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Has Selling Power Gone Out of Style?
Cultured Advertising Seems to Have Divorced the Old- 
Fashioned Merchandising Load; Let’s Reverse the Situation

By PAUL W. KEARNEY

FANCY Babe Ruth’s coming to 
bat with a whisk-broom in his 

fist! Or Tom Lipton trying to lift 
the cup with a canoe! Or Joe Loomis 
appearing on the Olympic track in 
Antwerp in a wheel chair!

If you can’t, let your imagination 
turn in another direction, then—get
ting back to work, let us assume that 
a national advertiser has hit on a 
brand new idea. Briefly, it is this:

The old fashioned salesman, the 
“drummer” of the old school, was a 
more or less unscientific man who 
took orders and very often bull
dozed or short-haired or otherwise 
enticed a customer to buy something 
he really hadn’t intended to buy. In 
other words, he enjoyed that more or 
less vulgar pastime known as “sell
ing.” And, in his ignorance, gave di
rect evidence to hundreds of business 
men all over the country that his own 
house was not oversold. Think of it! 
Publicly advertising the fact that new 
orders were acceptable!

AND WHAT OF ORDERS NOW ?

Times have changed, though. This 
advertiser with the brand new idea 
has changed them. His salesmen 
aren’t in that old-time class at all. 
Instead of peddling their wares from 
door to door, they flit hither, thither 
and yon, making it quite plain to 
these middle-class merchants that 
crass commercialism is far beneath 
them.

Instead of an order book, a sample 
case and a line of sales talk, they 
have been equipped with: a book re
view, mailed from the home office 
once a month; a loose-leaf volume 
containing the best dramatic criti
cism of the month; the batting, 
fielding and pitching averages of 
both major leagues, with a daily 
chart showing the next day’s stand-

What’s It For?

/SN'T it time,” wrote a correspondent of 
Advertising & Selling, a -week or so 
ago, "to get back to selling, in our ad

vertising copy? If advertising isn’t to sell 
our goods, what is it for? What is the 
excuse for the employment of such large 
sums for advertising, if it doesn’t sell?” 

Welt, perhaps ail advertising sells, 
some. We like to believe so. But there 
is such d thing as getting maximum re
turns even from so intangible an effort 
as advertising.

The -writer of the accompanying article, 
a former Associate Editor of advertis
ing & Selling, and now on the contribut
ing staff, has some cases in point and 
some worth -while advice to give.

The Editor.

ing “if they win, lose or split even.”
These representatives don’t at

tempt to sell goods. Ugh! Their 
mission is to educate, interest and 
amuse the trade, thus earning for 
their house the good will of these 
worthy gentlemen who, even though 
they buy from the competitor’s 
salesmen, enjoy the visits of this 
advertiser’s entertainers.

But enough of this hypothetical 
stuff. Outlined as I have outlined 
it above, it is a little hypothetical. 
But in every-day life it’s closer to 
the truth than it is to a legend. 
The points of difference are minor: 
instead of one advertiser, the num
ber is several thousand. And, in
stead of human salesmen, the rep
resentatives are printed salesmen. 
Otherwise, the story is true.

THE SELLING LOAD SHUNTED

Modern advertising seems to have 
divorced the old-time merchandis
ing load. Modern advertising 
seems to have ditched the interesting 
fact that this tire will travel 6,000 

miles for the interesting fact that 
in Egypt camels go for seven days 
without a swig. Soap sellers now 
feature fairies, cupids and mer
maids ; automobile sellers feature 
attractive gardens, statuary and 
w indow curtains; varnish sellers 
specialize in panorama camera 
views; cigarette sellers are corner
ing the maple-sugar market; and so 
they go.

The average advertisement of to
day, minus company names, and 
such identifying marks, would make 
dandy stuff for the newspaper 
syndicates to run on women’s 
pages. Most of the motor car in
sertions could be run in House & 
Garden; the tire advertisements 
would fit in the National Geo
graphic. Pick any tailor’s copy and 
Vanity Fair could use it as an edi
torial cut—“Squadron A wins its 
first polo match.”

Because today’s advertisers seem 
to have acquired the habit of sell
ing Art, Typography, History, Geo
graphy, English Literature, Famous 
People—everything except their 
product. Not that I’m against the 
use of the best possible lay-out, the 
handsomest possible illustration, 
and the neatest reading copy. Far 
from it.

I simply rise to kick because in 
the effort to be exclusive or dif
ferent or whatnot, advertising men 
have too often shelved the selling 
idea. The little dotted line is becom
ing extinct; the coupon that should be 
sent today isn’t being sent. But 
more: many of our “best” adver
tisements do not bear even the 
semblance of the shadow of a rea
son why one should feel more cor
dial to any particular product after 
reading than before.

We must be months oversold on

[3]
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The percentage 
“copy” is very

of selling efficiency of this 
high and returns prove it" 
good quality

Brass Tacks. So we are all sub
stituting Round Numbers.

Granted that the advertising of 
yesterday required a dash of in
terest. That can be done while 
the sales talk is being put oxer. 
You’ve all seen the O’Sullivan copy 
which delves into the criminal his- 
torv of China: "Years ago thev 
killed with light taps of a bamboo 
rod." That's interesting. Yet even 
in a car-card they have gotten an 
ingenious sales idea in that thought 
—if light taps of a rod will kill, 
what will heavv thuds of leather 
heels do ?

For round numbers, of course, 
we always pick on the motor car 
men, for they are the chief of
fenders. Yet witness the Franklin 
stuff: "20 miles to the gallon of 
gasoline; 12,500 miles to the set 
of tires; 50 per cent slower yearly 
depreciation.”

artistic boat not “selling''
Although they appear to be in 

the minority now, there are plenty 
of others who still deign to sell 
something in their ads. Without 
mentioning names, for obvious rea
sons, I know of an excellent sam
ple of the modern shift from print
ed salesmanship to pure art—and 
back. The advertising manager of 
a national advertiser went to war. 
His successor xvas a woman who 
was a better artist than a sales
woman. With the assistance of a 
well-known New York agencv, this 
concern’s advertising branched out 
into the geographical class. The 
advertisements were characterized 
by splendid art work—scenes in 
the various prominent cities of the 
world. The copy was brief but 
literary. And this stuff ran for 
nearly a year.

The former advertising man re
turned and resumed his job. With 
the change of personnel came a 
change in style. The pure art was 
dropped and pure selling stuff came 
back. It was a radical switch— 
but not quite so radical as the 
change in results which marked 
the switch 1 The effect on the 
consumer was bevond doubt—I 
venture to say that the old style 
sold twice as much merchandise 
as the new. And, regardless of the 
motive xvhich might have been be
hind the first change, the results 
following the second, earn- my 
point.

There are some strenuous sell
ing days ahead. We're all going 
to quit cutting down orders, ex

, cept the papM makers, and stir 
around for an outlet for our stocks.

' AVBVKN Bea^SiX

Salesmen are going to sell—and ad
xertising ought to help them.

The fact that your traveler wears 
handsome neckties, neat shoes, 
classv shirts and an attractive hat 
won’t sell your dry batteries. 
Neither will the advertisement 
whose attire strives to make up for 
xvhat its message lacks. The book 
review will have to be supplanted 
by sales dope that begets conviction. 
Ruth busts fences with a heavv 
bat, not a broom. Cups are lifted 
xvith scientifically perfect craft, not 
tubs.

MUST COME BACK TO WORK

Applied to advertising that bit of 
bromide means that two of the 
three prevailing classes of adver
tising will have to walk the plank. 
The luxurious, fanciful, purelv 
beautiful campaign and its more 
modified, partlv-pertinent relative 
will have to turn over a new leaf 
or be damned. I can't see how we 

can escape the ignominy of dusting 
and polishing up the old Selling 
Load and putting it back to work.

1 can’t see how we can evade 
the issue that advertising's princi
pal function is to sell rather than 
to entertain. I refuse to concede 
that art in illustration, in typog
raphy, anil in copy can’t appro
priately be harnessed to the prosaic 
mission of moving merchandise. I 
belong to the clique which insists 
that when the advertiser shows the 
sales department new copy he 
should sav: “Will this sell goods.’'” 
rather than “Is this a good 'ad?' "

Some advertising men seem to 
have developed an emphatic aver
sion to any such thing as the men
tion of a price or the suggestion 
of a sample or even a hint that if 
the reader is really interested, ad
ditional information can readily be 
obtained by writing to so-and-so. 
Not that thev are essential features, 
necessarily, to a selling advertise
ment. But they usually signify a 
desire to sell. Admittedly, a man 
could sell a product without men
tioning those details. Yet in their 
anxiety to get away from such 
plebian ear-marks, many copy and 
production men have gotten entire
ly away from even a sales idea in 
the insertion.

SOME SEI.LING ADVERTISEMENTS

The tendency shows itself in 
varied ways. Take the advertise
ment of | certain automobile. It 
offers a catalogue. But the copy 
doesn’t say a single, concrete thing 
which would impel me to ask for the 
booklet. livery statement is a 
generality unbacked. In contrast 
to it, another motor-car advertise-
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ment in the same publication says 
something, and even though it 
doesn’t proffer more information, 
it prompts me to ask for more.

There is a familiar magneto adver
tisement that shows the same faults.

It has a dandy lay - out and 
a sensible use of type-face. At first 
glance I like it. But it doesn’t 
sell me a single thing—except the 
lay-out which isn’t for sale. Why 
not sell me a magneto? Perhaps 
I am too critical to represent the 
buying public, but this you must 
remember, is only an expression of 
my humble personal opinion.

To continue, the General Tire 
insertion is pretty much the same. 
They sell me llamas but not tires. 
Llamas go five days without water. 
But what will the tire do for me' 
Advertising & Selling recent
ly explained the psychology of the 
General Tire Campaign. My only 
suggestion of it is that it has not 
enough direct selling punch.

On the other hand, look at the 
Sunshine Biscuit advertisement. It 
does many things. Even in black 
and white, the art work appeals to 
the palate. The copy is as good as 
could be done, for one can’t say 
an awful lot about a biscuit. But 
the sales idea strikes me in several 
ways: first they offer a fairy tale 
book of rhymes for five cents. They 
offer a recipe book for nothing 
Furthermore, they illustrate three 
hints for the hostess. And, last 
but not least, they offer a tie-up 
with the dealer by telling you to 
look for the Sunshine display rack, 
illustrating the rack. To my mind, 
that advertisement has a sales load.

The Ingersoll advertisement is 
another. It talks price; it gives 
reasons; it tells what sort of work 
this or that watch can best do. 
The Vivomint advertisement isn’t 
“above” running a coupon at the 
bottom and a paragraph in the

Sunshine
Biscuits/ ivrvmcal -Æuervday i

Strongly a piece of ‘’selling copy,” even to the 
good, old-fashioned coupon in the corner

text selling the sample. The Sun
kist Lemonade copy uses attractive 
and appealing art work in colors. 
It sells an idea (“Buy them by the 
dozen”) and a brand name and a 
use of the product and a recipe 
book. And the copy, even though 
spent on a lemon, gives selling 
points. What more could one ask?

THE MISSION OF ADVERTISING

It will take a better talker than 
any I have yet encountered to prove 
to me that there is anything more 
to advertising than sheer salesman
ship. I am hand in glove with that 
nationally famous manufacturer 
who told me the other day :

“When our advertising steps out 
of the selling plan, I am going to 
call in the sheriff.”

“Our advertising is selling effort 
and nothing else,” he went on. “It 
never has been anything else and, 
so far as I am able to glimpse into 
the future, it never will be anything 
else.” Whereupon vve both became 
so excited over this horrible con
dition of affairs that this article 
df-eloped.

Of course, there are those who 
will jump on me for seeming to ig
nore facts. “This guy has picked 
up a few institutional campaigns,” 
they will say, “and he’s tearing 
them to pieces from the direct
mail angle.” That may be true— 
but since when has it become so 
vital that 80 per cent of the adver
tisers flop into the institutional 
class ?

And since when has it been de
cided that institutional copy and 
institutional campaigns can’t be en
livened with a selling thought? 
And since when has it become necs- 
sary to refrain from selling the 
institution simply because the cam
paign is called “institutional ?” 
Can’t organizations be sold as well 
as products? If one must be con
crete to sell a line, mustn’t one be 
concrete to sell a house?

SOME WHO ARE SUCCEEDING

The New Jersey Zinc Company 
is doing it. The Apperson Bros. 
Automobile Company is doing it. 
The Packard Piano Companv is 
doing it. The Miller Rubber Com
pany is doing it. As a matter of 
fact, when one stops to consider those 
who are on the right track, judged 
by my modest doctrines, there is 
considerable encouragement in the 
fact the qualities of the organiza
tions who stick to sales-advertise
ments are equally as high as those 
who have forsaken them.

Be that as it may, I certainly do 
rise up to kick about the custom 
of batting against Cooper or Walter 
Johnson with a whisk-broom. It’s 
as foolhardy as trying to lick the 
Resolute in a sailing canoe.

Or trying to sell merchandise 
with pages torn out of the well- 
known Geography.

My respects to the old-fashioned 
Selling Load!

Sales Tax Advocated Again
The idea of a sales tax to take the 

place of the excess profits tax is gaining 
a great many adherents, the New Y'ork 
Commercial says. It was discussed last 
week before the Rotary Club by Jules S. 
Bache, who presented some very plausible 
reasons in its favor.

He likened the taxation situation, as it 
now exists, to the railroad situation under 
government operation, in that there was 
always a loss which was met by increasing 
the burden of the half million or so who 
pay taxes, leaving the rest of the nation to 
use the railroad on unremunerative terms.

The increase in freight rates now places 
a fair share of the upkeep of these prop
erties upon each individual. The difference 

between the effects of the turnover or 
sales tax and the present excess profits tax 
is that the turnover tax fixes a small per
centage which everyone shall pay, and 
know that he is paying, while the excess 
profits tax, though seemingly paid only by 
those who make profits, is really passed 
on in enlarged form and spread over con
sumption of every kind.

Those whose turnovers are less than 
$300 a month, for instance, could be ex
empt. One of the stock arguments against 
this tax is the necessity of levying it on 
the products of the farms. An exempti< n 
of $300 a month would exemnt the small 
farmers. The farmer who sells more than 
that amount a month would, when the 

question is put squarely up to him, decide 
that he would rather pay I per cent a 
month than the 40 per cent arbitrarily 
added to everything he buys, which is 
practically the case at present.

The 40 per cent represents the maximum 
amount levied under the present excess 
profits tax. No merchcant or manufac
turer can tell at the beginning of the sea
son how much goods he will sell, or how- 
much he will make on the sale of those 
goods, and he naturally assumes the worst 
that can happen to him, which is a 40 per 
cent tax, which he takes the precaution 
to add from the start, so that no matter 
what the final result may be, he will not 
be the loser.
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Toy Manufacturers Carry Advertising Campaign 
A Step Forward This Year
Last Year’s Copy Designed to “Establish Consumer 
Consciousness” for Ymerican-Made Toys—This 
Year Seeks to Develop and Stabilize Demand

By RALPH BEVIN SMITH

MERRY Christmas!
Does that sound a little pre

mature ?
Alright, then — Merry All-the- 

Year-Around!
That is the way the Toy Manufac

turers of the U. S. A. would have it.
Last week we had pancakes for 

breakfast at dur house, there were 
walnuts on the table after dinner the 
same day, and our two-year-old went 
to bed happy because we had brought 
him home a shuffling mechanical 
monkey that he is learning to call 
"Charlie Chap/un.”

He didn't know that this eventful 
day had seen three rebellions 
against the tyranny of custom and 
the dictation of the calendar.

And perhaps we didn’t realize, un
til we came to think it over, how far 
subversive propaganda had carried 
us out of the routine of habit.

For it is subversive propaganda, 
this advertising for year-around sales 
of what have hitherto been consid
ered seasonal products.

TOY TIME---- ANY TIME

Our domestic calendar has always 
called for pancakes when the snow 
flies, walnuts around the winter holi
days season and toys at Christinas— 
or on a birthday. Of course, we have 
bought toys at other times in the 
last two years, but our buying has al
ways been most casual, generally on 
the most accidental impulse, and 
never without a feeling that this 
patronizing of the toy shop “out of 
season” was somehow unwarranted. 
The fact is we—not including our 
two-year-old — seldom thought of 
toys except around Christmas time. 
They simply weren’t brought to our 
attention.

But it’s different this year. Along 
with “Aunt Jemima,” who has been 
knocking on the screen door of sum
mer for quite a while now, and with 
the California walnut growers, who 
have been using “summer number” 
space in the magazines to insist that 
walnuts are quite as appetizing with 
August ices as with Thanksgiving 
pumpkin pies, the toy manufac
turers are now advertising to urge 
that not just Christmas time but any 
time is toy time. It was their adver

tising in a toy shop window near the 
carline that takes us home and a lit
tle blue button that says: “I am an 
American and I play only with 
American toys” that caught our eye 
last week and resulted in the addition 
ot “Charlie Chap/?/«” to our nursery 
family.

Last year the little blue buttons, 
bearing the Toy Manufacturers' 
trademark of an Uncle Sam hat filled 
with American-made toys, were be
ing displayed and worn by the kid
dies around Christmas time. This 
year they began to appear before 
mid-summer. The change represents 
a step forward in the co-operative 
movement of the Toy Manufacturers 
of the U. S. A.

LAST YEAR’S CAMPAIGN

Last fall the Toy Manufacturers 
saw in the great flood of business 
which had come their way with the 
cutting off of imports during the war 
a splendid opportunity to capitalize 
on the popularity of American-made 
toys and to drive home into the con
sciousness of American children am’ 
their parents the superiority of their 
products over those of their foreign 
competitors. So, just in advance of 
the holiday season, they started an 
ambitious advertising campaign for 
American-made toys in some of the 
national periodicals, in the children’s 
magazines and in most of the trade 
papers read by dealers who handle 
toys exclusively or as part of the gen
eral stock. They also employed win
dow trims, pasters, newspaper elec
tros, the little buttons for distribu
tion among the children, and a gener
ous variety of other dealer helps. 
The results in consumer sales, dis
covered when the Christmas business 
was checked up, were amazing. The 
results in dealer co-operation were 
even more amazing. In summing up 
the results of this campaign the as
sociation report says:

how dealers co-operated

There is no doubt that the Toy Manu
facturers' advertising has established con
sumer consciousness for American-made 
toys. It has given them a personality and 
established their superiority. But it has 
also convinced the dealers all over the 
country that American-Made Toys will 
build such good business for them that 

they are co-operating with the Toy Manu
facturers to an extremely gratifying ex
tent.

