strain standard-gauge Hue 
133 miles long.

10,000,000 pounds, while 28,00', 
gold anil 263,721 oz. silver w 

produced as by-products.

Supt. Magna Mill, Garfield, Utah.XssL Supt. Magna Mill, Garfield, Utah.
Supt. Leaching Plant, Magna, Utah.
Supt. Arthur Mill, Garfield, Utah.
Asst. Supt. Arthur Mill, Garfield, Utah. 
Asst. Mining Engineer, Bingham, Ctah.

SUBSCRIBERS to the Mining and 
Scientific Press with theUtah Copper Co., include;

This is a sample of the subscription 
list of the MINING AND 
SCIENTIFIC PRESS, illustrated.

NEW YORK 
3514 WOOLWORTH BDG.

.Z The Utah Copper Co. is capì- N. 
lalmd for $25,000,001).

Its total assets December 1918 w< ri 
$90,043,661.

To Deci inber 31,1919, it has paid $103,475,078 
in dividends.

It has the second largest developed orebody in 
Ilie world.

It operates 52.87 miles of standard-gauge rail
road. 2.61 iiiihs of narrow-gauge, 1.57 
■miles of thrcc-rad truck.



Highly Concentrated City Circulation
In New Orleans

Want more information? 
We’ll gladly furnish it.

Suburban New Orleans is too limited—too 
scattered to reach economically. Concentrate 
on city circulation—advertise in the States. 
You will get more profitable returns at a lower 
cost.

WRITEj-U
Advertising Doctor f

The leading commercial center of 
the South—the second port of the 
U. S. A cosmopolitan city—a highly 
active buying and selling market— 
responsive to advertising.

New Orleans
STATES

1870.
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WANTED-A WELL-BALANCED RATION

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

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

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

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

Des Moines, Iowa Advertising Manager
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"Good Times” Are Up to the Advertising Men
In Common With the Nation’s Banks 
They Hold the Magnet That Will Draw 
“Small Hoards” to the Aid of Industry

By GEORGE FRENCH

THE condition of general busi
ness, as the fall season is about 

to open, gives advertising interests 
much concern, and advertising men 
are studying the indications with 
great interest. Trade in the lines of 
essentials that have seasonal periods 
is so unsettled that the immediate fu
ture is not at all clear.

Demand in many lines is slight, and 
indications are that it will be unset
tled and follow very strictly immedi
ate needs of the retailers. The re
tailers are in doubt about the attitude 
of consumers. They are quite gen
erally agreed that the period of ex
travagance in personal buying may 
he almost over, but whether it is 
to be succeeded by a season of self
denial on the part of consumers is 
the problem that sellers and buyers 
alike would like to have solved.

There are indications that we may 
be on the verge of a season of thrif 
on the part of wage earners and sal
aried people that may more than bal
ance the period of extravagance that 
followed the war. Many things sup 
port this view. There is a scarcity 
of money in depositories from which 
the large amounts needed in industry 
are drawn-

The banks are making plans to in
duce people with small margins of 
money to deposit it with them, and 
the opportunities for profit for the 
small investors are so manv and so 
alluring that it is easy to foresee a 
large buying of stable securities that 
are offered in small units. The rail
roads have been put in a position, 
by the new rates for freight and pas
senger service, to assure investors 
generous dividends on securities they 
already are planning to issue. It is 
practicable for the possessor of even 
two or three hundred dollars to buv

.Meeting and Defeating a 
Business Slump

' i ~HE suggestions herein offered pre- 
/ sent a zeay to meet and overcome 

what, to some business men. look 
like conditions unfavorable to American 
trade.

A prominent New Fork financier, after 
reading a proof of the accompanying ar
ticle, said: "Mr. French has stated the 
case clearly. Banks already are taking 
steps to meet sonic of the impending con
sequences of a reaction from the over
spending of recent years.”

The idea set forth is that community 
banking interests -would find it desirable 
and helpful to get together in an adver
tising effort and that, if this were done 
generally, very beneficial effects -would be 
conferred upon American business.

The Editor.

rr \ " .............»"

bonds of undoubted safety that pay 
high interest rates. It is evident that 
the fashion to invest small sums of 
money in good bonds is coining in.

“spenders” in the minority

For two or three years people have 
been habituating themselves to econ
omy and denying themselves luxuries 
and necessities. This despite the spec
tacular era of lavish spending that 
has been going on. The spenders 
were a small minority, while the 
great majority of people of moderate 
means were all the time conserving 
their resources. The buying of Lib
erty bonds created and intrenched a 
habit of saving, which has spread 
widely and rapidly, despite all sur
face indications to the contrary.

Men and women have learned to 
wear out their clothing, to turn their 
gowns and coats and get 100 pe” 
cent of service out of them. Men are 
this season planning to have two or 
three suits turned rather than buv 
one new one, for the fall and winter 

that are coming. W omen are mak
ing their own clothes who have al
most forgotten that such an art as 
needlework exists. Men will get out 
last winter’s derby, have it cleaned 
and a new sweatband and ribbon put 
on it, at a cost of a dollar perhaps, 
and save the $10 a new one would 
cost.

These tendencies in retail and 
wholesale trade and in personal econ 
omy hare created a situation that is 
of great importance to advertising in
terests, especially to advertising med
iums and agencies, the two greatest 
creative agencies in the advertising 
field. What are they going to do to 
maintain the level of advertising 
business? Broadly speaking, there is 
but one thing for them to do—or 
rather there is but one attitude for 
them to assume: They must demon
strate to business how advertising 
may be employed to ameliorate the 
tense condition that seems to threaten 
all business. What is the wise policy 
for them to adopt, to put advertis
ing into the crisis in that manner 
which will best serve all interests?

“reason why” advertising

It manifestly is futile merely to 
urge that advertising be persisted in 
for the sole purpose of persuading 
people to buy, without giving the best 
of reasons for such a policy. It will 
not be easy to dissuade the man who 
has just recognized the fact that a 
suit turned, bv a skilful tailor, is just 
about as serviceable and good in all 
ways as a new suit, or to get him to 
blink the fact that the new suit will 
cost him $50 to $100 while turning 
the worn suit will cost less than $20. 
He will argue that he can provide 
himself with three suits that are vir
tually new for the price of one that 
is actually new. Obviously, it is not 
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good business for advertising men to 
uige clothiers to advertise lavishly in 
the hope of changing the program of 
the men intent upon economy in 
clothes. And the same condition pre
vails in other lines of supplies, not - 
ably in household supplies, in wo
men’s wear, in furnishings, etc-

Advertising men have got to stand 
and see the great streams of money 
go into enterprise. Immense sums are 
needed to perfect the railroad sys
tems. The amounts already named 
make up but a small proportion of 
what must be had to make the rail
roads able to take care of the trans
portation needs of the country. Great 
sums of money are going into ship
ping projects, into manufacturing, 
into development of power schemes, 
and into many other fundamental en
terprises. This money has got to be 
contributed by earners. There is no 
other source from which it can be 
had. Add the almost unthinkable 
sums that the government must have 
for years to come to liquidate the 
war debt and assist the countries of 
the world to get themselves into a 
condition that assures even continued 
life. The total cannot even be specu
latively stated, it is so vast.

ABSORPTION WILL CONTINUE

This absorption of the money of 
the country will go on. It cannot 
be stopped or checked. It diverts 
money from trade. It reduces the 
gross that can be devoted to advertis
ing. Retail business has been forced 
to originate new methods to super
cede the old ones. Banks cannot 
carry the retailers, and they have 
been obliged to sell stocks to get 
money to pay debts. They have not 
gut money to buy large stocks, and 
they cannot get it. Advertising is to 
be switched off its usual course. It 
1 as got to discover how it can help 
on in the way business has got to go.

One great fact is self evident: The 
potential resources of the country, in 
the form of free capital, have not 
yet been developed. AX’hile it almost 
dazes one to contemplate the flowing 
this way and that of the tremendous 
stream of money, close observers 
know that there is plenty of money in 
the country, not now employed at all, 
to handle the situation as it exists, 
and as it is certain to develop, with
out crippling business in the manner 
it is now being crippled. If even 50 
per cent of the money that is now ab
solutely idle could be diverted into 
ihe banks, where it would be added 
together into great sums, there would 
be more money available than could 
profitably be at once employed-

While sober-minded people have 
been scandalized by the crass exhibi

tions of profligate spending that 
have been going on, other cool 
headed people have all the time 
1 ecognized the fact that for every 
foolish spender there are a score, 
or perhaps a hundred, who have 
held on to their surplus money, 
and that a great proportion of 
these wise ones were really 
foolish, because they literally are 
holding on to their money. They 
have not deposited it, or made any 
other useful disposition of it. So far 
as the country is concerned, the man 
who holds on to his money is no 
more useful than the man who wastes 
it in riotous buying. He is, in fact, 
less useful, for the spender at least 
puts his money into circulation, and 
the man who simply keeps his money 
—the bills of various denominations 
that represent his surplus earnings 
above his living expenses—is all the 
time robbing himself, not only of the 
interest his money would earn him 
if properly saved or invested, but of 
that opportunity to help business in 
general which is the spur and stimu
lus of the wise saver of money.

POINTING TO THE REMEDY

It imperfectly evident that some 
means must be devised to bring from 
their hiding places the small sums 
of money that people falsely think 
they are saving and convert them in
to large aggregations of capital to 
offset the great drain upon free capi
tal that has been going on. To do 
this is the duty of—somebody. Who ? 
It has been—is being—put up to the 
banks. But it is manifest that the 
banks, of themselves, cannot do it. 
They do not attract small sums of 
money. Many of them do not desire 
to receive small deposits. They are 
not fitted to use them. It is quite evi
dent that the banks must enact a sec
ondary part in the actual work of 
getting the free money in the country 
into active use; but that thev must 
originate and stand back of any effec
tive work in that line is as manifest.

The answer is, Advertising. Ad
vertising. of the right sort and done 
in the right way, would bring from 
their hiding places great numbers of 
those small hoards we believe to be 
in existence, and swell a total of new 
money for legitimate enterprise and 
trade that would suffice to relieve 
the prevailing drought and make it 
possible to do business on a safe and 
reasonable basis again. To persuade 
banking authorities that a carefully 
thought out campaign of advertising 
to convince men that the best use 
they can make of the small accumu
lations they may have saved is to 
put them in the bank, and take the 
interest they would there earn, may 

not be an easy thing to do, but it can 
lie done.

It is not wise simply to plead with 
banks to do this. A specific plan 
must be presented, and urged. It 
must be accompanied by a well 
thought out ¡flan for the bankers, to 
prepare them to welcome the modest 
savings when they are offered. They 
are not likely to flow into the banks 
that operate in marble palaces, and 
have the marble ideas of personal 
contact- The men with the small 
rolls of bills must also be advised 
about the disposition to be made of 
their cash. They ought not to be 
asked to accept bank interest, after 
their balance mounts to $500 or 
$1,000. Then they should be advised 
to buy some good bond or stock that 
would yield them larger dividends. 
Now the limit of safety has risen to 
8 per cent or higher, and it is prob
able that perfectly safe securities 
may be had for a long time that will 
yield at least as much as 7 per cent.

There is here one field of work for 
advertising men that is ripe for the 
harvest. It needs cooperative work. 
One man cannot well work it. Some 
association of advertising men may 
well consider making a study of it 
and formulating a plan. There is an 
opportunity in this field, and in oth
ers that will occur to live advert; 1 
men, which promises great things in 
the way of assistance to business and 
to individuals who wish to practice 
productive thrift but do not know 
how to go about it.

UP TO THE ADVERTISING MEN

It will occur to almost every 
thoughtful advertising man that this 
also is an opportunity to enforce the 
sound advertising doctrine that times 
of dull business should be times of 
intense advertising. That theory is 
perfectly sound, and is always in the 
minds and practice of progressive ad
vertising men. It should be pushed 
to the extreme limit of wisdom at 
this time, and the faith that it is 
sound business should not for a mo
ment be slackened. But that theory 
is well understood, and needs no ad
vocacy at all. Other policies for 
keeping advertising vital in business 
despite adverse conditions are per
fectly understood and persistently 
pushed. This idea of getting the 
banks to make a well planned, coop
erative, forceful, and practical effort 
to get the stagnant money of the 
country into circulation, for the 
benefit of the owners and the gen
eral business public, has not per
haps been given the earnest con
sideration its importance seems to 
warrant.
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Pivoting the National Sales Plan on an 
Effective Direct-Mail Campaign

How the Pittsburg Water Heater Company 
Is Using “Direct Mail’’ to Stimulate Dealer 
Cooperation As Well As Consumer Sales

By WARD GEDNEY

THERE are advertisers who 
carry on national periodical 

campaigns. There are advertisers 
who carry on localized newspaper 
campaigns. There are advertisers 
who carry on direct-mail campaigns. 
There are advertisers who carry on 
all three types of campaign at differ
ent times. There are some advertis
ers who carry on all three types at 
once. But there are few enough ad
vertisers who, carrying on all three 
tvpes at once, see them as three sides 
of a single campaign and make them 
interlocking and interdependent. Per
haps that is the answer to why very 
few direct-mail campaigns are as suc
cessful as the one the Pittsburg 
Water Heater Company is carrying 
on this year.

WHAT THE PRODUCT IS

The Pittsburg Water Heater 
Company manufactures copper coil 
gas water heaters. Its factory and 
general offices are at Pittsburgh, Pa. 
It makes and sells a type of small 
copper coil gas heater which operates 
so that when you open a faucet any
where in your home gas is automa
tically released to its burners and ig
nited from a tiny perpetually-burning 
pilot light giving you water heated 
instantly as it flows. When you close 
the faucet the water flow stops, the 
gas flow stops, the heating process 
stops, and the little pilot light, burn
ing at a few cents expense a month, 
resumes its guard duty ready to serve 
you again the next time you open the 
faucet. Thanks to the company's ex
tensive national advertising the prin
ciple and the work of the Pittsburg 
heater is pretty well understood 
everywhere.

But national advertising is not re
lied upon alone to sell the heater, nor 
is the usual local newspaper adver
tising encouraged by the stock dealer 
electro service considered a sufficient 
adjunct to the national advertising.

Several years ago the company em
barked upon a svstem of direct-mail 
campaigns. Now, manufacturers em
bark on direct-mail campaigns for 
various reasons; some as a last, for
lorn hope to put over an unsuccess
ful product; some for no better rea
son than that a new advertising man-

Pitt^burO
Automatic Gas W ater Heaters

Typical “Reason-Why” Copy Employed to 
Carry Out the Direct Mail Campaign 

ufacturer has weakness for ‘'direct
mail" ; some because a competitor is 
doing it; and some because most ad
vertisers do it as a final touch to the 
sales scheme. The Pittsburg Water 
Heater Company did not find any of 
those reasons sufficient excuse for 
the expenditure which it was pro
posed to make in direct-mail selling. 
It did not even consider that it was 
making a sufficient demand on “di
rect-mail” in requiring it to sell more 
water heaters.

It expected the direct-mail cam
paign laid out to sell more heaters, of 
course, but it insisted that, in ad
dition to this, it attract dealer and 
consumer attention to its national ad
vertising, that it result in increased 
dealer newspaper advertising, that it 
win the good will of the dealer and 
that it deliver the final, telling blow 
to drive home the entire sales plan 
of the year.

Which is exactly what it is doing.
Perhaps we should say “what they 

are doing.” In one month this sum
mer eighty distinct campaigns were 
carried on for dealers in all parts of 
the United States. Each campaign 
is visualized as an entity and direct
ed from the territorial branch office 
whence comes the order for it—sent 

through on a formal order sheet giv
ing proposed mailing dates and ac
companied by a list of prospects. In
cidentally, care is taken not to cir
cularize more names than the dealer 
can call upon during the campaign. 
These campaigns are carried on in 
the dealer's name.

The first step after the receipt of 
the order is the cutting of addresso- 
graph stencils, which is done in the 
home office. The mailing pieces used 
are prepared on a Multi-color ma
chine, which prints in the name of 
the local gas company or plumber as 
the head of the letter, the date, the 
body of the letter and the local man
ager's fac-simile signature at the bot
tom. This is all done in one opera
tion. The pieces are then mailed to 
the dealer and sent out by him, 
postage paid by the company.

THE MAILING PIECES

There are three mailing pieces to 
this campaign. The first is a four- 
page piece, 7x10 inches, the front 
page of which is a letter to the pros
pect, addressed by name and resi
dence, calling his attention in a 
chatty informal way to the advan
tages which the Pittsburg water 
heater provides. This is printed to 
resemble very closely a personally 
type-written letter. The second page 
shows two views of the heater, one 
with only the pilot light burning be
fore the water is turned on and the 
second with the flames sweeping up 
around the coils and heating the 
water as the faucet is opened. Red 
arrows run from the fire boxes of 
each heater to panels of print in 
which the action “before" and “af
ter” is briefly- explained. The third 
page, reproduced in the small cut ac
companying this article is frankly 
advertising copy. The text explains 
the simplicity and economy of the 
heater. The back page is blank. A 
red line page border adds to the at
tractiveness of the piece.

With this letter is enclosed a book
let, called “The Well Managed 
Home,” which, with pictures and 
text, tells the story of the service 
that the Pittsburg can render in the 
performance of all the little house
hold tasks that demand the provision
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Copy Which Explains Results as an Effective Means of Selling the Housewife

uf an immediate, adequate supply of 
hot water. The appeal is chiefly to 
the mistress of the home, who has 
most reason to appreciate the con
venience the Pittsburg affords, and 
so care is taken to avoid technical 
language and to stress the simplicity 
of the heating process. The house
wife is told to ‘‘make it a point to see 
a demonstration of. the Pittsburg 
Water Heater just as it would be in 
your own home.” An inquiry card 
asking a dealer’s representative to 
call is enclosed with this piece.

TALKING TO THE PROSPECT

The second mailing piece is simply 
a 7x4 inch folder printed in orange 
and black on heavy brown antique 
stock appealing to householder and 
housewife and featuring in illustra
tion and text the three sales slogans: 
‘‘It lights itself,” ‘‘Hot water at the 
turn of the faucet,” and "When the 
water flows, the gas comes on—no 
worry, no wait.” The inquiry card 
with this piece, addressed to the local 
dealer, asks for information as to the 
proper size heater to supply a certain 
number of faucets to be used by a 
certain number of people in the fam
ily. as specified by the prospect.

The third mailing piece is another 
7x10 inch letter similar to the first, 
designed to get action now that the 
prospect has been introduced to the 
“Pittsburg” and requesting her—the 
prospect is quite properly visualized 
as “her”—to call at the dealer's office 
for a demonstration “today.” The 
inside pages of the letter show the 
two-page spread reproduced in the 
large cut with this article explaining 
“What the ‘Pittsburg’ Reallv Means 
tc You.” An inclosed reply card re

quests prices on a heater adequate to 
provide for the needs of a family, the 
size of which is specified by the pros
pect.

These three mailing pieces are sent 
out—from the local dealer’s office, 
remember—at intervals of seven 
days. In the fourth week, he holds 
a demonstration of Pittsburg Water 
Heaters in his store. Advance notice.; 
of the dates of the demonstration 
have been previously sent to his al
ready interested prospect list on 
printed cards mailed from the home 
office of the companv at Pittsburgh.

After having read so far you will 
probably say: "Of course, it’s a 
mighty well-planned campaign, per
haps better than nine out of ten cam
paigns, but unless it has some unusual 
supplementary feature, it does not 
differ greatly, except possibly in the 
degree of the company’s generosity 
of cooperation, from nine out of ten 
direct-mail campaigns.”

That's just it. There are supple
mentary features.

“follow-up”

Tn the first place, there is more 
company cooperation than is repre
sented by the devising, and expres ■
ing of mailing pieces and the pay
ment of postage on the same. For ex
ample, some time in advance of the 
demonstration week a Pittsburgh 
Water Heater Company salesman 
comes to town with a complete list 
of the names circularized entered 
on 3x5 inch cards. These cards are 
sorted out in districts or territories 
and given to the local dealer’s sales
men. After they have called on the 
prospects and made a report on the 
cards, the company’s salesmen per

sonally calls on those vvho look 
promising. Many sales are thus 
made immediately. At the same 
time the dealer’s campaign is being 
strongly backed up by window 
displays, car cards, booklets, fold
ers, catalogues, moving picture 
slides, etc. An important feature 
of this supplementary publicity is 
the display of national advertis
ing proofs in the dealer's window 
to tie up the local campaign with 
the big national campaign which 
is reaching more than 20,000.000 
people a month through the gen
eral periodicals.

