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Color Advertisers In
The Chicago Tribune

spreads
The back page has been purchased

Center spreads and inside covers still available also mean 
preferred position and distinctive presentation to more 
than 700,000 families and therefore insure unusual results.

OCTOBER 16, 1920

Color advertising is now being sold for 1921 in the “Blue 
Ribbon” Fiction Section of The Chicago Sunday Tribune. 
It is available in page units only and in three positions—

for one year by the following four advertisers, each tak
ing 13 pages running every fourth week.

Vivaudou
Kirk’s Jap Rose Soap 
Schoenhofen’s Edelweiss 
Brooks Appliance

Each of these advertisers has expressed appreciation of 
the results obtained from their color pages in The Tribune.
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Fort Worth Star-Telegram
Net paid circulation

average six months ending September 30, 1920

78,475
as per statement to Postoffice Department 

a gain of

6,219 over statement April 1, 1920
12,961 over statement October 1, 1919 

notwithstanding greatly increased subscription rates

Largest Circulation in Texas
Nearly three times as much as the next Fort Worth paper

Circulation now
over 75,000 daily over 90,000 Sunday

National Advertisers
will find it profitable to use the Fort Worth Star-Telegram 
if they wish to reach the richest section of the Southwest

No other paper so completely covers this billion 
dollar territory

Write us for Merchandising Survey

' Fort Worth Star-Telegram
First Paper in Texas

CHARTER MEMBER A. B. C.
AMON G. CARTER, A. L. SHUMAN,

Vice Pres, and Gen. Mgr. Advertising Manager
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The National Weekly of Modern Merchandising-Established IÔ9
J. M. Hopkins, President;
H. B. Williams, Vice President;

ADVERTISING & SELLING CO., Inc., 
471 Fourth Avenue, New York, N. Y. 

Telephone, Madison Square 1765-6-7

M. F. Duhamel, Managing Editor; 
Ralph B. Smith, Associate Editor; 
George Roosevelt, News Editor.
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All Wrong at First—Now Selling Strong
How the Rebuilding of an Entire Policy Turned 

Mediocrity Into Marketing Success
By CLAN McGRALE

WE STOPPED all our adver
tising in July, 1919, both maga
zines and direct mail. Not because 

we thought our forty agents could 
sell our contractors’ equip
ment without it, but because 
our sales manager’s disparag
ing criticism forced us to 
pause. He said the advertis
ing was not getting across 
and that it was only forty per 
cent effective, which meant a 
loss of about forty thousand 
dollars a year.

His clinching argument 
wal that none of the agents 
took any interest in the ad
vertising ; not one was mak
ing it work for him. He 
pounded the desk and ex
claimed that general impres
sion and prestige and the 
other ethereal things were 
all right, but that advertis
ing ought to sell our ma
chines.

EVERYTHING SEEMED RIGHT

His ravings were a shock 
to us and his remarks seemed 
almost disloyal. We were 
doing pretty good magazine 
advertising, we thought. We 
used good posed photo
graphs. The advertisements 
discussed mechanical construction. 
We knew we had better stuff than 
our competitors, and said so. There 
was one “upstart” in particular, for 
instance, who had been gaining on 
us steadily with his cheaply built 
equipment and we went after him 
hard. It seemed shameful to ignore 
him, and we wrote some pointed copy.

Our direct mail advertising was 
not unusual—just two or three large 

poster folders during the year—but 
very attractive, and it pulled a lot of 
inquiries. The periods following the 
distribution of these broadsides in

Rebuilding the Selling 
Machinery

ALTHOUGH the identity of the concern and 
of the writer as well are concealed, the in
cidents set forth in the accompanying article are 

accurate in every respect and the case is remark
able enough to warrant the close attention of 
any manufacturer who may have peculiar mar
keting problems to solve.

An old firm had long been manufacturing 
certain kinds of contractors' equipment which 
had a general distribution throughout the 
country. It advertised extensively. The im
pression arose that it was not getting all the 
results that it should. To discover why was a 
process that took months from the time the dis
satisfaction was recognized. But the trouble 
was run down and the remedy' applied.

The same method is now in use by some 
other concerns and is advocated generally by 
the advertising staff of one of the largest pop
ular magazines. Condensing the essentials of 
the story into a brief time the following article 
tells what was wrong and how it was righted.

THE EDITOR.

any year were indicated by the high 
points in the sales curves. These 
direct mail pieces were in the same 
tone as the magazine advertisements 
and none of them left our competi
tors unscorched. That particularly 
aggressive imitator was done brown.

When we stopped our advertising 
we agreed to make an earnest inquiry 
into our methods from all angles, re
suming only when we were satisfied, 

no matter what changes we might 
make. The general manager called 
a conference of all department heads. 
We had to admit that our magazine 

advertising and our direct 
mail, as we were using them, 
bore no relation to each 
other. That was disconcert
ing. Surely the two forms 
should be very closely re
lated. Those two comple
mentary facts hit us in such 
quick succession that we 
gasped.

Worse than that, neither 
form seemed to have any 
real objective. Both were 
handled in a haphazard man
ner. Neither was addressed 
to prospects or took any ac
count of our agents’ exist
ence, much less of their con
nection with us. They, for 
their part, were so accus
tomed to having it done that 
way that it seemed never to 
occur to them that it might 
be done otherwise.

Once Shilling, of Pitts
burgh, reared up and asked 
for recognition, especially 
for permission to distribute 
the folders from his office. 
There were other requests of 
this kind, but we hushed 

those agents as we would a talkative 
child. We had been doing it that 
way for years and we ought to know !

GETTING DOWN TO BUSINESS

“Bovs,” the G. M. said, breaking 
into a deep silence, “do you think 
that advertising reahv could sell our 
equipment?" Everybody must have 
been thinking that for we all started. 
It seemed barely possible that it
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might. "It might get us impression 
and prestige, too,” he added.

"That’s what Matt here, our insur
gent sales manager, says. Anyway, 
I’m getting his idea that it ought to 
have a pre-determined objective. It 
ought to start for somewhere. That 
far I’m sold on his scheme.”

Joe Patterson, service department 
manager, broke loose with one of his 
characteristic observations: "Seems 
darn simple to me that your direct 
mail stuff ought to back up the maga
zine pages! And the magazines 
ought to open the way for the direct 
mail. They gotta work together.

"If the magazines go along every 
month to get this impression you talk 
about, then the direct mail folders 
ought to arrive just about the time 
Mr. Customer is taking a shine to the 
magazine advertisement. Like Matt 
says, ‘to stir the buying impulse. 
You can't do that with cheap ^stuft 
riding on a one-cent stamp. Put it 
across with a punch—a real, two- 
cent-stamp punch !"

We were apt to smile at Joe's ex
plosions sometimes, but here he made 
us think. He wasn't through yet. 
“ 'Mother funny thing you said, about 
the agents not using the advertising. 
Why don’t you make 'em like it! 
Tease ’em with it! They sell^ our 
stufl. don’t they? Guess we can t af
ford to forget that! I d scramble 
’em up with the advertising so they 
can't get separated!"

The magazines seemed to be the 
logical starting point for a construc
tive analysis. We had records for 
ten years tabulating the returns from 
magazine advertising. They seemed 
to be flawless. But here Matt threw 
another monkey wrench.

"Of how much real value are those 
records S’

ANALYZING THE RESULTS

We drew back in surprise. 
‘‘They’re absolutely correct,” Jim 
Bennett, our statistician, retorted in
dignantly.

"Grant that, but the Carpenter 
and Builder ranks highest in your 
records for direct results, and that s 
an ordinary, indifferent paper. 
Here’s the Technical Record, the

Lest trade paper in the held, with 
the poorest showing for direct re
sults. \\ hat do you make of that r"

"Well—do you mean," the G. M. 
asked, "that we ought to cut down 
the Technical Records space?"

"No! Rather increase it. Here s 
what I'm driving at. those records 
are all right, but they’re not fair. 
Here's some sheets I ve fixed up.

His first exhibit was a study of 
each magazine. Its field, circulation, 
attitude, particular appeal, cost and 
some other things were considered.

"What this means,” he explained, 
"is that direct results are not enough 
to judge a trade paper by. It's very 
evident that the readers of the Tech
nical Record don't mention it when 
they make inquiries. They’re big 
people; they read more than one 
paper. We don't mention a maga
zine or commercial directory our
selves when we make inquiries.

"This Carpenter and Builder is a 
small paper, reaching small con
tractors and they're more likely to 
mention the paper when they write, 
for they propably read only the one 
and make a lot of it. Now we 
wouldn’t stop our advertising in the 
big paper no matter what these rec
ords show' That proves that we 
don't believe the records are fair, 
even if they are accurate. Here's 
how I’ve compared them.”

He turned over a sheet that looked 
like bigure I. His table included 
eighteen trade papers handled in this 
way. The 100 per cent publicity 
value of each paper was divided be
tween general impression and direct 
results, from a careful study of the 
magazine. The value of each maga
zine's field for our product was 
stated in percentage.

The nature of our relations with 
the magazine was described. Ihe 
circulation and its geographical „dis
tribution were given as "general” or 
concentrated in some particular sec
tion. The cost was given as that of 
a full page a month, but in the case 
of weekly or fortnightly papers the 
cost was given as that of a full page 
twice a month.

"Looks to me as though you ve 
found something there, sure enough,

Matt," the G. M. said. “There's a lot 
more to that than I thought. I’m 
satisfied that direct returns would be 
mighty expensive if we took them 
like they are on our records. Those 
less get-at-able qualities are worth 
considering." So our precious rec
ords, the last adjunct of our former 
methods, had a hard fall.

REORGANIZING THE CAMPAIGN

“Now, if vou’re satisfied that 
we've been on the wrong track, 
Matt followed up, "here's my idea 
of the right way to go about it. In 
the first place the magazines should 
aim at the prospect, to sell him or at 
bast make him think. Then our di
rect mail should follow up the maga
zines and support them with a direct, 
selling appeal. Both should be sold 
to our agents and their organizations 
so they’ll capitalize them to make 
sales. ‘All three should go together. 
And they must be laid out together!"

That did not get by without severe 
criticism. Two or three conferences 
broke up with no agreement. Then 
it was decided to lay out the whole 
plan and pass on it. I hat worked. 
When the plan was explained as a 
whole it was approved. The details 
were filled in as we went along. A 
general review of what was done will 
show the important points in our 
new method.

An advertising agency which had 
been handling our direct mail pieces 
was given the magazine advertising 
also. That was the hardest thing to 
get approved and came last, but it 
should come first here because every
thing we did was done with the help 
of this agency. The man who had 
been working up our direct mail 
pieces was familiar with our line and 
that helped a great deal.

FOUR FUNDAMENTALS

The sales manager was expected 
to lay down the first principles of the 
new plan. They were:

1—That we would abandon all ad
vertising of the mechanical details of 
our machines, advertising instead 
what the machines would do.

2—That all statements would be 
conservative.

COMPARATIVE VALUES OF TRADE PAPERS Fig. 1

Direct General

Magazine
Technical Record .............
Building Review' ..............

Publicity Value
Results Impress 

10% 90%
20% 80%

Field 
40% 

100%.