* * * There were over 1.200 dealers 
out of a total of 4,763 011 the list who co
operated in some definite form with the 
idea of American-Made Toys. To state 
this differently, about one out of four 01 
the dealers co-operated either by advertis
ing American-Made Toys in their own 
newspapers, or using creed signs or win
dow cards or other advertising material 
featuring American-Made Toys.

As for the extent to which the various 
types of dealer helps were used, 1,211 win
dow cards, 975 enlargements of the poster 
advertising and color illustrations and 
1,247 store signs were requested by these 
1,200 dealers. Also 652 dealers requested 
2,161 electros for newspaper advertising. 
Lantern slides were requested by 116 
dealers.

The Toy Manufacturer^ of the U. S. A. 
in one year raised the toy business to the 
position of one of the greatest and most 
favorably known industries in America. 
Their first aim is to hold the tremendous 
increase which came so extensively from 
1914 to 1918. But back of that lies a 
greater, more splendid object than merely 
holding what they already have. Never 
will they be satisfied until they have cov
ered their whole potential market of 24,
000,000 white boys and girls, and—even 
more than that—until they have made 
America the world’s market for toys.

Since last Christmas the manufac
turer-advertisers have made the step 
forward, foreshadowed in this re
port. The original purpose of their 
co-operation was, as indicated in the 
report, to "establish consumer con
sciousness for American - Made 
Toys” and “to give them a person
ality and establish their superiority." 
A great deal was made of the patrio
tic appeal. The trademark of Uncle 
Sam’s hat heaped with American- 
made toys and the association’s cut 
showing a very benevolent Uncle 
Sam with a boy and a girl in his lap 
playing with bn American-made hob
by horse and an American-made doll 
were emblazoned everywhere on the 
association’s advertising. The plain
ly put moral of the publicity material 
was that it was a patriotic, American 
thing for American boys and girls to 
play with American-made toys, for 
American parents to buy them and 
for American dealers to give them 
the preference over imports from 
abroad. It was the obvious move to 
realize on the patriotic sentiments, 
the national consciousness that had 
been stirred up by the war.
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Now that the first objective has 
been reached, that “consumer con
sciousness” has been established for 
American - Made Toys, that the 
American toy-making industry has 
been endowed with a “personality,” 
the toy manufacturers are going on 
to the next objective—that of es
tablishing “consumer conscious
ness” for American-made toys not 
only at Christinas time, but all the 
year around; in other words, of 
increasing and stabilizing the de
mand and cutting out the seasonal 
element.

ON TO THE NEXT OBJECTIVE

The first advertising of this year, 
inserted after the association had col
lected from its members $75,000 to 
continue publicity work through 
1920, appeared as early as last March 
in such magazines as American Boy, 
Boy’s Life, St. Nicholas, Little 
Folks, John Martin’s Book and the 
Children’s Costume Royal and in 
such trade papers as Toys, and Novel
ties, Playthings and the Hardware 
Age. “Playthings for Spring” was 
the headline on one of the pages 
used in the children’s magazines and 
the argument was for—

Joyous outdoor toys — playthings — 
j rosy-cheeked dolls—toys that roll and 

prance or fly—that permit girls—and boys, 
too, to get out into the happy springtime 
air and romp and play all day.

Typical, also of the new advertis
ing designed to carry this step ahead 
the work begun last year is the copy- 
used in the June Children’s Costume 
Royal ’ under the caption — “The 
Gates of Toyland”:

Toyland—Toyland—the land where the 
thoughts and dreams of children dwell. 
Where playthings are the real things. How 
important the play hours are in determin
ing the development of children!

Cleverly designed, well constructed 
playthings alone are worthy of such a 
trust. That is why American-Made Toys 
are the ideal playthings for American chil
dren. They are novel and beautiful in 
design and are honestly and carefully 
made by American men and women to 
suit the taste of American girls and boys.

Buy American Toys. Ask for those 
that bear the emblem.

SELLING THE DEALER

The text of this ad\ertisement ran 
as a panel in a charming outdoor 
scene showing a boy and girl at the 
“gates of Toyland,” inside which a 
group of kiddies were dancing a 
ring-around-a-rosey under the battle
ments of a towered Toyland castle.

The last paragraph harks back to 
last year’s appeal. The rest of it looks 
ahead to the new objective—increas
ed demand; year-around demand.

This year’s appeal to dealers 
through the trade papers is selling 
on this year’s advertising campaign 
to the consumer and last year’s 

experience with the dealer. Under 
the trademark cut and the caption, 
"The Sign of National Signifi
cance,” this copy appeared in the 
March number of Toys and Novel
ties :

Uncle Sam and his children—his hat 
overflowing with toys—the words “Amer
ican Toys” have in a few short months 
taken on an added dignity -and added 
power—an added selling appeal.

To-day the sign’s influence is nation
wide. Children and parents in Maine, in 
Seattle, in Cleveland or Savannah know its 
significance. For it stands for quality in 
toys—for service by the toy dealer who 
displays it—for a better variety—a more 
modern line.

The Hardware Age came out on 
March 4 with a page telling toy deal
ers that—

* * * there will be no uncertainty in 
1920 about the big demand for American- 
made Toys. And it is equally sure that 
■this demand will increase as the Toy 
Manufacturers' advertising campaign and 
American merchandise continue to prove 
to grown-ups and children that American- 
made Toys are better in quality and more 
ingenious in design than any made abroad.

The increased demand and the greater 
appreciation of playthings made in this 
country is largely the result of the Toy 
Manufacturers’ advertising campaign—the 
largest and most effective toy advertising 
campaign ever conduc'ed.

As a matter of fact, while it is 
good policy to hammer on the idea of 
"American-made Toys,” the Toy 
Manufacturers of the U. S. A. have- 
after all been advertising not so much 
against the foreign competitor as 
against consumer apathy. Statistics 
show that even in 1914 toy manufac
tures in the United States amounted, 
in round numbers, to between $10,
000,000 and $12,000,000 as against 
about $7,500,000 in imports from 
abroad. During the ten months pre
ceding April 1, 1920, the importa
tions amounted to $1,690,242 in dolls 
and $2,616,189 in other toys- Set 
these figures against a present annual 
domestic production with a whole
sale value of about $35,000,000 a 
year and you will see that the do
mestic manufacturer has raised his 
power to a point where he has little 
to fear from abroad, let the 
foreigner speed up production and 
sales effort never so much. He is 
not going to have any trouble in 
holding what he has. His real 
problem is, quite as he has seen 
it, the widening of his market and 
the stabilizing of his demand. In
cidentally, the biggest contributions 
to the 1920 campaign fund came 
from dealers whose products meet 
no foreign competition.

The 1920 campaign has a year- 
around program. The advertising 
begun in the Spring will continue 
through the Fall. A big window dis
play contest in which more than 500 

dealers distributed throughout the 
country participated in May and 
June will be repeated again after the 
summer holidays. At the same time, 
the dealers and jobbers will co-oper
ate to strengthen and extend the 
"American-Made Toy Brigade,” a 
plan which features the distribution 
of the trademark buttons to kiddies 
and the lining up of the kiddies to or
ganize a juvenile barrage to pound 
down parental preference for for
eign toys wherever it may exist.

Last year’s slogan was simply 
“American-Made Toys.” This year, 
it is, in effect, if not in fact, “More 
American-Made Toys.”

—Which our two-year-old will 
probably endorse with all his little 
heart. --------------

Taylor Society to Promote 
Scientific Sales Management

As a development of the meeting ot 
sales executives, held in Xew York under 
the auspices of the Taylor Society on 
June 25, an afternoon and e\ ening session 
of the tall meeting of this society for the 
promotion of scientific management will 
be devoted to the discussion of sales 
problems. This meeting has been called 
lor October 14, 15, and 16, and will be 
held in Springfield, Mass.

Four important committees have been 
formed to organize the discussion. The 
subjects with which they will deal and 
their chairman are: (1) Organization 
and Functions of the Sales Engineering 
Department, W. E. Freeland, Winchestei 
Repeating Arms Co., chairman; (2) Or
ganization and Functions of the Sales 
Operating Department, Charles J. Crock
ett, Printz-Biederman Co., chairman; (3) 
Selection and Training of Salesmen, Wal
ter Dill Scott, the Scott Co., chairman; 
(4 Sales Quotas, Charles P. Staubach, 
Burroughs Adding Machine Co., chair
man.

This meeting will mark another step in 
the plan of the Taylor Society to extend 
over to the sales department the benefits 
derivable from such scientific methods as 
have been installed in the modern produc
tion department, and well-known leaders 
in sales management will be present to 
suggest solutions to the many problems 
outlined for consideration at the prelim
inary meeting held last June.

Atlanta Convention, June 12-16
The date for the Seventeenth Annual 

Convention of the Associated Advertising 
Clubs of the World, to be held at Atlanta, 
Ga., has been set for June 12 to 16. The 
record-breaking attendance at Indiana
polis this year seems to have proved defi
nitely that June is the most satisfactory 
month for advertising men to attend their 
convention. As usual, preparations for 
the gala event will be begun far in ad
vance.

National Campaign for Pianos
The Baldwin Piano Company, Cincinnati, 

Ohio, in a year-around advertising cam
paign, to start this fall, will use five na
tional publications and thirty-six farm 
papers. The American Magazine, Literary 
Digest. Red Book. Good Housekeeping 
and Etude are the national mediums to 
be used.
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Can Safety Be Taught By a Positive Appeal?
The Square D Company Conducts a Novel Controversy On 
the Justification of the Negative Appeal in Its Advertising.

By K. H. BRONSON
Director of Research Engineering, Square D Company. Detroit, Mich.

A DISCUSSION of the ques
tion put in the heading of 

this article demands that we 
first examine those conditions which 
it is the function of all safety ad
vertising to correct. Briefly stated, 
its function is to point out existing 
dangers and convert people to safe 
practice. Conversion demands that 
long established habits be success
fully overcome—a real problem.

\\ e are all creatures of habit. 
All our lives we have been busy ac
quiring new habits and strengthen
ing old. Habit is a second nature 
—a fixed tendency to think, feel 
and act in a particular way under 
special circumstances. We do to
day the things we did yesterday. 
And it’s hard to break away from 
the old schedule.

THE “RUT OF CARELESSNESS”

But in forming these habits we 
have neglected to cultivate the 
habit of safety. The average man 
continues on in the same old care
less way. He has continued so long 
in this course without accident that 
he believes that he mar continue on 
forever in perfect safety. When 
he is cautioned to play safe, he 
smilingly points to his long record 
of “successful chances.” He moves 
on in the rut of carelessness—a 
carelessness responsible for 90 per 
cent of all our accidents.

But habits may be changed. Old 
habits may be modified or abandon
ed and new ones formed to take 
their place. One of the functions 
of safety advertising is to change 
this habit of carelessness. But let 
it be known that it requires a 
powerful jolt to jar us out of the 
rut of complacent self-sufficiency, 
our fixed habit of carelessness, our 
disposition to take a gambler’s 
chance. It cannot be dune by a 
positive appeal. To overcome a 
fixed habit of this character de
mands an appeal infinitely stronger 
than that.

Safety has never been sold bv a 
positive appeal. The most effec
tive method has always been to 
throw the spot light into the Danger 
Zone, expose the dangers therein, 
and then bv forceful argument per
suade the fellow that he’ll be next 
“if he doesn’t watch out.”

This is the method employed by

Have You Endorsed “Fear Copy” 
Yet?

L
AST sprint/ Advertising and Sell
ing candui led an interesliiig discus
sion to which many readers contributed 

their Opinions, on the justification of 
-what was called "Fear Copy" The last 
-word in this discussion went, as it does 
in most discussions, to a woman, Miss 
Myrtle Pearson, -who endeavored to 
sum up the findings of th, controversy 
-with Ihe comment that "Fear Copy" is 
"justified whi'ii it is justified.” By that 
somezehat amimalous statement she 
meant that, -while the negative appeal is 
Io be avoided in general, there are cer
tain particular cases where the end 
sought seems to justify it as a means. 
Che Square D Company believes its 
advertising problem presents such a par
ticular case but, meeting adverse criti
cism. has carried its query outside its 
own councils to the electrical industry 
itself. Hoze zeould you answer its 
q uestionna ire ?— THE EDITOR.

the National Safety Council to re
duce accidents. The National 
Safety Council has no product to 
sell. There are no commercial in
terests involved. It is engaged in 
performing a definite public service 
and it has adopted the negative ap
peal as the most effective means to 
results.

WHAT THE NATIONAL COUNCIL DOES

It issues regularly two-color post
ers so graphically representing the 
prevalence of danger that even the 
most ignorant and indifferent man 
is impressed, with the result that 
he goes about his daily work more 
carefully. A popular feature of its 
campaign is to take photographs 
of actual conditions and surround
ings of accidents, near-accidents, 
unsafe practices, and dangerous lo
cations, and to write these into 
graphic stories of human interest. 
So essential does it deem this work 
that more than a thousand students 
of psychology are engaged in the 
work of finding good poster ma
terial of this character.

A typical poster issued by the 
National Council for Safety shows 
a blood-poisoned hand in all its 
gruesomeness, not because it likes 
to deal in horrors, but because it 
was found from long experience 
that it took copy of this character 

to send the average man on to the 
doctor and safety.

Negative advertising t Yes. Nega
tive advertising and only negative 
advertising will successfully sell 
Safety to the average man.

The Square D Company of De
troit. which has been using the nega
tive appeal in advertising national- 
l\ a "safety switch,” has been both 
commended and criticised for the 
character of its advertising. It has 
been suggested by those who dis
agreed with our adopted policy that 
we tone it down and give it a more 
positive appeal. We disagreed with 
our critics; for we believe that we 
have adopted the only educational 
police that will point out the dan
ger of the open knife switch. The 
copy reproduced with this article 
is typical of the series we have been 
running.

But when it was stated that our 
advertising was injurious to the 
electrical industry we felt it our 
obligation to answer the charge. 
The Square D Company is the last 
company in the world that would 
do anything that would tend to in
jure the electrical industry.

FOR THE GOOD OF THE INDUSTRY

We are engaged in manufactur
ing an electrical safety switch. The 
Square D Company's whole busi
ness existence is tied up with the 
electrical industry. Anything that 
benefits the industry, benefits us: 
anvthing that injures the electrical j
industry injures us. We are en- |
gaged in manufacturing a product 
to make electricity safe. And in 
order to sell this product we have 
pointed out the danger and conse
quences of tolerating exposed parts 
in electrical installations. And we 
believe that the copy we have elect
ed to carry this message is con
structive.

Could such copy be injurious and 
destructive to the industry. Yes, 
if it pointed out the danger, and 
then suggested no remedy. Then, 
and only under that circumstance, 
could it work an injury. But we 
point out the danger and then con
structively suggest an effective 
remedy for this danger; we are , 
doing the electrical industrv a real 
service. By showing how to make 
electricity safe, we are keeping out
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announces

James T. Aubrey

as Western Manager to succeed Stanley 
V. Gibson who leaves this magazine to 
take charge of the Western territory 
for the Butterick Quarterlies.

Mr. Gibson’s former associates wish 
him the fullest measure of success in 
his new work.

August 23rd, 1920

i
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He died!—ranging

of the ruts of pernicious propagan
da, we are striking boldly out on 
the main road of constructive pub
licity.

The worst copy, and the most 
harmful to the industry, are those 
accounts which appear from day to 
day as news in our daily papers, 
mforming the public that electricity 
has claimed another victim. Of all 
publicity this is the most damaging 
to the electrical industry, and, fur
thermore, if the industry is to be 
saved from the damaging effects 
of these reports, its business, it 
seems, is to support the campaign 
which has for its purpose the elimi- 
nalin of electrical accidents, by 
the adoption of the logical preven
tive—the safety switch.

SOME OTHER EXAMPLES

We cannot conceive how Square 
D advertising can possibly discour
age the use of electricity. When 
the manufacturers of fire extin
guishers used copy to make people 

realize the menace of fires in their 
own homes, did they injure the 
building industry? Did the Weed 
Chain advertisements, pointing out 
how automobile accidents can be 
prevented, discourage the use of 
automobiles? Did the publicity 
used by the National Safety Council, 
exposing machinery dangers, reduce 
the sale of machinery? Not in a 
single instance. In each case the 
industry was benefitted, not in spite 
of, but because of, the constructive 
character of these advertisements. 
They are above criticism.

Is the Square D Company then to 
be criticised for throwing the spot 
light into the Danger Zone; for 
pointing out graphically and honest
ly the prevalence and causes of 
electrical accidents; for giving a 
human interest appeal to its copy, 
in order to jar people out of their 
habitual, careless way of discount
ing danger; and for suggesting the 
remedy that will make electricity 

safe for everybody, everywhere, 
every day?

It hardly seems consistent.
The mediums that we have em

ployed to carry our advertising 
message are all constructive maga
zines that rank high in national 
esteem: Literary Digest, The Na
tion's Business, Electrical Review, 
Contractor-Dealer, Factory, Elec
trical Merchandiser, Journal of 
Electricity, American Architect, 
Electrical ll'orld, The Jobber’s 
Salesman, and Michigan Manufac
turer and Financial Record—all 
magazines seriously interested in 
the development of the electrical 
industry.

SEEKING CRITICISM

But we decided to secure an ex
pression from the industry itself. 
So we prepared a questionnaire 
made up of three parts. The first 
page consisted of a letter in which 
the conditions prompting the pre
paration of the questionnaire were 
outlined. The second page consist
ed of a reproduction of one of our 
advertisements which has been criti
cised. The third page contained 
a clear statement of the criticisms 
against Square D advertising; and 
the points in the case favorable to 
Square D advertising. Attached 
to this page was a ballot with this 
question: “Does the Square D 
national advertising campaign meet 
with your approval?” Page 2 is 
reproduced with this article.

The case against Square D ad
vertising was put in this way:

1. Dramatic portrayal of the dangers 
of the exposed knife switch discourages 
the use and development of electricity. 
It reduces the sale of electrical current. 
The reading public is led to believe 
that electricity is dangerous.

2. Portrayal of awidents caused by 
the exposed knife switch “gets on the 
nerves” of those who read the adver
tisements and antagonizes them against 
the whole advertising campaign.

3. The exposed knife switch is danger
ous—this is generally admitted. Our 
critics contend, however, that educating 
the public to the use of safety switches 
is more “constructive” than in em
phasizing the dangers first and then 
suggesting a remedy.

The case for it was thus summed 
up:

1. Of course electricity is dangerous— 
when its use is improperly safeguarded. 
It would be pernicious to allow people 
to believe otherwise. Square D adver
tising admits this danger, and then 
points out one way to make electricity 
safe. Thus, we are encouraging the use 
of electricity—safe electricity.