Another supplementary feature is 
the extensive use of newspaper ad
vertising to support the campaign. 
This is the part of the local dealer, 
and to this extent the manufactur
ing company insists that he have a 
monetary interest in the campaign. 
His cooperation, in addition to the 
mere mechanical work of seeing that 
the mailing pieces provided are re
leased on the correct dates, arranging 
the demonstration in the fourth week 
of the campaign and following up the 
sales leads given him, lies in running 
this local newspaper space, amount 
not specified or limited, while the 
campaign is on. Cuts and text mat
ter may be obtained, if he wishes, 
from the Pittsburg offices. In the 
one instance where local condition;, 
have “unsold” the dealer on the 
value of newspaper advertising he is 
asked to substitute, for this coopera
tion, payment of postage on the cam
paign, which amounts to six cents 
a name.

ADVICE TO THE DEALER

Some admonitions to the dealer 
ranged under the head of "How to 
Conduct a Campaign” in the dealer 
book explaining the campaign and 
sent out by the Pittsburg Company 
will prove interesting to readers. In 
addressing the dealers, H. G. Ment
zer, advertising manager of the com
pany, vvho gets the credit for this big 
selling idea, writes :

Do not jump at the conclusion that 
you will take advantage of this publicity 
—hunt up an old list of prospects and 
after the campaign is arranged, sit back 
and wait for results. They will not come. 
A campaign should not be started without 
careful deliberation. . . . The chances of 
lailure should be and can be eliminated 
by careful preparation.

The most essential feature that enters 
into the preparation of a campaign is, of 
course, the list of prospects to be circu
larized. Great care should be taken to se
cure names of people who own their 
homes and are in a poshion to purchase a 
Pittsburgh Water Heater. Do not try to 
compile lists from a telephone book or 
directory, unless you are absolutely sure 

(Continued on page 42)
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Fixing Advertising Costs in Advance
Discussion of Methods of Basing Appropriation So That 
Profits Resulting May Carry the Load Economically

By ERNEST COHN
Secretary of the Homer McKee Co., Indianapolis

SUCCESSFUL business men have 
methodical minds. It is their 

custom to chart their expenditures 
on a percentage basis, arbitrarily 
governing their business in a way 
calculated to move the various per
centages up or down, so as to make 
the final percentage which is repre
sented in the profit column yield the 
greatest cash returns.

It is not a matter for wonder that 
such men find themselves striving 
most strenuously for a percentage 
basis on which to fix their advertis
ing appropriations in advance. As a 
matter of fact most advertisers are 
striving for such a basis, but the 
number who have reached it is far 
less than the number of those who 
gliby talk about the “percentage of 
sales spent in advertising” in their 
particular business or line of busi
ness. It must be borne in mind that 
it is a much simpler matter to esti
mate the percentage of gross sales 
given over to advertising for a given 
period after that period has terminat
ed, than it is to forecast a similar 
percentage for a period yet to com
mence.

FINDING THE ANSWER
It is because so few men take this 

difference into consideration when 
attempting to set the size of their 
own appropriations that they are be
wildered by the apparent ease with 
which others seem to arrive at a 
basis for forecasting advertising ex
penditures.

Such men can be pardoned for 
asking whether, after all, there is 
such a thing as a percentage basis 
for forecasting advertising appro
priations.

Let us ask the question with them 
and proceed to try to find the answer.

It is but natural for us to seek our 
solution in the mass of figures com
paratively easy to collect in connec
tion with this subject. While many 
advertisers are loath to divulge the 
: mount of their total sales, together 
with the size of their advertising ap
propriations for a given period, and 
some even refuse to publish the per 
cent of gross sales invested in adver
tising, enough information of this 
character is available to guide us to 
a conclusion.

After all, if we can get an idea of 
what percentage of gross sales others

71 advertisers have the judg-
V / incut, born of long experienccc, to 

enable them to employ just the 
right amount of advertising. Others over
step, through inexperience and detract 
from yearly profits to an unnecessary 
extreme. And still others, more timid or 
more hopeful of the carrying power of 
their advertising, devote less than they 
should with the result that very often 
their advertising fails to scratch the mar
ket's surface.

If this article does not tell you what 
your appropriation should be, it, neverthe
less, does give readers of Advertising & 
Selling a general working idea which 
should be of valuable assistance to that 
end. The Editor.

employ for advertising, we may come 
to some conclusion as to what we 
ought to spend.

But before we reach that step in 
our investigation there are certain 
questions we are forced to answer.

First of all—what is an advertising 
appropriation? Is it all the money 
used by the advertising department, 
or just the cost of the space? In case 
it is all, just what does that term 
mean—does it mean the salaries of 
the mailing clerks and the rent on 
the space occupied by the advertis
ing department ; the depreciation on 
the furniture and fixtures in that de
partment and a lot of other similar 
items ?

Manifestly, unless all advertisers 
who give us their figures compute 
them in the same manner, then at 
the outset this whole question of per
centages becomes a fallacy. For it 
is easy to see that the 2 per cent of 
the man who includes the cost of the 
space mav exceed in actual dollars 
and cents the 5 per cent of the man 
whose figures include hundreds of 
thousands of dollars’ worth of ex
pensive art, engravings, etc., and 
costly salaries of high priced adver
tising directors.

Second—when men speak of the 
advertising appropriation as being a 
certain per cent of the gross sales, do 
they mean they are giving you last 
year's sales figures and last year's 
advertising figures ? Or are they giv
ing you last year sales figures and 
this year’s advertising figures?

It is, of course, unfair to compare 
next vear's appropriation on a cer

tain percentage of this year's sales, as 
against the figure:, of the man who is 
speaking about the percentage of last 
year’s sales used for last year’s ad
vertising.

Yet many men who deal in per
centages do not pause to make the 
distinction noted above.

PROPER ADVERTISING CHARGES

To answer the first question—what 
does the advertising appropriation in
clude ?—let us examine such informa
tion as may be available, to determine 
what is common practice on the part 
of advertisers.

Of twenty-one technical adver
tisers concerning whom statistics 
were available in 1912, there was 
from 23 per cent to 81 per cent dis
agreement as to what items comprise 
an advertising of appropriations. 
The only thing that all twenty-one 
agreed upon should be included was 
the cost of the space.

All who used space in publications 
agreed that this item was a logical 
part of the advertising appropriation. 
Yet there was from 23 per cent to 
81 per cent disagreement concerning 
the very items which furnish the bulk 
of the appropriations of such import
ant concerns as the Ford Motor Com
pany, for instance, who do not use 
space advertising.

The figures for 57 national adver
tisers, selling toilet goods, clothing, 
machinery, raw products, jewelry 
and a wide list of equally divergent 
products, whose figures for the year 
191 are available, are so similar to 
those of the year 1912 group that it 
is apparent there was little if any 
more agreement on the subject at that 
later date.

And so far as it is possible to 
sound advertising managers and cost 

• accounts to-day, there is still a sim
ilar disagreement.

One concern with which the writer 
is very familiar divides accounts 
which some charge up to advertising 
among a multiplicity of departments. 
By its present methods the percentage 
of the advertising to gross sales 
shows up as a comparatively small 
figure. Yet should items which it 
now charges to sampling and various 
phases of promotion, which in some 
analogous cases are charged to ad
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vertising, be credited to that depart
ment. the percentage of the advertis
ing to gross sales would almost be 
doubled.

Therefore, when two advertisers 
sav they are spending a given per
centage of their gross sales for ad
vertising. there is no way of knowing 
whether their figures cover the same 
items or not.

This discovery on our part is going 
to make the balance of our investi
gation almost impossible of accom
plishment. Nevertheless, in order to 
learn once and for all whether there 
is such a thing as deciding the size 
of the advertising appropriation on a 
percentage basis, and, if so, what is 
the best way of accomplishing that

Chart A
■ Art goods 172 
■ Bedeani Bedding 2 7% 

■I Bocks SSI 
■ Cameras ¡.6% 
■B Carpets etc 2^7 
■ China '¿lass ware 17^ 
■B Cldhlng 2TZ
^■BClcthlng (filend 6*2 
■ C omit I- 7% 
^B Dcmartice 2-2 Z 

BH Embroideries 2-371 
■ Gloves 1.5% 
■ Groceries 1.7 % 
IB Hair Goods 2.77a 
■ Hair Dressing .®Z 
■ Hats 18%
■ Hosiery 1.8% 
B House Dresses 2.2% 
■ House FurnishirtfsZ.lZ 
B In.fan.ts wear 2-2% 
■ Jewelry 2.8% 
■ Laces 2X
■I Leather goods 2.2% 
■B Linens Q.3% 
■ Linings 1.2%
B Mons Fum. (2%
Bl Millinery 2.6% 
IM Muslin Undorweer 3% 
■ Neck war 27. 
■ Notions 1.6% 
■B Patterns A-.2% 
■ Fictu re Frames J.3% 
■ Ribbons 1.47

Sewing Machines 5.37
IM Shoos 2.6%

Bi Silks <S Velvets 2.1% 
MB Sporting OoodsbTruxilvSi.i? 
■ stationery 2.2%
■M Suits ECoati 4-.7%

Bl Toilet Goods I-77a
^B Toys etc. 247,

Umbrellas 3.2%
Ml Upholstery 2.52
IM Waists 3.%
BM W hi te goods 3-^2 

purpose, let us assume that when 
John Smith, in the underwear busi
ness. talks about his adxertising ap
propriation, he means the same thing 
that \\ ill Jones has in mind, when 
he talks about what he paid to adver
tise his motor cars.

MUST COMPARE CORRECTLY

(>ur second preliminary question 
was to attempt to discover whether 
men who talk about “percentage of 
advertising expenditure to gross 
sales" are always comparing the 
same kind of figures. Information 
on this subject is likewise available. 
We learn from investigation that 
some advertiser^who talk in percen
tages base next year’s appropriation 
on this rear’s sales figures—while 
others base it on next year’s expect
ed figures. That this situation real
ly exists is shown by the disagree
ment on the part of a group of adver
tLei> as to what factors to consider 
in forecasting the size of the coining 
year's appropriation. This data is 
for the year U)i2 and covers the 
group of technical advertisers previ
ously mentioned.

On this subject George Frank 
Lord, advertising manager of the 
Dupont Powder Company, said in 
the year 1915 : “A majority of ad
vertisers probably use last year’s 
sales as a basis of calculation be
cause they are known. But since 
this year’s advertising never affects 
past business, but only current and 
future sales, such a basis is illogical. 
A lean vear would allow but a lean 
appropriation for what is very likely 
to be a big year, or vice versa. Hence 
if a fairly accurate estimate of the 
new year’s sales can be made, that 
should be the basis of calculation.”

On this same subject, D. C. 
D’Arcy, ex-president of the A. A. C. 
of W., said in 1915:

“As regards the matter of fixing 
appropriations I entertain the opin
ion that it will never be possible to 
establish a rule of thumb that will 
enable any manufacturer, or any ad
vertiser, to state beforehand and with 
definite assurance that he is correct 
in his premises that a certain per
centage of his sales will represent 
his advertising appropriation."

During the same year G. C. Sher
man, president of Sherman & Bryan, 
Inc., said:

"One reason why so many busi
nesses are inefficiently advertised to
day is because manufacturers and 
advertising men too often base their 
advertising appropriations upon past 
performances, instead upon faith in 
their product and faith in the future. 
Experience teaches me that advertis

ing appropriations which yield the 
best results are those that are based 
each year upon the anticipated sales 
of the next year -never on past 
sales."

Taking such expressions as these 
into consideration in contradistinc
tion to the number of people who in
sist on basing advertising appropria
tions on the size of the last year’s 
sales, and remembering that the per
centage figures one hears and sees 
quoted sometimes come from one 
source and sometimes from another, 
it is evident that there is really no 
way of knowing just what a man is 
comparing when he puts advertising 
costs on a “per cent" basis. Here, 
too, we have the possibility of one 
man’s 10 per cent being smaller than 
another man’s 5 per cent.

Comparing “per cents” under the 
circumstances noted above is like try
ing to compare an elephant with a

Chart B

■3.57. Arrow Cellars
BB3.5%Baker Viwter System 
■■-2 Berry hroi Varnish 
Bl% Cadillac Automobile 
■■■/% Champ. SparkPhi^ 
■ 13% Cloth Craft Clothes 
■ 27a ColgalesTra-p.
■MBg’DePree Chern.. Co.
■■■6% Evemude Motors
■■STatmia Cigarettes
■3% G lobe Wernicke Gbinob
■ 1.132, Great Northern RR
■ 1.3% Hudson Automobile
BH3% Ivory «Soap
BB 2-5% Kewanee toilers 
■BB7%% Iff Cray Rehigalori 
■■5  ̂Mark ham Air rifles 
■10% Nor. The. R.R.,
■MB 10% Old Dutch Cleanser 
■1-1% Packard Auto
■ ■ SZ Phono^ra plxs
■ 1% R^o Motor Cars 
^B37oR nuei Heaters 
■05% Santa Te. RR.
■2-6£ Saxon Auto
■^^■16% SearsPbebuck co.
■3?, Sherwm-Will-ianu Runt
■ ■3.5% Stromberg Carbine iori 
■27» Studebaker Auto.
M ' 57. Union Pac R R
■ 27oUnivgr5ql Portland Cement 
■■6^Velvet Tobacco 
■■■■M^Welchos Grape Juice 
■ 2% Wool tex- Clothes.
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Chart C
1HI 7.6% Well Known Sparli Advertiser

IS %'Well Known Automobile Parts Advertiser

■ J7- Well Known Ftnnt Advertiser

■13%-We 11 Known Motor Advertiser

■■ 5^- Specialty Wear (Womens) Ad vortiser

Well Known Floor C ovenvgAdvertiser

■ 1-1^ Well Known Automobile Advertiser
humming bird. It simply can’t be 
done.

WHEN CIRCUMSTANCES HELP OUT

But, of course, there are circum
stances when it is possible to secure 
comparative figures that are compiled 
under the same conditions, and it is 
by considering such figures that the 
advertiser must hope to find his solu
tion to the question, "Is there such a 
thing as a percentage basis for fixing 
the advertising appropriation in ad
vance ? Can I tell, by a study of 
what others have done, what proce
dure to employ in my own case J’

The charts which follow are—so 
far as it is possible to determine— 
all based on figures compiled in 
the same manner, by comparing 
the advertising costs of a given 
period with the gross sales for 
that same period. They are, there
fore, considerations of results after 
the expenditure has been made, 
rather than forecasts as to what to 
spend to achieve those results.

Let us compare those charts, cov
ering different lines and conditions of 
business, as well as different years, 
and see if we can discover anything 
like a proper figure to recommend to 
a new advertiser as the correct basis 
from which to work.

Naturally, if we are to find a fixed 
figure as the proper one to recom
mend to all advertisers, or let us say, 
to all advertisers in a given line, one 
would expect the percentage of fig
ures of the various departments of a 
given concern to hold an even tenor. 
Yet Chart A, which covers the per
centage of advertising to gross sales 
of the 46 departments of a well- 
known Pacific Coast department 
store, shows fluctuations of from 
nine-tenth;, per cent to 15 2-10 per 
cent. If a store handling the adver
tising for all its products, those prod
ucts all selling under the same roof 
and to the same public, cannot 
control its percentage figures more 
closely than this, is it not foolish 

to expect manufacturers, even in 
given lines, operating in widely sep
arated markets, and under widely 
differing conditions, to find the one 
fraction of the gross sales of the 
year which, when invested in adver
tising, will yield the best results?

That the conditions within this one 
store in the years 1914-1915 closely 
parallel conditions in widely diver
gent manufacturing businesses is 
shown by Chart B, which portrays 
the differences between the percent
ages of gross sales devoted to adver
tising by 34 national advertisers just 
a few years later.

Similar variations are found in 
the three-year averages of 50 manu
facturers in various lines for the 
years 1914, 1915 and 1916.

To bring the investigation down to 
date, Chart C has been compiled, cov
ering information just received from 
a limited number of national adver
tisers who have recently been con
sulted on this subject. Even here on 
lines that are practically staple, we 
find a range of from one-half of a 
per cent to 7.6 per cent. In other 
words, one of these manufacturers is 
spending, on a percentage basis, over 
fourteen times as much as another.

SOME EARLIER RESEARCH

And as if to further emphasize 
the apparent hopelessness of our 
search, the 1912 advertising averages 
for the railroads of the country show 
that even with as conservative con
cerns as the railroads, one spends six 
times as great a percentage of its in
come in advertising as does another.

One thing that is always disclosed 
by investigation, is the fact that per
centages change very rapidly with a 
new concern. Surely this fact points 
its own moral, that no matter what 
old established advertisers may do, 
there is no charted ground for the 
new advertiser. He must break his 
own way. It is as impossible to tell 
him what he must spend to gain his 
markets as it is to prophesy how 

much money must be spent to keep 
a new-born baby healthy during the 
vicissitudes of its life—or any human 
being at any period of its life.

At the end of our investigation, are 
we not agreed that no matter how 
much comfort any one of us may 
get out of our present method of "pei 
centing” our appropriation, there is 
little or nothing in the averages of 
others which we can use to chart our 
own course?

And since this question of per 
cents is most frequently raised bj‘ 
new advertisers, is it not the part of 
wisdom to tell them to forget all 
about per cents and look for results ?

As for the old advertiser, he has, 
we find, learned that a per cent is 
merely a signal, not a command. 
W hen he wants to add a large in
crease to his next year’s volume, even 
the wise old manufacturer who has 
played safe by appropriating a fixed 
percentage of last year's gross, 
throws precedent overboard and uses 
enough money, irrespective of per 
cents, to achieve the desired result.

As one man who has grown gray 
in the advertising profession puts it, 
“the size of the appropriation should 
always depend upon the result to be 
achieved, modified by the resistance 
to be overcome and measured by the 
size of the bank-account.’’

After all, is there such a thing as 
a percentage basis for fixing the ad
vertising appropriation in advance? 
And can that appropriation be 
gauged by men who, as indicated in 
charts A and B, have never come to 
an agreement as to what items 
rightfully constitute an advertising 
appropriation ?

Schulte Stores Expanding Rapidly
An interesting statement from the 

Schulte Cigar Stores has just been 
issued. It states that the Schulte store: 
which were in operation through July, 
of 1919, show an increase in business 
during July of this year, of 31 Per 
cent; while the total sales of all the 
old and new stores combined show an 
increase of 90 per cent over 1919. «¡Be
fore the end of the year the Schulte 
chain will probably reach 200 stores— 
some fifty new locations are to be an
nounced shortly.

Reader Interest in “A. & S.’
Liberty Motor Car Company 

Detroit, Aug. 11, 1920. 
Editor Advertising & Selling:

You may be interested to know that 
the story which you ran in Advertis
ing & Selling concerning the new 
Liberty house organ has brought in a 
number of inquiries concerning same. 
Each inquiry mentioned having seen 
the story in your publication, a fact 
which I believe speaks mighty well for 
the reader interest in your publication.

Sincerely,
Verne E. Burnett, 

Advertising Department.
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Rowe Stewart, New A. A. C. of W. President
Successor to Charles A. Otis Has Had Broad 
Advertising Experience and Has Accomplished 
Much for the Associated Advertising Clubs

Rowe Stewart, advertising man
ager of the Philadelphia Record, 
becomes president of the Associat
ed Advertising Clubs of the World 
in succession to Charles A. Otis 
and the presidential gavel has 
traveled from Cleveland to the 
Quaker City. It was sent on its 
wav at a special meeting of the 
executive committee of the A. A. 
C. of \\ . held at Cleveland August 
12 when the resignation of the 
president elected at the Indian
apolis was reluctantly accepted and 
the vice-president of the Second 
District was elevated to the posi
tion for which his long services to 
the advertisers of America had 

ROWE STEWART

made him the logical candidate.

FIRST NEWSPAPER PRESIDENT

Rowe Stewart is the first news
paper man to qualify for the title 
he now holds. If we go back to 
the time of Samuel C. Dobbs, who 
was elected president of the A. A. 
C. of W. in 1909, we find that the 
decade has placed at the head, of 
the big organization the president 
of a manufacturing company, Mr. 
Dobbs; a manufacturer's advertis
ing manager, (Jeorge \\ . C oleman, 
advertising manager for W. H. 
McElwaine, shoe manufacturer of 
Boston; two magazine publishers, 
William Woodhead, at the time of 

his election publisher of Sunset 
Magazine and Herbert S. Houston, 
vice-president of Doubleday, Page 
& Company; an advertising agent, 
William C. D'Arcy of St. Louis; 
a farm paper publisher, Edwin T. 
Meredith, of Successful Farming 
and President Wilson's Cabinet; 
and a reference advertiser, Reuben 
H. Donnelly, of "Red Book" fame. 
This brings us to the 1920 election 
which put a financial advertiser. 
Charles A. Otis, in the presiden
tial chair until Mr. Otis found that 
the pressure of business would 
make it impossible to serve and 
handed in the resignation which 
has just been acted upon.