Relations 
Fine 
Fair

Circulation 
35,000 
20,000 
13 000

Distribution 
Gen. 
Fast 
South

Cost 
$125 

180 
70

or Week 
Month 
Week 
Month

Dirt Moving News........... . 30% A J To a0%
25.000
50.000 
40,000

90 Month
National Contractor . . . . 
Concrete Construction . . 
American Homes............

. 40 %
. 50%
. 60%.

60% 
50% 
40%

60%
80%

100%

h air 
Fine 
Fine

Gen. 
East

200
125

Week 
Month
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3—That we would give our com
petitors no attention in any advertis
ing.

4—That our advertising would be 
considered a part of our selling ef
fort, inseparable from our field or
ganization.

All the available data on magazine 
and other advertising was brought 
together and we made up a general 
plan for the year, with a detailed 
plan for four months. The plan for 
the year was balanced between the 
magazines and direct mail to get the 
maximum benefit from our appro
priation.

We agreed to keep the catalog 
within the strict meaning of a catalog 
and supplement it with good "sell
ing” books which would be dis
tributed from our office. The books 
for any territory would bear the 
name of our agent there, thus giving 
him full recognition, and he would 
pay the postage. We agreed, also, 
to make up special folders for en
closures, and add any other helps that 
would make the agents take an in
terest in all the advertising.

When we tried to balance the es
timates between the two forms of ad
vertising we found that we must use 
fewer magazines or smaller space, as 
we had expected. After another 
pow-wow the number of magazines 
was cut in half, in order to use full 
pages once a month or once every 
two weeks. The magazines were 
then chosen from the sales manager's 
studies.

Two folders for immediate use 
were gotten on the press, and the 
dummies for the first books were 
prepared. The magazine pages for 
four months were made up and sent 
out. The trade papers were asked to 
run a supply of reprints of each in
sertion in advance and we arranged 
to give one hundred copies of each 
reprint to each agent. Some agents 
demand 500 copies now and get them.

HOOKING UP WITH THE AGENTS

We took pains to tell the agents all 
the details of the plan and to give 
them advance information about every 
book or special piece of literature. 
We offered to use any good photo
graphs they would furnish with suit
able descriptions of the jobs and 
give them full recognition in the ad
vertisements in which their material 
was used. We paid for any photo
graphs made especially for us. In 
addition we offered to make up tes
timonial letters in attractive forms for 
inclosures. We have tied the agents 
up to us solidly on advertising, at 
the same time obtaining so many 
good pictures and letters that our copy 
will be fresh for months to come.

We made sure that every salesman 
in the agents’ organizations was on 
our list for advance information and 
reviewed some feature of our plan in 
every general letter to them.

They all wanted the literature to 
cover their territories thoroughly, 
and they did remarkable feats in col
lecting names which they classified 
according to our system. That solved 
one of our worst problems. We had 
been spending a large sum of money 
every year on our mailing list, but we 
were never sure that it was good. It 
had not been classified before, and 
classifying it was one of the details 
of the new plan.

With the new lists from our agents 
we checked up the old list first— 
throwing out about thirty thousand 
names—and then began to build it 
carefully. It is running over one hun
dred thousand names now and will 
go to one hundred and fifty thousand 
when all the new lists have been 
checked in.

This mailing list is arranged by 
territories so that we can send an 
agent a duplicate of any list used for 
a distribution in his territory. There 
are always enough imprinted copies 
of each piece to give him a generous 
supply for his office. The agents pay 
the postage gladly. It is cheap dis
tribution for them, and is the most 
effective use of advertising for us.

STRESSING ACTION PICTURES

We use no posed pictures. Our 
advertising is written around pictures 
of our equipment in action, with all 
the men working and with the wheels 
turning. There is an appeal in an 
action picture that is beyond the 
reach of a retouched posed photo
graph. We allow no retouching ex
cept to take out some particularly un
desirable background. The prospect 
wants to see the equipment at work 
—with characteristic surroundings.

Looking back upon the beginning 
it seems remarkable that we made 
such a radical change in our meth
ods. The whole object of our for
mer method—if it had one—was to 
convince the reader that we were the 
only really Nonesuch A-l Nonpareil 
concern in the field, and that the 
bolts and nuts on our machines were 
inimitable. We fondly believed that 
any prospect reading one of our ad
vertisements must be impelled to send 
us an order, or at least an inquiry, 
at once; and that our records of those 
inquiries were the last word in scien
tific handling of advertising. Un
questionably all our competitors were 
outlaws.

The new method is organized with 
all the factors dovetailed together for 
the express purpose of selling our 

equipment. Our object is apparent 
on the face of every piece of copy. 
We are in business to make money. 
If we did business before from force 
of habit we want that forgotten. 
Our magazine advertising is for gen
eral impression, with a bid for in
quiries and the copy and pictures are 
combined to build confidence. The 
direct mail pieces are unmistakably 
to pull orders, though they may help 
with general impression.

All statements are conservative, 
practical and checkable. Our compet
itors are forgotten when copy is pre
pared. We stake our chances on im
pressing the prospect so favorably 
that he will almost sell himself be
fore he hears from us or our repre
sentative. And then we try to sell 
in such a high class way that he will 
appreciate the job.

Thus a general selling policy grew 
out of putting purpose into our ad
vertising. We insist as far as ex
pedient upon knowing what the pros
pect expects to do with our equipment. 
If he is buying too much, or an un
suitable outfit, we try to discour
age him. We are not afraid to recom
mend some other type of equipment 
if that is best for him. That policy 
is pretty hard to establish through 
forty free agents in the States and 
Canada, but we think it is taking 
root. We feel sure it will carry us 
to success, in fat years and lean.

New York State Publishers Organize
At a meeting attended by thirty pub

lishers from all parts of the state, outside 
of Greater New York, the New York 
State Publishers’ Association was or
ganized on Tuesday at Syracuse, with 
Frank E. Gannett, editor of The Times
Union of Rochester, as president. The 
association is divided into four zones, 
with headquarters in some central point.

The officers, in addition to President 
Gannett, are: First vice-president, E. H. 
Butler, of The Buffalo Evening News; 
second vice-president, Lynn J. Arnold, 
Jr., of The Albany Knickerbocker Press; 
treasurer, Gardiner Kline, of The Am
sterdam Recorder; secretary, Charles E. 
Congdon, of The Watertown Daily 
Times; executive committee, F. A. Mer
riam, of The Mount Demon Argus; E. 
H. O’Hare, of The Syracuse Herald; 
Prentiss Bailey, of The Utica Observer; 
R. E. Bennett, of The Binghamton Press, 
and F. P. Hall, of The Jamestown Jour
nal.

Increase in Canadian Bank Deposits
Savings deposits in Canadian banks 

during August reached a total of $1,261,
641,733, an increase of $8,471,290 over the 
savings deposits for July or nearly $20,
000,000 more than the deposits in June, 
according to the Canadian bank statement 
for August.

Canadian deposits outside Canada dur
ing August were $356,570,084, an increase 
of $8,561,630 compared with such deposits 
for July.
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Making the Concern an Institution
How Bausch & Lomb Did It, Steadily Swelling Their 

Sales at the Same Time
By HUGH A. SMITH

THF advertising procession cer
tainly is in motion these days. 
Not so many months ago institutional 

advertising on the part of manufac
turers was regarded as another start
ling development in merchandising 
methods, a subject of no little specu
lation among advertising men gener
ally. Today the term has become so 
trite that publishers’ representatives 
not infrequently affect an apologetic 
inflection when resorting to it in con
versation.

So many noteworthy campaigns 
have been launched along these lines 
that the entrance of the Bausch & 
Lomb Optical Company onto the 
stage would hardly seem an occasion 
for turning the spotlight on them in 
these pages. The uniqueness of 
their business, however, the attrac
tiveness and spirit of the copy em
ployed and the facts behind the cam
paign may offer an idea to some 
reader of Advertising & Selling.

We must first establish, as a back
ground for our story, a few facts 
regarding the company’s output, 
channels of trade and position in their 
field. Their line is a composite one, 
including ophthalmic, or spectacle, 
lenses and instruments, microscopes, 
Balopticons (projection lanterns), 
photographic and projection lenses, 
photomicrographic apparatus, binoc 
ulars, range finders and gun sights 
for army and navy, searchlight 
mirrors, engineering instruments 
(suspended since the war) optical 
measuring instruments, magnifiers, 
reading glasses and all manner of 
accessories and miscellaneous op
tical supplies, including optical glass, 
of which raw material they were the 
first successful producers in America.

VARIED TRADE CHANNELS

Their trade channels are corre
spondingly varied, including the op
tical jobbing trade, the surgical in
strument, church supply, educational, 
photographic and laboratory supply 
retail trades, the motion picture ex
changes and, in some cases, religious 
and educational institutions, hospi
tals and even individual consumers 
direct, while their military instru
ments are sold on government con
tract. For many years they have 
been consistent advertisers in the 

trade, religious and professional 
press, but only spasmodic patrons of 
the general magazines.

Their position in the optical world 
is quite unique. While they have 
worthy competition in individual

PRESTIGE
Bausch & Lomb adopted this 

medallion as an identifying ele
ment in nationalizing an optical 
goods concern with results 
that have been highly satisfac
tory to those directly inter
ested.

Ihe medallion 'is dignified 
and significant and is said to 
have been a big factor in the 
advertising accomplishment.

lines, there is no competitor in all 
lines. They have long stood alone 
in America in this respect, and, since 
the wartime upheaval in Germany, 
where they formerly had one over
shadowing rival, it is perhaps safe 
to assume that they are the largest 
optical house in the world.

Nevertheless, the exact nature and 
extent of their business has thus far 
been known to a comparatively nar
row circle, confined principally to the 
professions and trades they have di
rectly served. They have endeavored 
to remedy this condition from time 
to time by advertising some one of 
their products in the general maga
zines, but with indifferent success. 
The goods were too technical or too 
high-priced to interest more than a 
special class in each instance, and the 

general publicity realized was not 
worth the cost.

When, for an instance, they adver
tised photographic lenses in general 
media, they found the public regard
ing them as makers of lenses only. 
The same was true with Balopticons 
and binoculars. Their one product, 
eyeglass lenses, with an appeal wide 
enough to justify general product ad
vertising, could not be trade-marked 
011 the goods proper and were not 
considered a feasible advertising 
proposition.

WAR SUSPENDED GENERAL CAMPAIGN

No sooner did the war gain head
way in Europe in 1914, than the allies 
began to turn to the Bausch & Lomb 
(Optical Company for the optical in
struments so essential to modern mil
itary practices. All attempts at gen
eral advertising were then aban
doned, not to be thought of again 
until after the triumphant pandemo
nium of November 11, 1918, and the 
movement for industrial reorganiza
tion which almost immediately fol
lowed it.

During America’s participation in 
the war the Bausch & Lomb Optical 
Company, already a large plant, had 
practically doubled their facilities and 
had been operating on a 90 per cent 
war production basis. While the ces
sation of hostilities found them with 
a number of government contracts to 
complete and a two years’ accumu
lation of back orders on their books 
from their regular trade, the company 
began to realize that they must lay 
the foundation for a greater future 
distribution, which would match their 
greatly increased production possi
bilities.