2. Which would be harder on your 
“nerves"—to read about a danger, or io 
have some member of your lainuy 
maimed or killed through contact witti 
this danger? It sometimes takes a hard 
jolt to show people the right thing to
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do. Square D advertising is protecting 
the “nerves” o£ those who may suffer 
from the menace of the exposed knife 
switch.

3. Exposed gears on machinery are 
dangerous—this is also admitted. The 
National Safety Council is doing identi
cally the same thing in the machinery 
field that Square D is doing in the 
electrical field—pointing out the dangers 
of exposed gears, and then showing how 
these dangers may be eliminated. Has 
this discouraged the sale of machinery? 
Ask any manufacturer.

Since it was out of the question 
to undertake a poll of the whole in
dustry, in order to obtain a fair 
opinion from the industry of our 
advertising, we circularized the fol
lowing with our questionnaire:

One hundred and fifty-one cities, 
including in the list all jobbers, all 
central stations, ten contractor
dealers, five manufacturers, and in 
New York, Chicago, Philadelphia, 
Boston, Pittsburgh and St. Louis, 
ten jobbers, all central stations, 
twenty-five contractor-dealers, and 
ten manufacturers.

This yields approximately 4,000 
names which is 34 per cent of all 
the names of those four classes of 
the industry in the United States.

The replies will be mailed to the 
Service Department of the McGraw
Hill Publishing Co., New York. 
They will count the ballots and act 
as referee.

Of the replies which we have so 
far received yb per cent have sup
ported our advertising campaign, 
and of the remaining 34 per cent 
who were opposed to it, only two 
replies indicated that the campaign 
might injure the electrical industry 
as a whole.

WHAT READERS SAID

The following supporting remarks 
are typical of the comments re 
ceived:

It is no crime pointing out a menace 
and showing how to avoid same.

Better a person know the danger than 
he sorry afterward.

Words of today’s gospel, “.And others 

save with fear pulling them out of the 
fire.”

In your case I believe that aiming for 
the bull's-eye is the proper course.

Why fear to scare the public when 
you must do that before your message 
will register.

And of the adverse criticisms 
these few statements are representa
tive :

The exposed knife switch is dangerous, 
but do not like that kind of advertising.

Too ghastly and uninviting.
Too sensational. Pictures too vague 

and too terrifying—otherwise O. K.
Have always disliked horrible example 

form of advertising. Think people in
stinctively pass by such unpleasant read
ing.

We maintain that we have chosen 
the only logical appeal for advertis
ing safety—the negative appeal. 
And we have too much confidence 
in the constructive character of this 
appeal to believe that a campaign 
devoted to the best interests of the 
electrical industry will receive an 
adverse criticism generally.

"The Public Be__Told,” Packer’s View
The Importance Attached by Swift & Com
pany To Its Message* to the Buying Public.

By A. D. WHITE
Of Swift & Co., Packers, Chicago.

A LARGE corporation must 
have character in this day 

and age. By this is not meant 
the character measured by bank 
stability, by profits, or by the 
rating in Dun's or Bradstreet's. The 
confidence of the public in a concern 
is the final test of character, and 
this must rely on something besides 
merit in service rendered and prod
ucts manufactured.

The public must have faith in 
the guiding principles of the busi
ness itself, its fairness to compet
itors, its respect for laws govern
ing finance and commerce, its free
dom from monopolistic traits, its 
relations with the workers— above 
all, its sincere consideration for the 
great mass of consumers.

Public confidence today is an in
calculable asset in business. Win
ning and holding it is now the aim 
of every enlightened concern. That 
asset listed as “good will” covers a 
wider field of requirements than 
ever before, and it is a field worth 
cultivating to the greatest degree.

The American public places a 
lofty value on the good will it ex
tends to business. No concern, 
large or small, can find lasting 
favor in its eves which has not es-

' ' -.X.XX. ■

Big Business and the Public

SOytE time ago the editor of a west
ern paper engaged in a discussion 
with D. A. White of Swift & Co. 

in regard to the changed policy of big 
business toward the public. It was cited 
that some years ago big corporations 
pursued a "public be d—d" policy; noze 
they strive in every way to win public 
favor. This discussion has brought from 
Mr. White a letter which should be 
read by all persons interested in the re
lations between business and the public. 
The letter follows.

tablished a record for .square deal
ing. It is a process of elimination 
which bars out the producer of 
shoddy products, the untruthful 
advertiser and the taker of exorbi
tant profits.

But one’s reputation for square
ness may suffer a blight if there 
is a tendency to be secretive in 
those matters on which the people 
have a right to be informed. Amer
icans appreciate honest candor, the 
disposition to reveal rather than 
conceal all details concerning the 
conduct of a vital industry.

“The public be—told” is the prin
ciple that wins today. It is being 

applied successfully by such or
ganizations as Swift Co. Here is 
a. corporation which is, in fact, an 
organization of more than 35,000 
shareholders, scattered over the 
length and breath of the nation. 
Performing a big and necessary 
service, earning only a fair and rel
atively small profit, Swift & Co. 
firmly believes that the consuming 
public should know the facts of an 
industry which affects their daily 
lives. To the same degree the 
company feels its responsiblity to
ward the great army of food pro
ducers.

There is a sequel to the slogan, 
“The Public Be- Told” and that is, 
eventually “the public will under
stand." A start has been made to
ward educating the great reading 
public, that is, the readers of ad
vertising as well as editorials and 
news, in the principles of business 
economics. World conditions which 
have directly affected every man, 
woman and child and every home 
are helping to bring about an era 
of economic enlightenment.

People are not led astray to the 
same extent as of old by the false 
reasoning of agitators and the un
founded charges of political “in-
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vestigators" in office. People want 
to know the truth and they will sift 
the truth from every jumble of 
misleading reports. That is why- 
Swift & Co.’s policy of frankness 
has been successful. Not only has 
the company supplied the public 
with the truth through the medium 
of the press, but it has taken the 
direct route of advertising to tell 
the story of a great and vital in
dustry.

The institutional advertising policy 
which Swift & Co. has used exten
sively during the last two years 
has had two aims:

First, to place the facts of the 
business before the public, in order 
to build good will ;

Second, to counteract misrepre
sentation and propaganda directed 
against this industry.

Every effort has been made to 
make the advertising constructive 
and the greatest care has been tak
en to see that every- statement 

agrees with the facts and does not 
misrepresent conditions.

Mr. Louis F. Swift, president of 
the company, said in a recent state
ment.*

"In fairness to the American 
press I wish to go on record here 
as saying that in placing our in
stitutional advertising no consid
eration has been given to the edi
torial policy of the paper or mag
azine. Circulation and territory 
have been the only factors which 
have influenced us, for we have 
felt that our advertising has been 
needed equally in papers which are 
friendly and in those which are 
antagonistic to the packing indus
try.

“It has been my experience that 
the average editor has been ab
solutely uninfluenced by the fact 
that we were or were not adver
tising in his paper, except of course 
as his opinion might be affected by

•Advertising & Selling of April 3. 

the facts presented in the adver
tisements.’’

One of the results of the policy 
of frankness is this : the consumer 
now realizes that there are two 
sides to the packing question. Fair 
minded editors and their readers 
have been brought to a realization 
that while many assertions have 
been made against the industry bv 
the federal trade commission, con
clusive evidence to support these 
assertions is lacking.

Frankness in public relations is 
the order of the day. It is profit
able for legitimate business; it is 
a safeguard for .America’s eco
nomic structure against the under
mining influences of self-seeking 
agitators. Modern business must 
build good will as it builds mate
rially and financially. And good 
will can only be assured to those 
who keep uppermost in mind the 
unwritten law of America. "The 
Public Be—Told.”

The Basic Facts of the Farmer’s Prosperity
Lifting- of Farm Market to New Plane of 
Earning and Better Appreciation of Good 
Merchandise Is Most Encouraging Factor

By CHARLES COOLIDGE PARLIN
Manager, Division of Commercial Research, Advertising Dept., 

Curtis Publishing Co.

THE greatest of all the domestic 
markets is the farm market. Ap
proximately one-third of the popula

tion lives on the farm, and if to this 
is added the number living in cit.es 
and villages of less than 5,000 popu
lation, the total becomes consider
ably more than half the population of 
the United States.

The past three years have been 
years of unprecedented earnings on 
the farms. Starting from a base of 
about $1,500,000,000 in 1879, the 
value of gross farm output increased 
steadily until 1914, and then in three 
years jumped more than 100 per cent, 
reaching a total gross income of ap
proximately sixteen billion dollars in 
I9J7> and rising to still higher levels 
in 1918 and 1919. In other words, in 
each of the past three years the gross 
earnings of the farms of the United 
States were more than double the 
amount of any year before the war.

The significance of this is perhaps 
better visualized in the effect on the 
individual farmer. In Ohio, Indiana 
and Illinois the gross value of the 
thirteen principal crops per farm was 
in each of the three years, 1917, 1918 
and 1919, more than double that of 
the average of the years 1911 to 1915,

The Farm Market 
of Today

O/.VCA Mr. Parlin incorporated these 
t J facts in an address zehich he de

livered before the Robert Morris 
Club of Philadelphia earlier in the year 
the farmer's prosperity has been further 
atiuFed by the reaping of a bumper 

harvest. Those of us who have been 
following closely the daily harvest re
ports with the end of basing upon them 

an estimate of the pozwr of the 1920
21 farm markets will be glad to round 
out our l.iimelcdge zvith the aid of this 
masterly survey of the last three years' 
developments in the farm field.—THE 
1 DITOR.

and if we assume that farm costs in
creased fifty per cent in these years, 
it is apparent that the increased net 
profits for each of these years would 
approximately equal the gross earn
ings before the war.

In Georgia, North Carolina and 
South Carolina, the gross figures are 
somewhat smaller, due to the fact 
that the acreage of improved land is 
cut up into smaller average holdings, 
but the percentage of gain in 1918 
and 1919 was even greater.

Every section of the country 
showed in each of the three years a 
marked increase oxer the pre-war 
values. It seems exident that 
throughout the United States many 
farmers must have made incomes 
during each of the past three years 
higher than the gross value of their 
products before the war.

It seems probable that in 1920 
there will be some recession from 
these figures. Under the stimulus of 
war demand, land xvas crowded for 
production and unusual emphasis 
was given to raising wheat. This 
year there will likely be a return to 
a more normal rotation of crops, 
probably entailing a. lower wheat 
production. But, barring exceptional 
weather conditions, it seems reason
able to expect that in 1920 the farm
ers, still under the stimulus of prob
able high prices, will attain at least 
a fairly high level of production.

The value of farm property in the 
United States—that is, the value o: 
land, buildings, implements and do
mestic animals—increased slowly up 
to 1900, then doubled by 1910, and 
again doubled by 1920.

In other xx-ords, increment in the
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Newspapers
Put Yuban on the Map

IN November, 1913, Yuban, the pri
vate coffee of Arbuckle Brothers, 

was first placed on retail sale.

Within ninety days, more Yuban 
was being used in Greater New York 
than any other packaged coffee!

Within six months, Yuban was 
outselling all other high grade pack
aged coffees combined!

In New York and Chicago right 
now, more people buy Yuban than 
ever before used any one particular 

brand of coffee. There the distri
bution in all neighborhoods exceeds 
the saturation point formerly as
sumed for a high grade coffee.
Without the finest kind of com
plete merchandising—a glowing 
tribute to every associated factor—■ 
no such success could have been 
attained — but the one outstanding 
consumer sales force was the daily 
Newspapers !
Drive the lesson home. How about 
your product?

Invest in Newspaper Advertising

E. Katz Special Advertising Agency
Established 1888

Publishers’ Representatives

NEW YORK CHICAGO ATLANTA KANSAS CITY SAN FRANCISCO
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value of farm property in the past 
decade was more than double the en
tire accumulation of farm values 
from the beginning of our history 
down to 1900.

The significance of this marvelous 
growth in the value of farm prop
erty is better understood when it is 
realized that the values used in the 
industry of farming in 1910 exceed
ed the capital invested in all manu
facturing industries of the United 
States, plus the capital invested in all 
American railways, plus the capita; 
invested in American mines and 
quarries.

Authentic figures for 1920 are not 
yet available, but on the basis of the 
government estimate of $85,000,000,
000 for the value of farm property, 
if we assume that the capitalization 
of manufacturing industries in
creased to $40,000,000,000, the value, 
used in the industry of farming in 
1920 appear not only to have main
tained their dominance but to have 
increased their percentage.

Farming is not only the largest 
industry, it is the basic one, and in 
the past three vears this industry has 
risen to a new plane of earning and 
spending power.

Since 1000, population has been in
creasing more rapidly than acreage 
of improved land, and city population 
has increased more rapxllv than 
rural. More intensive cultivation 
and the use of poorer lands are neces 
sary to produce the increased amount

About
IT is the function of advertising 

to entertain and instruct, as well 
as to fulfill its principal purpose of 

selling goods. Readers often look at 
your space, if you are yourself an 
advertiser, merely for the purpose of 
determining exactly what your lines 
or brands are, whether your prices 
are high or low, possibly to obtain 
your business address. So, in addi
tion to its other functions, advertis
ing fulfills the purpose of answering 
questions.

It would not be sought in this way, 
however, were it not either known or 
assumed that your advertising regu
larly appears in certain classes of 
publication. The idea of looking for 
it would never come into the reader’s 
mind if there were not already there 
an automatic reflex, associating your 
name and business with that kind of 
a publication and with that particular 
example of its kind.

It is the automatic reflex from ad
vertising that is its most potent and 
far-reaching influence. This same 

of food required by our population. 
Both of these measures ultimately 
mean more expensive production and 
therefore higher prices.

Under these conditions it seems 
to us unlikely that food prices will 
return to a pre-war level and farm
ing seems to have moved permanent 
ly to a higher level of earning and 
spending power.

1'he many influences that are in
creasing the earning power of the 
farm are doing another thing quite 
as important—they are cultivating 
the taste of the farmer for bettei 
merchandise.

The automobile has transformed 
farm life. It has broadened the 
farmer's acquaintance from a radius 
of seven miles to a radius of thirty 
miles. It has made the farmer and 
his family a part of the civic and 
social life of the nearby city and, 
what is also important, it has made it 
easy for city residents to xisit their 
friends on the farm.

Education is also a transforming 
influence on the farm. The sons and 
daughters are going to city scho Is 
and colleges more than ever before. 
Education is increasing the efficiency 
of fanning and raising the standard 
of living so that a larger proportion 
of farm homes have thoroughly mod
ern equipment and conveniences.

That there is a sufficient economic 
justification for the farm demand for 
phonographs, pianos, automobiles 
and the luxuries of a modern home is

Advertising Good
property is also the least tangible of 
its many values and the most difficult 
to appraise. It is based very largely 
upon the ability of the advertiser to 
entertain and hold the attention of 
the reader who is, so to speak, merely 
looking at the pictures. For how 
often it happens that no more than a 
casual glance at an advertisement 
registers in the mind an impression 
that subsequently becomes of definite 
and lasting value.

Growing out of this concealed 
value of advertising, however, arises 
a still more potent influence, of which 
a few advertisers are well aware, of 
which some make extraordinarily 
good use, but which by far the ma
jority seem totally to ignore. This is 
the general influence of the manu
facturer's or merchant’s message in 
molding popular thought, even shap
ing current events.

For illustration, consider the pres
ent tone of business. Follow back 
through the events of the past few 
weeks. Trace its beginning in the 

evident from farm earnings, but a 
full understanding requires a word 
on the psychology of the situation; 
for strong buying necessitates not 
only purchasing power but attitude 
of mind favorable to spending.

Before the war, a fairly typical 
farm statement might show 200 acres 
of land valued at $200 per acre, or a 
gross value of $40,000, against which 
there might be outstanding a mort
gage of $2O,ixx>, and the farmer, es
timating his net worth at $20,000, 
might have felt fairly comfortable. In 
the past three years his land value has 
doubled and his indebtedness has not 
increased. Today the 200 acres are 
worth $80,000, and as the farmer 
realizes that his net worth is $60,000 
and that his present crops return 
ready cash to reduce his indebtedness 
and furnish besides luxuries long de
sired by the family, is it any wonder 
that he buys a new automobile, a 
grand piano, a fur coat for his wife, 
or takes the family for an outing to 
New York ?

With the accumulation of three 
.vears of unprecedented earnings it 
seems to us that nothing short of a 
crop failure can check the buying de
mand of farmers during 1920. The 
lifting of the farm market to a new 
plane of earning and to a better ap
preciation of good merchandise 
seems to us the most encouraging 
factor not only for 1920 but for 
years to come.

Times
epidemic of price-cutting that swept 
the country a little white back, and 
so follow through to the news con
veyed by the advertisements of one 
department store in one city. It was 
the fact back of the advertisements, 
to be sure, that started the ball roll
ing, but it was the advertising cam
paign directed toward reducing the 
high cost of living,—that, and the in
terpretations variously placed upon 
it, the degree of sincerity attributed 
to it, the amount of belief that it in
spired, that acted upon other mer
chants in other cities, and so, within 
a very few days, induced a slaughter 
of prices throughout the country.

Advertising is the very spirit of 
current events. It is the connecting 
link between the great happenings of 
the day and those minor occurrences 
that are mere routine—the buying 
and selling of goods, the accumula
tion of materials, the hiring or lay
ing off of help, the movement of 
merchandise, its disposal to the con
sumer. He who fails to recognize



The JarmJournal

Maybe Our Young
that his dad is bringing in The Farm Journal—but the 
rest of the family will be eager to see it, and profit by 
its help, its wit and wisdom, its commonsense and its 
advertising pages. . .

The September issue of our excellent publication (isn t

The Farm
15 E. 40th Street, Washington Square

New York City. Philadelphia.

iend Doesn’t Know
that modestly said, for such a wonderfully growing 
paper?) is certainly a big money’s-worth. It will make 
better farmers out of its readers — and better folks out 
of those farmers. Fifty cents a year buys a great 
deal, when invested in The Farm Journal.

Journal
Mailers Bldg., Crocker Bldg.,

Chicago. San Francisco.
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this, or who does not read in the ad
vertiser’s message the undercurrent 
of the advertiser’s own reflections, is 
not only missing one of the day’s 
greatest diversions, but also is over
looking an infallible indication of the 
business temperature. Similarly he 
who fails to employ his advertising 
as a means to stimulate and guide the 
trend of public thought along helpful 
and uplifting lines, is doing himself 
and his fellow craftsmen a great 
wrong.

Is it not true that the very spirit 
of the writer who contrives the brief 
lines that appear above the advertis
er’s signature goes into those few 

thatMr. F.R.Barnard 
who has boon malting 
his headquarters at 
Chicago as Western 
Advertising Manager 
has been appointedNational

words r Does he really mean what he 
says, and does he make that meaning 
clear? If he feels he must give rea
sons. do those reasons ring true, are 
they logical ?