We make, but do not accept full 
responsibility for, the statement that 
Mr. Stewart is the first president 
of the A. A. C. of W. who started 
his career as an office hov. At 
fifteen years of age he held, that 
exalted position on the staff of the 
Record. Erom it he was graduated 
to advertising work which later 
led him to the classified advertis
ing managership of the Philadel
phia Xorlh American. Then he 
went with the New York Globe un
til 1907 when he became advertis
ing manager of the \\ ashington 
Herald.
DIRECTED SUCCESSFUL PHILADELPHIA 

CONVENTION

After that he strayed for a time 
from the newspaper fold and broad
ened his advertising experience by 
becoming a member of the adver
tising agency of Tracy, Parry & 
Stewart of Philadelphia, now the 
Tracy-Parry Company. But the 
fates having ordained that he was 
to come to the presidency of the 
A. A. C. of W. as its first news
paper head, he was asked in 1914 
to return to the Philadelphia 
Record where, amid the roar of 
the presses to which he once car
ried copy, be now sits behind the 
desk upon which the advertising 
contracts aré piled and directs the 
destinies of the Record's "paid 
space.”

Rowe Stewart has not become 
president of the A. A. C. of W. 
simply because the world’s adver
tising clubs "hankered” to place a 
newspaper man at their head but 
because of the long record of

(Combined on page 22)
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For many years advertisers and advertising agents have been 
urging the adoption of the Flat Rate by all newspapers.

In many cases local conditions have made it impossible for news
papers to make the adjustment without disrupting their business.

For instance, in New York, where under old conditions the lowest 
rate for the standing card and later for largest volume was 

extended, adoption of the flat rate has 
been difficult.

The New York Globe
On August 1, 1920, went to the Flat Rate basis, 
establishing 40 cents a line with 10 per cent, dis
count for full evening copy, with 17 per cent, agent’s 
commission, and 2 per cent, cash discount.

In effect, this produced a slight increase to customers who in the 
past have enjoyed liberal discounts for volume of space 

and decided modifications in rate to the great 
mass of users of smaller space.

In the present print paper shortage The Globe decided that now 
was the time to risk temporary loss in establishing 

its business on a sounder basis.

Old Rate
A 2,500 LINE CONTRACT 

49c A Line

New Rate
REGARDLESS OF SPACE

But with full copy

30c A Line

Member
A.B.C. The New York Globe

JASON ROGERS, Publisher

170,000 
A Day
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The American Automobile Abroad
Cooperation of Manufacturers Through National 
Automobile Chamber of Commerce to Assure 
Permanent Markets for the American Product

Ah Interview with 
J. Il’ALTER DRAKE

President, Hupp Automobile Co.; Director, National Automobile 
Chamber of Commerce; Member, National Foreign Trade Council

By JOHN L. BINDA
Statistician, National Foreign Trade Council

PROBABLY no more sudden 
change ever will occur in the 
fundamental habits of the human 

race than in the acceptance of the 
automobile as a means of trans
portation. In a fraction of the 
time that it took the railroad and 
steamboat to displace the stage and 
sailing vessel, the motor vehicle 
came into its own as a family nec
essity. Today, the small farmer
who raises the money to buy a car 
for purposes of utility or pleasure 
is not looked upon 'bv the neighbors 
as a subject for guardianship. It 
is not difficult to realize that the 
automobile is a necessity of life in 
our own country where there will 
soon be ten million in use; but 
few have the knowledge of for
eign countries or the vision of their 
possibilities to realize that only the 
production of motor vehicles ami 
the building of roads for this use 
limit the sale in enormous quanti
ties in foreign markets.

The part taken by motor trans
portation in the great war demon
strated immediately and completely 
that the motor truck and passenger 
car occupy first place as the most 
adaptable and quickly obtainable 
motor equipment. The result has 
been that no requirement in recon
struction of the war-torn countries 
is more insistent than the demand 
for automotive equipment. To sat
isfy this demand as it exists today 
and as it continues to grow in the 
process of rehabilitation is the 
problem of the American auto
mobile manufacturers. A recent 
authoritative report of an investiga
tion of the conditions in Europe, 
states that it will be many years 
before European manufacturers will 
be able to supply their markets.

It is not likely- that the large 
extensions of many of their plants 
for war purposes, and the steps 
taken in some cases to introduce 
American methods of large scale 
production, will succeed in pre
venting the American manufactur
ers from obtaining the greater part 
of the European business.

The National Automobile Cham

ber of Commerce is now endeavor
ing to have removed one obstacle 
to extending the import of Amer
ican cars by Europe, by the pro
posal that the present import duty 
into the United States be reduced 
to 30 per cent upon cars of all 
values. The duty as it now stands 
is 45 per cent on cars having an 
import valuation of $2,000 and 
over, and 30 per cent on those un
der that valuation. The construc
tion placed upon this tariff law bv 
European countries has been to 
consider our import duty as the 
higher rate and to impose corre
spondingly high rates upon imports 
into their countries. Production by 
the United States to the lower rate 
is expected to induce a material 
lowering. of European import 
duties.

THE PSYCHOLOGICAL MOMENT

In connection with the presenta
tion of this request to the tariff 
authorities, an unusual and signifi
cant example of the trade indus
trial cooperation may be referred 
to here. In sjjite of the fact that 
a considerable number of the mem
bers of the National Chamber of 
Commerce manufacture cars whose 
sale might be affected in the United 
States by the reduction of the im
port duty from 45 per cent to 30 
per cent on automobiles valued at 
$2,000, or over, the entire member
ship of 123 companies was unani
mous in urging the reduction of 
our import duty, on the broad 
grounds of general benefit to the 
industry. In urging this reduc
tion of duty, it is the belief of our 
manufacturers that this is the time 
to strengthen the already favorable 
position of American motor ve
hicles in foreign markets. The 
disorganization of transport facili
ties in the belligerent countries of 
Europe and the subsequent in
creased demand for our product, 
due to the inability of European 
manufacturers to produce, make 
it possible for American manufac
turers to complete their domina
tion of these markets begun before

the war. The extremely adverse 
rates of exchange, together with 
European tariffs, almost prohibi
tive in many instances, resulted- in 
retail prices in most cases twice 
those in the United States. To 
remove the excessive tariff barrier 
will greatly stimulate the purchase 
of American cars at this time 
when the purchasing power of 
European money is so impaired.

I'he future of American automo
bile manufacturers is a question of 
frequent discussion, in view of this 
already huge production before the 
war and of the extension of 
capacity since. Our manufactur
ers are not unaware of the neces
sity of providing for the absorp
tion of their product against the 
time when the domestic market 
will not take it all. There are 
nearly eight million automobiles in 
use in the United States or almost 
90 per cent of the number in the 
entire world. This is substantial
ly one to everv 13 persons in our 
country. Our manufacturers are 
noyv producing at the rate of tyvo 
million a year—but this does not 
mean, however, that the domestic 
market yvill reach the so-called 
point of saturation in a few years 
or, indeed, in manv vears.

But with these figures before 
them, the American manufacturers 
are preparing for the great foreign 
business of the future yvhich yvill 
furnish an outlet for their product 
and become a great stabilizing 
factor in their business. Climatic 
conditions in the United States are 
responsible for the slack period in 
automobile sales yvhich occurs dur
ing the winter months. Into thi>. 
the foreign demand fits in such a 
manner as to enable many of the 
manufacturers, especially those 
producing the lower priced cars, to 
operate their plants at a profitable 
rate through the winter months. 
December, January, and February' 
are the months when orders are 
lowest in the States in which snoyv 
and wet weather render the roads

(Continued on Page 56 )
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How Much of Your Publicity is "News”?
Some Inside Information Concerning the Methods of Wm.
H. Walsh, Advertising Manager of the Salada Tea Company 

By CHALMERS L. r ANCOAST

IWAS so much interested in the 
article, "Cooperating With the 
Advertising Manager,” by W illiam 

H. W alsh, Advertising Manager of 
the Salada I ea Company, which 
appeared in the June 5 issue of 
Advertising & Selling, that I 
made it my special business to call 
on Air. Walsh on a recent visit 
to Boston. I found him at his 
office in the Salada Tea Building 
immersed in a mass of correspon
dence, advertising material and 
press matter generally. He looked 
up smiling, and greeted me most 
cordially on my entrance. But first 
of all, I must say that he is a 
thorough newspaper man, with the 
true intuitions of the craft and 
possesses that happy faculty of 
psychology, of sizing up men, 
which long experience in the news
paper field makes natural.

If you never have been in the 
Salada Tea building in Boston it 
would prox e a veritable revela
tion, for nowhere, I venture to say, 
in this country is there a com
mercial building fitted and fur
nished so luxuriously as this with 
such a blending of the home life 
with the commercial life, and all 
in such perfect harmony. Oriental 
rugs, rare tapestries, teakwood and 
m ihogany furniture and statuary 
of various sizes and forms attract 
the eye on all sides.

So much for the introduction.
After talking with Mr. Walsh 

and reading page after page of his 
publicity scrap book, I am inclined 
to believe that he is right in his 
statements about newspaper pub
licity methods as stated in Adver
tising & Selling. His accumula
tion of scrap books containing 
news items concerning activities of 
the Salada Tea Company, which 
he showed me, proved beyond 
question that many newspapers are 
run strictly by advertising manag
ers and not by city editors, as we 
often suppose they are. This is 
his contention.

mr. walsh’s exhibits

He is getting publicity—worlds 
of publicity—in hundreds of news
papers simply because advertising 
managers and solicitors say to the 
city editors, or the news editors, 
or the society editors, "run this 
because it will help us to keep the

Publicity Plus
ryOME time ago Advertising & Sell

A ING published an article by ll'illiam 
II. Walsh, in which the advertising 

manager of the Salada Tea Company com
plains that the only way he could zein 
space in newspapers zeas by gaining the 
good graces of the advertising manager.

This article is a reply to Mr. Walsh 
zehich zeill interest every national adver
tiser.

THE EDITOR.

Salada business,” and it is run.
Now the news paragraph or item 

in question is certainly good news. 
There is no question about this, 
as Mr. Walsh is a newspaper man. 
FL served his appreticeship as 
printers’ devil, went from there to 
the counting room, from the count
ing room to the reporters’ rooms 
and thence up the various rounds 
of the ladder to the position of 
managing editor on both Boston 
and New York papers. He knows 
how to write and prepare news 
matter. The point he makes is 
that the city editor should publish 
the item if it is good news, but 
he contends that it gets into the 
paper because the advertising man
ager says "run it.”

Recollect that Mr. Walsh goes 
with his item to the advertising 
manager because it would reach 
him finally in any event, and, fur
thermore, he does not care to go 
over his head, although he knows 
that, as news, it belongs to the city 
editor.

The truth is, judging from the 
appearance of the Salada publicity 
scrap book, some advertising man
agers of newspapers have more to 
say as to what goes into the paper 
than the editors.

I asked Mr. Walsh if his suc
cess in getting publicity has proven 
tc him that if you want publicity 
you must go direct to the adver
tising manager instead of by the 
usual channel of news. His 
answer was “decidedly yes, because 
if news items concerning the activi
ties of the Salada Tea Company 
were sent direct to the city editor 
he would undoubtedly say to him
self ‘this bears the taint of adver
tising and if we publish it as news 
it will be giving so much free ad
vertising to the Salada Tea Com- 

panv. Nothing doing.’ The ad
vertising curse it put upon it and 
it doesn’t get over.

“Of course it would be other
wise if some crack-brained pro
fessor or freak were to come out 
with a statement that Salada tea 
is made of colored shavings, when 
we might expect a lot of news
papers to give us front page pre
ferred position.

"It is the exception, rather than 
the rule, where a newspaper will 
print good, news about an adver
tiser. If it is sensational or rips 
the tar out of a product it goes 
over and I find that is true not 
only of the tea business but all 
business in general; particularly so, 
it seems to me, where it is a case 
of a commercial house or factory 
which spends annually several hun
dred thousand dollars in newspaper 
advertising.”

Mr. Walsh was particular not to 
include all newspapers in this class 
as being run by advertising man
agers, but had in mind such news
papers as have given him free pub
licity purely on the business basis, 
and others which refuse it, not on 
the ground that it is not news, but 
because he sent it as advertising and 
publicity manager of the Salada 
Tea Company.

it either is or it isn’t

Now, the system or practice of 
publishing a manufacturer's pub
licity in order to get his business 
is all wrong. Mx contention is 
that it is either news or it is not. 
If it is good news, either local or 
commercial, it ought to go in ir
respective of whether the firm is 
an advertiser or not. There is the 
whole matter in a nut shell.

Mr. Walsh gets a world of pub
licity for the Salada Tea Company 
not onlv in Boston and New Eng
land but from all over the country. 
Newspapers in Los Angeles, Terre 
Haute, Pittsburgh, Albany and 
other cities respond just as readily 
as Boston papers where the pub
licity stunts of Mr. Walsh get the 
regular columns. He gets publicity 
because he makes good news which 
he gets in through the advertis
ing man generally, though some
times in his home town, where he 
is known to every city editor and 
news editor, night and day editor
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as well, he gets it through the 
regular channels.

If he were running a movie bus
iness, an automobile factory or a 
publishing plant, it would not be 
difficult, because peculiar though it 
is, free publicity seems to go with 
these lines of endeavor as a mat
ter of course.

Here are some of his best pub
licity stunts. Recently a story was 
sent out about serving tea at the 
W bite House. Salada tea was 
mentioned in the last paragraph. 
It was published in the newspapers 
throughout the country. An expert 
newspaper man, though he might 
discern the subtle hand of the press 
agent in the dispatch, would find it 
exceedingly difficult to trace the 
origin. He would wonder how it 
came from \\ ashington because the 
absolute facts went to prove that it 
was a real dispatch, and moreover 
that it was not fake news, for 
Salada tea was actually drunk at 
the \\ hite House, as stated in the 
news item. Now this was not put 
over by the regular news editor, 
but was first published in the Bos
ton Evening Record, coming from 
Washington as a news dispatch. 
Mr. Walsh had it clipped and sent 
out to the advertising departments 
of the papers.

SOME PUBLICITY STUNTS

A short time ago the Bright- 
helmstone Club, of Brighton, a 
prominent club of society women, 
visited the Salada tea building to 
stud_\- the processes of the tea bus
iness. They were taken through 
the plant and entertained charm
ingly. Photographs were made of 
the club members and the newspa
pers were generous in giving the 
event space, primaril}- because of 
the prominence of the Brighthlem- 
Mone Club and, incidentally, the 
name of Salada was not buried 
either.

I will say that Mr. Walsh is a 
clever publicity man. He gets his 
sluff over no matter how much edi
tors howl against free publicity, and 
his contention is that the newspa
pers are simply doing him justice 
if they publish news as news with
out discrimination.

The story oi the enlargement of 
the Salada Tea Building in Boston 
was sent broadcast recently—to ad
vertising managers. Pages of pub
licity in the scrap book ¡trove that 
Mr. WaRh had the correct idea.

A Pennsylvania newspaper print
ed a half page with pictures under 
the caption of "The House Behind 
the Trade Mark.” An Indiana

newspaper ran a two column story 
on "Salada Tea’s Romance in 
American Business."

Out of all these reams of matter 
of which I am writing, my conten
tion is that if publicity is good 
enough to print it ought to have the 
official sanction of the editorial de
partment rather than that of the 
.advertising department and should 
get in as real news or not at all. 
The point is that an outsider, such 
as a newspaper and magazine writ
er. could step into the Salada of
fices and plant and write a good, 
stirring news story that would be 
lull of heart interest. If it were 
sent to the editorial department in 
the regular way the chances are it 
would pass muster and be paid for. 
But, if Mr. Walsh, as an advertis
ing manager, were to send the same 
story out, the fact that he has 
charge of the advertising kills his 
chances of getting it published.

. JUSTIFYING HIS ATTITUDE .

My informal talk with him con
vinced me that he was not trying 
lo get free jmblicity or merely try
ing to get something into a paper. 
He believes that ever}' advertiser 
should be treated with absolute 
fairness and that when real news 
comes out of his business it 
should be considered as news re
gardless of whether the commerc
ial house is an advertiser or not.

The fact that the Salada Tea 
Company is an exclusive, persist
ent newspaper advertiser, deprives 
it of a great deal of publicity to 
which it is entitled, simply because 
the editorial department is afraid 
of giving free publicity to an ad
vertiser. And. yet, even- dav edi
tors publish news about concerns 
that are not advertising or never 
will advertise.

As I have said, of course there 
are notable exceptions to this rule. 
Mr. Walsh citecl the Los Angeles 
Examiner, the Alban)- Press, and 
the Springfield Inion, the Terre 
Haute Tribune, Pittsburgh Leader 
and one or two other papers as ex
ceptions.

\\ henever he sends a real inter
esting item on the tea industry or 
tea drinking, he hasn't a chance of 
getting it in through the editorial 
end, unless lie conceals the fact 
that it comes from the Salada Tea 
Company, or unless the advertising 
manager of the particular newspa
per says to run it because it will 
please the Salada Tea Companv, 
rather than because it is good news.

Dozens of other articles appear 
in the form of clippings in the

Salada scrap book and show that 
Mr. W alsh knows where to go to 
get these publicity notices. Now, 
as I turned the pages of the bulky 
scrap books of newspaper clippings, 
it seemed to me that the Salada tea 
plant was a rather new.') place and 
that news had. been created there, 
not for the purpose of mere pub
licity, but for winning the good will 
and appreciation of the public.

A MODERN TEA PARTY

I have mentioned a woman’s club 
being entertained and instructed in 
the lea business. Well, the Essex 
County Press Club held its last 
regular meeting at the Salada Tea 
Company’s offices, which, as I have 
said, are more like an art gallery 
than a business office. Addresses 
were made by prominent men, in
cluding the Mayor of Boston, chair
man of the Board of Aidermen, and 
other public officials, and the en
tertainment by the Salada Tea 
Company was of a nature to make 
a lasting impression. Of course 
all the Boston papers had a news 
article of the event and some of 
them published photographs. But 
tbe fact that it was held in the 
Salada Tea Company's new build
ing caused the advertising stamp of 
disapproval to be placed on it by 
nearly all the out of town editors. 
It was used simply as the result of 
the influence of the advertising de
partment.

Recently the members of the 
"Mar}” theatrical company were 
the guests of the Salada Tea Com
pany. A photograph of the lead
ing man and woman, Charles Judel 
and Janet Vilie, was taken as" they 
drank tea at the feet of the Chin
ese Goddess. This, of course, was 
the source of much publicity.

This photograph was reproduced 
and published in connection with 
the following story which appeared 
in some ¡tapers:

“boston tea party of the year 1920"
Member of the "Mary" companv were 

guests of the Salada Tea Company re
cently; while, at the feet of a Chinese 
goddess Janet Vilie and Charles Judel 
had a party all their own.

Between 50 and 60 members of the 
JMary" company, now playing at the 
T remont Theatre, had a wonderful time 
at a party given to the members of the 
company at the Salada Tea Company’s 
offices. The “Mary’’ members were 
shown over the tea company's plant and 
then served with a dainty luncheon, the 
feature of which was a cup of Bioice 
Salada. Packages of tea were given to 
each guest.

The affair was arranged by Oliver 
Jones, treasurer of the Actors' Fund, 
who is m Boston in connection with the 
annual benefit soon to be given at the 
<. olonial Theatre."
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THIS year Palm Beach street car 
* advertising appeared in the cities 

and towns of several states. Next 
year it will be in the street cars of 
the United States from coast to coast. 
Every Palm Beach card will instantly 
flash the Palm Beach message 
“COOL!” in picture or text or both. 
The color facilities of the car card 
provide a natural opportunity to re
produce exactly the striking variety 
of light and dark shades in which 
Palm Beach cloth is now made. It 
will be interesting to watch the Palm 
Beach campaign next year. The 
cards reproduced here were prepared 
by the Street Railways Advertising 
Company.

Luts by new century color plate co., n. y
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Geographers or Salesmen— 
Which Fix Your Trading Radius? 
Get out your standard world map. Note the thin, red line 
twisting and bending around the area designated as the 
United States of America.

Geographers put it there
Now scan your Trade Map and count the radiating lines of 
red and black dots that dart here and there from even 
considerable coastal point.

Salesmen put them there
Which interest you most—the wriggly lines with which 
Geographers seek to confine you to a given boundary or the 
straight-away steamship tracks by which Salesmen seek to 
guide you to FQREIGX TRADE?