Then it was that they turned their 
attention again to general advertis
ing—but not to the advertising of 
any product or products, for that had 
already failed to accomplish the big
ger purpose they now had in mind. 
What they sought was the creation 
in the public consciousness of a really 
adequate impression of the extent of 
Bausch & Lomb’s activities and the 
vital relation of those activities to 
humanity’s welfare. They wished to 
make the public think instinctively of 
Bausch & Lomb, whenever it thought 
of anything optical. They were ac
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tuated by the theory that almost any 
young man or woman of today may 
be the user of almost any optical 
product tomorrow, and they wanted 
that young man or woman to be 
educated in advance as to what their 
establishment could do for them.

That meant the advertising of 
Bausch & Lomb as an institution, 
and so their present campaign was 
planned and put into execution in the 
fall of 1919.

At the outset it was desired to 
formulate a slogan, which, associated 
with every advertising layout, would 
represent the character and purpose 
of the industry. Out of this grew 
a medallion design, bearing the clas
sic features of a prophet peering 
into the distance or the future, as the 
concept may be, while beneath ap
pears the legend: “To Greater Vi
sion Through Optical Science— 
Bausch & Lomb.” This slogan, born 
of several weeks’ mental travail, has 
both a literal and figurative signifi
cance. It is literally applicable to 
practically every product of the 
Bausch & Lomb line, for in the last 
analysis there is not a lens or an op
tical instrument but what contributes 
to “greater vision” in one form or 
another.

A supplementary slogan, “Contin
uous Control of Every Process from 
Glass Making and Scientific Compu
tation to Finished Product,” appears 
in inconspicuous lettering about the 
lower half of the medallion’s periph
ery. It is important in that it indi
cates the extent of the company’s 
operations, in which extent they pro
fess a distinctive claim over all com
petition.

This medallion was not intended to 
serve as a trade mark in the com
mercial sense, although it has natu
rally been mistaken for such in some 
quarters. The company has long 
possessed a registered trade mark of 
quite a different character, and in 
designing the medallion the corporate 
name was purposely omitted to keep 
the commercial aspect in the back
ground. What was sought was an 
idealistic emblem which would sym
bolize the very spirit of the industry 
and its service to mankind.

Neither cost nor effort was spared 
to make the medallion a real work 
of art in keeping with its high pur
pose. It was first wrought by a 
sculptor of no mean ability, and 
photographs taken of the placque he 
fashioned for halftone reproduction. 
By this method a much softer and 
more expressive tone was obtained 
than would have been possible from 
a wash drawing. For reproducing in 
zinc it was then drawn by an artist 
with a penchant for rendering half-

When the Halves of the Conning-Tower Meet. 
Read the Range — and FIRE!

One of the Bausch & Lomb advertisements centered upon a particular 
optical instrument, the range finder. It is typical of the entire campaign in 
that its educational features are well linked up with the institutional.

tone effects in lines, and some very 
effective etchings have resulted.

MEDALLION IS FEATURED

So much for the medallion. A 
full-page illustration of it furnished 
the sole copy for the first advertise
ment, and it has been the keynote of 
subsequent advertisements. In all 
this later copy, as in the medallion 
itself, the commercial appeal has been 
entirely subordinated. No specific 
products are advertised as such. 
While certain advertisements have 
been written around certain instru
ments, it is only done for the purpose 
of educating the public as to what it 
owes of safety, comfort and efficiency 
to the service rendered by those typi
cal products. . There are no specifica
tions, no prices, not even any refer
ence to specific catalogs.

The media employed were selected 
with several purposes in mind. 
Quantity circulation was obtained 
through Collier’s Weekly, Literary 
Digest and the American Magazine. 
The entire Quality Group were 
added to reach the class they repre
sent and to gain access to the many 
libraries and higher institutions sub
scribing to those periodicals. Be
cause of the peculiarly favorable re
action they had always shown to op
tical advertising, the National Geo
graphic Magazine, Scientific Ameri
can, Popular Mechanics and Popular 
Science Monthly were also included. 
It seems a well-rounded though not 
extravagant list for the objective out
lined. The schedule covers eight 
successive months. While all of the 
periodicals are not used continuously 
during that period, enough are used 
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each month to reach an average 
monthly reading public of 18,000,000 
people, estimating four readers for 
each magazine.

The reaction has been most satis
factory. In fact, the initial appro
priation was passed for a period of 
three years, removing the temptation 
to condemn the experiment on the 
basis of a first year’s showing.

Every reasonable effort is being 
made to permeate the activities of 
the establishment with the theme of 
the institutional campaign and the 
spirit back of it. The medallion is 
run on the title page of all catalogs 
and other publications which will 
carry it; it is also incorporated in 
trade and professional paper layouts, 
in several of which the institutional 
advertisements are being run con
temporaneously with the general 
magazines.

No definite follow-up to the cam
paign has been planned for the first 
year, so Jar as any intensive link-up 
with the trade is concerned. The 
educational character of the copy is 
not calculated to produce replies, 
although so many general inquiries 
have been received that an attractive, 
illustrated booklet was prepared, to 
elaborate still further the institu
tional idea, containing no catalog 
features, but presenting each line 
historically and from the standpoint 
of its service to the public.

In a broad way this copy covers the 
varied applications of lenses to the serv
ice of humanity. As in all the adver
tisements it carries the B. & L. medal
lion and slogan. Xot as a commercial 
trade-mark, however, but as the idealis
tic symbol of optical service.

A new plant magazine for the em
ployes was started at the beginning 
of the year by the Industrial Rela
tions Department, with the co-opera
tion of the Advertising Department. 
The medallion i's worked into the 

cover design of each issue, while on 
the back covers appears one of the 
current advertisements each month. 
In this connection it serves a double 
purpose, for the magazine, while 
dedicated primarily to the employes’ 
interests, is also circulated among the 
more important dealers and other 
patrons of the company. An article 
in one of the early numbers explained 
the nature and purposes of the cam
paign and urged the employes to fol
low it closely, emphasizing its impor
tance to them as dignifying their 
labors in the public mind.

Right here, it seems to me, lies an 
important by-product of institutional 
advertising—one which may well 
prove one of its major possibilities. 
The crystallization of a company’s 
business ideals or standards of serv
ice, and their unqualified declaration 
to the general public are bound to 
strengthen the purpose of the entire 
organization to maintain them. In
stitutional advertising may be to the 
conscientious advertiser what a plat
form of principles is to the conscien
tious political organization—assum
ing. for the sake of argument, that 
there be such. .

Guarding always against palpable 
extravagances, the theme of any in
stitutional campaign, then, can 
scarcely be aimed too high. “As a 
man thinketh, so he is”—a hackneyed 
quotation but, like most hackneyed 
statements, quite generally true.

Edwards & Deutsch Lithographing 
Company Acquires Milwaukee 

Lithographing Company
The E 'wards & Deutsch Lithographing 

Company of Chicago has acauired the 
plant, property, assets and goodwill of the 
Milwaukee Lithographing Company, Mil
waukee, Wisconsin, for a cash considera
tion of $315,500. The plant is located at 
2101-2113 Sycamore street, on a lot 350 x 
300 feet in the center of Milwaukee’s home 
section. Among the inventory items are 
844,000 of paper actually in stock; $11,500 
w t th of ink; $35,000 work in process, 
and 9,876 lithographic stones weighing 
more than half a million pounds. In the 
m hinery inventory are two-color and 
single color rotary, offset and flat bed 
presses. The Edwards & Deutsch Litho
graphing Company has also purchased the 
offset press equipment of the Bancroft 
1 1 nting Company, which it will move to 
Milwaukee, giving the concern thirty
presses in all, of which eighteen are in 
( h'cago and twelve in Milwaukee. This 
nearly doubles the capacity of the Ed
wards & Deutsch plant.

The Milwaukee Lithographing Company, 
a pioneer in the industry, having been 
established in 1852, was sold through an 
order of the Supreme Court, to permit the 
satisfaction of an award to minority stock
holders of $60,000 for money unlawfully 
appropriated by, and $60,000 for loss of 
profits through mismanagement of, the ma
jority stockholder, Alfred von Cotz- 

hausen. This ends five years of bitter 
legal controversy.

Announcement has been made by Joseph 
Deutsch, president of the Edwards & 
Deutsch Lithographing Company, of the 
retention, as manager, of the services of 
August F. John, for the past five years re
ceiver of the Milwaukee Lithographing 
Company, who has become a substantial 
stockholder in the company through pur
chase of stock personally owned by Mr. 
Deutsch.

Headquarters for both plants will be in

The Edwards & Deutsch Co. Plants

Chicago. The Chicago plant will continue 
to operate under the name of the Edwards 
& Deutsch Lithographing Company, while 
the Milwaukee plant will be known as the 
Edwards & Deutsch Milwaukee Litho
graphing Company, thus combining the 
two and gaining the prestige of both 
names.

The purchase of the Milwaukee Litho
graphing Company out of its surplus 
marks the climax of twenty-five years of 
steady growth by the Edwards & Deutsch 
Lithographing Company. From a small 
beginning it has taken rank with the fore
most producers of better lithography. The 
officers of the company are Joseph Deutsch, 
president and general manager; Clarence 
T. Fairbanks, first vice-president; A. A. 
Failmetzer, second vice-president; A. C. 
Deutsch, secretary and treasurer, and 
William B. Bell, superintendent.

Wilson‘Drug Topics’Business Manager
George Wilson, recently advertising 

manager of the Hanovia Chemical and 
Manufacturing Company, Newark, N. J., 
has been appointed business manager of 
Drug Topics. Mr. Wilson succeeds Mar
vin S. Small, now service manager for 
the J. R. Mayers Company, New York.

Gray With Chambers Agency
Coleman R. Gray, formerly an account 

executive with Murray Howe & Co., New 
York, has joined the staff of the Cham
bers Agency, Inc., New Orleans in a sim
ilar capacity.
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Advertising as the Classicists Saw It
There Are Profitable Examples of Selling Science 

in the Works of Other-Day Authors
By DANIEL L. HANSON

Author of the "Moses Irons” Stories, Etc.

MOUNTED on his Rozinante, 
Irvin Cobb prances gaily 

through the pages of a recent Satur
day Evening Post, tilting cheerfully 
and freely at the masters of literature 
to whom we ordinary mortals have 
paid reverence, lo!—these many
years. And, like that earlier Don 
Quixote, he makes side excursions, 
during one of which he issues a chal
lenge to that “Excelsior” which most 
every healthy-minded American lad 
has shouted at school exhibitions dur
ing the last fifty years.

Naturally Irvin objects to the 
scanty raiment in which the kind- 
hearted Longfellow sent the hero out 
into the Alpine climate. Also be
cause he—Irvin—is a member of the 
Anthony Comstock Society. But it 
is when Mr. Cobb sends his lance 
clear through the poet’s conception of 
advertising—its timeliness—that he 
rises to his greatest success.