For the business man, every day 
and every week bring new problems 
to be solved, new conditions to be 
faced. Phe manner in which he 
works out those solutions, and the at
titude with which he faces the ever 
increasing tangle of complications is 
very largely determined by his frame 
of mind. His mental attitude, in 
turn, is more largely determined by 
what he reads than most people 
imagine.

Advertising & Seiling

Into the stream of the current pub- I 

lications, ceaselessly meandering 
along, How the thoughts and ideas of 
all men and all classes of men, and I 
from it are drawn the ideas and in- 
¡mirations of all men and all classes 
of men. Consciously or otherwise, 
men's minds are molded by whai 
they read. Does the advertiser al
ways appreciate this ?

It is the custom of the more enter
prising writers of advertising to take 
advantage of the passing whim by 
catch-phrase and allusion, more, per 
haps, for the purpose of fixing the 
reader’s attention, than with any 
deeper intent. But is that sufficient ?

Is there not something about ad
vertising akin to that feeling of be
ing in the public service of which 
every newspaper man is conscious, 
which should be used to better ad
vantage than it is ? To how great ex
tent does advertising of the more 
conventional sort fail of realizing its 
entire purpose because it was written 
in sequence, months in advance, and 
subsequently criticised from so many 
viewpoints that it has lost its inspira
tional quality?

To go even further, how far does 
advertising, as conventionally em
ployed, reflect only the product, 
rather than the motive behind it t 
How far is it becoming over-conven
tionalized ?

Money becomes tight, the curve of 
buying falls off, those who are easily 
discouraged catch the popular dis
temper. But these are not hard times, 
these are good times. There is noth 
ing the matter with business, except 
that speculation is receiving very lit
tle encouragement. That, however, 
ought to be good for business, rather 
than bad. But does your advertising 
convey that impression ? Are you ad
vertising good time.i?—Publisher's 
Observations, Automobile Topics.

Advertises Rochester Exposit or!
Lyddon & Hanford Co., Rochester, N. 

Y., besides using outdoor advertising, is 
utilizing between sixty and seventy coun
try newspapers within a radius of fifty 
miles to advertise the Rochester Exposi
tion, September 6 to 11. The exposition, 
which has been an annual event for thir
teen years, is combined with the horse 
show. Eastman Kodak Co., Bausch & 
Lomb, Taylor Instruments and other na
tional advertisers will have exhibits.

Pyrene Holds Sales Convent on
Under the supervision of G. P. Rogers, 

general sales and advertising manager, the 
Pyrene Mfg. Co., New York, held its 
sales convention and conference at the 
Hotel Commodore, New York, August 30 
to September 3. The entire sales organi
zation in the United States and Canada, 
together with a portion of sales force of 
its London company was in attendance.
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Introducing the New Representative
Getting the Right Personal Touch to Your Message to the 
Trade Is Important in Assisting the Selling Process.

By GUY S. HAMILTON
Advertising Manager, American Steam Conveyor Corporation.

WHAT is the best way to in
troduce a new sales repre
sentative to the customer, 

prospective and present, in his ter
ritory ?

That is a question which from 
time to time has engaged the at
tention of more than one executive.

Many manufacturing concerns 
divide the country up in sales ter
ritories, each alloted to an agent, 
generally a manufacturing repre
sentative handling a line of ac
counts in the same field. A steam 
jet ash conveyor designed to handle 
ashes from the boiler room, for in
stance, would be handled by agents 
devoted to the sale of power plant 
equipment. They are men of tech
nical training and are often influ
ential in their field.

W hen one of these men is given 
the account, it becomes at once ad
visable to make some sort of an 
announcement to the customers in 
the sales territory. The more ef
fective the announcement, the great
er the impression made on the ter
ritory.

CREATING THE PERSONAL APPEAL

A short time ago, the American 
Steam Conveyor Corporation ap
pointed a new representative for 
the territory comprising Buffalo and 
Western New York. Notices were 
sent to the power plant publication 
and cards were printed for mailing 
to the Western New York prospect 
list.

It was felt, however, that some
thing was lacking. These methods 
were rather conventional — they 
didn’t have a human personal 
touch.

“Let’s introduce Konzelman to 
his territory in a more personal 
manner," was the suggestion. “He 
can’t call on everyone in person 
within a few weeks, but he can do 
it quickly by proxy.”

The proxy, of course, was his 
picture. A good likeness of the 
new representative was obtained 
and a first class half-tone made.

After some deliberation it was 
decided to place the likeness on a 
blotter and send it to the list in 
this manner.

Why the blotter?
Why not the reproduction in a 

folder of a deckled edge stock with 

a hand letter cover printed in three 
colors? Why not something artis
tic and “classy"?

Good for many cases, but not 
ours. We felt we had to have some
thing that would live with the pros
pective customer, would sink into his 
consciousness and cause the new 
man to be recognized when he per-

WHAT DOES “JOBBER INFLUENCE" OF A NEWSPAPER MEAN?

Food Advertising In News Is 
Felt In Three States

The fifteen larger grocery jobbers in Indianapolis travel 
152 salesmen in a territory where there are 5,776 grocers. 
In 1919 the jobbers did a business of $21,500,000. The in
fluence of The News on the stocks of these wholesalers is 
tremendous. The circulation radius of The News and 
the Indianapolis grocery radius are practically identical.

News advertising is something very definite and tan
gible to these wholesalers. The News’ portfolio of non- 
cancelable advertising is a good place from which to 
start your representative with the wholesalers.

$4,000 will give you 20,000 lines which spread over 
a year is ample advertising to support your sales 

efforts in the Indianapolis Radius

The Indianapolis News
First in America in National Advertising 6 Days a Week

New York tiffice 
DAN A. CARROLL 

Tribune Building 
/•’AL/ A A' 7. CARRO 1.1. 

, l. tve > Mauaftr

sonally came into the prospect’s 
office.

A USEFUL “CARD”

The blotter, it was felt, would do 
the trick.

A blotter is a homely affair—but 
a very useful one.

There is nothing brilliant about

Chicago office
J. E. LUTZ

First National Bank El i2 
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a blotter as an idea, but once re
ceived, it is used. It drives home 
its message. It sticks on the desk 
for days.

A folder doesn’t do that. Neither 
does a letter. That’s why the blot
ter was chosen to carry the picture 
of the new representative and the 
message of service.

It is perhaps pertinent to say 
that the copy is business-like and 
to the point. It does not emphasize 
the man but rather what he can 
do for the potential customer.

"This man can save you money 
in ash handling,” was the message 
across the top in bold face tvpe. 
And the copy followed: "Cut your 
ash handling costs 50 to 75 per 
cent. If you are using high priced 
ash wheelers or expensively operat
ed mechanical equipment, you can 
do so easily through the use of 
American Steam Ash Conveyors.

THE SERVICE MESSAGE ADDED

"Our representative (note his 
name, address and photograph to 
the right), is entirely at your serv
ice. Ask him to aid you in solving 
your ash disposal problems. He is 
an experienced ash disposal engineer 
and without obligation will gladly 
study your plant and show you how 
an American Steam Ash Conveyor 
will cut your ash disposal costs.”

The blotter also carries an il
lustration of a conveyor so that the 
reader has a knowledge of the prod
uct. Printed in two colors, it pre
sents an attractive appearance.

The company is so well pleased 
with the blotter that arrangements 
are being made to “introduce” other 
sales representatives to their pros
pects in this manner. 

shield has been granted the United Cigar 
Stores Company of America.

The application held that the word 
''United" and the shield device are re
stricted to use by the cigar company, 
and that an attempt to use them constitut
ed unfair competition.

McCaffery Joins “Advertising & 
Selling”

Joseph T. McCaffery, for seven years 
with Printers' Ink Publishing Co., New 
York, has been appointed circulation 
manager of Advertising & Selling.

Mr. McCaffery succeeds Miss Leona 
Marie Dayton, who was married on 
September 1, to Percy Van Holland of 
New A’ork.

Branham Telephone Cards Ready
The new telephone card giving a list 

of advertising agencies and publishers' 
representatives, published each year by 
the John M. Branham Company, pub
lishers’ representatives, is now ready 
for distribution. It may be had by ap
plying to the company's New A’ork office 
225 Fifth Avenue.

National Campaign for Novel
The Cosmopolitan Book Corporation, 

New A’ork, to sell a novel, "The A’alley of 
Curwood” will start a national advertising 
campaign in September, which will con
tinue into the early months of 1921. Nine 
national magazines and twenty-three daily 
newspapers, said to reach in all 40,000,000 
readers, will be employed. There will be 
160 separate advertisements.

Barrett Retires from Pan-American 
Union

John Barrett, director of the Pan- 
Amcrican Union, Washington, D. C., re
tired from office September 1, after hav
ing devoted fourteen years to the Pen- 
American Union and twenty-five to official 
international service.

After assisting in the organization of 
the new Pan-American College at Pana
ma as president of the Administrative 
Council, with headquarters in Washing
ton, Mr. Barrett will establish connec
tions in several cities as a general coun
selor and special adviser in international, 
economic, commercial, financial and cul
tural relations. Dr. L. S. Rowe succeeds 
Mr. Barrett as head of the Pan-Ameri
can Union.

^he

All Fiction Field
Can’t Use United Shield

A preliminary injunction restraining the 
United Confectioners, a candy corpora
tion of Newark, N. J., from' using the 
■word “United" and from displaying an 
advertising device in the form of a

Adventure
Ainslee’s
Argosy-All Story

COMPRISING
Detective Story 
People’s
Short Stories

Smith’s
The Popular 
Top-Notch



September 4, 1020 Tage 21

Chavez With “El Automóvil 
Americano”

Luis Chavez, recently xvith the For
eign Department of Frank Seaman, 
1 tc., has become associate editor of 
El Automóvil Americano, published by 
the Class Journal Companj', Next' A’ork. 
Mr. Chavez xvas formerlj- editor of 
/ vport American Industries and with 
the General Motors Export Co., Detroit.

Resigns from A. B P.
The Associated Business Papers, Inc., 

has accepted the resignation of the Ar
chitectural Forum, Boston, Mass.

Bahian Newspapers Raise Prices
Owing to the increase in the cost of 

newsprint paper in Bahia, the size of 

The
National Biscuit

theknowCompany
value of an audience

andand a half men
That 8 whywomen.

they use The All-
Fiction Field

aggregating a million

the leading newspapers has been reduced 
and the prices have been increased from 
2% cents to 5 cents per copj'.

In June, 1919, newsprint paper could 
be purchased for $140 per ton c. i. f. 
Rio de Janeiro or Bahia, and with the 
dollar quoted at 3.4 milreis Brazilian 
currency, the paper cost the Brazilian 
importer exactly 476 milreis per ton. 
At the end of Januarj' the price had in
creased to $220 United States currency 
per ton c. i. f. Bahia.

The July, 1020, quotation for Ameri
can paper is $450 per ton e. i. f. Bahia, 
and the dollar is quoted at 4.28 milreis, 
xvhich makes the paper cost the pub
lishers 1,926 milreis per ton as compared 
with 476 for the same article one year 
ago.

Buys Michigan Newspaper
Harty Myers, editor and owner of the 

Arena Mich., Independent and part owner 
of the West Branch, Mich., Herald
Times, has bought the Lapeer, Mich., 
Press.

United Makes Workers Directors
Six employes of the United Cigar Stores 

Company of America were rewarded for 
long service in its emploj’ when made vice 
presidents and members of the board. This 
was in line with the policy of the con
cern which keeps control of its business 
in the hands of the men who help make 
it.

Albert C. Allen, Samuel Simons, L. E. 
Denslow, F. I. Becton and M. A. Vouvier 
were elected vice presidents and directors 
and C. W. Rattray, manager of the com
pany’s premium department, was appoint
ed a vice president. Acting President J. 
R. Taylor, commenting on the election, 
said: “In giving the recognition to fidel
ity and proved worth the directors ad
hered to the company’s fixed policy of 
keeping actual control of its business in 
the hands of the men xxho are actively en
gaged in it. No other consideration ever 
enters into promotions of this kind.”

Firestone Appoints New Editor
Mark L. Felber is the new editor of the 

Firestone Non-Skid, the magazine of the 
employes of the Firestone Tire & Rubber 
Co. He succeeds C. A. Reece.

Marmon Starts Dealer School
Nordj-ke & Marmon Company, In

dianapolis, in order to show dealers in 
the smaller towns that thej' can sell 
cars of the higher grade, have estab
lished a sales and service school.

Gives Up Post
Ernest H. Brandt, western sales man

ager for the Ajax Rubber Co., Inc., has 
retired from that position without, how
ever, disclosing his future plans. Before 
joining the Ajax Companj', Mr. Brandt 
was with the Fisk Rubber Co., and at 
one time sales manager of the Corbin 
Motor Car Co.

New Chewing Gum in France
A French firm has had the name Lulu 

Chew’ Ing Gum registered as a trade
mark. The reason for spelling the word 
chewing in two words is said to be for 
the purpose of rendering the word more 
peculiar.

Heads Overland in Johnstown
K. N. Gougeon, for seven j'ears with 

the Willys-Overland Co., Toledo, in the 
sales promotion department, has become 
managers of the Overland-Johnstown Co., 
Johnstown, Pa.

^heField »fGreatkt Yield
New Addition to “Item”

Mark H. Briedy, who for the past 
seven years has 'been engaged in various 
newspaper work in New Orleans, has 
just joined the merchandising and serv
ice department of the New Orleans 
Item.

PUBLISHED BY
Doubleday, Page & Co. The Ridgway Company
The Frank A. Munsey Co. Street & Smith Corporation

MEMBERS A. B. C.

“Costumes and Dresses”
The initial number of Costumes and 

Dresses has recentlj' been issued by the 
Costume and Dress Publishing Company. 
The aim of the magazine is to establish 
an intimate relationship between the re
tail distributor and the producer.
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The Tribes of the 
Himalaya Mountains 
Never Destroy a Picture
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EXPORT ADVERTISING and SELLING
A Department of Foreign Trade Extension Service 

Under the Direction of
CYRIL H. TRIBE

What it Means to "Learn
The “Hard Knocks” Received in the Past Form a Fund 
of Helpful Knowledge for Today’s Foreign Traders

Exporting”

By GEORGE FRENCH

IWAS much interested to read 
the article with the title “Mak
ing Exporters of American Busi

nessmen," in the August 21 issue 
of Advertising & Selling, by 
L. C. Whlsey, and even more in
terested to learn that such an im
portant concern as the General 
Motors Company has begun to 
train men for the export field in a 
systematic manner.

I had the fortune to be intimate
ly associated with a man whom I 
believe to be one of the best 
equipped exporters in this country 
for about a year and a half.

I was in personal touch with this 
man fully seventy-five per cent of 
this time, and was in confidential 
relation with him, so that I got at 
the very heart of all that transpired 
in that office. The business in
cluded the exclusive agency in the 
foreign field for something like 
twenty American products, and in
timate relations, through a service 
branch of the business, with about 
150 other American manufacturers 
of goods for export.

Still another phase of the busi
ness brought us in constant and 
close touch with certainly 80 per 
cent of importers in other countries 
of American goods. In addition 
to these qualifications, and facili
ties, this man whom I am refer
ring to is a very good general 
business man, familiar with finan
cial matters in every country, 
knowing the racial characteristics 
of the people in every country to 
which American goods are shipped, 
and having a pretty thorough know
ledge of American manufactured 
goods.

HOW HE GAINED SUCCESS

When this man was a youth it 
became necessary for him to pro-

Foreign Problems

BUT for the fact that Americans have 
a way of getting results after their 
own methods, and a faculty for cash

ing in on the experiences of others, the 
Foreign Trade field ¡night now seem too 
difficult of entermg to be -worth -while 
attempting.

But the world is going to continue to 
regard us as we are, and eventually accept 
us at face value, possibly even recogniz
ing that -we are in a sense another race of 
folk. And beyond a doubt some day the 
rest of the -world is going to meet Amer
ican goods at least half-way in the 
marketing process, so that we shall not 
have to do all of the puzzling, all of the 
“understanding.'’

Until such good times, however, it will 
be good for American advertisers to read 
-what Mr. French has to say on Foreign 
Selling in the accompanying article.

THE EDITOR.

vide for his own future, and he 
took to the sea; but not for long. 
He soon realized that there was a 
field for American goods in foreign 
lands, and got two or three Ameri
can manufacturers to allow him to 
take their goods into those fields. 
He traveled all over the world with 
those goods, and learned the ex
port business in the “University of 
Hard Knocks.” But he learned it. 
That is the point. He increased 
his lines, and after a time estab
lished himself in New York, keep
ing up his study of the fields where 
American goods can be sold, and 
the people in those fields who buv 
American goods.

This man also keeps his friend
ships with the people in those other 
lands, and never lets an oppor
tunity to befriend them slip. His 
office in New Y’ork is always the 
rendezvous of the people coming 
here from the ends of the earth, 
and every man from the Straits 

Settlements, Australia, New Zea
land, the interior of Siberia, the 
Orient, India, the Levant, Russia— 
anywhere in the world—gets a 
warm welcome and all the service 
the office has to offer, without cost, 
with the personal attention of all 
the staff at all times and for any 
purpose. •

This has been going on something 
like twenty years, and it may be 
surmised that this man has his 
hooks in every concern in the 
world that buys largely of Ameri
can goods. He has, and it pays 
him to have.

It may be remarked that the 
kind of personal contact with busi
ness pays in any sphere. It pays in 
domestic trade, in retail trade; it 
pays in all kinds of business every
where. But it is absolutely neces
sary in export business.

I am coming to the point of it 
all. Everything that this new school 
of training for men for the export 
field is doing, or plans to do, is 
good, and necessary. But it is 
also necessary that the man who 
is to make a success in the export 
field shall go into that field for his 
education. He cannot qualify in 
any other way. He has to know 
the fields where he is to sell goods, 
and the people in those countries.

THE LANGUAGE PROBLEM

Take the one question of 
language. It is quite futile to 
imagine for a moment that one can 
sell goods in Spanish-speaking 
countries without a good knowledge 
of the language as it is used in 
those countries.

Note that I say as it is used in 
those countries. This means that 
if goods are to be sold to Argen
tinians the seller must know the 
peculiar Spanish spoken in that 

i
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countrv, which is different from 
Spanish spoken in any other coun
try or taught by any text book. 
The same is true of Cuba, of Mex
ico, of Spain and the several pro
vinces of Spain, and of all other 
Spanish-speaking countries.