America’s most successful manufacturers, writing 
for the Foreign Trade Extension Department of 

ADVERTISING & SELLING
■The National ll'eekly of Modern Merchandising

Will tell you how to travel the dotted lines with your prod
ucts. Easily, Successfully and Profitably.

Turn to the Five Big Export Articles in this issue of 
Advertising & Selling. Read the Views, Experiences anti 
Suggestions of

\\. D. SIMMOXS, 
President of the American Hardware Co.

J. WALTER DRAKE,
President of the Hupp Automobile Co.

CLAYTOX SEDGWICK COOPER,
Trader, Traveller and Author

CYRIL H. TRIBE.
Director of the Foreign Trade Extension 
Department of Advertising & Selling

L. C W ILSEY.
Superintendent General Motors Export 

Co. Training School

These articles are typical of the many appearing regularly 
in Advertising & Selling.

Advertising & Selling is not an Export publication, but 
an American publication devoted to better marketing and its 
articles are read with interest by Successful American Ad
vertisers, who find much in it to help Increase their Profits.

Your Export Advertisements in Advertising & Selling 
H 'ill Reach This Interested Audience.

ADVERTISING 8c SELLING
The National Weekly of Modern M erAiandising

471 FOURTH AVENUE. NEW YORK. N. Y.
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EXPORT ADVERTISING and SELLING
A Department of Foreign Trade Extension Service x

’ Under the Direction of |

CYRIL H. TRIBE

America’s Foreign Trade—Past, Present and Future
The World’s Markets Are Wide Open to Man
ufacturers of the United States Who Will 
Grasp the Opportunities Now Offered to Them

NOT many years ago the entrance 
of an American manufacturer 
into foreign trade was regarded 

as a wide departure from accepted 
custom and his progress to success 
was half-heartedly watched by his as
sociates and competitors. Relatively 
few business men knew of the attrac
tive profits to be obtained through 
the sale of American products 
abroad. Home markets were boom
ing and domestic territories were 
still to be developed. Foreign sell
ing called for special shipping and 
financing; the use of strange tele
graph and cable systems; intricate 
documentation and a mass of new 
details considered too involved and 
mysterious to warrant the burden of 
time and expense they demanded.

Ten years ago American goods 
were conspicuous by their absence 
in foreign lands. Such efforts as 
were made then were promptly at
tacked by the commercial propa
ganda of competing countries. The 
impression was thereby created that 
American manufactured goods were 
inferior in quality. As a nation we 
faced tremendous handicaps in the 
development of foreign markets. 
Every possible obstacle was set up 
before the pioneer over-seas trader. 
His lack of experience contrasted 
painfully with the highly perfected 
knowledge of the English, German, 
French and Spanish merchants, 
who, centuries before, had em
barked upon world trade.

DISREGARDED “REPEAT” BUSINESS

American business principles 
never countenanced long term 
credits so the German, French
man or Englishman bought from 
the American, paid cash, f. o. b. 
factory, as demanded, assumed de
tails of packing, insurance and 
shipping, extended the credit the 
buyer was accustomed to receive 
and incidentally cleared a handsome 
profit. The American could not be 

convinced that he should have re
ceived that extra profit. He rea
soned that he could be satisfied with 
having made a sale and that resale 
was the legitimate right of the other 
fellow. Apparently, he did not con
sider the certaintv that the foreign 
customer would continue to ‘buy 
from him only so long as there was

Our Foreign Trade Service

rHE great need for concise and 
accurate Foreign Trade infor
mation prompts the putting of 

the Export Department of Adver
tising & Selling into this form, 
which co-ordinates the work carried 
on by this publication in the Export 
selling field for many months.

This is not a new departure for 
Advertising & Selling, by any 
means, but an enlargement of the 
-work we have been doing.

The appointment of Cyril H. 
Tribe as Director of the Foreign 
Trade Extension Department of 
Advertising & Selling -will for
ward attainment of an aim we long 
have had, that of making Advertis
ing & Selling the headquarters in 
the Dnitcd States for information 
bearing upon export advertising and 
selling problems.

This Department will be operated 
regularly as a permanent service 
and to its making will be given 
the best thought, not only of our 
own staff experts, but of the lead
ing American manufacturers whose 
success in foreign trading fields as
sures the reliability of the informa
tion they zeill impart.

The Editor.

not a manufacturer of his own na
tionality, who would, or could, pro
duce an article “just as good.” Nor 
did he seem to realize that the con
sumer would rather buy from a 
factory in his own land and from 
his native salesman. Bear in mind 
that the original demand for count
less articles now being manufac
tured and sold abroad was the cre
ation of American manufacturers.

This thought calR up a direct 
criticism of methods formerly em
ployed by Americans in foreign 
fields. Not so long ago it was cus
tomary for the American manufac
turer to appoint, as his foreign 
agents, nationals of competing coun
tries. This was particularly true 
of the Orient and South America. 
Germans were largely in the lead in 
this class of representatives. Of 
course, necessity dictated this pro
gram through the scarcity of native 
Americans whose early training had 
included foreign languages. And. 
again, there were so many whose 
inclinations were for American resi
dence as against existence in some 
out-of-the-way land.

OVERCOMING “LEAKAGE”

Fortunately, this policy is being 
changed and to-day a number of 
our larger institutions are conduct
ing Foreign Trade Schools in which 
they are schooling young men for 
service abroad. These men will be 
100 per cent Americans and there 
will be little danger of losing cre
ated markets through the turn-over 
of accounts and good will to a com
petitor natiLial. The acceptance of 
this reform as one of the cardinal 
requirements in Foreign Trade ex
tension is a long step in the right 
direction.

Looking into the future from a 
viewpoint of 1910 the prospect for 
American trade expansion abroad 
was far from encouraging. The 
swift upheaval of 1914 marked the 
turning point in our foreign trade 
career. With the declaration of 
war between Germany, England, 
France, Belgium and the entry of 
other countries, many of them rank
ing at the top of the industrial 
scale, the manufacture of peace-time 
commodities came to an abrupt stop. 
War munitions took the place of 
usual commercial production. Re
serve stocks soon weakened and
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finally gave out entirely. A strong im
port demand grew in those warring 
countries and America stood alone 
as capable of satisfying their re
quirements. Commission and per
sonal buyers flocked to this country 
with enormous orders to place. 
I hey came prepared to pay any 
price asked, and even a bonus.

The effect upon our domestic 
market is only too well known. Un
heard of profits were pi led up. The 
foreign purchasing agent looked 
after all the details of packing and 
shipment, assumed all the risk and, 
furthermore, he paid in cash. 
American products flowed into mar
kets of the world where previously 
thev were practically unknown. The 
old crv of "inferiority" was muz
zled. American manufactures were 
accepted as being far in advance 
of anything the buyers ever before 
had encountered.

It would be quite impossible to at
tempt to estimate in dollars and 
cents the value in world advertis-

Keeping Up With 
The Times

A FACT A WEEK

Washington m e lâ
chants find they can 
cover this city daily 
with the two evening 
newspapers, but that 
they cannot cover the 
local field with any 
other combination. 
Consequently most 
Washington adver
tisers use the great 
bulk of their daily 
advertising in the 
two evening news
papers.

The Washington Times
A 3c Newspaper

WASHINGTON, D. C.

ing that America and her indus
tries received through the revolu
tion of economics brought about by 
the world war. Had we been 
obliged to continue under the old 
order of things, the time required 
for development to the point arriv
ed at in 1918 would 'be difficult to 
estimate. Tens of thousands of 
tons of American products went out 
from our ports through the media 
of the American Red Cross, Y. M. 
C. A., Salvation Anny and a score 
of other relief organizations. 
Additional tons were distributed 
through the activity of the War and 
Navy departments. American ex
port houses were responsible for 
other vast shipments in answer to 
calls from their branches and agen
cies. Direct buying added to the 
grand total.

NOW IS THE TIME TO DEVELOP

Here arises a second indictment 
of the vision of the average Ameri
can manufacturer. \\ hen enorm
ous profits were being scored he 
failed to realize the value of follow
ing up the boost his products were 
given in the world. Usuallv, he re
fused to see the advantage of in
quiring into the destination of ma
terial he knew had been bought for 
export. This would have been a 
simple matter. Any of the agen
cies mentioned would have given 
out this information gladly. At 
once he should have trained men to 
go out into the markets that al
ready had been opened up for him— 
and at not a cent's cost to him
self.

Credit must be given to those who 
did see this great opportunity. A 
certain few manufacturers person
ally went abroad immediately fol
lowing the signing of the Armis
tice. They were prepared to open 
branches, appoint agents and com
mence negotiations. They built for 
the permanent sale of their manu
facture-' in those new fields. The 
expense thev incurred was trifling 
compared with the returns they al- 
readv have received.

When the wartime buying fever 
abated thev were, an'd still are, 
stronglv entrenched and properly 
organized to earn- on a highly suc
cessful selling offensive. Each 
branch thus established becomes the 
base of further extension into ad
jacent territories to be won in the 
future. It is not too late for manu
facturers to foil, Av through the goods 
thev know were sold abroad. This 
plan offers the finest kind of open
ing into foreign selling. It is true 
that the big opportunity has passed ; 
that what might be termed the 

"bonus day" is gone, but markets 
are still open; the advertising has 
been done. This is the idea to be 
thought over carefully and "acted 
upon." The premium to be paid 
for foreign trade success is low now, 
as compared with what it will be in 
future years. This is true of life in
surance that is cheap to secure in the 
earlier years of a man's life and 
far more costly when he has put off 
consideration of death until he sees 
the scythe over the next hill.

INSURING FUTURE COMMERCÉ

Foreign trade is, in the same com
parison, life insurance to American 
industry. The premium must be 
paid if the benefit is to be collected.

Years ago leaders of American 
business foresaw the necessity of 
preparing for foreign trade. Such 
government institutions as the De
partment of Foreign and Domestic 
Commerce and the United States 
< hamber of Commerce have labored 
tirelessly to develop the ideas in 
the minds of our manufacturers and 
hankers. Associations of business
men engaged in foreign trade have 
added their voices to the chorus and 
now banks and trade paj>ers, maga
zines and newspapers are devoting 
their attention to the new field of 
business expansion.

Conservative men have expressed 
the opinion that foreign trade has 
been over-advertised of late. This 
prompts the comment that over-en
thusiasm is quite as dangerous as 
faint interest. Hurried acceptance 
of a statement regarding foreign 
trade is to be avoided. Only close 
personal investigation, study and the 
exercise of well founded judgment 
is desirable.

Before going into any enterprise 
a man who understands primary 
business principles studies the mar
ket in which he expects to dispose 
of his goods. He uses arithmetic 
to determine the cost of selling af
ter the cost of manufacture. He 
thoroughly examines into the buy
ing characteristics of his prospec
tive customers; the physical condi
tions surrounding his plan. Con
sideration is given to the selection 
of a package and a trademark ; to 
probable competition and ways and 
means to hold his own and win in 
the face of opposition.

All of this takes time. It also 
calls for a certain cash outlay. No 
man would think of making the 
great investment in the building 
of a plant, of drawing together a 
great organization and the neces
sary purchase of raw materials un
til he had a clear and definite mar
ket in sight and all risks of fail-
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ure reduced to the minimum, 
through rigid examination of his 
selling field. A great industry is 
not built up in a year. Great mar
kets are not won over night except 
in exceptional instances.

When the light of investigation is 
turned on such a phenomenal suc
cess, it usually discloses perfect or
ganization and coordination, capable 
executive'-, selected personnel in 
office, factory and the field; system 
based on accurate knowledge of the 
central plan ; vigor mixed with deter
mination to succeed, and above all—- 
courage. AH these qualities are 
requisite factors in foreign sell
ing, and in addition there must be 
absolute observance of every at
tribute suggested by the word 
CHARACTER; the fulfilment of 
contracts to the letter; the ship
ping of orders to exact specifica
tions regarding quality, packing and 
prompt delivery. It is far better to 
refuse an order that cannot be filled 
in this manner than to accept it and 
“stall."

SOME SHORTCOMINGS

Reports from Europe indicate 
that America’s commercial prestige 
has been seriously jeopardized by 
the unrestrained activities of a num
ber of so-called export houses that 
have plunged into the foreign field, 
long on nerve and short on cash 
and practical experience.

According to the manager of the 
export department of a large and 
long established American manufac
turer, this is the case, to such an 
extent, that direct selling is practi
cally impossible. The foreign buy
er will purchase only through a firm 
of his own nationality that he 
knows. In other words, his con
fidence in what the American manu
facturer has to sell has been shaken 
and he looks for the endorsement 
of some one whose representations he 
feels he can depend upon.

It seems to be difficult for the 
manufacturer to visualize the incon
venience to the buyer when instruc
tions are not properly carried out. 
Lor example, an order is placed for 
hammers. One of the requirements 
is that they be packed ten hammers 
to the box. This detail is over
looked and they are shipped, but 
packed twelve to the box. This 
mistake in a large order might 
very easily mean hundreds of dol
lars added to their resale cost and 
a consequent loss to the purchaser, 
who. to meet the customs of his 
market must unpack every box and 
repack in lots of tens.

This demonstrates the truth of the 
statement that there are rules in 

Foreign Trade that must be ob
served, whereas in domestic busi
ness, regulations may possibly be 
side-stepped without very serious 
consequences. To register any suc
cess in foreign selling there must be 
a well developed determination to 
submit to a full conversion to the 
new doctrine.

our trade extenison service

Opinions recently in print to the 
effect that our foreign trade will ex
perience an immediate slump of 
large proportions have so far not 
been borne out. For the immediate 
present, there appears to be no 
reason for any very rapid decline in 

‘boss” lops it 
because he

exports. Foreign manufacturing 
countries have not vet swung back 
into peace-time pace. World mar
kets are still barren of the articles 
of first, second and third necessity 
and America is still the base of 
supplies.

In New York and in other ports 
and trade centers of the United 
States there are main substantial 
institutions organized with the sole 
purpose of promoting American ex
ports. The Foreign Trade Depart
ment of Advertising & Selling will 
show how these aids to foreign 
enterprise may be utilized, and the 
respective phases of foreign trade 
thev serve.



Page 22 Advertising & Selling

F iture discussions of foreign 
trade will present the successes that 
have been registered bv American 
manufacturers and merchants en
gaged in foreign trade. These ac
counts will be founded upon prac
tical experience. Each will convey 
instruction and an effective lesson.

The continuation of a series of ar
ticles by Clayton Sedgwick Cooper, 
dealing directly with problems of 
foreign trade, will prove to be of 
the greatest interest. They show 
what American manufacturers have 
already accomplished in overseas 
markets. Mr. Cooper has twice en
circled the globe. He writes from 
first-hand information. He is the 
author of a dozen standard works 
on foreign countries, among them 
"Understanding South America," 
"The Modernizing of the Orient” 
and other books of such recognized 
authority that the United Stales De
partment of Commerce recommends 
their study by American Consular 
agents.

John L. Binda, consultant of the 
American Foreign Trade Council 
will discuss subjects pertaining to 
foreign trade and outline the meth
ods used by our great industries in 
"putting across" their products to 
the world markets.

Rowe Stewart
(Continued from page 10 I 

service which he has rendered 
them. He began to make his in
fluence and capacity felt in 19it; 
when he was made general chair
man of the Philadelphia conven
tion and carried off the big meet
ing with such success that the Poor 
Ri -hard Club found that he was 
just the man wanted to wield its 
gavel and paid him the tribute of 
twice electing him president. Others 
outside of Philadelphia were quick 
to recognize his ability. He was 
made chairman of the National 
F lucational Committee of the A. 
A. C. of W. At the New Orleans 
convention he was elected vice
president of the organization for 
the First District and when the 
territory- was redistricted at In
dianapolis this year he became vice
president for the Second District. 
Hi friends who have long con
sidered him as on the eligible list 
for the presidency declare that his 
accession to the executive chair be
came inevitable when Mr. Otis re
signed.

lion which he now heads I en
ables the A. A. C. of W. to reap 
in full measure his capacitv for 
service and to realize on the execu
tive ability of one who has be
fore shown her capacity for serv
ice. We refer, of course, to Mrs. 
Stewart who, as general manager 
of the Women’s Executive Com
mittee during the Philadelphia Con
vention in 1916, through her tact 
and charm, contributed largely to 
the success of the social side of the 
meeting in William Penn's capital. 
Mrs. Stewart, before her marriage, 
was Miss May Belle Diehl. The 
Stewart home is in Germantown,

HSheAll Fiction Field

Pa. The couple have two children, 
both boys.

Mr. Stewart will take up his 
duties at once and, with him at its 
head, the A. A. C. of W. looks 
forward to a successful year of 
progressive work for the cause of 
advertising, upon which he will re
port at the invention at Atlanta 
in 1921.

A. A. A. A. and A. B. C. Convene in 
October

The Annual Conventions of the Ameri
can Association of Advertising Agencies, 
and of the Audit Bureau of Circulation
will be held conjointly in Chicago during 
the week of Oct. 11 to Oct. 16.

MRS. STEWART PRAISED EV A. A. C. 
OF W MEMBERS

Mr. Stewart’s election is of 
double importance to the organiza-

Advcnture
Ainslec’s
Argosy-All Story

COMPRISING

Detective Story
People’s
Short Stories

Smith's
The Popular
Top-Xotch
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Traveling For Business In 
Latin America

“Commercial Travelers' Guide to 
Latin America” is the title of the latest 
exporters’ aid published by the Bureau 
of Foreign and Domestic Commerce of 
the Department of Commerce.

The need for a guide for commercial 
travelers to Latin America has long 
I een felt. The book xvas prepared by 
I rnst B. Filsinger, well known as a 
writer and an authority on Latin Amer
ican subjects. Mr. Filsinger is the 
author of “Exporting to Latin Amer
ica,” a volume of more than 500 pages, 
and other publications. He is an ex
perienced export manager and has trax- 

eled ext'nsively in the Latin American 
countries.

For the convenience of the reader the 
book has been divided into two sections. 
The first part deals with general mat
ters, such as salesmen’s equipment, 
transportation, suggestions for procedure 
upon arrival at destination, etc. Those 
who have not heretofore traveled in 
Latin America xvill find sugg-tions re- 
gardifc many items xvhich, despite their 
importance, are often overlooked. The 
first section should be of particular 
value to the beginner, attention being 
directed to various details such as doc

uments needed, cables, wardrobe, health 
precautions, etc. Of great importance 
also are the details of transportation, 
including tickets, baggage, clearing of 
samples, overland routes and other^Ji— 
sociated subjects.

An attempt has been made to supply 
the traveler with sufficient data to esti
mate the time necessary to reach the 
important places in the region described; 
the approximate time required to go 
from point to point has also been spe
cified. Probable expenses are included. 
The executive, sales manager, or com
mercial traveler, by referring to the 
routes, distances, and means of travel 
can estimate quite accurately the ex
pense involved in a trip whose object 
may be the making of sales, the plac
ing of agencies, or the inspection of 
agencies already established.

Maps of Latin America accompan- 
ing this guide have been placed in a 
separate portfolio for the convenience 
of the traveler. Thex consist of a gen
eral map of the whole area and a re
production of the 29-seciion map pre
pared by the Colonel House Inquiry 
for use at the Peace Conference. It 
shows boundaries, cities, towns of com
mercial importance, railroads, wagon 
roads, trails, rivers, lakes, etc.

The Bureau's report contains a classi
fied bibliography at the end of the 
volume. In that list will be found im
portant books, pamphlets, reports, etc., 
of general use in obtaining a knowledge 
of Latin-American conditions and in 
preparing salesmen for the competition 
which thex- must be ready to meet.

The publication is knoxvn as Miscell
aneous Series Xo. 89—“Commercial 
Travelers’ Guide to Latin America.” The 
price, xvith maps is $1.25. Copies are 
sold by the Superintendent of Docu
ments. Government Printing Office. 
Washington, D. C.. and by all district 
and cooperatixe offices of the Bureau 
of Foreign and Domestic Commerce.

Smith Made Car Advertising Sales 
Head

Lester B. Smith, western representative 
of the Broadway Subwax' and Home Bor
oughs Car Adxertising Companx' for five 
years, has been chosen as sales manager, 
by President Joseph P. Day. Mr. Smith 
xvas formerly sales manager of the Frank 
AL Whiting Company and manager of 
the wholesale department of Gorham & 
Company prior to associating himself with 
the company which he is now chosen to 
manage. Air. Smith is an active member 
of the Brooklyn Rotary Club and xvell 
known as a member of the local chapter 
of Elks and of the Sphinx Chib.

^heFieldtCreatest Yield
PUBLISHED BY

Doubleday, Page & Co.
The Frank A. Munsey Co.

MEMBERS A. B.

Street & Smith Corporation 
The Ridgway Company

C.