"In his nightie the Youth is going 
through a strange town late in the 
evening, and in the winter-time, car
rying a banner advertising a shredded 
wood-fiber commodity which won’t 
be invented until a hundred and fifty 
years after he is dead!

"Can you beat it? You can’t even 
tie it 1”

Premature Publicity! Irvin very 
properly shies at it. All honor to him 
for ruthlessly swinging the icono
clast’s hammer, even though at the 
saintly Longfellow ! We weep as we 
place the laurel wreath on Irvin’s 
brow. We know our poet was very 
fond of sitting in his study and using 
Who’s Who in scenery and history 
alike rather than to cross his own 
threshold to the nearby lying first
hand sources of information. Thus it 
was more than twenty years before 
he saw the ancient Inn at Sudbury 
where he had placed his greatest 
poem—though it was less than thirty 
miles from Brattle Street to that self
same inn. And the Reef of Nor
man’s Woe he never did see though 
it practically lies in Boston Harbor.

All that, however, we can forgive 
him, but never that lapse of boosting 
“Excelsior” a century and a half be
fore its birth. Never!

The question now presses home—• 
how have our other classicists dealt 

with advertising and publicity when 
plotting their novels around that 
theme? Truth compels us to answer: 
"Most unfortunately; they have both 
failed in catching either the spirit— 
the psychology—or the technique of 
advertising. And the results have 
been most painful and ludicrous to 
their readers.”

That is true of our greatest writ
ers ; true of our masters of literature 
both on this side of the Atlantic and 
on the other. Therefore do we turn 
with the greatest of enthusiasm, and 
profit as well, to three notable excep
tions, Honore de Balzac, W. D. 
Howells and H. G. Wells. Refer
ence being had to the three works, 
The Rise and Fall of Caesar Birot- 
teau, Silas Lapham and Tono-Bun
gay.

Balzac gave Caesar Birotteau to 
the world in 1834, having worked on 
it for many years. The first part— 
that containing the clearest analysis 
of advertising, being written prob- 
a1>ly as early as 1825. Look back and 
see how much advertising there was 
in America at that time! The more 
remarkable then becomes the Parisi
an's masterpiece and handbook—it is 
nothing short of that!—of Twentieth 
Century advertising.

Birotteau, it will be remembered, 
understood publicity effort before he 
had anything to advertise. Actually 
he prepared copy before knowing 
just what commodity he was going 
to market. One day he happened to 
find a book on cosmetics in a book
stall . along the Seine River. That 
was the precipitant which made of 
Birotteau the greatest dealer of his 
line in all France.

■F ; ? +"Caesar Birotteau s 
' SUPERFINE PATE DES 

SULTANES 
and

I CARMINATIVE TOILET
| LOTION

A Marvelous Discovery!
| APPROVED BY THE 

INSTITUTE.”
■F-------------------------------- 4

Can vou beat it? Can you even tie 
it? And written in 1825 !

The copy writer of today can go 
far before he finds anything better 
suited for him to read than the ad
vertising literature Balzac had Birot
teau prepare. And he will wonder if 
some of our national advertisers of 
today have not already quaffed the 
waters of this spring of inspiration.

"After devoting long nights to the 
study of the dermis and epidermis of 
both sexes * * * M. Birotteau has 
invented two preparations which, 
from their first appearance, have been 
deservedly called ‘marvelous’ by the 
people of the highest fashion in 
Paris.”

Then this, which gets right down 
to brass tacks, for the get-under-the- 
skin selling argument :

“The daily use of the Carminative 
Toilet Lotion allays the sensation 
caused by shaving, while it keeps the 
lips red and smooth and prevents 
chapping. It gradually dissipates 
freckles by natural means and finally 
restores tone to the complexion.* * * 
It is a preventative of cutaneous af
fections.”

Finally, back there in 1825, Bal
zac adds the climax to his advertise
ment :

“To prevent fraudulent imitations, 
M. Birotteau warns the public that 
the wrapper of every tablet bears his 
signature and that his name is 
stamped on every bottle of the Toilet 
Lotion.”

Shades of Fletcher’s Castoria and 
Mennen's Talcum Powder ! This 
was written in 1825 !

But Balzac goes further than to 
write mere advertising copy, good as 
it is. Amidst the love scenes and the 
society intrigues that the book con
tains there is woven what is possibly 
the best analysis of a selling cam
paign we have in all literature. Bal
zac makes the results of the advertis
ing justify the copy he had Birotteau 
write. Nor does he strain the imagi
nation in doing that ; the reader feels 
it is the natural result. In the estab
lishment of Caesar Birotteau—back 
there in 1825, there was no antago
nism between the advertising and 
sales departments, as so often occurs 
in these days of scientific business ef
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fort, they walked hand in hand to 
the glory and profit of Caesar Birot
teau.

THE INEVITABLE COLLAPSE

The Fall of Birotteau comes from 
too much politics and too much so
ciety. He neglects his business that 
he 'may further the social ambitions 
of his daughter, and the downfall of 
his business follows as naturally as 
night does day. But the climax comes 
with his reinstatement through the 
good offices of his former clerk, and 
close follower, Popinot.

And here we have the story with
in a story. Popinot also has copy 
ready for the printer. Finally he at
taches this copy to Cephalic Oil. It 
might have applied as well—almost— 
to any other commodity, but it lifts 
Cephalic Oil even higher than the 
preparations Birotteau had featured 
a few years earlier.

But Popinot goes his master a step 
farther; he starts in by exposing 
fraudulent competitors and wins the 
public’s confidence by that bold 
stroke.

“No cosmetic can make the hair 
grow. And in the same way it cannot 
be dyed by chemical preparations 
without danger to the seat of the in
telligence.”

Having pointed the finger of scorn 
at the crooked dealers in Paris, he 
proceeds to still further win the pub
lic’s confidence by admitting that he 
was not the first discoverer of Ce
phalic Oil:

“Learned research has brought to 
light the fact that the nobles of olden 
times, who were distinguished by 
their flowing locks, used no other 
means than these. Their recipe long 
lost has been ingeniously rediscov
ered by A. Popinot, inventor of Ce
phalic Oil.”

Having gone his master one better, 
he follows him faithfully in calling 
attention to his signature on each 
bottle of the oil, then mentions the 
price: three francs the bottle. _

Is it any wonder he recoups his 
master’s shattered fortunes and mar
ries the daughter, Caesarine?

AN ADVERTISING MOTIF

Tn Silas Lapham, Mr. Howells 
does not attempt to give the actual 
copy used by the Bostonian manufac
turer of Mineral Paint. Neverthe
less, the motif around which the best 
story of American business life re
volves is advertising. The humor 
comes from Lapham’s running coun
ter with his publicity work to the ac
cepted traditions of the Boston of 
that period—putting its light under a 
bushel.

Mr. Lapham, awake or sleeping, 
has one question in his brain: “How 
can I best advertise Mineral Paint— 
and where?”

At no time did he give a moment’s 
thought to: “How much is it going to 
cost?” for he was too experienced 
an advertiser not to know that the 
cost was always returned to him— 
and several fold.

Silas Lapham’s strategic blunder 
of trying to worm his way into Bos
ton society by moving from Rutland 
Square in the South End to the wa
terside of Beacon street, is invariably 
analyzed as a move in behalf of his 
two daughters. Fond father as was 
Mr. Lapham—he wasn’t a foolish 
one. The social success of the girls 
was bound to come when he had piled 
up enough millions. But he still had 
to make most of that wealth—and 
that was contingent on getting into 
the Boston market, hitherto denied 
him. He blundered, however — 
strangers frequently commit that 
error even in these later enlightened 
days, by not having his family tree in 
full foliage before he laid the sill of 
that new house.

The story, though ending with 
Lapham down and out, does not 
leave a bad taste in the reader’s 
mouth. One knows intuitively—even 
though not an advertising expert— 
that Lapham came back, goes to high
er heights even, by means of the same 
medium which had boosted him in 
the first place. The book has many 
lessons for the advertising student of 
today—for the expert in that line.

H. G. Wells is not a photographer; 
rather is he a painter in words as was 
Whistler in water colors. The on
looker gets the impression of the 
thing on the page—he does not see its 
lines and form. The greater the art 
the greater the effect. And Tono- 
Bungay is an impressionistic novel, 
one of the strongest novels in our 
English language.

The Wimblehurst chemist, Ponde- 
revo, has discovered two things, 
Power and a Word. The Power was 
advertising, the Word was Tono- 
Bungav. He knew the effect of ad
vertising, had seen it tried and tested 
out in tens of thousands of instances 
—for the story is laid in our day. 
But he didn’t know to what he should 
attach that word Tono-Bungay, to 
what commodity it should give itself. 
All he knew was that the Power was 
going to put the Word in the highest 
place on the trade map of the world.

Being a chemist his mind naturally 
turned to his own shelves. Ipecac, 
quinine, cascara, menthol—hundreds 
of items, all qualified of being 
worked on by this Power, advertis

ing, with the result—as foreordained 
as the rise of tomorrow’s sun—fabu
lous wealth to Ponderevo. Thus the 
vears passed to the chemist of Wim
blehurst, as the years must have 
passed for every great soul harnessed 
to earth, while with its eagle eye it 
swept the illimitable sky.

Then suddenly—to earth worms of 
men the movements of genius are al
ways swift—the hoardings of Great 
Britain are covered with:

j.-------------------------------------------------------4«
| “THE SECRET OF VIGOUR I

TONO-BUNGAY.”
+- -------------------------------------------- 4«

We are not allowed to know the 
ingredients of Tono-Bungay — an 
author owes something to Ponde
revo :

"You see,” said Ponderevo, “it’s 
nice because of the (here he men
tioned a flavoring matter and an aro
matic spirit) ; it’s stimulating because 
of (here he mentioned two very vivid 
tonics, one with marked action on the 
kidneys). And the (here he men
tioned two other ingredients) makes 
it pretty intoxicating.”

And Ponderevo had started with 
only five hundred pence in the way 
of cash capital. That plus his faith 
in advertising. But after that first 
confession to his nephew of the in
gredients in Tono-Bungay, Ponde
revo absolutely believed in it! His 
own advertising—prepared by him
self—built up in him a faith in a 
decoction he had known in the begin
ning was a fake. Isn’t that the su
preme test of the effectiveness of 
advertising copy?

"I saw a man come charging out 
of Palace Yard, while Tono-Bungay 
shouted at me from a hoarding near 
Adelphi Terrace; I saw it afar off 
on Carfax street; it cried to me again 
in Kensington High street, and burst 
into perfect clamour. I saw it six or 
seven times as I drew near my dig
gings. It certainly had the air of be
ing something more than a dream!”

Is it at all strange that Ponderevo 
succumbed to the force of his own 
advertisements! 

-----------------------------------------------
| "HILARITY — TONO-BUN
GAY. Like Mountain Air in the 
Veins. HEALTH, BEAUTY 
ANT) STRENGTH one.”

+------------------------------------------------------ 4-

Tono-Bungay was at first a tonic 
for the inner man—the physical part 
of him. But quickly did it go be
yond those narrow limits; the well 
needed it: the strong needed it; the 
poor needed it as of course the rich 
had from the very first. Seeing
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The Print Paper 
Situation

At the present moment newspapers are making 
contracts for 1921 at 7% cents a pound f. o. b. mill.