This difference is not mainly a 
literary difference, but more truly 
a technical difference—the names 
applied to goods and materials are 
different, not only basically but col
loquially. A certain pot is one 
thing in Mexico and another in 
Argentina; a tool is called by dif
ferent names in different countries, 
and perhaps not by its literary 
name in any.

These differences are not con
fined to nomenclature, but per-

Keeping Up With 
The Times

A FACT A WEEK

Washington, D. C., 
is now the 14th city 
in size and first in 
many ways.

The Washington 
TIMES has nearly 
doubled its circula
tion since the 10 year 
ago census and is 
the only newspaper 
in the District of 
Columbia selling for 
3 cents daily.

The Washington Times
WASHINGTON, D. C. 

meate the whole export problem, 
to such a bewildering extent that 
the academic student of Spanish 
finds himself in a hole very often 
if he depends upon the teaching 
of tlie books. Take a document 
that has been translated into Span
ish by one who is letter-perfect in 
the academic language and submit 
it to a Mexican. He will mark 
the proof so much that the printer 
will despair of getting it right. 
Then take the Mexican's version 
and send it to an Argentinian and 
note what he will do to it! Final
ly, submit the academic version, 
which is literally correct, to a prac
tical Spaniard in Spain who is in 
trade, and get another series of 
shocks. A good Spanish student 
can converse with Spaniards from 
any part of the world, but he can
not write the literature of their 
business.

What applies to language is also 
applicable to other phases of busi
ness with people living in different 
countries. There are trade cus
toms, nomenclature, habits, preju
dices, traditions, formalities, that 
are impossible to learn except by 
direct contact; and if they are not 
perfectly known and scrupulously 
observed it is not possible to do 
business with the people concerned. 
Most peoples, those whom we 
stupidly call foreigners, are much 
more influenced by personal con
siderations than are we in practi
cal America; and their personal 
idiosyncracies have to be not only 
known but carefully humored.

NOT SCHOOLROOM SUBJECTS
These matters cannot be learned 

in America. They cannot be suc
cessfully taught in any school, even 
by teachers who are well aware 
of them and of their basic im
portance. This seems absurd to 
many Americans, and it seems ab
surd to many Americans that such 
racial differences should be ob
served in trade even if they exist. 
But the people of all other countries 
have more rigidly defined person
alities than we have, and run truer 
to their heredity and training than 
do we.

The Spaniard is sure to be as 
much of a Spaniard in New York 
as in Madrid; and as much of a 
Spaniard today as was his great
grandfather, or anv ancestor back 
to the tenth or twentieth genera
tion. We Yanks can become pret
ty good Spaniards in Spain. 
Frenchmen in France, and even 
Cockneys in Lunnon. We do not 
care a “sumarkee” for what our 
respected ancestors wore a hun
dred years ago, or a thousand; nor 

for how they accented their words, 
or spelled them. We do not under
stand why the Japanese gentleman 
to whom we wish to sell machinery 
should worship his ancestors, and 
that he persists in doing so arouses 
our wonder, or our contempt. And 
it is just there that we fall down 
as exporters.

I mentioned that I wallowed in 
this export atmosphere a matter of 
a year and a half. I was willing 
lo acknowledge that if I wanted 
tc become an exporter I must take 
my bag and go into the field of the 
world. I didn’t wish to do that, 
and so I did not become an ex
porter.

And, with all respect to this and 
other ventures, I wish to suggest 
that if any American concern is 
thinking of training men for the 
export business it will facilitate 
that purpose if at the start they 
realize that it is a business that 
has to be learned by the doing of it 
—for the most part. There are, 
in New York and other parts of 
the countrv, schools for the train
ing of men for export business, 
but where do you find their gradu
ates functioning importantly in act
ual export business? It is cer
tainly true that in large export 
concerns there is much work that 
can be better done by men who 
have had the training given by 
such a school as Mr. Wilsey de
scribes, but chiefs of foreign trade 
do not matriculate in them.

A big exporting concern should 
formulate a policy of sending its 
\ oung men into the foreign field, 
first as clerks in their overseas offi
ces and then as salesmen on the big 
world circuit. After some years 
at this they would be qualified to 
come to America and take impor
tant positions in export business, 
and know what the}' were required 
to do and how to do it. It is a 
slow process, but the building of 
foreign trade for the United States 
cannot he accomplished overnight, 
nor during one generation. It is 
a matter that will require much 
time, much money, much patience 

-and “keeping everlastingly at it” 
from father to son, and so down 
the years. England is the onlv 
nation that knows how to do export 
business, and how many genera
tions has it taken her to learn it? 
We can begin. We can do busi
ness with other countries, to some 
extent. But if we cherish the am
bition to become a nation of ex
porters we have got first to learn 
the business and build up a class 
of expert exporters, and we have 
got to do it through educating 



September 4, 1920 Page 25

them in the field—in the "Univer
sity of Hard Knocks.”

The man I referred to in the 
beginning is a type of what an 
export man must be, if he is to 
succeed. He has a vast store of 
export lore that cannot be taught, 
that he cannot teach. Every item 
of his knowledge of the foreign 
field has been acquired in the 
foreign field, at the fountain head. 
Probably the schools for training 
export men could teach him many 
things that are useful, but probably 
they could teach him nothing that 
is essential. There are in New 
York perhaps twenty men like him 
—perhaps a hundred, I do not 
know; I have never met more than 
a dozen. If we are to become an 
exporting nation, in the sense the 
English are, there should be a 
thousand absolute experts in New 
York, or even more.

An , Englishman, recently our 
guest here in New York, told a 
meeting of business men that the 
export business of the world is 
done through London. “Go into 
the export business as much as you 
like,” he said, “hut as much as you 
go into it you will find that even
tually you will have to do it 
through London.” If that is true, 
and it is at least 90 per cent true, 
it is as true that if we are to be 
a great export nation we have got 
tc build up as England has built 
up, through generations of plod
ding effort, patient study, constant 
application, and thorough prepara
tion. —

Canada’s Trade Increased 
$166,000,000

Canada's trade xvith the world for the 
first four months of the Canadian fiscal 
year, ending on July 31 shows an increase 
in value amounting to $166,480,404 when 
compared with the same period in 1919, 
according to the Summary of Canadian 
trade issued by the Department of Cus
toms. For the four-month period in the 
present year the total value of goods ex
ported and imported xvas $825,267,761, 
while in 1919 the total was $658,787,357.

Canada is importing goods to a much 
greater extent than during 1919. The 
total value of goods imported into Canada 
from April to July, inclusive, this year 
was $473,572,589, xvhile last year during 
the same period it xvas only $284,897,013. 
The total value of domestic merchandise 
exported, however, xvas some fifteen mil
lion dollars less than during the four 
month period in 1919. From April to 
July, inclusive, this year Canada exported 
domestic merchandise to the value of 
$342,112,423, and during the same period 
last year the Dominion exported this class 
of goods to the value of $357,883,897.

Canada’s trade for the month of July 
was $234,108,201, shoxving an increase ot 
over $30,000,000, compared with the total 
trade for July of 1919. Imports were 
$127,268,811, an increase compared with 
July of 1919 of approximately $43,000,000. 

Exports were $io6.-;i 1.300, showing a de
cline over exports for July 1919 of $10,
000,000. ---------—

Exports Jump $23,000,000
Exports during July were $23,000,000 

greater than in June, while imports de
creased $16,000,000. Trade figures made 
public by the Department of Commerce 
place the value of July exports at $654,
000,000 and imports at $537,000,000.

Exports for the first seven months of 
this calendar year totaled $4,902,000,000, 
an increase of 6 per cent, over the corre
sponding period last year, while imports 
were valued at $3,482,000,000, an increase

Supply and Demand
This year the Bell telephone sys

tem has required 75,000,000 pounds 
of copper; 10,000 tons of galvan
ized iron and steel wire; 12,000 tons 
of pole line hardware; 100,000,000 
pounds of lead; 1,000,000 pounds of 
antimony; 700,000 pounds of tin; 
10,000,000 pounds of sheet and rod 
brass; I 5,000 tons of paper for di
rectories; more than 24,000,000 feet 
of lumber; 12,000,000 feet of clay 
conduits; 10,000,000 glass insula
tors. These are only some of the 
chief requirements, only a part of 
the absolute essentials.

Suppliers of every item men
tioned, as well as of scores of other 
items, have been compelled to 
withdraw promises of delivery, re
ject orders, refuse contracts and even 

American Telephone and Telegraph Company
And Associated Companies

One Policy One System Universal Service
And all directed toward Better Service

of 78 per cent over the same period last 
year.

The excess of exports over imports 
amounted to $117,000,000 in July and $1,
420,000,000 for the seven months, com
pared with $225,000,000 for July and $2,
672,000,000 for the corresponding seven 
months of 1919.

Gold imports for the month amounted 
to $19,817,758 and exports $21,872,783, 
while for the seven months ended with 
July imports totaled $144,268,949 and ex
ports $217,288,653. Silver imports for July 
totaled $6,496,229, and exports $5,494,336, 
and for the seven months period imports 
amounted to $62,575,255 and exports $87,
615,984.

shut down plants. The reasons are 
that they have been unable to se
cure materials for manufacture, fuel 
for power, or cars for shipments.

During the period in which the 
demand for new telephones has 
been greater than ever before, sup
plies have been more severely cur
tailed than at any time in the history 
of the Bell System. Special repre
sentatives have scoured the country; 
visiting mines, factories, laboratories, 
shipping points; and rushing goods 
forward.

The impressive conclusion is that, 
in the face of such conditions, the 
Bell System has actually gained on 
demand and has exceeded all pre
vious records in putting in new 
telephones.
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The Men and Women Who 
Make Our Mediums

SIR LOMER GOUIN
Editorial Director of La Press? of Montreal

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

By E. WALTER OSBORNE

T THE 
United

the spectacle

SAME time that the 
States is offering us 
of an eminent news

paper man (and it will be an emi
nent newspaper man, whatever the 
November verdict) about to enter 
into the chief political office in its 
domain, up in the sturdy province 
of Quebec to the north we find des
tiny reversing the process as the 
chief political personage of that do
main enters upon the duties of a 
newspaper man.

La Presse of Montreal has just 

announced the acquisition, as its 
editorial direc.or, of the Honorable 
Sir Lomer Gouin, K.C.M.G., B.C.L., 
LL.D., for the last fifteen years 
Prime Minister of Quebec and the 
outstanding political figure of the 
province.

PRIME MINISTER FIFTEEN YEARS

The retirement of Sir Lomer 
Gouin from active politics came at 
the climax of a singularly and un
usually successful, progressive and, 
for his people, prosperous official 

tenure. He had stood at the head 
of the provincial government for the 
unprecedented period of fifteen 
years. Under his tutelage Quebec 
had grown and flourished, rising 
from a very modest position among 
its sisters to the place of key prov
ince of the Dominion. When he 
withdrew from public life this year 
it was on a personal choice with 
the realization of a work well done 
—a work that most men would be 
proud of as a life-time effort. But 
Sir Lomer evidently prefers to think 
of it only as one chapter that has 
been finished, has turned the page 
and, at fifty-nine years of age, is 
beginning a new one —in a newspa
per office.

To the new editorial director, a 
leader in French-Canadian thought, 
a man of great influence in the 
Dominion, whose counsel is sought 
ami listened to with close attention 
bv all Erench-speaking America, a 
career in journalism under the aegis 
of Canada's great French newspa
per offers splendid prospects of 
service. Those who have followed 
his career feel it highly fitting that 
when he had reached the point 
where he desired to lay down po
litical burdens he should choose this, 
in a sense, complimentary, non-po
litical means of remaining in the 
service of the Canadian public.

At the same time, Sir Lomer will 
maintain connections with the gov
ernment of the province through his 
appointment as a member of the 
Legislative Council, the ratifying 
body of the Legislature, in which 
he has just taken his seat at the in
vitation of the Taschereau ministry, 
which succeeded his own. This is 
a life appointment.

"[.A rresse’s" tribute

In announcing his advent to its ex
ecutive. La Presse, in an editorial of 
August 2, said:

“At all times La Presse has desired to 
have as councillors and collaborators 
clear-minded men of action, so as to be 
more than ever deserving of the always 
growing confidence of the public. There
fore, we are happy to announce today to 
our readers the entry of Sir Lomer Gouin 
into the executive of La Presse.

“Without doubt the man who has known 
how to govern so long and so well the 
provincial ship of state, will be an able 
and wise guide to our journal.

“Is it necessary to state that wur news
paper will remain faithful to th' program 
laid down by its founder (the late Hon
orable T. Berthiaume) ; that is, Canadian 
in the broadest sense of the word? Un
der the fertile administration of Sir Lom
er, the great French-Canadian family has 
become united and everything seems to 
point towards a glorious future for it.

“Anxious to serve again and always the 
high interests of our countrymen, La 
presse realizes the serious duties which
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fill upon its shoulders and nothing will 
be neglected to carry them out faithfully.

"For several months we have been try
ing to tighten the natural bond existing 
between the various groups of French 
origin in the American continent. We 
are following up the ethnical census 01 
our forces spread throughout the new 
world. We hope to be able to complete 
this considerable work, the importance of 
which no one can fail to realize.

"La Pressc, which gets into so many 
norm s each day, realizes the serious and 
delicate mission which befalls it; like all 
human institutions, and not being infalli
ble, La Pressc tries to err as little as pos
sible and that is why it is deemed neces
sary to add constantly to the competent 
staff.

“Convinced of the influential role which 
French Canada is destined to play in the 
Confederation, we can feel certain that 
the sound judgment and the enlightened 
experience of Sir Lomer Gouin, aided by 
the most powerful publicity organ of the 
Dominion, will assure to both a prudent, 
wise and strong direction.

“We have, therefore, reason to believe 
that the Province of Quebec and the whole 
C madian race, which we want to sec 
grow and prosper through harmony and 
cooperation, will benefit greatly by the 
imahiable collaboration of Sir Lomer 
Gouin with La Pressc"

Sir Lomer was called upon very 
soon after becoming associated wim 
I.a Pressc to play an important part 
in his new role of newspaper man. 
This was on the occasion of the re
cent Imperial Press Conference in 
Montreal at the sessions of which 
he was a prominent figure, repre
senting the French-Canadian press.

These may be thought topsy 
tuny days when newspaper men 
turn presidents and prime ministers 
turn newspaper men, yet perhaps it 
is a good sign and a sign that the 
world is going to be less topsy
turvy for such changes. No news
paper man has ever been President 
of the United States and prime min
isters in the New World do not 
usually wield the editorial pen. The 
United States and Quebec each have 
great confidence in the value of the 
precedent now to be set.

IMPORTANCE TO ADVERTISERS

The advent of the former prime 
minister of Quebec to the chief edi
torial position on La Pressc cannot 
be without significance to advertis
es who, in covering Canada, are 
wi e enough to include among their 
prospects that great body of French
speaking Canadians which consti
tutes so valuable a division of the 
Dominion’s people and which has, 
in the past, contributed so richly to 
the Dominion’s progress and pros
perity. It is a curious fact how 
apt the otherwise well-informed 
American business man is to look 
upon Canada as an English-speak
ing land, whereas 28.51 per cent 
(1911 figures') of the population is 
of French origin and, bi-lingual or 

not, owns French as its first speech.
In Quebec, the home province of 

La Pressc with its combined total 
circulation of 146,271 (Lydiatt’s) 
there are more than a million and a 
half French-Canadians as against a 
'ittle over three hundred thousand 
British-Canadians. Any move cal- 
iiilated to increase the prestige of 
the French-Canadian newspaper 
press in that province in which, 
according to Lydiatt’s Book for 1020 
there were 297,450 copies of French 
language newspapers distributed 
daily in 1919, is certain to redound 
to the interests of the advertiser 
wno would reach the French-Can
adian prospect. Such a move is 

Y>ur Medium 
¿Selling

Iron, Steel, Metals, 
Alloys

Fuel, Refractories
Heat Treating 

Equipment
Castings, Forgings, 

Stampings
Pipe, Springs, Wire, 

Screws
Electrical Apparatus

Power and Transmission Equipment
Foundry Equipment, Metal-working

Machinery
Machine Tools, Attachments and Small Tools
Factory Equipment and Mill Supplies
Material Flandling Machinery

represented in the advent of Sir 
Lomer Gouin as a journalist. At 
the same time, it is of high signifi
cance to the French-Canadian press 
itself as an event calculated to im
press upon the advertising world the 
essentiality of the French language 
press to any advertising program 
designed to “cover Canada.” The 
press of the two chief North Amer
ican commonwealths will welcome 
the former prime minister into the 
ranks of journalism.

LTsed Pink Advertising Pages
To announce the opening of a mid

summer clearance sale, Weinstock, Lubin 
& Co., Sacramento, Cal., used four pages, 
in pink, in the Sacramento Bee,
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Mexican Trade Information Available
A report of the first meeting of the 

United Statcs-Mexico Trade Conference 
held in Mexico City early this year under 
the direction of the American Chamber of 
Commerce of Mexico is now available. 
The report which contains the papers read 
at the conference has been forwarded to 
the bureau by Trade Commissioner Chas. 
H. Cunningham and is on file in the Latin 
American division, where it may be exam
ined by interested persons.

The subjects treated during the sessions 
of the delegates included the following: 
Financing the exports of Mexico; trade
marks in Mexico; Mexican sales methods; 
distribution and advertising; Mexican 
credits; Mexican agencies and representa
tions ; international banking; banking fa
cilities in Mexico; shipping, packing, de

SINCE it was established in 1855, The Iron Age has 
stood for distinctive and exceptional service to the 
world’s basic industries—blast furnace, steel plant, 

foundry, machine shop, and metal-working interests. It is 
the recognized authority on conditions, prices, progress, and 
all matters of general interest in this great field.

Any complete list of metal-working industries will co
incide closely with The Iron Age circulation, which covers 
a field equalled by no other business paper. lit reaches a 
tremendous world-wide aggregation of buying units, prac
tically each subscriber representing a separate and distinct 
company, operating plants which are exceptional in size and 
importance, volume of business, and buying power.

Advertisements are arranged for the convenience of 
the busy buyer—grouped according to the product adver
tised as well as cross-indexed by materials and manufac
turers—just another of the exclusive features that make 
The Iron Age a dominant factor in the industrial field. 
Over 2000 representative companies advertise their products 
and services regularly, making its pages a veritable index 
to American manufacturers and distributors of every con
ceivable requirement in the metal-working establishment.

There is an interesting booklet giving a bird’s eye view 
of the Buying Units of The Iron Age field, sent on request.

THE IRON AGE
The World’s Greatest Industrial Paper

ESTABLISHED 1855

239 West 39th Street, New York
Charter Member A. B. C. and A. B. P.

clarations and billing of merchandise; 
real estate and mine titles in Mexico; 
commercial travelers of Mexico, and Am
erican selling methods and Mexican buy
ing practices. Statistics of the oil indus
try of Tampico compiled by the Tampico 
Chamber of Commerce, as well as a list 
of the delegates attending the onference 
are also given in the publication.