Col. Charles E. Hasbrook Dead
Colonel Charles E. Hasbrook, editor 

and manager of the Richmond Times- 
Dispatch for the last six years, died at his 
residence late Wednesday of heart dis
ease. He was 73 years of age and had 
been in ill health since his return from 
the Democratic National Convention.

Except for a few years’ service as Col
lector of Internal Revenue in Missouri, 
C 'Ionel Hasbrook devoted most of his 
life to newspaper work, commencing un
der Melville E. Stone, then city editor of 
the Chicago Inter-Ocean. In later years 
Colonel Hasbrook was cit.v editor, manag
ing editor and finally part owner of the 
Kansas City Times, from xvhich cit.v he 
went to New A'ork as publisher of the 
Morning Advertiser and Commercial 
Advertiser.
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The Importance of Foreign Trade to 
the Hardware Industry

American Manufacturers Will Find Favorable Reception 
of Their Goods Abroad Is Based Upon Quality First 

By W. D. SIMMONS 
President of the Simmons Hardware Company, and Member of the National 

Foreign Trade Council

THE term "Hardware" has be
come much more comprehen
sive during the past decade because 

of the immense variety and many 
kinds of goods which hardware

dealers—wholesale and retail—have 
added to their assortment, so that 
"Hardware.” in addition to cover
ing all manner of tools, cutlery 
and household goods, embraces

Another Paper Advance
Effective with September 1st we are 

compelled to meet another increase in cost 
of paper, nor have we any assurance that 
this will be the final advance.

We announce that we will continue our 
current rates on LIFE until the last gasp, 
preferring, temporarily, to run our business 
without profit rather than put ourselves in 
a position where we will have to reduce our 
advertising rate when paper costs recede. 
Furthermore, we believe it a moral duty to 
perform our part and not be a party to price 
raising, which practice we believe should 
cease and NOW.

How long we can continue our current 
rate, frankly, we don’t know. W e do know 
LIFE’S rate per page per thousand at pres
ent is remarkably low compared even with 
mass circulation mediums.

We do know that live advertisers are 
appreciating LIFE’S value as never in its 
37 years.

Gee. Bee. Are.

LIFE’S Advertising Manager, 31st St., West, No. 17, New York 
B. F. Provandie, Western Mgr., Marquette Bldg. 1537, Chicago

practically everything in paint, in 
automobile supplies, sporting goods, 
agricultural implements, and the 
like.

It is difficult, in fact impossible, 
to get figures of distribution—in 
dollars and cents value—on this 
immense line of goods, but the best 
estimate is that it is now running 
annually not less than one billion 
dollars, and probably more.

While apparently most of the 
manufacturing, in a large way, is 
located East of the ¡Mississippi 
River, yet the drift is steadily tow
ard diffusion in all sections of the 
country where manufacturing op
portunities are possible. It is not 
that the Eastern manufacturers 
have curtailed their output, because 
the reverse is true; it is merely a 
condition of production springing 
up wherever needed to supply local 
wants.

It is impossible to get all the de
tails of an infinite number of small 
factories in small towns and cities 
throughout the country, so that 
they may make adequate appear
ance upun the map, but their name 
is legion ami their effect is nation
wide. There is many a small town 
whose chief source of constant rev
enue is found in the weekly pay
roll which the factory distributes to 
its employes.

There has been, of late years, a 
strong tendency among manufactur
ers to locate in small towns, some
times because of local advantages 
in cheap rent, convenient and cheap 
fuel, and because of the large de
gree of freedom from those labor 
troubles which seem inseparable 
from the great congested centers.

Not only does the local factory 
keep the small towns alive and 
busy, but it makes a constant mar
ket for the products of the nearby 
farms; it simplifies the matter of 
distribution of farm products with
in quite a radius of the factory, so 
that both the farmer and consumer 
are benefited thereby.

READILY EXPLOITED PRODUCTS

Hardware in all its phases lends 
itself readily to export, largely lie
cause of the immense superiority
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of the articles themselves over 
those of foreign make. Practically 
everything in the hardware line is 
the simple expression of the inven
tive genius, initiative and common 
sense of the American people. 
Things are made to do the work 
for which they are intended; pat
terned along the latest lines, from 
experiment and actual experience, 
they are good to look at, and have 
enduring worth for constant use; 
they are not encumbered by any 
of the traditions of the past, but 
are made for the present day 
people, and solely for present day 
necessities.

In nothing is this truer than of 
American edge tools. They are 
exactly fitted for the purpose in
tended ; they are attractive in ap
pearance. and have that indescrib
able thing known as “style.” There 
are no other tools like them in all 
the world, nor can there be unless 
the foreign peoples change all their 
ideas. Wherever these tools are 
used thev immediately make a place 
for themselves, and they are sold 
today in the four corners of the 
earth.

In England—the home of edge 
tools—retailers make a point of ad
vertising American edge tools as 
the supreme attraction.

Much the same story is true of 
builders’ hardware. It is not the 
clumsy thing of European make, 
but light, strong, and made after 
the most attractive designs of the 
day.

It is not strange, then, that the 
exports for 1919, in the long line 
of hardware, show an increase, not 
only in dollars and cents, because 
of higher prices, but actually in 
tonnage, and in the unit of quan
tity, over the figures of 1914, when 
the war began.

This increase shows the hold that 
American hardware has on foreign 
people, not only in Europe but in 
all parts of the world, for there is 
practically no place and no people 
to whom American hardware in 
some form is not sent.

THE LOGICAL AVENUE OF OUTPUT

The manufacturers of American 
hardware have long felt the nec
essity of foreign trade as a mar
ket for the disposal of the'” sur
plus wares. Their factories are 
equipped for a large production, 
so that when running full this sup
plies likewise an economical output.

During the war there has been 
no question on this score, and the 
scarcity of hardware today in this 
country is due directly to the pres
sent production being far below 

capacities of the factories when 
running full with efficient workmen 
and a proper standard of individual 
production. The result of this is a 
lack of sufficient goods even for 
the home market.

The effects of the war in Eur
ope, and the fall in European ex
change promises to seriously reduce 
our exports to Europe, and thus 
make it imperative that the manu
facturers of hardware in this coun
try find another market to supply 
this deficiency. Temporarily, the 
home trade will take the surplus, 
but the capacity of the American 

I

ISOLATION

Insolation is now an obsolete word when applied to 
the Midwest farmer. The telephone, telegraph, auto
mobile, better roads, motion pictures and modern 
farm conveniences have made him one with the mass 
of American people.

He is no longer isolated. In tact, his life is now 
merely a suburban one.

He and his family buy the same automobile, the 
same clothes, the lame home conveniences and luxu
ries, as any oth< r citizens.

A gratify ing increase in sales has resulted to those 
advertisers who have realized the extent of the Mid
west farm market and the power of

CAPPER FARM press 
(Members ABC)

ARTHUR CAPPER, Publisher 
MARCO MORROW, Assistant Publisher

More than 1,100,000 Subscribers

manufacturers as a whole in this 
line is so great that it is onlv a 
question of time—and especially 
with more settled labor conditions 
—when they will make more goods 
than this country can consume in 
normal fashion.

It is not a question of the inter
ests of the manufacturers alone, 
but the entire nation, down to the 
ultimate consumer, that the produc
tion be kept up to its full limit, lest 
serious consequence ensue.

Even if only a small portion of 
American hardware is exported— 
say 10 per cent or even 5 per cent
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—it is vitally necessary that a mar 
ket stiH lie found for that propor
tion, or else inevitably the factor
ies must reduce their output—which 
means running at higher costs, and 
with reduced employment of labor.

Just now the only natural way 
to bring down the present high 
cost is to increase the supply, but 
to make this increased supply above 
t> e demand is to simply bring about 
in hardware what has already hap
pened in some farming productions. 
For instance—the price of hogs has 
dropped so much in the last eigh
teen months that the farmers are 
curtailing their production. That 
means, in time, an increase in the 
price of hogs again because the 
supply will fall below the demand, 
since the laws of supply and de
mand take care of these problems 
in their own way, provided they 
are left alone, and not encumbered 
with futile and meddlesome legis- 
1 ition.

EXPORTING AND DOMESTIC 
PROSPERITY

If the manufacturers of Amer
ican hardware run the factories 
full, supplying the home demand 
with what is needed, and sell the 
surplus abroad, they can continue 
to give employment to all the 
needed forces, and at the same 
time the operation of natural laws 
will bring prices down to a rea
sonable level, and. still leave the 
manufacturers that profit to which 
they are entitled.

The result of such an economic 

NINTH OF A SERIES

After All It’s Results !

condition is the full employment 
of efficient labor at good wages.

This means the possibility of a 
high standard of living, because it 
means spending power among many 
and a continuation of a market for 
the full production of all of the 
innumerable factories scattered 
throughout the United States.

Take the case of a small factory 
in the west, making a certain line 
of hardware which it now dis
pose-- of without difficulty, within a 
limited territory. It is the prin
cipal source of revenue to the 
people of the town in which it 
is located; it likewise creates a 
market in that town for farm pro
duce for some distance around.

If the foreign trade falls off, the 
manufacturers of hardware through
out the country must endeavor to 
market their products as far as 
possible in the domestic market. 
This means much stronger and sev
erer competition among themselves. 
The small manufacturer in the 
small town finds himself no longer 
able to continue his full output, 
and must necessarily reduce, first 
the amount of labor employed, and 
possibly the prices he pays it. 
This reacts on even consumer in 
the small town, and. on every fann
er who has found his market in 
that small town. It is a far-reach
ing proposition, and creates an un
natural state of affairs, with the 
likelihood of steadily declining 
prices—which theoretically sounds 
verv well, but, as a matter of fact. 

does not work out in actual prac
tice.

The facts are that times of pros
perity are invariably marked by 
high prices, and although prices 
may be too high—as at present— 
in many lines, I am quite sure that 
this will be taken care of in a 
natural way by the law of supply 
and demand, and they will be re
duced to more reasonable levels in 
the near future ; meanwhile, grad
ually, though surely, wages and 
salaries are adjusted to price lev
els. and the vital factor is that the 
spending power of many remains 
unimpaired, and this spending 
power is the source of all business. 
While in times of depression, it 
does not make very much differ
ence how cheap goods are, no one 
has either the inclination or ability 
to purchase, save in the most con
servative way. These are the log
ical facts of experience.

It needs, therefore, only a most 
common sense survey of the situ
ation to realize that there is noth
ing more important to every man
ufacturer, distributer and consum
er in this country in the near future 
than the increase and maintenance 
of foreign trade.

K. H. Bronson Joins Square D 
Companj

Karl H. Bronson has joined the ranks 
of the Square D Company, Detroit, manu
facturers of safetj- switches, in the capac
ity of Director of Research Engineering.

Mr. Bronson is a graduate of the Uni- 
xersity of Michigan and formerly has 
been associated with the automotive in
dustry. He was affiliated with Dodge 
Brothers, Detroit, in sales promotion and 
advertising work and later engaged in 
similar work for the Packard Motor Car 
(ompany, Detroit, from which companj 
he resigned to join the Square D Com
pany.

THE News is not selling its advertising on the 
strength of its merchandising service. It’s re
sults the advertiser wants after all. It’s circulation, 

reader interest and reader responsiveness that 
counts in final analysis. The News has been the 
paper of Indiana for a half century. It has become 
so through its service to reader and advertiser. Its 
service to advertiser has been in publishing a real 
paper that produces results.

THE INDIANAPOLIS NEWS
New York Office 

DAN A CARROLL 
Tribune Building

FRANK T. CARROLL 
Advertising Manager

Chicago Office
J. E. LUTZ

First National Bank Bldg

USE NEWSPAPER ADVERTISING ON A THREE YEAR BASIS

Miami Advertising Club Challenges 
Atlanta

The Advertising Club of Miami, Flor
ida, according to Forest R. Lloyd, direc
tor, is getting a great deal of enthusiasm 
aroused among the members of the club 
and the advertising public through the ac
tivities of the club's baseball team. The 
Miami Advertising Chib is the newest 
advertising men’s organization in the 
South. It xvill not he one year old un
til next November. The club sent three 
delegates to the Indianapolis convention 
in June and worked untiringly to get the 
1921 convention for Atlanta. The chib at 
its last meeting instructed Manager Lloyd 
of the baseball team to issue a challenge 
to the Advertising Club of Atlanta to play 
a match game of baseball at an early date 
to establish the “Southeastern Advertising 
Club Baseball Championship.’’ Atlanta 
advertising men have been playing some 
tight baseball games this summer against 
other chib teams in Atlanta. A handsome 
siher cup will be awarded to the winner 
of this championship.
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Big Cigarette Campaign Coming
According to a report from Chicago, the 

American Tobacco Co. has set the date. 
Sept. I, for the launching of the biggest 
cigarette campaign ever seen in Chicago. 
It will be to introduce a new brand known 
as One-Eleven, that will retail 20 for 15 
cents. While no information has been 
given out as to how it will start the cam
paign of introduction, an inside “tip ’ let 
it be known that it will startle the tobacco 
trade.

Arthur S. Moore Retires from 
“McClure’s”

Arthur S. Moore has resigned the posi
tion of vice-president and advertising di
rector of McClure’s Magazine. Mr. 
Moore, who has been in the magazine 
business for twenty years, intends taking 
a rest before deciding upon his future 
plans.

Starts Sales Promotion Department
The Gulbransen-Dickinson Co.. Chi

cago piano manufacturers, has created 
a sales promotion department under the 
direction of C. R. Gulbransen to 
operate as a subdivision of the sales 
department.

“Club News” Cites A. & S. Writer
H. H. Charles, president of the H. H. 

Charles Agency, has contributed an in
teresting article to a July issue of 
Advertising & Selling as to the big 
harvests which the farmers of America 
are reaping today. Mr. Charles gives 
it as his opinion that the bumper crop 
of 1920 will increase the purchasing 
power of the American farmer, and 
that the nation and the world will 
benefit thereby. — From "Advertising 
Club News," Xeze York City.

New Account lor A anderhoof
Vanderhoof & Co., Chicago, has secur

ed the account of the Carco Manufactur
ing Company, which makes a patent bottle
capper in that city.

Ben J. Sweetland Incorporated
Ben J. Sweetland has been incorporated 

in New York with a capital of $50,000 to 
engage in advertising and bookselling. D. 
K Ballou, C. J. Fleming and B. J. Sweet
land, 95 Liberty street, are the organizers.

Printing House Expands
Publishers Printing Company, New 

York, has increased its capital from $100,
000 to $0-0,000.

Electric Appliance Account with Kelley
The Air-Way Electric Appliance Cor

poration of Toledo, Ohio, has placed its 
advertising in the hands of the Martin 
V. Kelley Company. A large newspaper 
and magazine campaign will soon be 
hunched advertising its electric sweeper 
and washing machine.

Meredith Has Glove Account
Meredith &• Co., Inc., Troy, N. Y., is 

now handling the advertising of the Al
len Glove Company of Gloversville, N. Y.

Plans Fountain Pen Campaign
The General Manufacturing Co., mak

ers of fountain pens in Sioux City, Iowa, 
is planning a campaign for magazines un
der the direction of B. L. Benson, sales 
manager. As yet no agency has been 
selected. ■----------
Furniture Account With Rosier Agency

The advertising of Philip Strobel & 
Sons. New York, has been placed with 
the Oscar Rosier Advertising Agency, of 
Philadelphia. ----------

“Red Cross Magazine'’ to Suspend
Because of “the famine price of white 

paper," publication of the Red Cross 
Magazine, New York, will be discon-

HARRY LEVEY 
President

rIa HE personnel of this organization is that which is largely 
X responsible for the important position of Industrial- 
Educational films among other media for advertising and 
merchandising.
Harrv Levev himself is fortunate in his experience. He se
cured valuable information first hand pertaining to retail prob
lems of varied types. Following this came generous contact 
with the workings of wholesalers and distributors. In this 
work as in the retail trade Harry Levey served both as sales
man and executive.
More recently Mr. Levey and his associates have accomplished 
definite results for a large number of prominent American 
businesses through the application of Industrial-Educational 
films to their problems.
This same effective medium is available to you through the 
Harrv Levev Service Corporation, to aid in merchandising 
your products, instructing executives and workmen in standards 
of practice, bettering sales direction, effecting congenial plant 
relationships and making graphic efficiency systems.

tinned after the October number. In 
making the announcement this week tl : 
American Red Cross at Washington 
said: “Further publication would in- 
\ oh e either considerable increase in the 
subscription price or a subsidy from 
the general funds of the society, which 
deems either course inexpedient.”

1 isk Sales Show 32 Per Cent Gain
For the first six months of this year, 

sales of the Fisk Rubber Co., Chicopee 
Falls. Mass., were in excess of $27,000,
000 or 32 per cent ahead of the total 
of $--0,437,000 for the corresponding 
period in 1919.

Get Washing Machine Account
The Wade Advertising Co., Chicago, 

has secured the account of th; Quicker- 
Yet Washing Machine Co.

“Tycos ’ Account With Goodwin, Inc.
The advertising of the Taylor Instru

ment Companies. Rochester, N. Y., is 
now in the hands of H. C. Goodwin, 
Inc., of that city.

HARRY LEVEY
SERVICE CORPORATION

Producers and Distributors of 
industrial (5 educational films

NEW YORK CITY
Temporary Offices 1662 Broadway
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American Trade in the Near East
Confidence In Us There Is High and Conditions 
Warrant Cultivation of This Great Market

By CLAYTON SEDGWICK COOPER

THERE are good and sufficient 
reasons why traders and man- 

ufactuiers of the United States 
should consider the possibilities and 
present opportunities for com
merce in that extensile territory 
bordering upon the eastern Medi
terranean, Black, Aegean and Red 
>eas.

Out of this historic • section of 
the earth, Mmarning a population 
estimated at upwards of 25.000.cxxj, 
came the Phoenician and Tyrian 
shippers and traders, who at one 
time dominated the foreign com
merce of the world, while the 
Golden Horn has been a seat of 
trade for 2,600 years.

From this region also have 
sprung the religions that have 
spread over the European and 
western continents.

From the Near East, moreover, 
we have received some of the 
greatest streams of immigration— 
Greeks, Armenians, Syrians, and 
Tews—who have come to the 
United States to found homes and 
acquire citizenship and prosperity, 
helping to link our country with 
the vast territory which, excluding 
Arabia, includes upwards of 450.
000 square miles of territorial area.

Into this borderland of the great 
Near Eastern seas we have sent 
our missionaries for more than a 
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century and for all these years the 
name, America, has been known 
to the populations of the Near 
East as synonymous with modern 
education, with activities of chari
table benevolence in times of dis
tress, and with a disinterestedness 
as far as territorial aggression is 
concerned, that has made .Ameri
cans less often suspected and. more 
trul\- trusted than members of any 
other nationality.

OUR MILLIONS GIVEN THERE

(dur hospitals are to be found in 
every city in Turkey and our 
preachers and medical doctors in 
almost every village. Other nations 
have invested in these Near East
ern lands for gain, while we have 
poured into this region $2o,o(x>,ooo 
in founding schools and colleges, 
$40,000,000 in feeding the hungry, 
and $50,000,000 in affording mis
sionary' teaching, free medicine, and 
extending the borders of western 
civilized science and instruction.

All of this activity and giving 
have helped lay the foundations 
for a stable, modern commercial 
life, now about to give ample evi
dence of the value of these fore
runners of national prosperity. Any 
European nation would eagerly 
grasp at such advantages of favor 
to establish commercial ties. But 

while our trade in the Near East 
may be said to have the possibility 
of foundation upon a broad basis 
of philanthropy and confidence, 
we have thus far almost neglected 
this commercial open door. It is 
high time that we consider the 
Near East as a trading center of 
vast importance Iving along one 
of the greatest commercial trade 
routes of the world.

It is largely because of such in
terest as the United States has 
shown in the Levant that the popu
lations there, especially the Turk
ish section, hailed with eagerness 
the idea of a mandate making pos
sible American supervision. While 
this matter is one of indecision or 
doubtful policy in the minds of 
many Americans, it has given 
ample reason for belief in the 
moral and political favor with 
which the Near East looks upon 
the United States. This is a factor 
not to be overlooked as an element 
of great value in any move we 
may make in the near future 
toward trade and shipping rela
tionships.

While we have with justice given 
our attention and trade to Latin 
America, since these populations 
are near and belong to our own 
hemisphere, to China and the Far 
East where our Philippine interests 
have lured our commerce, it must 
be kept in mind that there exists 
no portion of the earth of equal 
extent to which American export
ers thus far have given so slight 
attention as to the Levant.

WHY TRADE WITH THE LEVANT?