Prospect of a 7- or 8-cent price is compelling 
some of our great wasters of print paper to plan 
to curtail use.

There has been a decided break in spot tonnage 

—domestic supply being offered as low as cents 
mill, and foreign down to 7^2 cents c. i. f. New 
York.

Jobbers with heavy tonnage bought at high 
prices for a rise are seeking an outlet for their 
stocks at lower prices than they paid for it.

Continued conservation of use and refusal to 
buy at fancy prices are now more important than 

ever.

Newspapers dealing with marginal mills will do 
well to continue to keep them turning out newsprint. 
In a few weeks I expect to be able to show them a 
way to freedom from the grasp of those charging 
unreasonable prices for ground wood.

JASON ROGERS.
Publisher, New York Globe.

New York, Oct. 14, 1920.
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Tono-Bungay flashed across the mid
night sky, seeing it flaunting itself 
under the noonday sun—seeing it at 
all times and in all places caused ad
ditional uses for it to suggest them
selves to the public. Letters of in
quiry were received, a few at first, 
thousands later. Would Tono-Bun
gay do this, would it do that?

Out of that advertised-suggested 
inquiry grew Tono-Bungay Thistle 
Brand to remove London fog from 
the throat. The special brand for 
Scotland was more than eleven per 
cent. Quickly followed Tono-Bun
gay Hair Restorer, Concentrated 
Tono-Bungay for general purposes— 
the buyer supplying the water for 
dilution. Then Tono-Bungay Loz
enges, Tono-Bungay Chocolates. 
1 hese last were strongly advertised 
"You can go for twenty-four hours 
on Tono-Bungay Chocolates.” “One 
parliamentarian spoke for four hours 
sustained on Tono-Bungay Choco
lates and finished as fresh as when 
he began.”

R< giments of school teachers, bar
risters. politicians and revivalists fell 
for this last appeal. One of the last 
ventures was Tono-Bungay for sea 
sickness, with an abortive attempt to 
interest the Cook Tourist Agency in 
that special brand.

CREATED NEW USES

The point is that advertising Tono- 
Bungay diversified its uses—the pub
lic nobly and eagerly doing its share. 
And Mr. Wells shows more astute
ness in this understanding of an ad
vertising campaign than do some of 
us who are devoting our lives to that 
service.

Ponderevo, like Silas Lapham, un
derstood the value of interesting the 
public in his own personality. House 
after house was acquired by him, fi
nally he built two in rapid succession 
—the public being kept fully apprised 
by the Press of each detail, and all 
went to boost the popularity of Tono- 
Bungay.

The bubble lasted many years, so 
Jong as Ponderevo was sufficiently 
interested in managing his own busi
ness to remain under the influence of 
his own advertising. The very mo
ment he ceased to be that the fortunes 
of Tono-Bungay started from the top 
of the toboggan.

When the advertising of the Tono- 
Bungay preparations failed to get 
under the skin of Ponderevo it failed 
to get under the skin of the public. 
Isn’t that the true acid test of all 
advertising campaigns? Isn’t there 
too much of impatience shown pro
prietors by advertising men because 
the client does not “quite like the 

copy”? Is it not possible that the 
best judge—at least a good judge— 
of advertising copy is the man who 
manufactures the goods to be adver
tised ?

Mr. Wells closes his story of Pon
derevo on Mordet Island, where the 
bankrupt has been taken in an airship 
by his chronicler and nephew. And 
there the two—the dying and the 
youth----- analyzed the rise and fall 
of Tono-Bungay, to them something 
more than a quack decoction, an ac
tual personality built up by their own 
advertisement,

"Death ends all, George?” asks the 
old man. He hoped for "aspirations.”

As the sands had almost run, a 
little later: "It seems to me, George, 
always there must be something in 
me—that won’t die.”

The nephew who had other inter
ests to hold him—love and music, 
could not answer this question of the 
man with the single aim.

But Ponderevo, the dying, came 
back to this one question again and 
again—ever with lessening strength

Will Sell Shoes Direct
The success which the marketing by 

manufacturers of shoes direct to the pub
lic met with during the recent sales in 
various sections of the country has led 
to the incorporation of the D. C. Disbrow 
Co., Inc., in Utica, N. Y., an organization 
sponsored at a meeting of twenty-eight 
shoe manufacturers, whose object is to 
distribute their merchandise direct to the 
consumer.

The Disbrow Co., it is said, will open 
retail stores all over the United States 
for this purpose. Dempster Disbrow, 
president, announced:

“We are merely setting the ball rolling. 
We already have inducing offers from 
women’s underwear manufacturers and 
from handkerchief makers to handle 
their product directly as we propose to do 
with shoes, and no one can tell where the 
business will stop enlarging and extend
ing. .

Twelve stores are already in operation 
and another has been secured in Utica. 
Other places include Paterson, N. J.; 
Syracuse, Ogdensburg, Watertown, Ma
lone and Saranac, N. Y.

Founder of Paris Garters Dies
Albert Stein, founder of A. Stein & Co., 

manufacturers of New York, Chicago and 
Toronto, died Monday in French Lick, 
Ind. He was born in Germany fifty-four 
years ago and came to this country in 
1884. He lived in Chicago.

National Chain Stores Association
About twenty chain stores of the East 

have organized the National Chain Stores 
Association with Alfred H. Beckman, for
mer secretary of the National Wholesale 
Grocers’ Association, as secretary-treas
urer and general manager.

Agricultural Engineering Editor for 
“Successful Farming”

Professor E. W. Lehmann, formerly of 
the Agricultural Engineering Department, 

and speech: "George, perhaps?”
"Aren't you sure?"
Quoting now the nephew: “There 

I sat, holding his hand tight, and try
ing to think what seeds of immortal
ity could be found in all his being, 
what sort of a ghost there was in him 
to wander out into the bleak im
mensities.”

But the reader who has followed 
closely the illuminating book knows 
what George, the nephew, did not 
know. Knows what the ghost was 
that found its way through the bleak 
immensities. It was the soul of the 
born advertiser.

The same soul appears in Caesar 
Birotteau, in Popinot, in Silas Lap
ham that winged its way that night 
from the clay of Ponderevo. Such a 
soul has charted the entire universe, 
it carries the key which unlocks all 
doors—even that last of them all.

These three books deserve more 
than a place on the shelves of the 
business man’s library—their psy
chology should be his to draw from 
freely.

Missouri College of Agriculture, is now 
serving on the staff of Successful Farm
ing as Agricultural Engineering Editor.

Urges Gross Sales Tax
I he gross sales tax, as a substitute for 

the excess profits tax and high surtaxes 
on incomes under the Federal Revenue 
Act, commanded the consideration of a 
large gathering of business men at the 
Broadway Association meeting Thursday 
at the Hotel Astor.

Authorities on the subject spoke and 
answered questions relative to these taxes, 
and at the same time presented the merits 
of the gross sales tax; also pointing out 
the great advantage which will result in 
reducing the high cost of living when 
such a tax is put upon the statute books.

U. S. Rubber Combines Boot and Shoe 
and Mechanical Divisions

The United States Rubber Co., which 
heretofore has operated its business in 
three separate divisions—the United States 
Tire Co., the boot and shoe, and the me
chanical goods divisions, has consolidated 
the two latter under the management of 
Homer E. Sawyer, a vice-president of the 
company, and long head of the boot and 
shoe division. George H. Mayo has been 
made general sales manager of the con
solidated divisions. C. C. Case remains 
in charge of sales for the mechanical 
goods branch of the new division’s busi
ness. Elisha S. Williams, who has been 
head of the mechanical goods division, on 
account of poor health, has been granted 
an indefinite leave of absence.

W. C. Freeman Associated With 
Howard Co.

William C. Freeman, popular New- 
York advertising man, is now engaged in 
free lance advertising work at 117 West 
46th street. New York. He is associated 
with the E. T. Howard Co. at the same 
address, through which agency Mr. Free
man is placing his accounts.
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The Foundation

Laclede-Christy 
and Collier’s

Laclede-Christy is 
using Collier’s as the 
backbone of its adver
tising campaign, in 
general publications, 
for fire clay refracto
ries.

Read Collier’s
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Agencies to Use Standard Order Blank
A standard order blank, eight inches by 

ten, carrying on the back twenty-five 
standard conditions adopted by the Amer
ican Newspaper Publishers’ Association, 
Periodical Publishers' Association, and 
Associated Business Papers, Inc., in co
operation with the American Association 
of Advertising Agencies, is about to be 
issued for universal adoption by advertis
ing agencies.

This noteworthy advance in the me
chanics of advertising is the result of the 
movement inaugurated in the summer of 
1918 when a committee of the American 
Association of Advertising Agencies took 
up the problem. Contract blanks, order 
forms and various data from eighty mem
bers of the association were obtained. The 
blanks were examined and their char
acteristics tabulated. An attempt was 
made to get one form that would be rea
sonably practicable for all those different 
agencies, and that at the same time would 
meet the requirements of publishers. So 
far as the face of the blank was con
cerned, the work was done and the form 
was ready to be issued in October, 1919. 
However, this did not include revision 
of the “conditions” on the back.

At the suggestion of publishers the ad
ditional work was undertaken of a formu
lation of “standard conditions" that 
should govern all advertising contracts 
and orders. This meant the writing of a 
code of practice. It required serious at
tention and a large amount of time.

The committee of the American News
paper Publishers’ Association included 
Hopewell L. Rogers, chairman : Charles 
A. Taylor, Jr., Thomas R. Williams and 
Lincoln B. Palmer.

The committee of the Agencies’ Asso
ciation, which conferred with this com
mittee in New York, consisted of New
comb Cleveland, chairman; Collin Arm
strong, John P. Hallman, H. A. Lebair 
and James O’Shaughnessy.

There were conferences and correspond
ence also with committees and officers of 
the Periodical Publishers’ Association, 
John Adams Thayer, executive secretary; 
the Agricultural Publishers’ Association, 
Frank B. White, managing director, and 
the Associated Business Papers, Inc., 
Jesse H. Neal, executive secretary.

In a spirit of accommodation and by the 
exercise of patience, a result was finally 
reached and a set of twenty-five “stand
ard conditions” was mutually agreed 
upon. These conditions are believed to be 
equitable to all parties concerned, pub
lishers, advertisers and agencies. How
ever, they are not claimed to be perfect 
and they are not final. They constitute a 
starting point. The idea is to have them 
in use for a year or two, after which time, 
or whenever it seems desirable, further 
joint conferences can be held with a view 
to revision of the wording, and adjust
ment of any matters that may seem to 
require attention.

The blanks used by members of the 
American Association of Advertising 
Agencies will have a distinctive appear
ance, including horizontal rules across the 
top and bottom, but the wording of the 
conditions on the back will be exactly 
the same as in the case of agencies not 
members of that association. Identifica
tion of the blank itself will be by the 
phrase, “Form ‘A’ ” and the year, “1920’’, 
which will appear prominently in upper 
left corner of face and back.