W. G. Bryan Announces Plans
W. G. Bryan, who recently resigned 

as publisher of the Xew York Amer
ican, has just given out the following 
statement regarding his future plans:

“First, I want it distinctly understood 
that my resignation from the Hearst 
organization did not come about through 

a disagreement with Mr. Hearst person
ally, or any of his national policies with 
which I, together with some five million 
people, am to a great degree in sym
pathetic accord.

"It is my intention to revive the W. G. 
Bryan Organization, the nucleus of which 
has been kept intact for the last five 
years.

“The greatly increased cost of white 
paper makes it absolutely necessary that 
all newspapers maintain not only their 
volume of business, but at a decidedly 
increased price per line. In this I know 
I can be of great service to the news
papers of the country because in the 
twelve newspaper offices where the serv
ice of my organization has been installed, 
all of them increased not only their ad
vertising rates but increased their volume 
of business as well. In fact eight ol 
the twelve newspapers broke every rec
ord in their history. The money in
crease on one large metropolitan news
paper amounted to more than a million 
dollars.

“I have $33,000 invested in copy, draw
ings, and plans. To this has been added 
five years of experience in highly com
petitive fields and under the most trying 
conditions which newspaper men gener
ally have ever faced. Aly only regret 
is that I cannot give all of this experi
ence to all of the newspapers in every 
locality, but, naturally, my work is such 
that it will have to be confined to only 
one newspaper in each city.

“Instead of putting out the service of 
my organization on a fee basis of $7,500 
yearly, as I formerly did, I intend to 
syndicate the material so as to give more 
newspapers the advantage of the service 
at a cost they can pay in keeping with 
the city in which they are located. I 
estimate that in this way we will be 
able to accommodate all the newspapers 
of the country with this service in a 
period of two years.

‘'While there will be a considerable 
volume of advertising this fall, still I 
do not believe that it will in any way 
approximate the great amount of bus
iness which the newspapers have enjoyed 
during the past year, consequently pub
lishers who are being forced to pay an 
increased price for paper will find it 
necessary to increase their revenue ac
cordingly. •

“While my organization confines itself 
primarily to the business of ‘Advertising 
Advertising,’ still we will be in a posi
tion to show newspapers how they can 
increase their circulation price and rev
enue with no material loss in circula
tion, and also give them the advantage 
of several effective plans for conserving 
white paper.

“I have always wanted to render a con
structive service for the newspapers of 
the country, and circumstances have 
arisen which will enable me to do this 
at a time when conservation is essential 
and increased revenue is necessary.”

Mr. Bryan is noxv at his summer 
place, “Homecrest,” in Greenwich, Conn., 
and will remain there until October 1, 
after which he intends either to enlarge 
his Chicago office or open a nexx- office 
in New York.

Huber Hoge to Start Agency
F. Huber Hoge, for twelve years with 

Frank Seaman, Inc., and xvho resigned 
on June I, will establish about the mid
dle of September an advertising agency 
in the Equitable Trust Company. 45th 
Street and Madison Avenue. New York.
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Feminine Fingers in the Agency Pie
The Success of the Latnbkin Sisters in the 
Advertising Agency Field Testifys Further 
to the Growing Importance of Women There

SUPERIOR man is forced to ad
mit from time to time that mere 

woman some times does make good 
in business. We have with us today 
the woman merchant, the woman 
banker, the woman manufacturer, 
the woman rancher and planter, and 
quite a smattering and a scattering 
of women holding their own in vari
ous professions. We have been prei - 
ty confident, however, that there are 
some few lines of endeavor where 
the more-or-less gentler sex never 
would be found—those jobs requi - 
ing the intricate technical knowledge, 
the broad vision and the calm analy
tical faculty peculiar to us min. 
Certainly.

Take, f o r in
stance, the posi
tions o f space 
buyer and print
ing buyer in an 
advertising agen
ev. There are a 
couple o f jobs 
for you that are 
man size, calling 
for acumen,broad 
shoulders, diplo
macy, and great 
skill in the manly 
art of self de
fense. If Jack 
Dempsey were a 
space buyer, • he 
might well quail 
before an o n- 
slaught of special 
repr e s entatives; 
while as for deal
ing with the un
regenerate tribe of printing salesmen !

Nevertheless and in spite of all 
that, there is one flourishing na
tional advertising agency that finds 
it to its advantage to keep 
women—and young, mild-mannered 
women, at that—in the positions of 
space buyer and director of print
ing service. It will be no news to 
most of the special representatives 
in the country, nor to printers gen
erally. that the names A. J. Lamb
kin and M. J. Lambkin, signed to 
space orders and printing orders 
that go out from the Kansas City 
offices of the Ferry-Haniv Adver
tising Company, belong to persons 
both entitled, at this time of writ
ing, to the prefix of “Miss.”

No, the Misses Lambkin are not 
related to any member of the firm 

A. J. LAMBKIN

nor to anv wealthy and influential 
stockholders. They got their jobs 
only after amply demonstrating 
their fitness for them, and they hold 
their jobs only by delivering the 
goods. Encyclopedias do not com
monly come bound in chiffon, but 
Miss A. J. Lambkin has a wide
spread reputation of being an en
cyclopedia on rates, closing dates, 
mechanical requirements, circula
tion, and other data pertaining to 
publications of high and low degree 
throughout the countrv. Moreover, 
she has a sometimes aggravating 
way, in buying space for clients, of 
sizing up a paper or magazine as an 
advertising medium strictly on its

M. J. LAMBKIN

merits, without any regard what
ever for the color of the necktie 
worn by the special representative. 
In other words, she is a coldly cal- 

• culating, impartial and judicious 
buver. She listens to the convinc
ing eloquence of the special repre
sentatives, and she listens smiling
ly, but she can “smile and smile 
and be unwillin’ still.” In the final 
analysis she turns on the mental 
sifter and makes up the schedule 
with the one idea of getting the 
maximum returns for the agency’s 
clients.

This feminine space buyer's asso
ciates in the Ferry-Hanly organiza
tion have grown accustomed to re
markable facility in quoting rates 
and closing elates, but they never 
cease to marvel at the amount of 

work she accomplishes day after 
day. She personally looks after 
an enormous mass of detail, in ad
dition to directing a good sized 
staff of h'r own, and still has time 
to meet and listen to many business 
callers every day. And in spite of 
an unending round of office duties 
she finds a way to look after the 
active duties of chairman of the 
Publicity Committee of the Kansas 
City Advertising Club.

Miss M. J. Lambkin, the other 
sister in this unusual team of 
agency specialists, has had a train
ing and experience that would be 
remarkable for any veteran adver
tising man. Her first agency ex

perience was in 
the checking de
partment and as 
stenographer and 
secretary to “the 
boss.” From there 
she progressed 
through practical
ly all departments 
of agency organi
zation, final y 
achieving the dual 
position o f head 
o f the print- 
i n g service d e - 
partment and of- 
office manager. As 
printing buy e r 
she has acquired 
a knowledge of 
prices, processes 
and forms of 
printing and 
printing materials 

as remarkable as that of her sister’s 
concerning space buying. Not con
tent with these achievements, she has 
recently organized a Woman’s Divi
sion of the Ferry-Hanly agency, of 
which she is director. The depart
ment announces itself with the state
ment that “The intimate languge of 
woman to woman is as decidedly 
different and distinctive as the 
plain “straight-from-the-shoulder” 
confidences of "man-to-man.” It 
is for the benefit of clients whose 
appeal is directed to the woman 
buyer that we have organized our 
Women’s Division, for the prepara
tion and handling of all advertis
ing which can be made more ef
fective by the woman’s viewpoint.

Miss M. J. Lambkin also finds 
time to be vice-president of the Kan
sas City Advertising Club.
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, “Now, that’s mighty fine of the Brooks people”
Like an old-fashioned hand-shake, strong and warm. Remembrance Adverti- - 

ing carries its sincere message straight to the heart.
It gives the lie to that flintv-faced creed which says that business must be 

impersonal and cold-blooded. It maintains that business dare not be cold-blooded; 
that human nature will not be denied; that genial good-fellowship will ever influ
ence patronage and bind customers with the bonds of Good Will. It has proven 
it time and time again by accomplishing through sheer friendliness tasks that no 
amount of cold logic or sound reason might attempt.

During twenty-four years Brown & Bigelow have helped a host of clients forge 
the bonds of friendship and good will. With warm-hearted Holiday Business 
Greetings — with Art Calendars of rare design and beauty — with welcome desk 
and pocket articles of rich Mission Leather— they furnish the cordial means of 
acknowledging the debt of gratitude— of building business firmly upon the rock of 
customer confidence and good will.

"Remembrance Advertising” a helpful booklet relating actual incidents of the 
power of Jriendliness in business, sent free upon request.Brown ô3 Bigelow —Quality Park —Saint Paul—Minnesota

SAULT STE. MARIE, ONTARIO
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This Business Club Gets Business For Its Members
The “Quarter Club” of Buffalo, Through 
Applied Cooperation, Enables Office 
Specialty Men to Climb Over Quotas

By ARTHUR DAVIS
President of the ’“Quarter Club”

DO YOU remember the old busi
ness men's luncheon club you 

used to belong to? Or perhaps it’s 
the one you belong to now. You got 
together (I’ll keep this in the past 
tense to save your feelings) every 
once in a while—or at least ten per 
cent of your membership did. . You 
had a table d’hote meal of dishes 
selected by the restauranteur with an 
eye to their convenience to serve 
rather than to their appetizing quali
ties. If the chairman of your speak
ers’ committee was wise you listened 
over the coffee and cigars ( You gen
erally preferred your own cigars to 
the ones that came with the lunch
eon) to some—shall we say “semi
professional?” — after- luncheon 
speaker; more often than not a 
wholly professional publicity man 
with a “cause” up his sleeve. His 
talk, you will recall, always had the 
merit of keeping you in good humor, 
but it touched only most casually on 
the edges of any of the topics you 
were supposed to be directly inter
ested in as business men.

THE “LOCAL TALENT”

On the other hand, if the chairman 
of vour speakers’ committee still had

What Is Rotary?
C Rotary is a live organization with an ever developing standard 
of business and professional ethics, calculated to encourage the 
greatest efficiency and usefulness, thru honest service, in all worthy 
and legitimate occupations and make for a universal fellowship and 
a belief in the sacredness of all business transactions.
€ Do you want to do business with the type of men who 'compose 
this organization? There are 55,000 of them—you can reach them 
by advertising in

THE

ROTÀRIÀN
Member Audit Bureau of Circulations

Eastern Representative
Wells W. Comstantine

7 West 16th St., New York
6 So. 

CHICAGO
Great Britain

Thos. Stephenson 
Charlotte St., Edinburgh,

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

Published Monthly by the International Association of Rotary Clubs

illusions as to the quality of the 
“local talent” your mind was permit
ted to drift painfully away over its 
own private troubles while some one 
of you, trapped into playing the 
"goat," either talked empty general
ities or mumbled publicly about his 
troubles even more painfully and 
with less control of the drift. “Un
accustomed as I am to public speak
ing." he generally started his pro
logue, in fact or in effect, and “What 
did I ever see in that boob?” was 
your epilogue and epitaph for him. 
By the time the chairman called for 
“questions” the degradation of the 
speaker’s exhibition of himself had 
discouraged any ambitions you might 
have had to get to your feet and 
your only questions were: “Say, how 
late is it getting to be?” and “Hey, 
waiter, what's the quickest way out 
of here ?”

Then you and some of your cron
ies went “around the corner” to 
wash the taste of the affair out of 
your mouths and in the ten minutes 
during which your foot rested easily 
on the brass rail or against the soda 
counter’s marble you picked up more 
real business “dope” than you could

Advertising Manager 
Frank R. Jennings

910 So. Michigan Blvd., Chicago
Scotland 

have amassed in a solid year of lis
tening to the glittering—and other
wise—generalities of the luncheon 
speakers.

Do you remember the old club? 
Then here is the story of a luncheon 
club that will remind you of it—be
cause it’s so different.

WHAT THE “quarter CLUB” IS

The “Quarter Club" of Buffalo. 
N. Y., is composed of twenty-five 
salesmen of the Buffalo territory rep
resenting twenty-five distinct lines of 
manufacture. Most of the members 
sell office specialties. No two men 
representing the same type of prod
uct are admitted to the club's active 
membership. Some of the firms who 
have salesmen on the list are the Ad- 
dressograph Company, the Multi
graph Company, the Todd Protecto- 
graph Company, the Yawmen & Erbe 
Manufacturing Company, the Ault & 
Wiborg Company, the American 
Salesbook Company, the Monroe 
Calculating Machine Company, the 
Linatime Manufacturing Company, 
the Babson Statistical Institution, 
and some factory supply firms such 
as the H. W. Johns Manville Com
pany, the Howard H. Baker Com
panv’, and the White Motor Truck 
Company.

The “Quarter Club’s" quarter of a 
hundred members meet at a quarter 
after twelve each Monday, and each 
member scheduled to take the floor 
has a quarter of an hour allotted to 
him to talk.

The president calls the meeting to 
order directly after luncheon, which 
is served in a private dining room 
of one of Buffalo’s leading restaur
ants. The business routine of this 
very business-like organization is 
this:

Each member who has something 
to say, gets to his feet and, on recog
nition by the chair, gives his name, 
his firm’s name and line, and the 
“tip" he has to contribute to the 
meeting, answers any questions asked 
and then sits down.

Doesn’t sound particularly inter
esting or original ?

WHERE CO-OPERATION COMES IN
Wait a moment. These twenty-five 

members are travelling the city of 
Buffalo and the surrounding territory 
every day. Being in allied lines of 
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business hardly a day passes without 
some one of them picking up infor
mation that will be of value to a 
brother member. Whatever he picks 
up he jots down on a pad of "tip 
sheets" provided by the club’s secre
tary. If it is of sufficient importance 
he gets the other members on the 
telephone and sen es it to them while 
it is hot—or he waits for the Mon
day meeting. When he gives a defin
ite business tip, he gives with it the 
name of the prospect referred to, his 
address, and such vital details as the 
man to see, the best time to see him, 
and the exact extent of his needs. 
After the tips have been read they 
are turned over to the secretary and 
placed on file by him.

The result is a ground floor entry 
to the business that the Buffalo ter
ritory has to offer office specialty and 
allied salesmen. More than $160,000 
worth of business secured by mem
bers was directly traceable to club co
operation last year. Here is an ex
ample of how the plan works out:

A few weeks ago the real estate 
member of the club—he represents 
an allied line of much greater im
portance than it would seem at first 
glance—brought in the news that a 
new concern was going to build in 
Buffalo. This member had all the 
information necessary to start the 
members off right. Here’s who pro
fitted by his tip:

Filing and office equipment man, 
$1.200: Addressograph man, $865; 
ribbon and carbon paper man, $365; 
check protection man, $175; calcu
lating machine man, $600; Multi
graph man, $1,085; Linatime man, 7 
machines; motor truck man, 2 trucks, 
and typewriter man, 7 machines.

The real estate man had prepared 
the new company’s business mana
ger for his colleagues’ visits by leav
ing with him one of the club pam
phlets explaining the purpose of the 
organization and the standing of the 
firms it represents, and by convincing 
him that the “Quarter Club” stands 
back of the good faith of its mem
bers.

MEMBERS MUST STAY “ALIVE”

The “Quarter Club” has no dues. 
When it wants money for stationary, 
it collects it by assessment. It sticks 
at 25 active members and it weeds 
out the dead ones. A member miss
ing from three consecutive meetings 
gets a red card of warning. If he 
is absent from the next following 
meeting he is automatically dropped 
and his place taken by someone from 
the club’s waiting list. The club has 
not expanded because it fears that 
an increase over 25 or 30 would 
change its character to that of the 

old, pleasantly uiciable, perhaps, but 
certainly arid, organization that I re
ferred to in the opening paragraph.

This is the story of the “Quarter 
Club." It can perform—has per
formed again ami again—a real ser
vice for its members. Buffalo hasn’t 
a monopoly on the idea. If any sales
man or group of salesmen desiring to 
emulate our efforts wants further in
formation on it, the president of Buf
falo’s “Quarter Club" xvould be gla<’ 
to hear from him.

Logan Gets Washing Machine Account
Thomas F. Logan, Inc., New York, 

has obtained the account of the Syracuse

SYSTEMS BOND
TheRag-contentLffl-driedThper at ihe Reasonable Pnce"

GOOD WILL
There are few better ways of creating and 
preserving good will than with your cor
respondence.

The recipients of your letters very often read 
between the lines and the words. If you have. 
Systems Bond between the lines and words 
of your correspondence, it will be a valuable 
asset to your firm in creating and preserving 
that desired good will.

The toughness and crackle of Systems Bond 
are due to its rag fibres and its loftseasoning. 
And yet. with all its firm body, its close-knit 
texture and its pleasing finish, Systems Bond 
is sold at a business man’s price.

Eastern Manufacturing Company 
General Sales Offices:

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

W ashing Machine Corporation, Spracuse, 
N. Y.

London “Times” Appoints Pemberton
Alfred Pemberton, son of Max Pember

ton, well known writer, has been ap
pointed advertising manager of the Lon
don Times. Young Mr. Pemberton, who 
has been on the Times staff since Feb
ruare- of last year, was formerly on the 
advertising staff of the Daily Mail.

Vienna Wants Lumber Periodicals
William F. Lipson, representative of 

the United States Department of Com
merce, Vienna, Austria, xvould like to 
receive copies of trade publications deal
ing xvith the lumber industry in the 
United States.
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Only Selling the Candidate; Not Buying 
the Presidency

The Current Discussion of Political Funds Causes 
Advertising Men to Draw Some “Trade Conclusions”

CAN the Presidency of the 
United States be bought ?

That seems to be the fash
ionable question of the moment as 
charges and counter-charges fly 
back and forth between the oppos
ing political camps whence comes 
die clink of dollars now being piled

up to finance the big fall offensives.
Every shade of answer has been 

made except the one which is perti
nent to the actualities of the situa
tion.

That is that the quadrennial elec
tion is not being looked at by either 
camp as a buying proposition, but

oA n noun cement

Mr. Stanley V. Cibson 
formerly Western Ad
vertising Manager of 
Cosmopolitan Magazine, 
joins the Advertising 
Department of the 

Butterick Quarterlies 

Mr. Gibson will have 
charge of the Butterick 
Quarterlies with head
quarters in Chicago

BUTTERICK
Publisher

as a gigantic selling proposition.
Recognize that fact if you are to 

make any intelligent comment on the 
relation of dollars to politics in the 
presidential campaigns.