That there is ample reason lying 
in the rich, almost untouched re
sources of this section for our 
trade interest, can be easily demon
strated. For proof of this, refer
ence may be made simply to the 
coal fields along the Black Sea; the 
oil fields of the Persian Gulf; the 
extensive grain fields, where the 
yield as it is conservatively esti
mated could be raised in a decade 
to 200,000,000 bushels; the great 
copper areas upon which France is 
centering her attention; the cot
ton possibilities in Mesopotamia; 
the wool of Asia Minor; the 
natural silk areas; and the region 
furnishing the world’s supply of 
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opium, licorice and the fine to
baccos.

To quote from a report by Lewis 
Heck, of the American consular 
service, regarding our import and 
export trade with the Near East:

‘‘Before the war the United States 
bought from the Near East some fifty 
million dollars worth of goods, princi
pally raw materials such as cotton front 
Egypt; tobacco, wool, mohair, skins, 
opium, rose oil, licorice root, dried 
fruits and nuts, etc., from Turkey; 
skins and coffee from Aden; dried fruits, 
cheese, olive oil and tobacco from 
Greece; copper and plum jam from 
Serbia; rose oil and tobacco from Bul
garia; reclaimed rubber and wool from 
Odessa; licorice root, wool manganese, 
and hardwoods from Batottm. The 
manufactured goods consisted of car
pets and rugs, laces, and curios, etc., 
and represented only a small propor
tion of the total. In general, the re
gion is agricultural and pastoral rather 
than industrial, and there is but rela
tively slight industrial development in 
any of these countries, so that for 
many years to come they will have 
to import manufactured and finished 
merchandise and will not have much in 
these lines to offer for sale in other 
countries. Their climates and soils 
enable them to produce better than else
where certain staple articles for which 
there will always be a demand in 
western Europe and the United States, 
and they will have their natural prod
ucts to offer in exchange for thei- 
importations of finished commodities, 
until such future time as their own 
domestic industries shall come to a 
greater degree of production and 
variety.

For this reason the countries of the 
Near East offer a permanent field for 
the sale of the products of industry and 
manufacture, the value of which has 
always been fully recognized by onr 
main competitors in Europe, although 
we have often overlooked it because 
of its distance and of relatively larger 
markets elsewhere. Nevertheless, a 
portion of the world which annually 
imported some $550,000,000 worth of 
foreign goods before the war is worthy 
of closer study now that our exporters 
have waked up and are both ready 
and eager to really go after a fair 
share of this trade, instead of waiting 
till some small share of it comes to 
them of its own accord.

On the export side, we sold to all 
the Near East, including Southern Rus
sia, goods to a value of between ten 
and twelve millon dollars per annum 
before the war. A large proportion of 
this total consisted of mineral, animal 
and vegetable oils; textiles played a 
smaler and decreasing part, as we had 
had to give way to more active British 
and Italian competitors. We had some 
small business in leather and hides, 
shoes, rubber overshoes, typewriters and 
supplies, agricultural machinery, the bet
ter grades of tools and certain Amer
ican specialties, but in the principal 
staples which form the bulk of any real 
volume of trade we had almost no 
share, in spite of the fact that for the 
exports of Turkey we were the second 
best customer, next after Great Britain, 
and also bought the second largest 
share of Egypt's principal crop. The 
heavy trade balance against us was paid
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for by remittances from immigrants 
to their home folks; by sums expended 
for American schools, missions, and 
colleges, etc. ; by tourists’ expenditures, 
for many thousands of them annually 
visited Egypt, Palestine and Constanti
nople; and by financial adjustments 
through European countries. These re
mittances and expenses of course in
creased our debt to the Near East, but 
hereafter we should be able to exchange 
an increasingly larger volume of our 
own products for the goods we buy.’’

TRADING BY FOREIGN SHIPS

It must be remembered that 
whatever trade we have had with 
this section has been done prac
tically with no American shipping 
to this region, depending upon 
foreign nations not only for ships 
but banks and other facilities. It 
was the writer’s privilege to pass 
through the Suez Canal at the 
time that our American fleet 
in its voyage around the world 
was returning and lay in the 
Suez Canal. An Egyptian busi
ness man said then that the people 
of the present generation in the 
Near East had never seen before 
the American flag floating from any 
vessel save possibly from an oc
casional American pleasure yacht 
or from a small steamer too in-

Tilling Fields by Primitive Methods in Haran

significant to make any particular 
impression upon anyone. In fact, 
outside our diplomatic and consular 
service, there was no organization 
for trade in this section until in 
1911 the American Chamber of 
Commerce for the Levant was 
formed. This body now has a 
membership of boo firms and indi
viduals located for the most part 
in the commercial centers of the 
Levant.

While trade ' relations of the 
United States with Turkey and 
considerable of the Balkan Penin
sular during the period of the war 
were of small importance, there 
was quite a large volume of dol
lar exchange carried on which 
helped to accustom local merchants 
and local bankers in the Near East 
to the habit of dealing with the 
United States, also to establish 
credits in this country which have 
been used to purchase American 
goods.

The American Embassy at Con
stantinople was connected with a 
sale of dollar exchange to the 
amount of more than $10,000,000 
to provide funds for relief in 
charitable payments of various 
sorts. The Entente Governments 
furnished several million dollars 
of this fund since the American 
diplomatic and consular represent
atives looked after the interests of 
these Governments during the fight
ing period. There were several 
million dollars deposited with the 
State Department to individual 
beneficiaries and treasuries and a 
considerable amount was left in 
funds in relief organizations such 
as the Armenian and Syrian Re
lief Committee, the Joint Distribu
tion Committee of the Jewish 
Charitable organizations, etc.

Trade relations with the United 
States were kept up by Egypt and 
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Greece during the war and Loth of 
these countries have prospered 
along different lines since 1914. so 
much so that Greek currency has 
I een kept almost at par. The 
Egypt situation although affected 
somewhat bv political agitations 
last winter, and labor troubles, is 
on the whole, promising.

The following table gives a gen
eral idea of Egyptian trade, to
gether with imports from and ex
ports to the United States:

Total Exports
1914..............$120,218,062
1915............. 134.963.892
1917............. 204,892,454

Total Imports 
$108,405,784 

04.451.676 
158.876,608

The Good 
Common Sense

of covering the bov-held is being exer
cised by more and more advertisers, 
with results—immediate and future— 
far exceeding expectations

Informative articles of genuine interest are con
tinuously appearing in all our advertising jour
nals emphasizing the importance and value of 
the boy to the national advertisers, whose 
present and future markets must be strength
ened and maintained.

1111 BOYS’WORLD, the one National 
Weekly in its field—provides practically half 
the available circulation in the boy-field.

The limit of space available in several of our 
fall issues has already been reached.

In the October 2. 1920, issue the $2.00 
per line rate is effective, though present 
rate will still apply to definite, bona fide 
orders received on or before final closing 
date—September 11th.
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1918......... ... 226,396,400 255,264,976
Goods invoiced for shipment to U.

S. from Egypt:
In 1017 ...................................... $-’1,539,338
In 1018 ......................................... 25,405,850

Imports from C. S.:
1014.................................................$2,421,507
1915 ............................................... 6.231,807

Exports to U. S.:
1914 ..............................................$14,557,902
1915   24,750.640

AN ALMOST RECORD GROWTH

.According to consular reports, 
exports from the United States to 
Greece increased from $1,123,511 
in 1913-14 to $23,449,975 in 1914
15, and to slightly over $31,000,000 

in I9i5-i<>. There are few coun
tries which show a like increase 
during the war. In the fiscal year 
ending June 30, 1914, we shipped 
to Egypt goods to an amount of 
$1,930,10(1. In 1916-1917 our 
total exports to Egypt were $ 11 ,
933. YA). These two countries 
bought from us in 1916-17 more 
than three times as much as the 
entire Near Eastern field in 1913
1914.

It may be pointed out that we 
haxe special ties with Greece since 
there are more Greeks in the 
I nited States than in anv coun
try in the world, excepting 
Turke! Americans are also popu
lar in Egypt and are large pur
chasers of Egyptian cotton, the 
most important product of that 
country. It must be remembered 
however that Egypt is a British 
dependency and Britain's policy 
will probably be less liberal in the 
future than it was during the war.

TURKEY AS A MARKET

Turkey furnishes interesting pos
sibilities for trade with the United 
States since many of the old com
mercial ties with Europe have been 
broken and because of the need 
of utilizing the great potential 
wealth and resources of this coun
try.

According to report of Louis 
Heck of the American Consular 
Service, for the few years before 
the war we bought from Turkey 
about $22,000,000 worth of goods 
each year, of which tobacco repre
sented about half of the total. We 
sold, on the other hand, not more 
than an average of $3,500,000 per 
annum. The principal American 
establishments in Turkey were edu
cational and missionary. Next to 
the French, whose religious orders 
have been engaged in missionary 
and educational activities in Tur
key since the days of Louis NIV 
and longer, there were more Amer
ican schools, missions and colleges 
than those of any other nationality, 
ours outnumbering all the 3)thers 
put together except the French.

We also haxe the most promi
nent and conspicuous colleges, such 
as the University at Beirut, Robert 
College and the Girls’ College at 
Constantinople, the International 
College at Smyrna, and several 
large and admirably conducted in
stitutions in Egypt. In almost 
everx- city of importance in Asia 
Minor and Syria the traveler was 
likely to see a large and well con
structed group of buildings, stand
ing out notably among the other 
structures of the city, and up in 
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inquiry he would be told that these 
buildings belonged to the Ameri
cans.

Hospital and medical activities 
were among the main features of 
missionary work and were badly 
needed in a country where extreme 
ignorance prevailed and doctors 
were few and unskilled.

In more recent vears other 
practical lines have been taken up, 
so that today Robert College has 
the first real school of engineering 
in Turkey, and plans are ready for 
agricultural courses for both 
Robert College and the University 
at Beirut as soon as conditions 
permit their execution.

Besides the schools and colleges, 
we had the buying agencies of the 
various American tobacco compan
ies and the MacAndrews & Forbes 
Co.; the selling and production 
agencies of the Standard Oil Co. 
of Xew York and the Vacuum Oil 
( o.; and the omnipresent and wide
ly extended organization of the 
Singer Sewing Machine Co. Be
yond these principal concerns there 
were very few that were distinctly 
American in character. 1 here 
would be occasional visits from 
American business men who hap
pened to go to Turkey; or, on one 
special occasion in recent years, 
there was the attempt to obtain a 
concession for a 1,200 mile rail
way known as the Chester project, 
which was designed to open up 
valuable mineral regions, and for 
which a total investment of $100,
000,000 was planned. This scheme 
was defeated in 1911 after a hard 
fight, principally by German op
position, but the need for such a 
road still exists, and had it been 
constructed before the war, the 
strategic position of Turkey against 
the Russian armies in the Cau
casus would have been vastly 
stronger.

The handicap which the United 
States suffered in furnishing large 
food supplies for Turkey subse
quent to the signing of the Armis
tice, especially flour, was found in 
not having an American bank 
through which to work. It was 
necessary to use a British firm and 
a British bank in supplying Amer
ican food products to render this 
assistance to a hungry and nearly 
war-starved city.

The arrival of 350 workers be
longing to the American Committee 
for relief in the Near East, to
gether with an international man
date commssion headed bv Charles 
R. Crane and Dr. Henry King of 
Oberlin College increased in Tur
key a high opinion of America’s 

desire to play fair and to assist in 
the settlement of Near Eastern 
problems.

NEW SHIPPING FACILITIES

Trade with this section has been 
greatly helped by lines of regular 
and tlirect steamers such as we 
have never had in the past to the 
Near East. According to ship
ping lists there will be found three 
or four vessels leaving each month 
from American ports for Con
stantinople and other points in the 
Levant.

A large number of American 
firms have been sending their own

BOYS’ LIFE-
What it is
What it stands for

BOYS’ LIFE is the official 
magazine of the Boy Scouts of 
America, but it is in no sense 
a house organ or trade publi
cation; and its general all 
around excellence has drawn 
to it thousands of readers who 
are not Scout'.

BOYS’ LIFE is an out-of
doors, adventure magazine for 
boys; edited by Scout men who 
have made their life work the 
study of boys and who know 
what a hoy likes, how a boy 
thinks and what a boj wants 
to do. It is conducted on the 
principle that has made possi
ble the Boy Scout Movement's 
splendid effect on the charac
ter of boys.

An Editorial Board of emi
nent men, having a sincere in
terest in work for boys, exam
ine' the magazine, passing not 
onlj on the editorial matter, 
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representatives to the Levant, but 
in this we have been outstripped 
by the British, French, Italian and 
Japanese, who have followed the 
policy of sending large delegations 
to promote trade with their vari
ous countries. At Constantinople 
there was not very long ago a 
Japanese delegation of 30 members 
and soon afterwards there was a 
large importation of Japanese cot
ton goods. Our competitors in this 
section are capable and formidable. 
Such corporations and its subsid- 
airies as the Levant Co. Limited, 
which has acquired a controlling 
interest in the largest British trad-

hut all the advertisements. No 
fraudulent or deceptive adver
tisements are accepted.

Every issue of BOYS’ LIFE 
is packed full of the finest 
stories for boys—stories that 
have plenty of excitement in 
them, plenty of fun of the 
right sort, plenty of uplift. 
Articles and stories on camp
ing, woodcraft, handicraft, 
scouting, natural history and 
nature study; hiking, photog
raphy, basehull, football, and 
field athletics; in fact, every 
sport, recreation or activity in 
a boys' life presented for the 
entertainment of all boys.

Finally, BOYS’ LIFE is 
published by the National 
Council of the Boy Scouts of 
America not as a commercial 
enterprise, but as an influence 
for good among all hoys. 
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ing house in Turkev, in the only 
British bank, and is closely affiliat
ed with the largest and leading 
firms, is one of Great Britain’s 
plans for the resurrection of trade 
on a large scale.

‘ The British control of the oil 
fields of Mesopotamia as well as 
those of Arabia and Persia which 
are among the richest in the world 
has brought under Great Britain's 
control a field of production of 
almost inestimable value.

The French, moreover, 
have not only had long es
tablished connections and 
considerable investments in 
Turkey but they have been 
giving attention since the 
war to the extension of 
their trade in the Turkish 
Empire A large French 
C ommission, which includ
ed the head of one of the 
National Export Associa
tions of France has visited 
recently the important 
trade centers of the Near 
I. 1st The French have a 
certain advantage in the 
ready currency with which 
the French language is util
ized throughout the Levant 
as a commercial medium of 
expression. There are cer
tain other advantages held 
in this section by the 
Italians because of their 
close proximity and by rea
son of the fact that they 
have fallen heir to many of 
the Austrian connections 
with the Levant, particu
larly in matters of banking 
and shipping. The Austrian 
Lloyd Steamship Company, 
which was the largest and most im
portant fleet of vessels in Near 
L istern waters, now flies the Ital
ian flag and the ships are now 
running on approximately their old 
schedules.

The activities of the Greeks in 
this section have been confined 
largely to trading and dealing in 
goods imported from other coun
tries since there are few industrial 
products in Greece to export.

An American banking house in 
this section is greatly needed, not 
only for commercial transactions, 
but to provide a basis for investi
gation, investment and the develop
ment of resources in the Near East, 
as there are rich mines in Asia 
Minor of copper, coal, iron, silver, 
lead, zinc, etc., which are only 
waiting to be scientifically explored 
and developed.

In this agricultural and pastoral 
section where irrigation and farm

ing projects on a large scale are 
certain to come, all kinds of agri
cultural machinery, tractors and 
motors will be required previous to 
the building of more railways. 
There is a great need of hydro
electric development. It is said 
that at present not more than 20 
per cent of Turkish agricultural 
products are touched by any but 
the most primitive tools and 
methods such as are native to the 
countrv. The American opportun

Decline Noted in Trade
Balance With Europe

A decline in the trade balance vvith Europe of 
$500,000.000 and an unfavorable balance of nearly 
$400,000.000 vvith South America is shown in a re
port from the Department of Commerce covering- the 
fiscal year just ended.

Exports to Europe amounted to $4,864,155,166 com
pared vvith $4.465.453,898 in 1919, and imports totaled 
$1,179.460,699 against $372.951,31,) for the previous 
year.

Imports from South America aggregated $869,944,
300 compared vvith $568,374,004 in 1019, while ex
ports totaled $490,944,179 compared vvith $400.896,901 
in 1019.

Imports from Asia during 1920 amounted to $1, 
368,660,105 and exports to $708,136,458.

Exports to Great Britain for the fiscal year totaled 
$2,151,336,423 and imports $524,020,403; exports to 
Erance $716.811.629 and imports $172,022,935 ; exports 
to Italy $398,065,795 and imports $92,420,177; exports 
to Belgium $317,012,688 and imports $29,748,468; ex- 
poits to Germany $202,176,878 and imports $45,085.
075. and exports to Tapan $453,147,063 and imports 
$527,228,867.

Exports to Argentina for the year amounted to 
$167,146.548. exceeding those to any other South 
American country. while imports from that republic 
totaled $257,783,114. Exports to Brazil were $115,
020,317 and imports $281.217,794.

ity for the development of public 
works and transportation generally 
is patent.

Turkey, with a population of 
20,000.000 in the year 1914 and an 
area of 095,000 Square miles (more 
than 15 times the area of Pennsyl
vania). had less than 5,000 miles 
of railway and onlv three cities 
had electric light plants or elec
tric street railways. It seems 
strange to realize that Constanti
nople itself did not possess tele
phones, electric street cars or lights 
until the year 1913.

The American automobile mar
ket which has already been opened 
in so many foreign lands would 
find in this region almost virgin 
soil. In 1914 it is stated that there 
was less than one automobile to 
each 200,000 inhabitants in Turkey.

In spite of the political vicissi
tudes of Turkey and her debt of 
$2,000,000,000, Turkish money has 

been worth more in exchange than 
any other paper currency of the 
former Central Powers and is 
slightly better than that of such 
countries as Poland, Czecho-Slo- 
vakia, Jugoslavia and Roumania.

As to Bulgaria, Serbia, Rou
mania and Trans-Caucasus there 
will be found opportunities for 
American trade as soon as our 
manufacturers and traders are 
readv to seriously enter these 
fields.

The large number of 
Bulgarian students at Rob
ert College, the considerable 
immigration from Bul
garia to the United States 
numbering upwards of 75.
000, and the highly agricul
tural and pastoral nature of 
the country requiring im
ported manufactured goods 
all offer inducements to 
American commerce.

Serbia, or the Kingdom 
of the Serbs, Croats, and 
Slovenes, otherwise known 
as Jugoslavia, is in need of 
manufactured and finished 
articles, while the popula
tion is sympathetic with the 
United States because of 
our aid in the w;E There 
is an estimated surplus of 
cereal production in Jugi- 
slavia for the past year 
which should provide up- 
war. 1 of 1,000,000 tons of 
grain for export.

There will be need of the 
extension of credit in ord r 
to do business at present in 
this countrv and probably 
longer credits in most of 
the other ’Near Eastern 

countries than we have been accus
tomed to give.

Roumania with her agricultural 
prosperity and oil fields, having 
about the same area as Italy and 
a population of 15,000,000, also 
large areas of coal, iron and cop
per resources, is the one country 
in this section to which the United 
States sold more than it bought 
previous to the war, the balance 
in our favor being about 4 to 1.

While Southern Russia presents 
a complex and uncertain condition 
for trade, Trans-Caucasus with the 
three small republics of Georgia, 
Armenia and Azerbaïdjan has also 
great natural resources, especially 
minerals. In 1913 the Caucasus
produced over 1,000,000 tons of 
manganese of which 121,887 tons
were sent to the United States.
Other mineral products include 
copper, cement, salt, coal and car
bonate of potash. Tobacco and 
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licorice root and hard-woods such 
as Circassian walnut have also 
been coming to the United States 
from this region. Trade has been 
resumed to a certain extent with 
the Caucasus and there has been 
talk of an Anglo-Armenian bank 
and a British project in this re
gion to develop hydro-electric 
plants.

OUR PERSIAN CONNECTIONS

As to our trade with Persia in 
the past it has been hardly worth 
mentioning, amounting to only a 
few thousand dollars a year. There 
have been some indications in late 
years of closer relations and the 
Shah of Persia purchased several 
hundred thousand dollars worth of 
Liberty Bonds. Previous to the 
war the import trade of Persia 
amounted to about $40,000,000.

Although certain sections of this 
Near Eastern field are at present 
more or less demoralized because 
of the results of the war, European 
traders are sparing no means to 
establish firmly their positions 
there. It will take effort for 
American traders to secure firm 
and abiding markets, but that this 
great section of the earth should 
not be neglected by us goes with
out saying.