The hope has been expressed that in 
order to make this standardization move

ment a success all publishers will require 
all their orders to be given on these 
blanks, for the sake of uniformity and to 
avoid discrimination, and more especially 
for the labor-saving result in their own 
offices. It is obvious that if orders come 
on uniform blanks they can be examined 
more quickly and will pass through the 
office more smoothly and with less lia
bility to error than if accepted on blanks 
of all sizes, shapes and styles of arrange
ment.

Merchant Tailors Organize—To 
Raise $500,000 for idvertising

Sponsored by a group of business men 
prominently identified with the wholesale 
woolen and trimming industry and lead
ing retail dealers, there has been or
ganized the Merchant Tailors’ National 
Service Bureau.

In a statement issued by E. A. Binoeder, 
managing director of the bureau, explana
tion of the fundamental purposes of this 
unique organization is made as follows:

“Prior to the establishment of this 
bureau, investigations which I conducted 
throughout the country, developed the 
fact that the merchant tailors were de
plorably unorganized in comparison with 
other industries. There appeared to be 
no centralized, unified effort on the part 
of the various interests involved to do 
the things essential to place their business 
upon a stable basis.

“The Merchant Tailors' National Serv
ice Bureau plans to conduct a country
wide advertising campaign with the ob
ject in mind of presenting to the general 
public the true facts regarding the mer
chant tailoring industry. The bureau will 
also endeavor to improve labor conditions 
in the industry by means of an educa
tional campaign among its members and 
their employes aimed to eradicate the 
evils incident to under-protection which 
has handicapped our particular trade just 
as it has other enterprises.

The national advertising campaign will 
be financed by a contribution from every 
jobber and dealer member in the indus
try, based on the amount of annual sales. 
It is conservatively estimated that $500,000 
will be raised in a comparatively short 
time, according to evidences of support 
which the bureau has already secured. 
Newspapers and magazines will be used 
principally, and these paid advertisements 
shall set forth facts and figures which 
the representatives of the merchant tailor
ing industry have long felt the public 
should be thoroughly familiar with.

Members of the following organizations 
have thus far joined forces with the 
bureau: National Woolen and Trimming 
.Association, National Association of Mer
chant Tailors of America, Pacific Coast 
Merchant Tailors’ Association; Merchant 
Tailors-Designers’ Association, and sev
eral smaller units. Temporary headquar
ters of the bureau are in the Ward Build
ing, Newark, N. J.

Rowe Stewart Outlines A. A. C. 
of W. Work

At a reception and luncheon in his 
honor at the New York Advertising Club 
on October 7, Rowe Stewart, president of 
the Associated Advertising Clubs of the 
World, in an impressive, concise address, 
outlined the comprehensive work of the 

association, telling of several innovations 
to be started this term and urging the 
co-operation of every advertising man.

After explaining the organization and 
functions of the various committees, Mr. 
Stewart told of the inauguration of dis
trict conferences such as the recent lowa- 
Nebraska-Kansas convention at Des 
Moines. Under the direction of vice
presidents one is to take place in Atlanta 
and another in Baltimore. On October 
21 and 22 a conference of the advertising 
clubs of New England will be held at 
Boston. Mr. Stewart mentioned the ac
tivities of Vice-President E'rank A. Black, 
who is directing the education committee, 
and of the committee on finance, which 
is composed of John Ring, Jr., St. Louis;* 
Reuben Donnelley, Chicago, and Charles 
A. Otis, of Cleveland. He also told of 
the new book, “Economics of Advertis
ing,” being prepared by Paul Terry Cher- 
iugton for the book publication commit
tee. This committee, which is headed by 
Herbert S. Elouston, made a profit of 
$3,000 last year. Associated Advertising, 
Mr. Stewart said, showed a surplus of 
$10,000.

Speakers at Business Paper 
Convention

A feature of the convention of the 
Associated Business Papers to be held at 
the Hotel Astor, New York, Oct. 20-22, 
will be four addresses on the principal 
departments of publishing. They will take 
place at the Wednesday afternoon ses
sion, the morning session being devoted 
to an address of welcome by President 
Samuel O. Dunn and to the report of 
Executive Secretary Jesse H. Neal.

E. T. Howson, editor of Railway Main
tenance Engineer, Chicago, will talk from 
the editorial standpoint; H. A. Lewis, 
McGraw-Hill Company, New York, the 
advertising; M. B. Lum, A. W. Shaw 
Company, Chicago, the subscription de
partment ; and Harry E. Taylor, advertis
ing manager Dry Goods Economist, on 
service.

On Thursday morning sessions for the 
advertising, circulation and editorial men 
will be opened. Roger W. Allen, Allen, 
Nugent Company, New York, will act as 
chairman of the advertising session, and 
George Griffiths, manager of Hardware 
Age. New York, will be leader in the 
discussion of “The Development of New 
Business." M. B. Lum, A. W. Shaw 
Company, Chicago, is scheduled as chair
man of the circulation meeting. The edi
torial session is to be in the hands of the 
National Conference of Business Paper 
Editors.

In the afternoon W. R. Bassett, Miller 
Franklin, Basset Company, New York, 
will speak on “The Advantages of a Real 
Cost System,” and will be followed, after 
a discussion of many topics, by Robert 
Tinsman, Federal Advertising Agency, 
New York, on “Advantages of Standard
ization in Page Sizes, Rate Cards and in 
Payment and Discount Dates.” There 
will be two sessions, one for editors and 
one for publishers.

The annual banquet and reception, to 
which invitations will be extended to ad
vertising and publishing interests gener
ally, will take place at the hotel Thursday 
night. Sessions for publishers and edi
tors conclude on Friday morning with 
the adoption of resolutions and the elec
tion of officers.
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To All Lovers of Good Lithography
' j 'O augment the production of that lithography of 

character upon which our reputation rests and to main
tain that service of which we are so proud, we announce 
the acquisition of the Milwaukee Lithographing Company, 
2101-21 13 Sycamore Street, Milwaukee, Wisconsin, which 
now becomes the Edwards & Deutsch Milwaukee Litho
graphing Company. The name of the parent company 
remains unchanged. The general offices of both compa
nies will be in Chicago. Mr. August F. John continues 
in charge at Milwaukee.

With the added facilities and advantages, by which our 
capacity is nearly doubled, we ask the opportunity to let 
our work tell its own story to these lovers of good lithog
raphy whom we have not served. To our patrons 
whose encouragement and inspiration have made our 
progress possible we express our deep appreciation. We 
can only say that we shall keep the faith as we have 
always kept it.

Edwards & Deutsch Lithographing Co.
JOSEPH DEUTSCH, President

Chicago, October 8th, 1920
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Art and Utility in Advertising
Beauty, Especially If Feminine, Has Its Part to Play in Selling

Everyone knows about the 
thing of beauty being a joy for

ever. But the further added simple 
declarative of the poet, that “Its use
fulness can never fade into nothing
ness,’’ seems to have been overlooked 
by all save the advertising man. He 
has learned the practical utility of 
beauty and in his field disseminates 
its charm with unfailing activity.

The scientist tells us that nothing 
is ever lost; that things that are worn 
out in one shape assume another. 
The advertising man takes a leaf out 
of his book and applies its wisdom 
to his own activities. He finds a 
beautiful picture, for instance, the 
range of whose usefulness, except as 
a piece of property, is limited to the 
comparative few who see it in a pri
vate collection or public gallery.

He transfers its field from private 
to public uses purely as a utility 
factor in advertising merchandise 
and by so doing disseminates its 
power or charm, or whatever other 
characteristic gave it potency in 
beauty, through that floating multi
tude we call the public.

It may not be true that great artists 
are employed directly in advertising, 
but their work, after having fulfilled 
the purely egoistic function of the 
art patron and flattered the instinct 
for conspicuous consumption, finds 
its way into the view of millions of 
widely scattered business men and 
plain folk through the medium of ad
vertising.

The progress of contemporary art 
to the “plain people,” scattered afar 
in factory, farm and town, is simple 
and direct. It is harnessed to the 
car of utility and the harness is ad
vertising,

ARTISTS WHO CONTRIBUTE

Lest this general contention should 
breed the spirit of denial it would be 
well to produce some evidence. Let 
us take a list of well-known artists, 
those whose names are known in the 
art gallery, the exhibition hall and 
in magazines and periodicals who 
keep up a fine standard in illustra
tion and cover work.

Names that come readily to mind 
in the latter group are those of 
Penhryn Stanlaws, Ralph Arm
strong, Earl Christy, Gene Pressler, 
Charles Williams and Haskell Cof-

By E. McKENNA

fin. Now the work of each of these 
men is as familiar to the advertiser 
and to the receiver of advertising 
literature as it is to the reader of 
the highest priced magazine of litera
ture and art.

Then there is another group of 
artists who have ascended to the pre
eminence of National Academy mem
bership. We will find that lending 
the letters N.A. to their names has 
not made them disdain the utilita
rian field of advertising. Reproduc
tions of paintings by.Thomas Moran, 
Russell Greene, Carl Blenner, Thom
as Blinks and other academicians 
like the late distinguished Henry 
Mosier, who was also a member of 
the French Academy and winner of 
the first medal ever bestowed on an 
American by that body, are used to 
add the appeal of beauty to all sorts 
of merchandise.

Although the use of beauty in ad
vertising covers the whole range of 
art subjects, the family scene, the 
pastoral scene, land and seascape, 
and the havoc and carnage of war 
and representations of them are 
used as back covers, calendars and 
display cards, the appeal of beauty 
is intensified for the generality of 
the advertising man’s purposes by 
narrowing it down to the point at 
which it is most inciting to the mind 
and emotions.

Need it be said that that point is 
reached in pictures of youthful 
femininity, or to use the casual but 
effective language of the times—the 
pretty girl?

TOUCHING A VITAL SPOT

It would appear that the love of 
beauty is inherent in the soul of man, 
and if the appeal to this love is strong 
enough he will not only buy the 
goods suggested, but they will be as
sociated with it in his subconscious 
mind long afterwards. That, after 
all, is only psychic normalcy, as 
Senator Harding would say. If the 
appeal to man’s love of feminine 
beauty by some connivance of nature 
and art is of extraordinary intensity, 
he stands now as in the distant past 
to see “the topless towers of Ilium 
robed in fire.”

All this being germane to our 
natural manner of feeling, it is 
neither accidental nor irrelevant that 

the pretty girl has won her way 
easily into the best practises of ad
vertising. So we find her “selling” 
everything through the mail and in 
counter displays, and it is so arranged 
that the advertiser can have ex
clusive rights to her in his territory.

OUT ON THE SELLING LINE

As an example of her use, the 
picture of a certain young lady in 
evening gown, by Haskell Coffin, is 
used exclusively in all the Wool
worth stores for display in adver
tising Lorraine Hair Nets.

Brown's Business College, in 
Brooklyn, uses the cheerful young 
Miss with the Lantern, by Gene 
Pressler, to give the tone of the 
school to prospective pupils. Avid
ity. poise, chicness and charm are 
qualities we associate with the illus
tration and wre feel if w'e were a 
young girl that we would like to 
study at a school whose pupils sug
gest those qualities instead of tired
ness and irritability and eye strain 
that some people associate with 
studying school tasks.