—Or continue to steep your 
thoughts in the ancient hypocrisies.

To nine out of ten otherwise in
telligent voters the mention of 
money in connection with politics 
must suggest purchase. To the 
tenth man, particularly if he is an 
advertising man or a salesman, it 
will mean sales effort.

—Which is what and which is all 
that is foreshadowed by the collec
tion of campaign funds at the pres
ent time, however much opposing 
candidates may choose to cloud the 
facts in the opponent's case for the 
benefit of the home camp.

It does cost money to elect a 
candidate to the Presidency in these 
days, not to purchase voters for the 
candidate but to sell the candidate's 
character and ability to the voters. 
"Pym" of The Nation's Business, 
quoted in the July 10 issue of Ad
vertising & Selling, estimated that 
at least $50,000,000—$15,000,000 on 
advertising alone—would be spent in 
the forthcoming political campaigns. 
If a candidate, or a candidate’s 
promises and policies are going to 
mean anything to the voter on that 
fatal first Tuesday after the first 
Monday in November when the 
voter confronts his name on the 
ballot sheet, they must have reaped 
the benefit of a long preparatory 
selling campaign in which every 
available agency of publicity shall 
have been enlisted. That, inevitably 
and quite properly, costs money.

Inevitably and quite properly, that 
is how the money collected by the 
organizations, Republican and Dem
ocratic, is going to be spent this 
year. Both candidates know this 
and neither so underestimates the 
astuteness of his opponent as to be
lieve for an instant that that op
ponent would dare to use a cent 
for purchase in these days of “pit
iless publicity” in politics.

the “open road”
This does not sweep awav all op

portunity to criticize a candidate on 
the score of his party’s financial 
program and is not meant to do so. 
There still remains the question of
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how the money is raised and what 
after-election obligations its accum
ulation imposed on the candidate.

We are not concerned with that. 
We are concerned, in the interest 
of clean advertising and good sales
manship, in seeing that sales effort 
—and not purchase—is given the 
credit for the benefit reaped from 
the possession of large funds by 
either candidate, and in stripping 
away the old, silly hypocrisies. We 
shall be interested, hereafter, in see
ing whether either party gives op
portunity for criticism by the waste
ful use of its funds available for 
the purpose of advertising and sell
ing the candidate. We shall rest 
in the faith that the best advertised 
candidate—the candidate whose per
sonality and record lend themselves 
to the most effective advertising— 
will win. Writing in the July 10 issue 
of Advertising & Selling, George 
French said:

‘‘There is a straight road for one 
of the candidates into the White 
House, the one who exhibits the 
courage of his convictions and 
makes the right kind of an adver
tising appeal to the people, through 
recognized advertising mediums, by 
proved advertising methods.”

It is good for the country and 
for the institution of popular elec
tions that the candidate should 
travel that road, that open road. 
If he pays toll on the way let us 
cheerfully admit the necessity.

Swetland Heads National 
Publishers

The National Publishers’ Association 
at its first annual meeting held at the 
Waldorf Astoria, New York, last week- 
elected H. M. Swetland, of the United 
Publishers Corporation, as its president.

R. J. Cuddihy, of the Literary Digest, 
was chosen first vice-president; P. S. 
Collins, Curtis Publishing Company, sec
ond vice-president; Frank C. Hoyt, the 
Outlook Company, secretary; and Roger 
W . Allen, Allen-Nugent Company, treas
urer.

The following fourteen directors, to 
serve on the board with the officers, 
were elected: Arthur J. Baldwin, Mc
Graw-Hill Co.; Thomas A. Barrett, 
Orange Judd Co.; Frederick L. Collins, 
McClure’s Magazine; George E. Cook, 
Publishers’ Service Bureau; Charles F. 
Jenkins, Farm Journal; Dr. H. Edwin 
Lewis, American Medicine; B. A. Mac
kinnon, Pictorial Review; A. D. Mayo, 
Crowell Publishing Co.; E. T. Meredith, 
Successful Farming; Joseph A. Moore, 
International Magazine Co.; Henry W. 
Newhall. Modern Priscilla; Graham Pat
terson, Christian Herald; A. C Pearson, 
Class Journal Co., and M. C. Robbins, 
Gas Age.

Previous to the business meeting a 
luncheon was served to which a number 
of publishers, not members of the Asso
ciation, were invited. There were pres
ent 180 publishers and invited guests; 
177 publications were represented. The 
addresses of former Secretary of Com

merce William C Redfield, now chair
man of the Adv sory Council of the 
Commission appointed by Congress to in
vestigate present and proposed Post Of
fices methods in handling mail ; and of 
J. C. Koons, First Assistant Postmaster 
General, which followed the luncheon, 
are to be found in last week's issue of 
this magazine.

The report of the retiring president, 
George E. Cook, called attention to the 
things which the Association had ac
complished and to the opportunities 
which lie ahead of it. He said in part:

“Although not quite a year old the 
National Publishers' Association is al
ready the largest organization of maga
zine publishers in point of numbers, and 
has achieved more in its brief existence 
for the real benefit of the industry than 
has ever before been accomplished for

A window display may be a chance happy 
thought, or a logically conceived idea grow
ing out of the merchandise itself.

The former may sometimes be striking and 
clever, the latter always SELLS goods.

With a completely equipped lithograph 
plant, a carefully selected studio of artists 
and a capable merchandising and advertis
ing staff, Einson Litho. Inc., has for years 
specialized in creating window displays 
and other lithographic material that SELL 
merchandise.

Our success and our capacity may both be 
measured by the scores of manufacturers 
who are to-daj^ using “Einson” window dis
plays and other lithographed dealer-helps 
with profit.

We shall be glad to discuss with you, in 
person or by mail, our experiences in secur
ing dealer co-operation.

EINJON LITHO
INCORPORATED

Executive Offices 
and Art Studios

71 W. 23rd St., N. Y. 

Factory & Plant 
327 East 29th St. 
New York, N. Y.

the same expenditure of publisher's 
money, or in the same length of time at 
any price.”

Mr. Cook called attention to the zone 
postal fight and the Carroll Bill and 
urged ihe necessity of being constantly 
“on the job.”

A. C Pearson told of the activities of 
the Postal Committee and B. A. Mackin
non, Chairman of the Business Relations 
Committee, related the success of the 
Carroll Bill fight, the work done in com
batting the threatened raise in American 
Railway Express rates. The Express 
Company asked the Interstate Commerce 
Commission for permission not only to 
raise the rates, but classifications as well. 
This would, if successful, have meant an 
increase in charges to publishers of over 
100 per cent and in some cases of over 
150 per cent. The Interstate Commerce

Chicago Offices
332 So. Michigan Ave.

Chicago, Ill.
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Commission granted a raise in rates of 
12% per cent but no raise in the classi
fication. Had the Express Company 
succeeded in getting what it asked for. 
the extra expense to the publishing in
dustry would have amounted to many 
hundred thousand dollars annually.

Mr. Mackinnon reported the possibility 
of shipping magazines by fast baggage 
service. He also detailed the success
ful work of the Association, which co
operated with the Post Office officials, 
in cutting down the many recent delays 
in the delivery of Blue Tag mail.

A. J. Baldwin spoke for the Committee 
of Five, appointed last year to handle 
th Printers’ and Pressman’s strike, and 
William Green, of the Association of 
Employing Printers, explained the in
crease in printers’ and pressmen’s wages 
to take place on October 1st next. Mr. 
Green said:

“At the close of the strike last year it 
was agreed that there should be a re
adjustment of wages based upon the 
cost of living October 1, 1920, as de
termined by acknowledged authorities. 
As a matter of fact the settlement that 
was made last winter was based on an 
increase in cost of living over 1914 of 
84 and some hundredths per cent. Since 
that time the cost of living has kept 
on climbing, the last report publishing it 
at around 104 per cent, making an in
crease practically of 20 per cent over 
what it was last winter. The settlement 
this fall will be a matter of mathematics 
and not a strike.”

Thomas A. Barrett, retiring treasurer, 
showed that the Association has a bal
ance of $5,489.75 with accounts receiv
able far in excess of accounts payable. 
Publication membership totaled 169, an 
increase of 54 since the last meeting.

The following standing committee were 
appointed by the Board of Directors: 
Administration, Finance, Postal, Mem
bership, Editorial, Business Relations, 
and Publicity.

New Chicago Morning Paper
Chicago is to have a third morning 

newspaper, the Journal of Commerce, the 
first issue of which will appear Monday 
morning, October n. It will be a bus
iness man's newspaper, published by An
drew M. Lawrence and will be quite 
s’milar to the Journal of Commerce of 
San Francisco, now published by Mr. 
Lawrence.

The business office of the new publica
tion will be in the Temple Building, 108 
South La Salle Street, and the plant and 
news department will be at Ite Austin 
Ax :nue. Glenn Griswold, western man
ager of Dow, Jones & Co. and the 
Wall Street Journal, will be business 
manager.

Photographers Interested in 
Advertising

The Photographers’ Association of the 
Pacific Northwest, xvhen it meets in 
Tacoma on September 15, 16 and 17, 
xvill take up the matter of advertising 
for its business. John Condon, president 
of the Tacoma Advertising Club, has 
been invited to address the association 
on the best methods of selling photog- 
r .pher’s art to the people at large. The 
photographers realize that they are lag
ging behind some other lines in the 
matter of salesmanship and they intend 
to correct it. At least 300 photographers 
are expected to attend the convention.

Boy Wins Prize For 
Advertising Title

Out of 43.012 boys from all sections ol 
the country, 14-vear-old Lloyd Ryall of 
Crary, North Dakota, has been selected by 
a committee of competem judges as the 
star caption xvritcr with the best ideas and 
the snappiest punch.

Ryall was awarded a first prize of $100 
in gold in a contest recently held by the 
B. F. Goodrich Rubber Co to obtain the 
best title for a Incycle painting by Nor
man Rockwell. His title, “Down Hill 
With a Grin—On Tires that Win,” was 
considered by the judges as a remark
ably exact expression of the spirit of the 
painting.

Some of the others which won prizes 
and honorable mention were: “Out for 
Mileage and Smileage,” “Real Joy for a 
Real Box-,” “A Mile of Smiles on a Tire 
Worth While,” “Three Fast Friends," 
“Oh, Boy! What Joy!” “XTo Use Talk
ing, This Beats Walking,” and “Stunts 
and Fun All in One.”

The judges who selected the contest 
winners were G. Ogden Ellis, editor of 
American Boy: T. J. Sullivan, editor of 
Motorcycling and Bicycling, and William 
F. Clarke, editor of St. Nicholas.

Advice About Trade With China
As the surest road to a permanent 

market in China, American Consul Ern
est B. Price, at Foochow, suggests as 
the first step to be taken by American 
firms or combinations of firms intending 
to make a serious effort to enter the 
China market the appointment of a rep
resentative in Shanghai or the use of one 
of the firms now' located in Shanghai as 
a distributing and marketing agent for 
the smaller ports, such as Foochow.

General Electric at Indianapolis
The National Lamp Works, of the 

General Electric Co., with main offices 
in Xew York, will build two factories at 
Indianapolis to manufacture incandescent 
and automobile lamps, it has been an
nounced. The plants, which represent an 
investment of about $2,000,000, will have 
a capacity of 160.000,000 lamps a year.

Iowa Clubs to Convene
President C. A. Baumgart of the As

sociated Advertising Clubs of Iowa has 
selected September 22 and 23 for the 
state convention to be held in Des 
Moines.

T. W. Le Quatte, vice-president of the 
Associated Advertising Clubs of the 
World, representing Iowa, Xebraska and 
Kansas district has called a conference 
of the clubs in this district to be held 
in Des Moines, September 24.

The program of the Iowa State con
vention is being built around the rela
tions between manufacturers, or general 
advertisers, retail merchants, or local 
advertisers, and the sellers of advertis
ing of various kinds. It is expected 
that the programs of the two meetings 
will so merge with each other and sup
plement each other as to make the con
vention xery practical for all.

II. Arthur Engleman With Arrow Co.
H. Arthur Engleman, for the past 

three years manager of the Advertisers' 
Service Department of the Philadelphia 
Evening Bulletin, has resigned to affili
ate with the Arroxv Company, also of 
Philadelphia, specializing in direct adver
tising. Before joining the Bulletin, Mr. 
Engleman was associated in this coun-. 
try with the McLain-Haddon-Simpers 
Co. and the Public Ledger, and in Lon
don, England, with Charles F. Higham, 
Ltd.

Chicago Agency Gets “Napier” Account
W. Mumford, of Plymouth, England, 

manufacturer of the "Napier’’ automo
bile, has selected the McCutcheon-Ger
son Service of Chicago to handle a 
newspaper advertising campaign in the 
United States. All details of the cam
paign which will run in the larger cities 
will be handled by Wm. J. Machines. 
This is the third British advertiser to 
place American business through this 
agency.

Klaxon Sales Organization Changed
The Industrial and Wholesale Divis

ions of the Klaxon Company have been 
combined under the direction of R. L. 
Wilkinson who has been sales manager 
of the wholesale division for the past 
year, C. E. Vaughn, for three years 
service manager of the company, has 
been made assistant sales manager, but 
will continue his service work also.

Row land Handles Show Advertising
The advertising and publicity- of the 

Sixth X'ational Exposition of Chemical 
Industries which opens in Grand Central 
Palace, New York, September 20, for a 
week’s run, has been placed in the 
hands of E. F. Korbel and M. W. Col
well, of Rowland Advertising Agency. 
Inc.

Shuman Obtains I ractor Account
Shuman Advertising Company of Chi

cago has acquired the account of the 
L1. S. Tractor & M chinery Company. 
Menasha, Wis. The campaign, as out
lined, will include mostly farm journals 
and technical publications.

Machine Account for Scott & Scott
Scott & Scott, Inc., New York, has 

secured the account of the Muskegon 
Machine Co., Muskegon, Miclr., manu
facturers of wood working machines. 
Orders are being sent to trade papers 
representing all phases in which wood 
work is used.
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Doorly Manage«, Three Papers
X. W. Doorly, for the past two years 

advertising manager of Men's II ear and 
the Chicago Apparel Casetie, has been 
appointed advertising manager tor the 
Daily Nezes Record, another Fairchild 
publication. Mr. Doorly will in the 
future manage the advertising of all 
three publications with L. L. Shenficld 
who has been appointed assistant adver
tising manager.

Gulden Mustard Account With
E. T Howard Co.

The advertising of Charles Gulden. 
Inc., Xew York, makers of Gulden s 
Mustard is now being handled by the 
E. T. Howard Co., Xew York. A cam
paign is being started in the newspapers 
of several North Atlantic States.

C hain Store Sales Gain 12 Per Cent
American Stores Co. sales for July 

were $0,202,807 compared with $7,304,749 
for the same period of 1919, an increase 
of $1,898,058 or 26.9 per cent. For the 
first seven months ended July 3L sales 
were $60,500,560 compared with $42,521,
805 for the corresponding period of 1919. 
an'increase of $17.97^.755 or over 42 per 
cent. Gross sales of the American Stores 
Co. for 1910 were $76,401,889.

Continental Candy Sales
Xet sales of the Continental Candy 

Corporation for the six months ended 
June 30 were $2,205,106. Xet profits 
before deducting Federal taxes, $443,902.

Singer Sales Head Dies
Walter Paul Elliot, sales manager for 

the Singer Sewing Machine Company, 
died in his Jersey City office last week 
of an attack of acute indigestion. Mr. 
Elliot was born in Brooklyn .forty-one 
years ago and lived in that borough at 
1852 Sixty-sixth Street.

Buckley, Dement & Co. Adds Two
Tracy P. Duffield and Robert T. Herz 

has joined the service department of 
Buckley, Dement & Company, direct 
mail advertising, Chicago.

Mr. Duffield until recently was adver
tising manager for Weil Brothers, Chi
cago. Mr. Herz is president of the 
Madison, Wis., Advertising Club and 
formerly of the Janesville, Wis., Gazette.

California Papers ( ombined
C. A. King, publisher of th. Amador 

Ledger, of Jackson, Calif., has bought 
the Amador Record, which has been 
published at Sutter Creek as a weekly 
for thirty years. The Record has been 
merged with the Ledger.

Morse Directs Cereal Advertising
F. Harvey Morse is now advertising 

manager of the Xational Oats Co., St. 
Louis. John L. Meyer formerly held 
this position. The advertising, which is 
placed through the D’Arcy Advertising 
Agency, is directed by G. D. Simonds, 
vice-president of the Xational Oats Co.

Business Papers’ Convention Oct. 20-22
The annual convention of the Asso

ciated Business Papers, Inc., will be held 
this year in Xew York on October 20, 
21 and 22. Conjointly with the meeting 
of the publishers the Xational Confer
ence of Business Editors will hold their 
annual meeting. The annual banquet is 
scheduled for the night of October 2t.

New Publications
Adler-Rochester “Rumpus’

The manufacturers of Adler-Rochester 
clothes in Rochester, N. Y ., are now pub
lishing for their employes the Adler
Rochester Rumpus.

“The Southwark’’
A monthly house organ called the 

Southzeark, is now being published by the 
Southwark National Bank of Philadel
phia. —

“Abrasive Industry "
On Oct. I, the Penton Publishing Com

pany of ('leveland plan to issue a new 
publication called Abrasive Industry, and 
devoted to the interests of work mana
gers, superintendents, grinding room and 
tool room foremen and operators.

Running Ahead
THAT is what Paper did in a recent investigation ; 

ran ahead of the rest of the field.
At our request “Advertising & Selling” sent out a 
questionnaire to the pulp and paper mills to find 
out just what publication in this industry was con
sidered first by the mill men.
Of the five leading questions that had to do with 
production PAPER leads its next nearest com
petitor by 69 to 44 preferences, which is somewhat 
over 55%.
The results of this analysis of the trade papers cov
ering the pulp and paper industry are of interest 
to every advertiser who sells this steadily growing 
market.
A copy cheerfully sent on request.

PAPER
The Production Journal of the Industry.

471 FOURTH AVE., NEW YORK CITY

“The Compass”
The Compass, is the name of a new 

house magazine put out by the Vacuum 
Oil Co., New York. It is devoted to 
items of interest from the marine sales 
department.

Boston Agency Vdds Two Men
Wood, Putnam & Wood Co., Boston, 

Mass., have added Philip Burbank, form
erly with the Thomas Dreier Service, 
Boston, and Fred. J. Bonnett, formerly 
with the Butterick Publishing Co., New 
York, lo its sales promotion department.