It has been truly stated that the 
discovery of the American conti
nent formed one of the chief 
causes contributing to the decline 
of the trade routes from Europe 
to the East by way of Turkey as 
well as to the eclipse of Constan
tinople, of the Italian maritime re
publics, and the trade of the east
ern Mediterranean.

It would seem appropriate that 
America and its American com
mercial leaders with American 
capital, brains and stable business 
methods, should take their part in 
rebuiding the economic structure 
of this historical region, thereby 
utilizing particularly our American 
manufacturers and machinery in 
a territory where perhaps they are 
more needed at present than in any 
other section of the earth.

Miss Johnston With Beers Agency
Miss Frances Johnston, formerly in 

charge of advertising for La France 
magazine, has become a member of the 
New York staff of the Beers Advertis
ing Agency.

Business now being placed by the 
Beers agency includes advertising for 
the St. Louis Chamber of Commerce, 
Perkiomen School and Shore Acres 
Country School. St. Louis advertising 
is going out to all the principal coun
tries of South America, Mexico and 
C uba.

Worcester “Telegram’ Appoints 
Woodbury

B. L. Woodbury, local advertising 
manager of the Manchester, N. H., 
Union Leader, on Monday of this 
week became advertising manager of 
the Worcester, Mass., Telegram.

Mr. Woodbury, who is thirty-three 
years old, began his newspaper work 
on the Nashua, N. H., Daily Telegraph, 
rising from printer's devil to advertis
ing manager. In 1911 he went to the 
Meriden, Conn., Morning Record as 
local advertising manager, and in 1916 
to the Manchester Union-Leader as ad
i ertising solicitor. Two years ago he 
served for a short time as advertising 
manager of the Manchester Daily Mir
ror. going back to the Union-Leader as 
local advertising manager last January.

SYSTEMS BOND
* The Rag-conientloft-dried/Piper at ihe Reasonable Price

COMBINE QUALITY IN 
YOUR QUANTITY CAMPAIGN

Before launching your direct-by-mail cam
paign for fall business, be absolutely cei- 
tain of the quality of the stationery you 
choose before it is too late.

Systems Bond will make your letters look 
better and the improvement in appearance 
will add to the attention-getting power of 
your letter.
Standardize on SYSTEMS BOND—the un
varying paper—for your letterheads. It is 
available everywhere. All printers know it. 

. Your printer can get it for you or a request 
on your letterhead will bring samples.

Eastern Manufacturing Company
General Sales Offices:

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

American Goods in Malta
As an indication of the kinds of 

goods imported into Malta from the 
United States, Consul Loop supplies 
the following list of articles recently 
received from New \ ork on an Ameri
can vessel:

Alcohol, $3,893; caramels. $535; c;is|i 
registers, $195; cheese, $1,460; chocolate. 
$876; clear jellies, $1,995; condensed 
milk, $24,333; cottonseed oil, $10,950; 
ham’and bacon, $1,557; hardware. $243; 
hosiery, $730; ironware, $487; jam. $117; 
lard, $26,982; leaf tobacco, $1,579; motor 
cars, $12,410; motorcycles, $73°; paper 
goods, $487; preserved goods, $1,217; 
shoes, $1,460; soya-bean oil, $35.9&3; 
stockings, $389; toilet paper, $105; wbnc 
lead in oil, $4,137; total, $I33.85O.
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THE FARM LIGHT FIELD NOW HAS
ITS OWN MAGAZINE

The first number of a new business paper, entirely devoted to the Farm-Light- 
and-Power trade and industry, will be issued on September 1st. It will be known as

Manufacturers, Distributers andDeaL.s

FARM-LIGHT and POWER is based on the belief that the Light and Power industry is a perm
anent factor in the business of equipping the farms of the country, and that the ten thousand or 
more men who are today selling Farm-Light plants and accessories to farmers are entitled to a 
business paper of their own. It will give them the sort of merchandising and service advict 
which heretofore they have been unable to obtain.

FRED M. LOOMIS
Directing Editor of the Curtis Business Papers, Inc., will have supervision of the edi
torial policy of FARM-LIGHT AND POWER. Mr. Loomis, as a member of The Class 
Journal Editorial Staff, contributed practically all of the Farm-Light and Power articles 
appearing in MOTOR AGE, MOTOR WORLD and AUTOMOTIVE INDUSTRIES. He 
is exceedingly well posted on the merchandising problems of dealers who are selling to 
farmers, having devoted the past ten. or fifteen years to an intimate study of such 
problems all over the country.

GEORGE W. WARD
until recently a member of the Power and Light Sales Organization of the Western 
Electric Company of New York, and previously on the staffs of IRON AGE, HARD
WARE AGE and RAILAA'AA’ AGE, will act as Business Manager of FARM-LIGHY 
AND POWER.

ALLEN SINSHEIMER
for five years one of the Editors on the staff of the Class Journal Company-, publishers 
of MOTOR AGE, AUTOMOTIVE INDUSTRIES, MOTOR WORLD and COMMERCIAL 
A EHICLE, and now Editor of PAPER, will act as Consulting Editor of FARM-LIGHT 
AND POWER

ARTHUR J. McELHONE
for the past four years Special Service Representative and later Publicity Manager 
of the Class Journal Company, publishing AUTOMOTIVE INDUSTRIES, MOTOR 
WORLD, MOTOR AGE, and five other magazines, and now General Manager of the 
Curtis Business Papers, Inc., will supervise the policies of this new paper.

FARM-LIGHT AND POWER
will be published by the

CURTIS BUSINESS PAPERS, Inc.
PUBLISHERS

FARM-POWER TRACTOR AND IMPLEMENT FARM-LIGHT
MERCHANDISER EXPORTER AND POWER

471 Fourth Avenue, New York

CHICAGO OFFICE: 1105 MALLERS BUILDING
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Automobiles Abroad
(Continued from Page 12) 

unfit for travel, and the foreign 
demand is biggest during those 
months.

The American automobile is the 
cheapest car in the world. Its 
mechanical excellence has been in
disputably established. Progres
sive production methods have been 
employed in achieving both me
chanical excellence and lowest cost. 
In the earlier days of the industry 
the European cars were considered 
of better mechanical design and 
superior in style and finish. The 
American product has overtaken 
and now leads its European com
petitors mechanically, in standard
ization, and in attractiveness of de
sign, completeness, comfort and 
convenience of equipment. Yankee 
ingenuity has developed into 
thoroughness and will always 
maintain its lead. This is not said 
to the disparagement of our Euro
pean friends, but merely as a state
ment of the natural and logical 
development of this industry under 
American conditions as to material 
sources, labor and productive 
methods.

America exported over 4 per 
cent of its automobiles in 1919— 
67,106 passenger cars valued at 
$74,000,000 and 15,467 trucks at a 
valuation of $35,000,000. In addi
tion to this, the export of parts 
amounted to $43,000,000; a total 
export valuation of motor trucks, 
passenger cars and parts of $152,
000,000. These were sent to nine
ty different countries; many of 
them went to destinations where 
few other American products are 
used. In the sparsely settled por
tions of Australia, Africa and 
other countries where the settle
ments are far apart, the motor 
vehicle has been of inestimable 
benefit. The small farmers alike 
with the wealthy have been able, 
by its use, to maintain a contact 
with their neighbors and the out
side world, to reach their markets 
and transport their supplies; and it 
often becomes the deciding factor 
in matters of life and death. They 
seized upon it in its first develop
ment and are today in proportion 
to their numbers, the largest buy
ers of cars. To these people the 
automobile was a veritable Godsend. 
It has brought into development 
land at great distances that would 
not otherwise be occupied. This 
is, of course, also true in the do
mestic market. To the everlasting 
credit of the American manufac
turers. it can truly be said that 

they lealized the importance of 
and endeavored to supply these 
buyers with dependable vehicles, 
simple of design, easy to repair 
and capable of withstanding the 
hardest usage imposed by rough 
roads and lack of mechanical 
knowledge on the part of the 
owner. The operation of cars 
under these conditions has been to 
a large extent responsible for much 
of the simplification of design, per
fection of mechanical device and 
development of strength and dura
bility. coupled with lightness in 
materials, that has occurred in 
automobile engineering practice.

Some American manufacturers, it 
is true, failed to comprehend what 
would be expected of their product 
and found their efforts to keep in 
such markets expensive and futile, 
but their bitter experiences have 
been a warning and example to 
guide those who seek the foreign 
markets in a wise and far-sighted 
wav.

MUST HAVE CAPABLE MEX

Delivery of an automobile may 
be made on its own wheels to a 
place far distant from the freight 
station and for this reason it has 
often been the real forerunner of 
American trade. As in other me
chanical appliances, service is of 
vital importance to the user, and 
here again, the user has to have 
facility of access for repairs and 
1 eplacements. This is evidenced 
by the large volume of export of 
parts. American manufacturers 
have already established service 
facilities through their dealers and 
branches, based on a wide experi
ence in the domestic field, and are 
rapidly coming to realize that the 
fundamental necessity of giving 
prompt and efficient service is the 
price of future goodwill and busi
ness. A dealer whose ultimate ob
ject is to dispose of his goods is 
not likely to appreciate the value 
of having them stay sold. So our 
manufacturers, having in mind 
their experience in building up 
stable dealers’ organization at 
home, are looking more critically 
into the capacity, integritx and 
business methods of the dealers 
who are to be the custodians of 
their reputations abroad. Until 
the early stages of large automo
bile production, the American 
dealer was frequently a graduate 
racing driver. While many of 
these men rose to the opportunity 
and became capable and prosperous 
business men, most of them were 
soon replaced by others who were 
schooled in or able to develop 

along the lines of good merchan
dising. In foreign countries the 
same evolution is rapidly taking 
place: in some, already accom
plished. It is essential in building 
a sales organization in markets 
whose only frequent contact, except 
by cable, is by letter whose reply 
may take weeks or months to re
turn, that the salesman be not 
merely experienced in selling, but 
that lie should have a fair know
ledge of good business methods 
and practice. He should under
stand the essentials of banking and 
haxe fixed and reliable financial 
habits. He must be broad-minded 
enough to study and know the 
factory viewpoint, at the same time 
acknowledging that he is the medium 
through which the buyer is to be
come and remain a permanent cus
tomer of the companx, and en
deavor to perpetuate a friendly 
feeling between the two.

In this connection it is not to be 
forgotten, furthermore, that he who 
sells American goods abroad is 
charged with a heavy responsibil- 
ilv for the maintenance of Ameri
can good, will in its national form. 
America is judged by her product 
as well as by her men. Tricks 
in the trade should be dropped at 
the source and nothing but the 
finest spirit and ethical integrity 
practiced in dealing xvith foreign
ers. To deal falsely with your 
brother in .-America is bad enough, 
but he who cheats a foreigner is 
little short of a traitor. No other 
product benefits more in foreign 
trade through a reputation of in
trinsic merit than the automobile. 
Unfair dealings, a poor product, 
or faulty service brings quick retri
bution in the loss of the market. 
Eternal vigilance is the price of 
foreign business. This the Ameri
can manufacturer of automobiles 
or other products must realize, and 
appk his proverbial aggressiveness 
to the development and extension 
of foreign markets, and the re
sults will be sure. Yankee tricks 
are a thing of the past.

Chief as a determining factor 
in the increase of foreign demand 
for automobiles is the building of 
roads. It is not over-estimating to 
state that if there were serxiceable 
roads for their use, the foreign 
countries xvould take xvithin a 
period of a few years a number 
of cars to equal those in use in 
this country. China with its in
dividual accumulated wealth of 
centuries, would and will buy auto
mobiles in tens or hundreds of 
thousands as fast as roads are con
structed. Russia will some day— 
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let us hope soon—come out of 
chaos, and her numberless millions 
will furnish an enormous market. 
In these potential markets the 
automobile must follow the road 
builders.

GOOD ROADS ABROAD

As an organized industry, the 
automobile manufacturers are be
hind an educational movement in 
the value of good roads. Through 
the National Automobile Chamber 
of Commerce, it is endeavoring to 
place in the hands of authorities, 
organizations and persons in our 
foreign trade fields detailed in
formation to this end. Data as to 
road building machinery, materials, 
specifications, cost, engineering 
problems and everything relating 
to American road-building experi
ence is given, and the endeavor is 
to enlist those most interested in 
promoting good road building, 
paralleling the movement along 
these lines that has1 succeeded so 
phenomenally in this country.

Through this association our 
manufacturers are organized for 
cooperative effort in entering and 
holding the foreign markets. That 
organization has already proved it
self one of the strongest in the 
American industrial world by its 
accomplishments in bringing to
gether apparently diverse interests 
so that they pull together for the 
whole industry. It has established 
a foreign trade department which 
is now an active adjunct in daily 
use by a large number of member 
companies. Complete information 
from all sources and every kind is 
continually being gathered and fur
nished in frequent bulletins. Re
quests for special information or 
assistance are complied with by 
letter, telephone, or telegraph. 
Trade opportunities, note of tariff 
changes, method of handling ship
ments and financing, men avail
able and an infinite variety of other 
pieces of information required by 
the foreign sales manager, are 
quickly noted and furnished to 
members. A trade manual in six 
languages with both technical and 
commercial terms is being compiled 
by experts. This will show in con
densed form, everything that is of 
any possible use in giving a quick 
and accurate guide to the con
stantly changing rules and require
ments in foreign countries. The 
department has already been of 
great value to the members in com
bining them for organized and 
prompt resistance to the frequently 
recurring attempts at trade mark 
piracy.

The stealing and registering of 
trade marks has long been a source 
of great annoyance and loss to 
our exporters. During the past 
ten vears, hundreds of cases have 
occurred of the outright theft of 
automobile names and a system of 
blackmail has been levied upon the 
industry which finally brought the 
manufacturers to a sudden de
termination that they would do 
their utmost to stamp out this 
whole nefarious practice.

In general, the work of the 
Automobile Chamber is being car
ried to great effectiveness through 
complete and thorough cooperation 
of its members. They are rapidly 
learning that in the foreign trade 
the best results for each will be 
promoted by the success of the 
industry as a whole. This obvious
ly applies to all American indus
tries. The extension and main
tenance of our foreign trade in an 
adequate way are directly pro
portionate to the extent to which 
all American manufacturers co
operate in support of good articles, 
fair methods, and treatment, look
ing toward confidence and respect 
and in elimination of discreditable 
goods and practices.

Meadon Made Detroit Chairman
Joseph Meadon, general manager of 

the Franklin Press, Detroit, Mich., has 
been made general chairman of the 
Detroit Committee of the Direct Mail 
Advertising Convention to be held there 
October 27 to 29.

S. S. Kresge Sales
S. S. Kresge Co. reports sales for 

July as $4,011,952, a gain of $936,091. 
or over 30 per cent more than the same 
month in 1919. For the first seven 
months of this year Kresge sales were 
$26,173,104 as compared with $21,392,
121 last year, an increase of more than 
22 per cent. 
Stavrum & Shafer Get Bait Account

James Heddon’s Sons of Dowagiac, 
Mich., manufacturers of Dowagiac Bait, 
have placed their advertising account 
with Stax rum & Shafer Agency of Chi
cago. Outing magazines and trade pa
pers will be used.

New Rochelle Paper in A. N. P. A.
The Evening Standard of New 

Rochelle, N. Y., has been elected to 
active membership in the American 
Newspaper Publishers Association.

Decker Joins Curtis Business Papers
Lowell L. Decker, recently returned 

from England where he has been sell
ing American business paper advertis
ing possibilities to British manufac
turers, and who was formerly xvith the 
Cosmopolitan Magazine, has been ap
pointed eastern advertising manager of 
the Curtis Business Papers, Inc., pub
lishers of Farm-Power Merchandiser, 
Tractor and Implement Exporter and 
Farm-Light and Power.

Lewis Leaves Sternfield, Godley & 
Lewis

I. S. Lewis has resigned from the 
advertising agency of Sternfield, God
ley &: Lewis, Inc., New York. The 
agency name will remain the same as 
before. ----------
Bryan to Direct Jay-Thorpe Adver

tising
An ultra-exclusive retail establish

ment, devoted to Parisian wear for 
women, will be opened next October 
at 24 West Fifty-Seventh Street, New 
York, by Jay-Thorpe, Inc., who are 
erecting a nine-story building.

Alfred Stephen Bryan will direct the 
adxertising of this institution, which is 
to appear in daily newspapers, society 
weeklies and monthly fashion maga
zines. —
Advertising Auditors form Company

De Lisser Bros., who for the past 
ten years have been auditing advertising
space and making up reports on the 
same for over one hundred newspapers 
distributed throughout the country, have 
formed a corporation under the laws 
of the state of New York. The first 
meeting was held in their present offices 
at 32 Court Street, Brooklyn, XL Y., 
for the purpose of electing officers for 
ihe coming year. The following were 
decided upon: Rudolph A. De Lisser, 
president and treasurer; Percival P. De 
Lisser, vice president; George F. Cor
coran, secretary, and L. A. X’. De 
Lisser, chairman of the board of di
rectors. —
United Cigar Sales Increase 31 Per 

Cent
July sales of United Cigar Stores Co. 

of America were $6,906,623, an increase 
of $1,829,151, or 36 per cent over July, 
1919. Sales for the seven months were 
$43,254,338, an increase of $i||b87,674, 
or 31 per cent over corresponding period 
of last year.

Stamm Publishing Co. Reorganized
Stamm Brothers, of San Francisco, 

have merged their publishing interests. 
The Stamm Publishing Company, pub
lishers of Pacific Laundryman. which 
was recently moved from Seattle, has 
been reorganized under the laws of 
California. The new company takes 
oxer the Pacific Laundryman owned by 
A. G. Stamm and the HTstcrn Baker, 
published by G. W. Stamm. The new 
company plans shortly to launch several 
new trade journals covering the Pacific 
Coast and Rocky Mountain territory.

Freling Foster Joins The Digest
, Freling Foster, formerly industrial ad

vertising counselor of the McGraw-Hill 
Co. and previously of The Society for 
Electrical Development, X'ew York, has 
joined the advertising staff of the 
Literary Digest, X’ew York.

Heads Montgomery Ward
Silas H. Strawn of Chicago has been 

elected president of Montgomery Ward 
& Co., the Chicago mail order concern, 
succeeding Robert J. Thorne, who, it 
was announced, retired because of ill 
health.

The Ward and Thorne interests sold 
their controlling interest in the com
pany last year to George J. Whelan of 
New Y’ork and associates. Harry P. 
Kendall of Boston has. been elected 
a director.
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Making Exporters of American Businessmen
How the General Motors Export Company Is 
Giving Selected Employes Foreign Trade Training

By L. C. WILSEY
Supe) tnicmlunt General Motors Export Company Training School

WHETHER the Great War. 
to which nearly everything 

is attributed, was responsible, di
rectly or indirectly for providing 
America with the opportunity to 
secure foreign trade, it was the 
foresight of J. Amory Haskell, 
Vice President of the General Mn- 
tors Corporation and President of 
the General Motors Export Com
pany that developed the idea of a 
Training School for Domestic and 
Ft reign Service, anil sold it to the 
executives of the Export Company.

To quote the Vice President and 
General Manager, P. S. Steenstrup, 
the Training School is an insurance 
policy, which guarantees to the 
1 port Company a ready market 
from which to draw a trained per
sonnel—schooled not onlv in a 
thorough knowledge of the export
ing and foreign sale of automotive 
units, but purged of the traits 
which, though they may make a 
man successful in this country, 
handicap him abroad.

The fact that the Company con
templated opening branch offices 
throughout the world—exclusive 
of the United States and Canada— 
made it imperative to develop as 
quickly as possible a group of men 
who could be depended on to place 
and keep the General Motors'

A Typical Scene in the General Motors Export Company’s Training School

Training Exporters

rH 1: burcign Trade Schaal of the 
General Motors Export Company, 
described in the accompanying 

article, is making many markets where 
but one existed before, by teaching 
carefully chosen employes the duties 
that conlribule lo profitable exporting.

Mr. ll'ilsey herein describes the 
-workings of this Export School, and il 
should be clear to the heads of any 
great Aiucricaii industrial enterprise 
that here is an example which may, if 
faithfully followed, result in a largely 
broadened selling field.

The Export School removes Ihe great
est of all barriers lo successful c.r- 
7 'rting. by giving to that important 
phase of marketing men who are fully 
equipped to sell American goods abroad 
hv understanding methods. — THE 
I.DITOR.

products before the world. To that 
end a Training School Committee 
was appointed, and as an instance 
of the keen interest taken in the 
project by those in control of the 
destinies of the Company, this 
committee included in its member
ship the President and two Vice
Presidents. as well as the Sales 
Manager. A sub-committee was 
immediately instructed to investi
gate the situation, visit other cor
poration schools, and make report 
of its recommendations.