A Washington, D. C., department 
store uses an outdoor girl with a dog, 
by Earl Christy, to tell of an anni
versary sale of Autumn clothing.

“Over the Tea Cups,” a picture 
of two girls drinking tea in a cosy 
and delightful environment, done by 
Christy, is used by the Bailey-Far
rell hot water supply system, tied 
up to copy that tells us that a Bailey- 
Farrell system installed in the home 
gives the hostess time to entertain 
friends.

By the use of these and other 
similar subjects, the mailing en
velopes of up-to-date business houses 
are stuffed with beauty—beauty that 
makes a first pleasurable impression 
and copy that associates that impres
sion almost against the will, cer
tainly despite the indifference, with 
the quality and desirability of the 
merchandise advertised.

Beauty of a more diffuse kind, the 
home and pastoral scene painted by 
artists of national reputation, stuffs 
the envelope that Senator Capper 
sends to the subscribers of his farm 
papers through the Middle West. 
Senator Capper offers enlargements 
of the small reproductions as 
premiums to subscribers.



October 16, 1920 Page 17

The subjects are chosen to appeal 
to farmers and their wives and de
pict such scenes as “The Road to 
the Village” and “The House Where 
I Was Born” and “Bringing Home 
the Hay,” all reflecting the environ
ment and even the details of life 
on the great productive farming 
country through which his publica
tions circulate.

All these pictures have been used 
as covers or as illustrations in cur
rent magazines or the art albums of 
a past day, where presumably they 
would have remained were it not 
for the advertising theory that a 
thing that is beautiful should con
tinue to be useful.

W. J. Mattimore, Maxwell-Chalmers 
Advertising Manager

Arthur E Barker, general sales mana
ger of the Maxwell and Chalmers Motor 
Car Company, Detroit, has announced the 
appointment of W. J. Mattimore as ad
vertising manager. Mr. Mattimore was 
for eleven years with Theodore Mac- 
Manps, Inc., of Detroit.

Boston “Evening Transcript” Five 
Cents Saturdays

Beginning October 16, the price of the 
Saturday issue of the Boston Evening 
Transcript will be five cents per copy. 
Other issues of the week will continue at 
three cents per copy. This is said to be 
the first change in the price of the paper 
since 1883.

Export Manufacturers Convene
The American Manufacturers’ Export 

Association, convened at the Waldorf-As
toria Hotel, New York, Thursday, was ad
dressed in the afternoon by W. L. Saun
ders. its president; Dr. R. S. MacElwie, 
director of Bureau of Foreign and Do
mestic Commerce; James S. Alexander, 
president of National Bank of Commerce; 
W. A. Harriman, Otto Kahn, B. C. 
Forbes, of Forbes Magazine; Julius H. 
Barnes and John H. Fahey.

At a banquet in the evening the speak
ers were: Dr. L. L. Rowe, director gen
eral Pan-American Union; Dr. Alfred 
Reeves, manager, National Automobile 
Chamber of Commerce: Alva B. Johnson, 
president, Chamber of Commerce of 
Philadelphia, and Dr. Charles A. Eaton, 
of Leslie’s JVeekly.

Fisher Joins St. Louis “Globe
Democrat”

H. Clyde Fisher, at one time in the 
advertising department of the Devoe & 
Reynolds Company, and more recently 
connected with the Nast publications, has 
connected himself with the New \ork 
office of the St. Louis Globe-Democrat as 
an assistant to F. St. J. Richards. Mr. 
Richards in future will have two assist
ants, Arthur Cornell having served in that 
capacity for over a year.

Mr. Fisher will for the time being de
vote his interests chiefly to the Globe- 
Di mocrat artgravure section.

Red Cross Campaign With Richards
The Fourth Red Cross Roll Call adver

tising campaign is being prepared and 
placed by the Joseph Richards Company, 
Inc., New York City. The campaign con
sists of a series of magazine and under
written newspaper advertisements that 
will appear immediately prior to and dur
ing the Red Cross Roll Call period—No
vember 11-25, 1920.

For the underwritten newspaper space 
a portfolio of twenty-five advertisements 
has been prepared for use of the chapter 
publicity committees in obtaining under
written local newspaper space throughout 
the country.

The American Red Cross “Greatest 
Mother in the World” poster, made 
familiar to the people of this country dur
ing the war and borrowed by the British 
Red Cross in their money-raising cam
paigns during the last year of the war. has 
been revised for use in the coming Fourth 
Roll Call Campaign under the title, "Still 
the Greatest Mother in the World.” 
Where the war-time poster showed a 
wounded soldier on a stretcher, the peace
time poster shows a little cripple boy in 
the arms of the “Greatest Mother” and 
typifies the peace-time service of mercy 
rendered by the Red Cross.

A. & S. Important to Lehigh Cement 
Company

Allentown, Pa., Oct. 5, 1920.
Editor, Advertising & Selling :

Interesting reading matter and its value 
to us as advertisers has made your publica
tion an important one in the eyes of this 
department.—Lehigh Portland Cement 
Co., Howard Rhode, Advertising Man
ager.

Quantity or Quality 
Circulation?

The greater number of newspapers in the advertising of their own pro
duct— newspaper space—seem to lay particular stress upon the quantity 
of their circulation. A very good argument, if a newspaper’s circula
tion has other things to represent it besides a quantity.

In most instances, however, there is not a word about the quality or 
buying ability of their circulation; quantity circulation, that is the 
beginning and the end—the entirety of their argument.

To our mind, mere bulk of circulation is not a good selling argument; 
quantity in itself means nothing; it is what it represents that counts.

In this connection we wish to make two statements: First, The Chicago 
Evening Post claims no largest circulation; second, The Chicago 
Evening Post does claim a class circulation.

By class we do not mean either the ultra rich or the essentially high
brow. By class we do mean people who have the quality habit, whether 
they are purchasing gladsome raiment or shoestrings or newspapers, 
and who are financially able to satisfy that habit.

They are sensible, comfortably situated people who appreciate the 
better things of life; with them quality comes first, and while no one 
is averse to saving, the price with them is a secondary consideration.

These are the type of customers the high-grade merchant likes to see 
in his store, their patronage is always welcome.

They are financially able to purchase goods of the better class, and 
that is the only kind they do purchase.

In figuring the ratio of readers to a newspaper we are extremely 
modest in our claim of over one hundred thousand daily readers of 
this class.

The class of advertisers one sees in the columns of The Chicago Evening 
Post tells the story of our type of readers better than any language 
of ours.

Think what it would mean to reach one hundred thousand of these 
people daily with the story of your sales offerings. You can do so 
only in their favorite paper—

The Chicago Evening Post
One of the Shaffer Group of Newspapers

Eastern Representative:
Kelly-Smith Co., Marbridge Building, New York

Western Representative:
John Glass, Peoples Gas Building, Chicago
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Getting Results By Intensive Cultivation
Consistent Use of Dealer-Consumer Mediums Pays the 

Mutual Truek Co.
By R. R. SHUMAN

President. Shuman Advertising Co., Chicago

EVER since the motor truck be
came a commercial product, 

publishers of trade, technical and 
class papers have insisted, with all 
earnestness, that the Business Press 
offered the ideal—because the waste
less—market place, to reach both 
dealer and consumer.

The dealer publications won their 
case and are extensively used by the 
truck manufacturers. The distinc
tively motor vehicle publications, ap
pealing both to dealers and fleet own
ers, have been granted a large meas
ure of patronage by the truck makers.

However, so far as the writer 
knows, there is only one truck manu
facturer who has had the courage to 
limit his advertising to the Business 
Press; supplemented, of course, by 
the liberal use of local daily papers 
for his dealers. For this reason the 
campaign of the Mutual Truck Com
pany of Sullivan, Ind., has been 
watched with keen interest, not only 
by truck-builders, but by the whole 
advertising fraternity.

The initial campaign included an 
appropriation of $65,000 for the first 
year in about sixty-five trade and 
technical publications, the cream of 
the heavy-tonnage mediums.

Double spreads and full pages were 
used in all of these publications ex
cept the dailies. The copy consisted 
largely of an analysis of the ‘'super
specifications” of the Mutual Truck, 
to prove the right of its builders to 
their use of the slogan “America's 
Greatest Truck.”

COMPANY SOON OVERSOLD

The result of this campaign was a 
larger inquiry from responsible busi
ness executives than the company 
was able to supply for some months, 
resulting in overselling the factory by 
the end of the fourth month of the 
campaign.

Inquiries were turned over to the 
dealers in whose territory they are; 
making it easy for the dealer to get 
a start with leading local manufac
turers and wholesale merchants, thus 
paving the way to sales to other pros
pects.

This was exactly the object aimed 
at; because the Mutual is a high- 
priced, heavy-haulage truck; and it 

was felt that the best way of over
coming the sales resistance of a new 
truck at a price higher than all but 
three of the most famous trucks in 
the country, was to create active in
terest and inquiry among the coun
try’s Captains of Industry and Trade. 
For it was believed that these were 
men who were less swayed by popu
lar clamor and less influenced by first 
cost than the general truck-buying 
public.

An analysis of the inquiries re
ceived shows that the great majority 
of letters were signed by presidents, 
general managers or other executives 
of well-rated concerns.

It was apparent, too. that the oft- 
repeated headline "Buy One Mutual 
and put it into your hardest service” 
struck a responsive chord ; for a large 
number of inquirers expressed their 
willingness to make this test and 
seemed eager to know how soon they 
could get this machine, and where 
it was for sale in their locality.

It was believed that advertising in 
the business papers, which executives 
read as a business duty, would enable 
Mutual dealers to sell their entire 
quota without making a single price 
concession other than the quantity 
discount. The experience of the Mu
tual Truck Company confirmed this 
hypothesis, as far as it was possible 
to reach conclusions from an output 
limited by difficulty in securing ma
terials and parts.

Dealers, and especially those in 
large cities, were the only “sinners ’ 
in the matter of trying to hold out 
for unreasonable concessions and dis
counts.

FARM JOURNAL CAMPAIGN

Investigations were set in motion, 
after the first successes, to determine 
whether a large enough percentage of 
country platform scales would accom
modate a heavy truck with a 150-inch 
wheelbase, to warrant a farm journal 
campaign on behalf of the Mutual 
truck.

Testimony was somewhat conflict
ing, with the preponderance of evi
dence pointing to a worth-while de
mand for 2% ton pneumatic tire 
trucks from large farmers, gardeners 
and dairymen and from smaller oper

ators who combine a trucking busi
ness with their farming operations.

This conclusion will probably be 
crystallized into a farm, stock-raising, 
dairy and produce journal campaign, 
starting with the “zone” papers in 
territories in which dealers or branch 
houses have been established. This 
advertising will be done over the 
names of the general and local dis
tributors in the zones covered by the 
publications.

Similarly, local newspapers are to 
be used during the coming campaign, 
the advertising to be run for the 
dealers on a predetermined allow
ance of a certain advertising fund per 
truck bought or contracted for.

Thus, the distinctive feature of the 
entire Mutual campaign is that of 
intensive cultivation of specific fields, 
industrial, vocational and geographi
cal, each piece of copy talking to a 
specific audience in the language of 
its own problems.