Mr. Bonnet was for a number of 
years with the Hearst organization and 
while in the service was a member of 
the A. E. F.’s official publication, the 
Stars and Stripes.
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ADVERTISING MEN! SEND FOR THIS 
BOOK OF 100 successful SALES LETTE RS 
covering- 100 different lines. No two alike 
Written bv expert. $i postpaid. SALES
LETTER BUREAU, 157 East 47th Street, 
New York.

Some Advertisers and agencies realize the 
need of

The Woman's Viewpoint 
backed by a long experience in all branches of 

ADVERTISING
Other Advertising Yearns for It

SERVICE COPY BOOKLETS

MINNA HALL SIMMONS
15 W. Thirty-eighth Street, New York City 

Room 1205 Phone, Fitz Roy 5591 and 559O

Topeka Daily Capital

35,247Sworn government report 
for 6 months ending Apr. 
1, 1919 ....

We specialize in house to house 
distributing of

Advertising Literature 
and Advertising Samples 

We solicit your account.
JAMES T. CASSIDY

206 No. Front St.. PHILADELPHIA. PA. 
Write for our paper “ FACTS.”

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

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

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

Joins “Farm Journal’“ in Chicago
C. G. Purnell, formerly with the John 

Branham Company, of Chicago and 
New York, has joined the western office 
of the Farm Journal.

Merritt on Republican Committee
Carroll B. Merritt, business manager 

of Scribner's Magazine and Architecture, 
who was one ot the secretaries of the 
Republican National Convention at Chi
cago, has been appointed assistant chair
num of the New Jersey Republican 
Committee by former Governor Edward 
C. Stokes, the State Chairman.

Increases New Orleans Staff
The New Orleans office of the Ferry- 

Hanly Advertising Company has recent
ly added to its staff Alan R. Marlin, 
who was formerly connected with the 
main office of this company in Kansas 
City.
Export Campaign for Hare's Motors
The general advertising department of 

Hare's Motors, Inc., is planning an ag
gressive foreign campaign, Vice-president 
Henn' Lansdale said this week in an- 
Jounciug the foreign distribution policy 
of the company.

A division of export advertising has 
been organized, with William Carl Chap
man as manager. Mr. Chapman comes 
direct from the Packard Motors Export 
Corporation, where he was advertising 
manager. In a previous connection he 
served as assistant advertising manager 
of the Packard Motor Car Co. of New- 
York, at the time when E. S. Hare was 
president and C. B. Morse, now general 
advertising manager of Hare’s Motors, 
was advertising manager.

Republicans Angling for Salesmen
The Republican National Committee 

claims great success in its efforts to 
round up America's 600,000 travelling 
salesmen for Harding and Coolidge and 
says that, according to Walter J. Fahy, 
in charge of the newly organized Tra
velling Men’s Bureau, the influence that 
these men will bring to bear on Amer
ican business between now and Novem- 
bcr will be of very material benefit to 
the front porch campaign at Marion.

Three special trains from New York, 
Boston and Chicago will carry travelling 
men to Marion on September 25. Indi
vidual groups from Columbus and other 
centrally located cities also will visit 
the Harding front porch to hear the 
Republican nominee deliver a business 
speech. ---------- -

New A. A. C. of W. Vice-Presidents
H. H. Charles and Frank E. Lowen

stein have been elected vice-presidents 
of the Associated Advertising Clubs of 
the World.

Mr. Charles, president of the Charles 
Advertising Service, and well known as 
an authority on agricultural advertising, 
succeeds Rowe Stewart in the direction 
of District No .2.

Mr. Lowenstein, who is vice-president 
and advertising manager of Norris, Inc., 
Atlanta, Ga., will take charge of Dis
trict No. 4, succeeding Edgar M. Foster, 
who resigned because of pressure of 
business.

Strike Suspends Liverpool Papers
No morning papers appeared in Liver

pool. England, August 30, for the first 
time in 112 years, and no evening papers 
for the first time in fifty years, as a 
consequence of a sudden strike of news
paper compositors there and in Man
chester for more pay. For the first 
time in more than three-quarters of a 
century the Manchester Guardian failed 
to appear.----------

Australian Paper Now 5 Cents
The Daily Post of Svdncy, Australia, 

on August 30, raised its price to five 
cents. -----------
Fletcher Writes Willys-Overland Copy

Frank Irving Fletcher, it is announced, 
has been retained by the Willys-Over
land Co. to prepare a scries of newspa
per advertisements. It is rumored that 
Mr. Fletcher is receiving the highest fee 
ever paid for work of this nature.

Good Signs for Foreign Business. .
\V. L. Saunders, of Ingersoll-Rand Co., 

and president of American Manufactur
ers' Export Association, says decline in 
prices of commodities and decline in 
bank loans are hopeful signs for future 
industrial prosperity of United States 
and that readjustment now going on 
should encourage American manufactur
ers to lay plans for healthy growth of 
foreign business.

Newspaper Department Issues Book
A forty-eight page book containing a 

confidential digest of proceedings at the 
Indianapolis convention and the deter
mined policies of the Newspaper Depart
ment of the Associated Advertising 
Chibs of the World has just been is
sued by that body. Advertising charts, 
and an .analysis of answers to question
naires filled in by all members of the 
department are special features of the 
book.

SALESMEN 
Mr. Accountants 
Mr. Bookkeepers

Are you contemplating a change from 
your daily routine work.
We are looking for red-blooded, hard 
hitting men.
Requirements are, personality, integ
rity and grit.

<>ur line:
Loose Leaf Accounting Systems 

Loose Leaf Ledgers 
Loose Leaf Binders 
Manifolding Systems 

Ledger Sheets 
Special Ruling

Do not hesitate to answer this. If you 
are now employed, it will pay you to 
make a change.

Philip Hano & Company
806 GREENWICH STREET 

NEW YORK CITY

MONTREALGIBBONS KNOWS CANADA"TORONTO WINNIPEG
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Crop and Business Conditions 
Foretell Good Times

A strong belief in a gradual and na
tural readjustment oi business conditions 
without financial disorder or any sud
den economic calamity is expressed by 
the Committee on Statistics and Stand
ards of the Chamber of Commerce of 
the United States, in its semi-annual 
bulletin on crop and general business 
conditions.

Tight money, unrest of labor, the 
loosened bonds in some phases of social 
life, the Russian-Poland War. the high 
cost of necessities are enumerated as dis
turbing business factors, hut in the opin
ion of the committee there is no need 
10 become panicky oxer anx- of these 
matters.

The committee finds a widespread 
feeling that business will probably con
tinue "good for the remainder of the 
x ear.

‘‘Amid all the cross currents and ed
dies of the industrial situation a defin
ite trend seems to be slowly developing 
toward a gradually increasing gain of 
supply upon demand and a somewhat 
lower level of prices,” the committee 
reports. ‘‘In textiles and in some man
ufacturers of leather there has been a 
decrease in production and lower prices.

‘‘Here and there mills have shut down. 
Here and there thex’ are running on re
duced time. It is a scattered and local 
matter rather than a general proposition. 
What xvill happen next is exciting much 
interest and many prophecies on both 
sides of the question.

“The automobile industry seems to be 
headed toxvard somewhat lessened output. 
Also the jewelry busincs in Xexy Eng
land is slowing down. Contrariwise, pa- 
ptr mills are busy and full of orders 
Equally is this true of the metal lines, 
especially in finished articles. The lat
ter are very scarce and prices are still 
advancing xvith no immediate signs of a 
decline. .

“There is much complaint of the in
efficiency of labor and of its scarcity, 
though this latter feature grows less 
marked. Ship building displays lessened 
activity.

“W hether mining is busy and prosper
ous or the reverse, depends upon the 
nature of the metal. Gold mining still 
suffers from high cost of production and 
the stationary price of gold. Silver min
ing feels the effect of the decline in the 
price of silver. The price of zinc is 
loxv and the demand not equal to the 
possibilities of supply. Lead is higher 
because of increased demand. Copper 
is dull because of a supply not yet dis
posed of. Iron mining is good. Phos
phate mines in the south are doing well 
after many lean years.

“Contraction in financial credits has 
put ‘wildcatting’ in the oil regions out 
of business which makes business there 
dull because supplies for drilling oil 
wells are no longer called for.

“Construction and building have slow
ed down, because of many things—such 
as high prices and scarcity of both 
labor and materials—practical withdrawal 
of credit accommodations on neyv con
structions. Some essential materials of 
building are very scarce. Cement and 
wire nails for instance. Lumber can be 
had but cars for transportation of it 
cannot.

"Coal mining as usual has its flock 
of troubles—strikes and kick of cars be
ing the principal ones. But they arc 
enough. How the consumers and the 
business world regard the near future 
(the remainder of the year) seems to be 
largely a matter of local conditions.

‘‘The promise now, and it is almost 
fulfilled, is for three billion bushels of 
corn, eight hundred million bushels of 
wheat, both winter and spring, and for 
a cotton yield of about twelve and a half 
million bales. Cotton, however, is not a 
safe reckoning as yet. There will be 
more oats than last year, and more to
bacco, which is everywhere good—more 
potatoes—more rice, about the largest 
crop on record. More sugar, both cane 
and beet, and especially a hay crop of 
such proportions as should have a mark
ed effect in reducing the cost of live
stock. and of dairy and poultry products.

“The problems which now confront the 
farmer are xvhat the future holds for 
him in the way of prices for his prod
ucts and whether adcqaule transporta
tion will be forthcoming to move har
vest yields to market. Upon the solu
tion of this latter problem hangs the 
volume of business in till agricultural 
sections, which means by far the greater 
part of the country.

“From everv state and every section 
comes the complaint of the lack of cars 
as the greatest of all handicaps to the 
transaction of business, and one of the 
moving causes of the continuance of 
high prices.

“While ranges and pastures, save here 
and there, are generally in good shape, 
the live stock industry is not in a pros
perous condition on the whole. The 
general statement is that the feed is 
much too high in proportion to the price 
of livestock. Especially the feeders 
(those who buy feed and do not raise 
it for their livestock) are operating at 
a loss.

“There is a general belief that there 
are fewer cattle and hogs in the coun
try than at this time last year, but prob
ably as many sheep. Experience has 
shown however that these estimates are 
necessarily not very dependable at times. 
In some census years they have been 
very far from the mark on the basis 
of taking census returns as the correct 
estimates.

“The poultry and dairy industries are 
steadily increasing in all sections, de
spite high prices of feed. In some sec
tions farmers have largely ceased home 
dairy industry because of the great de
mand from large cities for xvhole milk, 
that is, milk from xvhich the cream has 
not been separated. In nearly every 
part of the South the blooded cow of 
high degree and lengthy pedigree is a 
familiar sight where a generation ago 
was only to be found the solitary, tick- 
infested scrub.”

Ralph H. Booth Touring East
Ralph H. Booth, president of the Booth 

Publishing Co., publishers of a string of 
daily newspapers in Michigan, is touring 
through the Eastern States, ostensibly’ on 
a vacation trip, but keeping an eye to 
newspaper activities the while.

American Ships Carry Bulk 
of Nation’s Trade

More than 50 per cent of the foreign 
commerce of the United States is now 
being carried in vessels flying the Amer
ican flag. For the first time in sixty 
years America is no longer dependent 
upon foreign shipping for the transporta
tion of the great bulk of its exports and 
imports.

From the beginning of the Civil War 
to the outbreak of the recent one there 
was an unbroken decline in American 
shipping, until in 1914 less than to per 
cent of this country’s trade was being 
carried in American vessels In the last 
six years, therefore, the ground lost in 
more than half a century has been re
covered, and the American merchant ma
rine, instead of a tenth, now carries 
more than half of the nation’s foreign 
commerce. The greater part of this 
gain has been made ’ in the last two 
years.

Analysis of the tonnage figures of the 
Department of Commerce shows strik
ingly the extent of the growth of the 
carrying power of American shipping. 
These figures cover all entrances and 
clearances of ships at American ports. 
They indicate that for the fiscal year 
ended June 30 last American ships en
tered and cleared in the foreign trade 
aggregated 55,240,000 net tons. Vessels 
of all other nations combined totalled 
53,252,000 tons, giving American shipping 
a lead of almost 2,000,000 tons.

How great the gain has been since 
the beginning of the xvar is instanced 
by the fact that instead of the lead of 
2,000,000 tons shown for the year re
cently ended the total American shipping 
movement for the year ended June 30, 
1914. xvas nearly 52,000,000 tons less 
than that of all the vessels under for
eign . flags engaged in trade with this 
country. -----------

Tremendous Gain in Resources
The total resources of all national 

banks on June 30 this year aggregated 
$22,196,737,000, an increase of $1,397,
187,000 over June 30, 1910. The total 
bank deposits on the same date amounted 
to $17,155,421,000, an increase over those 
of last year by $1,230,556,000. The de
posits included $175,788,000 of Govern
ment funds, xvhich is a reduction of 
$301,005,000 since June 30 of last year.

Building for Advertising Department
Pratt & Lambert, Inc., Buffalo, N. Y„ 

has begun the erection of a four story 
building, having a floor area of approxi
mately’ 20,000 square feet, for the hous
ing of its advertising and printing de
partments. —

Canada's July Trade with U. S.
Total of Canada’s trade with the 

Lhiited States during July was $134,058,
590. Imports from the United States 
were $37,663,684 and exports to the 
United States $46,985,915.

Exports of xvoodpulp to the United 
States from Canada totaled $7,101,803, 
pulpyvood $1,545,906 and neyvsprint $5.
271.303. ' ' "

Exports of pulp newsprint and pulp
wood from Canada to (he Lhiited States 
are now running $13,000,000 a month.

Made Pacific Coast Director
Edward E. Gerlinger has been appoint

ed Pacific Coast sales and advertising di
rector of the White Hickory Motor Cor
poration, Atlanta, Ga.
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Calendar of Coming Events
September 14-16 —Annual Convention, 

Outdoor Advertising Association^ 
Cleveland, Ohio.

Sept. 20-25—Sixth National Exposition of 
Chemical^ Industries, Grand Central 
Palace, New York.

Sept. 20-30—Annual Convention Bakery 
and Confectionary International As
sociation, Cincinnati, 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 11-14—Annual Convention, Na
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, N. J.

October 15—Annual convention, Audit 
Bureau of Circulations, Chicago, Ill.

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

Develop Merchant Marine 
Urges Sisson

Further development of the American 
merchant marine and increased employ
ment of it to export manufactured prod
ucts instead of raw materials is urged 
by Francis H. Sisson, vice president of 
the < iuaranty Trust (’ompany. in a state
ment reviewing the foreign trade sit
uation.

“Any question as to the importance 
and value ol foreign trade to the United 
States has long since passed completely 
from the held of mere academic dis
cussion,’ says Mr. Sisson. “This coun
try is already one of the great traders 
in international markets and must of 
necessity remain a leader in this Held 
unless wc deliberately fail to protect 
our present strong position in it and 
neglect to seize the obvious opportuni
ties which the existing world situation, 
our wealth, resources and vast facilities 
for production afford ih.

“The importance to us of foreign 
markets for our manufactured products 
lias been constantly growing. They were 
needed because of our exceptional de
velopment in the production of manu- 
Iactured products in quantities far in ex
cess of the domestic demand. They be
came important also because of our in
creasingly heavy demands for the im
port of materials to supply our own in
dustries and to supplement our own rc- 
sources of food and manufacture, im
ports, which it was, of course, desirable 
to pay for with exports rather than with 
gold. Today some of our very important 
industries arc mainly or entirely depend
ent upon materials which we must buy 
abroad. The manufacture of automobile 
tires and oilier rubber goods, silks, hemp 
products, straw hats, brushes, leather and 
paints and varnishes might be men
tioned.

“During recent decades great economic 
changes have taken place within the 
United States, and wc no longer control 
the same large surplus of food products 
and raw material for export that used 
to be available. It is already evident that 
other resources, such as petroleum, can
not long continue to supply in full vol
ume the demands of markets outside the 
United States. We shall, no doubt, also 
as time goes on. use more and more of 
our cotton, copper and other raw ma
terials at home and must replace with 
other exports these products.

“The terms of the shipping bill rc- 
ccnllv passed by Congress commit us 
definitely to an aggressive policy in the 
use of our new fleet. And it is a source 
of gratification to note that American 
whips today carry the greater part of 
our ocean-borne foreign trade. We must 
further develop our merchant marine and 
see that it operates in private hands un
der sound laws, in order to facilitate the 
development of our overseas commerce 
and the maintenance of our national 
prosperity.”

Canada s Trade Increases
Canada’s trade with the world for the 

last four months of the Canadian fiscal 
year ended July 31 increased to $166,- 
J.S0404 compared with 1910, according to 
Summary of Canadian Department of 
Customs. For the four-month period in 
the present year total value of goods ex
ported and imported was $825,267,761, 
while in 1919 the total was $658,787,357.
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Alignment
Cognitive ability in reading is largely dependent upon the 
object of perception;
—the eye has a natural habit of following a straight line; 
inaccuracy in the baseline of letters retards perception, dis
tracts attention and thus interferes with thought assimila
tion.
On a composing machine which casts its product in single 
letters, the position of the type-face on its supporting body 
can be adjusted to the ten-thousandth of an inch and is in
variable ;
—an investigation of the mechanical limitations of other 
composing machines will show why this alignment is not in
variable in their product. ’
Perfect alignment also adds to the beauty of a page Order 
is Nature’s first law."
The "Monotype is the only machine which casts its product 
in single letters and assembles it in lines with mathematical 
accuracy.
Ask for Monotype composition on your next job of printing.

Monotype Company of California. SAN FRANCISCO

BOSTON 
TORONTO

NEW V ORK 
CHICAGO

This Advertisement is set in Monotype Series No. 38. Borders 
12-Point No. 256 and 6-Point No JOO and Monotype Rule

If any previous number of this senes 
failed to reach you. a postal will bring it

Talk No. 1— Getting Your Message Across
Talk No. 2.—Single Types
Talk No. 3.—“Motor Habits" in Reading
Talk No. 4.—Alignment
Talk No. 5.—The “Art" of Composing Type
Talk No. 6.—Ben Franklin and the Monotype

Lanston Monotype Machine Company
PHILADELPHIA



A ONE-ARMED GIRL
at a typewriter is about as effective as a 
one-sided advertising campaign.

The overhead for typewriter, desk, chair, 
officeroom, heat and light are just as 
much for a one-armed girl as for a girl 
with two good hands.

The overhead for factory and office and 
! traveling expenses is just as much, if you

only educate the city and town trade, 
as when you send your message to well
to-do farm families also.

J When you add Successful Farming to
your list of advertising mediums you in
crease the efficiency of every salesman 
and every dealer in the North Central 
States. Even the big city stores will 
benefit from the farm trade.

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

Des Moines, Iowa Advertising Manager