To list the plants visited and the 
personal managers interviewed 
would require too much space; but 
it is greatly to the credit of the 
foreign and the domestic trade in 
general that a ready and whole
hearted response was had to the 
request for information, and much 
valuable help received. As a re
sult of a survev of our own prob
lem it was decided to train men 
fur positions as salesmen, technical 
representatives, and accountants— 
the idea being that salesmen would 
start out as Juniors, and would 
have as their objective the Branch 
Managership; technical men would 
begin as traveling mechanical ad
visors with the object of becoming 
-mne day the Technical Supervisor 
of the Branch; while the account
ants would begin as office men and 
eventually become Business Man
ager fur the Branch Office to 
which thev might be assigned.

WHOLLH EARTED RESPONSE 
OBTAINED

Based on the information ob
tained and the advice received, a 
snmewhat lengthy application blank 
was drafted, designed to leave very 
little of value about the candidate 
unknown. These blanks were built 
upon the experience, successful 
and otherwise, of a large number 
ot organizations with a long record 
for success in choosing men from 
many walks of life and many sec
tions of this countrv.

In order that the men might be 
given as adequate training as pos
sible it was decided to make them 
student-employees of the Company 
at $100 per month during the 
period of school instruction, which 
would last approximately a year, 
and to assign them immediately to 
the different departments of the 
Company offices in New York City. 
Here thev would be taught the 
routine duties of each department 
from 0 a. m. until 3 :3c p. m. daily, 
except Saturday, and would then 
be given instruction in the follow
ing courses until 5:30 p. m. :

Accounting, Salesmanship, For
eign Languages, Gas Engines and 
Automobiles, Commercial English 
and Cables, Foreign Trade.

So that this instruction might be 
given in adequate manner and 
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under favorable conditions, a lec
ture and class room was taken 
over, and equipped with all facili
ties, including maps, projectoscope, 
an automobile chassis, and a li- 
brarv of text and reference books.

RESERVE LIST MAINTAINED

Since it was considered highly 
desirable to have a large number 
of men who might be called upon 
at any time to fill vacancies caused 
by failure of men already in the 
School to maintain the standards 
set, plans had to be formulated to 
supply these reserves with as much 
of the instruction material as pos
sible. With this in view, an edi
torial and correspondence depart
ment was provided for, the duty 
of which would be to take down 
verbatim reports of all classes ex
cept those in foreign languages, 
edit the transcripts, have them ap
proved by the executives of the 
Company, and then duplicate and 
issue them to the men on the wait
ing list, conducting periodic tests 
and sending out . problems that 
would demonstrate the fitness of 
these men to be appointed to fill 
vacancies.

Of the difficulty met with in se
curing a faculty, competent and 
available, to give instruction in the 
subjects, more need not be said 
than that it required two months; 
but that the results justified the 
effort expended. In connection 
with the course in Foreign Trade 
it may be of interest to know that 
the plan finally adopted was to 
have the Export Company draw 
up a statement of what it con
sidered the men should know of 
this field when the course was 
complete. This statement was sub
mitted to an expert on the subject, 
who, in turn, amplified and re
vamped it so that it would have 
coherence. The main sub-divisions 
were then taken as lecture sub
jects, a comprehensive outline 
drafted for each, and recognized 
authorities on the subjects to be 
treated were invited to present 
their views and conduct informal 
discussions.

There was no difficulty to secure 
more than enough students to make 
uji the quota for each group, for 
a large number of eager applicants 
came from the ranks of the Ex
port Company alone. But, although 
first preference was given to our 
own men, it was clearly realized 
that it would be unwise to take 
too many students from the per
sonnel of the organization at the 
start. For that reason only a few 
of the best were admitted actively

to Ihe School, and Iwo other 
groujis were organized to take care, 
first of those who desired to serve 
the ComjUny overseas but could 
not be spared from their present 
duties, and second for such em
ployes as could not or did not de
sire to go abroad, but who wished 
to enhance their value to the Com
pany by developing their ability 
and improving their knowledge of 
export technique and of such sub
jects of a general nature as would 
render them more efficient. These 
two groups were given part of the 
training on Company time and part 
of it by correspondence along with 

RUBBER!!!
WE’RE not stretching the point a particle when we say 

that in most of the thirteen hundred pulp and paper 
mills on this continent, the purchase of rubber goods con
stitutes one of the most important items in the annual 
budget. Hundreds of thousands of dollars monthly are 
spent on rubber steam hose, deckle straps, machine hose, 
fire hose, rubber covered rolls, packings, belting and so on.

There is no choice about the use of rubber in the paper 
mill—nothing else will serve the purpose. But there is a 
choice when it comes to buying—the mill man orders from 
the manufacturer he has learned to know through the 
pages of his industrial journal.
Usually that means through the pages of PAPER, because 
this publication is an elastic medium that stretches enough 
to completely cover the entire industry. And of course 
there is a real come-back from advertising in our pages— 
returns that mean sales and permanent, profitable bus
iness. Ask us why.

PAPER
The Production Journ al of the Industry.

471 FOURTH AVE., NEW YORK CITY

men on the waiting list outside the 
organization.

HOW THE FACULTY WAS ASSEMBLED

A booklet, announcing and de
scribing the organization and scope 
of the work was mailed to one 
hundred and ten colleges and uni
versities, as well as to several trade 
publications in the export field; 
and before the school was ready 
to admit students a large number 
had requested application blanks.

Still, the requirements both in 
education and experience, as well 
as the high standard set for per
sonality, character, and gentle
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manly attributes narrowed the se
lection down to a picked group, 
and left a waiting list that was bv 
no means too large, in view of the 
high mortality that was expected; 
for, to quote our President, fifty 
per cent of the success in getting 
the right men lies in careful selec
tion, and the other fifty in elimi
nation of those who prove unfit, 
either in personality, mental equip
ment, or character.

We are now considering applica
tions of men who wish to enter 
with the next group in October and 
have been visiting several universi-

Ruthrauff & Ryan
INCORPORATED

ADVERTISING
101 Fourth Ave. at 28th St., N.Y. 

Chicago: 30 N. Michigan Blvd. 
Baltimore: 209 N. Liberty St.

WANTED: A first-class technical copywriter, 
and general advertising man. A real opportun
ity for the right man. State age, experience 
and salary desired. Box No. 277, care Adver
tising & Selling.

UNLERWBR 
HOSIERY

Underwear ¿'Hosiery 
Review

5» BBCWDWW NEW WRK

We specialize in house to house 
distributing of
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ties and colleges in search of avail
able candidates. While it has been 
found, both in our interviews at the 
Personnel Office and at colleges, 
that few students know how to sell 
their services, nevertheless nearly 
all the men seem anxious to know 
what the Company offers not only 
in the way of immediate advance
ment upon completion of the 
Course, but even after assignment 
to foreign station.

LIBERAL ARRANGEMENTS MADE

It was perhaps unfortunate that 
for^our own convenience we desig
nated the classes as A, B and C, 
for the psychology of this nomen
clature was soon evident in the 
rush that was made for "A” blanks 
and in the comments regarding 
“B" and "C” blanks; for the men 
«assumed that since salesmanship 
was called Class A. technical work 
Class B, and accounting Class C, 
the remuneration and opportunity 
would be in descending order.

However, in order to make mat
ters as clear as possible a statement 
was secured from the officers to 
the effect that even though a man 
might finish the Course with credit 
he would not be sent airroad im- 
me.Lately, save in exceptional cir
cumstances; but that he would be 
assigned to a position as a regular 
employee of the company, and that 
onlv those who showed especial 
ability and adaptability both dur
ing the preliminary and subsequent 
training period would be permitted 
to represent us abroad. Of course, 
there would be increases for all of 
from 25 per cent to 75 per cent or 
even too per cent upon graduation 
from the School and assignment to 
positions in the company offices.

After proving further their fit
ness for overseas assignment, these 
men would be chosen as vacancies 
occurred' and sent to such foreign 
stations as their preferences ami 
command of languages would per
mit ; and upon sailing for Zone 
Headquarters, another salary in
crease would be effective. This 
would be sufficient to permit the 
man to live comfortably and to have 
a surplus for deposit in the Em
ployees' Savings and Investment 
Fund ; an arrangement by which an 
employee may invest 10 per cent 
of his salary (up to $300) yearly, 
which sum is matched dollar for 
dollar by the Company andon both 
of which sums he receives 6 per 

cent interest compounded semi
annually.

No restriction is placed on mar
riage, and for those who have 
families, the Company pays the 
passage to Zone Headquarters. The 
accountants would naturally live 
in the citv where the Branch Office 
is located; but the Juniors, both 
technical and sales, will be travel
ling probably three weeks out of 
four, or six weeks out of eight. 
W hile awav from headquarters, all 
legitimate expenses are paid.

Naturally, with such liberal ar
rangements and such opportunities 
not onlv for education but for ad
vancement, the Company expects 
and has been able to secure un
usually high grade men. Although, 
other things being equal, a man 
with full college education is de
sired no matter which class he is 
applying for, this requirement is 
waived in cases where experience, 
training, and personality indicate 
the wisdom of such action.

Familiarity with automobile en
gines. electric starting and lighting 
devices, and a working knowledge 
of their functions is desirable for 
all classes; but of course the tech
nical men must be much mo^e 
thoroughly grounded, not only in 
theory but in practice. In sho-l. 
the ideal man in this class should 
have had technical training phis 
actual experience in locating 
troubles and making repairs.

Those who are to be trained, as 
accountants are required to have 
at least a high school education 
plus some experience in account
ing work, although they are not 
expected to be public accountants 
01 auditors. Since these men will 
have charge of all office help in 
the branch, will adjust claims, and 
will lie both office and business 
manager for their branch, a good 
personality plus sound common 
sense is of great importance.

HIGH STANDARDS FOR SALESMEN

The highest educational attain
ments are required of those who 
desire to become salesmen—not be
cause this work is more important 
than that of the others, nor be
cause these men will be more high
ly paid; but because we will take 
men with less previous experience 
in this particular line, and we can 
therefore, afford to demand more 
in the way of mental training as a 
basis on which to work when
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teaching them our sales metliods 
ami policies.

In order that there may be as 
few errors in selection as possible, 
the application blanks are reviewed 
independently by four competent 
members of the Personnel Staff, 
and if there is sufficient agreement 

■ as to the man’s desirability for the 
work applied for, he is given a 
physical examination by a staff 
physician. If this is satisfactory 
he is invited to come to the com
pany's offices for an interview, at 
our expense, should the railroad 
fare exceed a certain nominal sum. 
If the interview is satisfactory to 
the same four, who talk with him 
independently, he is sent to the de
partment head under whom he 

I would work if ultimately sent 
abroard. If this executive consid
ers him desirable material for 
training and the type of man he 
would want to send out, he indi
cates this on a form which is sent 
to the Superintendent of the Train
ing School.

HOW THE CLASSES FUNCTION

Such a plan is a positive check 
against improper selection, for the 
Admissions Committee does not 
only the rough sifting but the fine 
combing, and sends to the depart
ment heads only the best material, 
yet even some of these men are 
rejected for good and sufficient rea
sons. This, of course, reduces the 
turnover, which might result from 
the selection of men not acceptable 
to those who must finally choose 
the overseas representatives.

Once in the School a man has 
a full life, for while he is an ob
server in the various departments 
of the Company from 9 A. M. until 
3:30 P. M., he is an active worker 
from 3:30 until 5:30. On Monday 
he has Accounting and Foreign 
Language; on Tuesday and Thurs
day he is taught how to write ef
fective letters and cables, as well 
as the elements of Foreign Trade; 
on Wednesday he is taught Sales
manship and Foreign Language; 
and on Friday he studies the 
Theory of Internal Combustion En
gines and Automobile Construction, 
and has his final lesson for the 
week in Foreign Language.

In order that the class room 
work may be as practical as pos
sible, the Course in English and 
Cables requires the men to write 
letters weekly, which are based on 
the subject matter of the Course 
and which solve an actual routine 
problem in the business of the com
pany. All phases of the corre
spondence are taken up. from sales 

to adjustments; and special effort 
is spent in helping the men to im
pregnate their letters with the 
house tone and policy. Under the 
subject of report writing two re
ports were asked for: one was to 
investigate the present method of 
recruiting candidates for the school 
and to recommend a better plan; 
the other, for which prizes of $100 
and $50 were offered, included re
search work on the sales possibili
ties of given territories.

In the course in Salesmanship, 
which, by the way, is conducted bv 
our own department heads, the 
work is drajnatized, and the men 
are instructed in the wax- to ap
proach a prospective distributor by 
staging a demonstration, under the 
guidance of the salesmanager him
self. The peculiarities of different 
countries are explained through 
questions and answers prepared bx- 
the men who are now in the field, 
for they are taking a keen interest 
in this work.

A\ hen it conies to dramatizing 
the work in internal combustion en
gines, it seems to us that no bet
ter way could be found to bring 
out all the points than to have an 
experienced man take the part of 
a distributor or dealer who is hav
ing trouble, due to a lack of knowl
edge of the car, while the student 
impersonates the field technical rep
resentative an<l endeavors to ex
plain the difficulties 4 and how to 
avoid them. Lessons in the tactful 
handling of customers are frequent 
in the three courses just mentioned.

The interdependence of the vari
ous departments of the companx- is 
illustrated by haring Department 
and Division Heads explain their 
work by tracing the historx- of an 
export order from the countrx- of 
origin to this organization and then 
to the countrx- of destination. The 
students thus get a bird’s eve view 
of what each department does, and 
how it is done.

CONTROLLED BY GRAPHS

In order that there max- be no 
duplication in sending men to de
partments, and in order that xve 
may know not only exactly where 
men are at all times but also how 
long each has taken for even- as
signment. a graphic control board 
is operated in the office of the 
Training School. On this board 
are indicated all divisions of all 
departments, with the maximum 
number of men to be accommo
dated at any one time as well as 
the number of days it is estimated 
an average man would require to 
complete the study of that partic

ular work. ( olored buttons bear
ing the man’s name and the date 
of his assignment to the division 
make it possible to tell at a glance 
how long he has been there and 
how much longer he would norm
ally stax.

Before the school had been op
erating four months we learned 
that it is not practicable to try to 
mix business with too much instruc
tion—in other words, our employes 
who had been permitted to enroll 
in the deferred classes all tried to 
carry more work than thex could 
physically or mentally attend to; 
with the result that before long all 
their studies began to stiffer. We 
can see now that it would have 
been much more profitable all 
around had we limited to one 
course, the work for which an em
ployee of the company could en
roll.

THE FINAL TRAINING

The final lap of the course comes 
when all are assigned to the shop 
xvhich the companx- has in Fifty- 
Third Street, Xew York City. Here 
a thoroughly modern garage and 
service station equipment is main
tained, and the men are put to 
work at the repair, tear-down, as
sembly, adjustment, tuning-up, and 
testing of all the cars and trucks 
made by the corporation. Road 
tests and driving instruction are 
also had, and to add to the facili
ties which permit individual work 
and instruction, there is a lecture 
room where they are given black 
board and diagram work.

A man can usually count upon 
being a student at the student's 
salary for about one year, after 
x\ Inch the salary is increased, as 
was stated, from 25 percent to too 
percent, depending on his ability 
and the class of work he is able 
to perform xvhen he becomes a reg
ular employe of the companx-.

It is the equivalent of two years 
in college xvith pay. and at the 
same time a most valuable educa
tion and training in business meth- 
cds; and only the men who can 
stand a gruelling course survive ; 
but those who do prove their men
tal, moral, and physical worth count 
themselves fortunate, in that thev 
have won a place in an organiza
tion where their efforts will be 
substantially rewarded, and their 
futures assured so long as they 
maintain the records they have set.

“Theatre’’ Magazine in Boston
Theatre Magazine. Nev York, has es

tablished offices in the Little Building, 
Boston, under the direction of Charles K, 
Gordon. New England manager.
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Calendar of Coming Events
September 14-16—Annual Convention. 

Outdoor Advertising Association, 
Cleveland, Ohio.

September 22-24—Annual convention, Na
tional Petroleum Association, Hotel 
Traymore, Atlantic City, N. J.

September 27-30 — Annual Convention, 
National Association of Advertising 
Specialty Manufacturers, Hotel Sher
man, Chicago.

October 6—Annual Convention National 
Association of Electrical Contractors 
and Dealers, Baltimore, Md.

October 11-13—Annual Convention Na
tional Association of Purchasing 
Agents, Chicago.

October n-14—Annual Convention, Ni- 
tional Association of Stationers and 
Manufacturers, St. Louis, Md.

October 11-16—Annual convention, Amer
ican Association of Advertising Agen
cies, Chicago, Ill.

October 13-15—Annual Convention, Na
tional Implement and Vehicle Associ
ation, Atlantic City, X. J.

October 15—Annual conv^tion, Audit 
Bureau of Circulations, Chicago, III.

October 18-22 — Annual Convention.
American Bankers’ Association. 
Washington, D. C.

Pivoting a National 
Campaign on Direct Mail

(Continued from page 6) 
that the names of the prospects you select 
arc in the above class.

A very definite follow-up must be ar
ranged. While the mailing campaign is 
the hub of our service, it is not all-suf
ficient. This fact must be kept in mind. 
To depend upon the inquiries and calls in 
1 espouse to letters and literature would, of 
course, spell failure. The salesmen must 
go out after the prospects.

Each prospect on the list should be 
personally seen just as early in the cam
paign as possible. Each prospect should be 
carefully studied at the first interview, 
further follow-up to be determined from 
that study.

Recapitulating the various points 
of the Pittsburg sales plan, Mr. 
Mentzer says:

Summing up our “Selling the Consum 
er” service, you have, first of all, a heat
er than which there is no better on the 
market. Second, ihis heater is being per
sistently presented 10 over 20,000,000 peo
ple through national advertising. Third, 
the intensified direct mail advertising, 
coupled with window trims and other pub
licity at the point of contact, is stimulating 
sale... Then, add to all this the far; 
that the Pittsburg Water Heater Company 
is behind every healer you sell, you have 
a combination that is lull of profit pos
sibilities.

But the main reason why the com
bination is "full of profit possibili
ties" is the one outstanding feature 
of this sales plan—the conception of 
"direct mail,” not as something 
"hung on" to all the rest, but as the 
strong, central pivoting point upon 
which all the rest revolves—or, from 
another angle, as the sharp, fighting 
edge and to the sales weapon and not 
merely' one of its decorative tassels.

And average sales during demon
stration weeks of one heater to every 
seven persons circularized, with 
many' others trailing in later from 
leads furnished during the "drive" 
weeks prove that the edge is effec
tive.

Goodrich Adds 1,300 Newspapers
According to the “Goodrich Dealer,” a 

publication of the B. F. Goodrich Rub
ber Company, Akron, Ohio, 1,300 news
papers have been added to the advertis
ing schedule of the company, making a 
total of nearly 2,000 newspapers which are 
being used in the consumer selling cam
paign.

Champion Plug Sales Convention
The eighth annual sales convention of 

the Champion Spark Ping Company, held 
at Toledo. Ohio. July 19-31, was attended 
by over 150 men, and was the first con
vention. two weeks in duration.

The convention was under the direction 
of F. B. Caswell, director of sales, who 
had just returned from Europe. While 
on the other side, Mr. Caswell established 
a sales force and office in France, Bel
gium and London, England, and fifteen 
men are now working that that territory.
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First in Selling the Costliest
Merchandise /Z

IN THE rise of Arts & Decoration from 
obscurity to prominence in twelve months, 

the advertising of furniture, rugs, wall cover
ings, tapestries, laces, bronzes, silver plate 
and related articles shows the recognition 
given the magazine.

The figures compiled cox er the period from 
January to July, inclusive, of this year. The 
total lineage of the six magazines which 
exceed all others in this field of advertising:

ARTS & DECORATION 
TOWN & COUNTRY 
SPUR
HOUSE & GARDEN 
COUNTRY LIFE 
VOGUE
HOUSE BEAUTIFUL
YANITY FAIR

Seven issues
Twenty-one issues 

Fourteen issues 
Seven issues 
Seven issues 

Fourteen issues 
Seven issues 
Seven issues

82.820 total lines 
75,720 total lines 
51,610 total lines 
40,919 total lines 
29,7 IS total lines 
23,633 total lines 
20,503 total lines
14.S52 total lines

The statistics are significant in that they 
prove the capacity of Arts & Decoration to 
sell any article manufactured for those whose 
buying capacity is not determined by the cost.

■ A
l

ARTS & DECORATION
JOSEPH A. JUDD PUBLISHING COMPANY,

Incorporated

25 WEST 43rd STREET ; : NEW YORK CITY