L. V. Rodda With “American Farming”
Louis V. Rodda, for the past five years 

circulation manager of Fann & Fireside, 
is now 'in charge of circulation of Ameri
can Fanning, Chicago.

T. M. Cleland Plant Sold
The printing business of T. M. Cleland, 

New York, has been purchased by the 
Redfield-Kendrick-Odell Company. It is 
Mr. Cleland’s intention to engage exclu
sively in decorative work and designing.

Piggly-Wiggly Sales
Gross sales reported by Piggly-Wiggly 

Stores, Inc., for the month of September 
were $3,203,958 on an average operation 
of 305 stores. Sales for the three months 
ended September 30 amounted to $9,301,
935, an increase of $2,290,163 over the 
June quarter.

Tokio Publisher Dies ■
Shuroku Kuroiwa, editor and proprie

tor of the daily newspaper, Yorodzu 
Choho, of Tokio, died there last week. 
He was 58 years old.

Clock With Stanley E. Gunnison
Herbert W. Clock, formerly with Frank 

Seaman. Inc., has joined the copy staff of 
Stanley E. Gunnison, Inc.

Walter B. Snow and Staff Move
The Walter B. Snow and staff agency 

has moved to 60 High street, Boston, 
where it is now occupying the entire top 
floor of the Revere Building.
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Chicago—The Central ¿Printing ¿Market

One of the largest and most completely 
equipped printing plants in the 

United States

Rogers & Hall Company 
Catalog and Publication 

Printers
eArtiSts • Engravers • Elefitrotypers

Specialists in the art of Catalog 
and Publication Printing for 

more than thirty years!

A Printer Is as Good as His 
Equipment Plus His Organization

Our Equipment includes the 
latest and most efficient time-saving 
machinery—Linotypes, Mono
types, Color and Rotary Presses, 
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Signs That Point to Good Times
You Can Always Tell \\ hen Prosperity Abounds 

by the Naturt“ and Volume of Advertising

BILL" WRIGLEY’S arrows have 
pointed the way for the advance- 

ing business hosts, but it is well 
known that signboards do not pre
vent people from getting lost. Some 
don’t believe their eyes. Others be
lieve they can find a better way. Still 
others forget to take notice of the 
instructions posted.

There may be nothing attractive 
about the arrow’ that has done so 
much to efface from the public mind 
a face which used to be forced upon 
it with frequency. There may be no 
virtue in a mere directional symbol, 
as against a trademark, or the idiotic 
grin of a little green wight in a 
pointed cap, as against a stalwart 
countenance smiling through a beard. 
There may be weakness, rather than 
strength, in claiming nothing more 
than that “the flavor lasts"; whereas 
there is undoubted pow'er in the sug
gestion that an exercise, supposedly 
contributing enjoyment, as well as 
exercise for the facial features, also 
imparts a measure of tone to the 
system, infuses what is now called 
“pep," and helps offset the disturbing 
effects of bad food, partaken of in 
haste. Nevertheless even those wrho 
do not acknowledge a predilection 
for chewing gum—and few today 
will admit a weakness for a more 
comforting chew'—know of "Bill" 
Wrigley and his gum.

INFLUENCING THE PUBLIC

The universal arrow and the per
sistent antics of the green imps did 
it. The arrows were everywhere. 
Then the little green packages bear
ing the arrows and containing the 
product to which the arrow pointed 
came into universal view. Patronage 
followed as a result of intimate ac
quaintance with the brand.

It is no disparagement to Mr. 
Wrigley to say that enough advertis
ing, of the right kind, will sell almost 
anything. Certainly if, as is probably 
the case, the measure of advertising 
effort is the measure of determina
tion to move the goods, Wrigley is a 
shining example of the compulsion 
that a single will can exert upon the 
multitude.

Wrigley does not stand alone. 
There have been hundreds, perhaps 
thousands, of men and women who 
have advertised their merry way 

across the stage, simply by persistent 
presentation—advertised their wares 
into people’s stomachs, onto their 
backs, into their homes, their offices, 
their stores; cradled them in youth, 
guided their steps through life, en
tombed their crumbling bones; ad
vertised their goods around the

^he

All Fiction Field
Adventure
Ainslee’s
Argosy-All Story 

COMPRISING
Detective Story 
People’s 
Short Stories

world and advertised the people’s 
pennies, dimes and dollars back into 
their own pockets. Personalities, 
products personified, faces familiar 
at every fireside, what a lot of them 
there are : Dear Aunt Lydia Pinkham, 
beloved of her sex ; the Smith Broth
ers. of Poughkeepsie, N. Y.; Lord

Smith’s
The Popular 
Top-Notch
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Leverhulm, of Port Sunshine; Sir 
Thomas, who recently visited these 
shores; our own Henry—but why 
continue ?

Is it not well among the hardy race 
of world beaters that advertising is a 
game never called because of rain? 
Why, then, the curious reflex that 
seems to regard advertising as a kind 
of spindrift on the turbulent sea of 
success ?

SIGNS OF THE TIMES

You can always tell when times 
are good by the excessive amount of 
advertising that is being done. But 
the man familiar with advertising

technique, and with its force and ef
fects, often wonders why so few ad
vertisers see that to advertise exten
sively at such times is to race with 
the swiftest. If advertising must be 
sporadic and fitful, why select for 
periodic outburst those spells of 
tropic warmth when every other ad
vertiser is doing likewise? Are not 
the strongest trumps those played 
after all others are exhausted?

Wrigley, and his kind, have dis
tinguished themselves by not waiting 
for good advertising weather. They 
embark upon their own designs at 
such times and seasons as suit their 
tastes, and by discounting storms,

y Worth-while people 
buy cameras. Worth-while 
people read the all fiction 
magazines. That’s why the 
Eastman Kodak Company 
tells its story to the mil
lion and a half men and 
women who read the mag-

< azines comprising the All 
KI Fiction Field. fa

^heField »fGreatest Yield
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Doubleday, Page & Co. The Ridgway Company
The Frank A. Munsey Co. Street & Smith Corporation
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tide and adverse winds, somehow 
manage to weather most anything 
that comes along.

Because of the Food and Drug 
Act, Coca-Cola may have less power 
over the addict than it once had. One 
lacking experience cannot tell, the 
probabilities being, however, that it 
never cast the dreadful spell attrib
uted to it by the envious. And yet 
the fact remains that the business 
itself, formerly a cherished oasis in 
the backward barrenness sometimes 
coldly ascribed to the South, is now 
beloved of Wall street and rated 
publicly in millions. “Father John,” 
possibly a benign cleric and possibly 
a figment created by advertising, did 
not despair with the enactment of 
the Eighteenth Amendment, but 
paces onward his soft-footed way, 
suavely assuring the feverish and 
trembling votary that his medicine 
contains no poison.

There is something amazingly re
freshing about the fertility of these 
old-timers. They are the Lillians 
whose perpetual youth entrances suc
ceeding generations. But their un
tiring persistence, their energy, the 
indomitable will that keeps them 
everlastingly at it, fair weather and 
foul, good times and bad, war or no 
war, League or no Peace, is the mar
vel that few sufficiently evaluate.

KEEP ON SHOVELING

“Bill” Wrigley, whose forceful 
personality has been embalmed by 
an interviewer, was asked the secret 
of successful advertising. Wrigley 
admitted he has made mistakes. One 
of them was when he first went to 
London. “My posters were too big,” 
he said. “My big advertisements 
seemed to shock people, and the 
traders wouldn’t believe that I would 
send them a box of chewing gum 
free. I had to tone down my adver
tising and make an offer that a trader 
would get a box free on condition 
that he bought a box. That offer 
succeeded at once.”

But upon the main point—his “se
cret”—he said:

“Tell ’em quick and tell ’em often. 
Advertising is like running a furnace 
—you’ve got to keep on shoveling 
coal. Once you stop stoking the fire 
goes out.”—Publisher’s Observa
tions, in Automobile Topics.

Miller Rubber Account With Van 
Patten

Van Patten. Inc., has secured the ac
count of the Miller Tire & Rubber Co., 
Akron, O., and will handle it through the 
Chicago office.

Mohawk Firms Consolidate
The Mohawk Glove Corporation, Ful

ton, N. Y„ was merged this week with 
the Mohawk Silk Fabric Company.
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Some Advertisers “Say It With Stickers”
Examples of How Pasters Can Be Used to Merchandise 

Your National Campaigns

<«QAY IT with 'stickers.'”
kJ There’s an answer to the 

problem of merchandising the pub
lications advertising that has been 
too little considered by the adver
tising fraternity.

Everyone knows that the thou
sands of dollars invested in black and 
white and color pages in the general 
magazines and the trade journals 
give the heavy returns that such in
vestments should only when they are 
thoroughly merchandised out through 
the trade. The modern advertising 
manager, or account director is quite 
aware that his task is not finished 
when he has laid out effective pages 
of beautiful illustration and strong 
copy, placed them with the publica
tions on his schedule and seen them 
into print, out on the news stands and 
in the consumers’ hands. There is 
still the dealer to be considered, to 
be served with a news service of 
broadsides and reproductions calling 
attention to the advertiser’s efforts in 
the publications, to be encouraged to 
tie up with these efforts for the 
greater glory—and sale—of the 
product in question.

TO SELLING THE WORKERS

Also, there is the advertiser’s sales
man and, in fact, everybody in the 
advertiser’s employ to be stimulated, 
encouraged and taught to recognize 
the value of the advertising and the

By E. WALTER OSBORNE

sa'.es work it is doing. Sell the 
worker on your advertising! Teach 
the salesman to realize on its help! 
Those are the slogans of the new 
wielder of the advertising force.

How ?
There are many approved methods 

that have been discussed in Adver
tising & Selling before this, and 
that will be discussed in advertising 
journals as long as advertising is. 
Among these, the least remarked, the 
least written about, the least ex
pensive. the least used, but not, by 
far, the least effective is the method 
of the “sticker.” .

A "sticker” is a poster stamp. It 
may be of any size to 2% x 1% 
inches or thereabouts. It may be of 
any degree of elaborateness from a 
simple scheme of white background 
with a few lines of black type carry
ing the message to a work of art 
reproducing in miniature the color 
page it refers to. The only essentials 
are that it have “stickum” on the 
back and enough type on the front 
to put across its story—and that it 
will fit the white space under the 
signature of a letter written on an 
ordinary letterhead.

make them read

Its function is to call the attention 
of the person to whom the letter is 
addressed to the fact that the user 
is advertising in such-and-such a 

pub.icaLion and to induce him to read 
that advertisement. Used by the 
efficient advertiser, the “sticker” goes 
on every letter sent out of his office 
—to be seen by the stenographer who 
sticks it on, by the executive who 
signs the letter, by the mailing clerk 
who seals it up, by the adressée who 
opens it and by everyone else through 
whose hands it goes. The important 
requirement is that it go to everyone 
to whom the advertiser writes a let
ter. to his salesmanager, salesmen, 
dealer customers, consumer cus
tomers. and to all his trade associates.

The Wyoming Shovel Works, 
which recently started a national ad
vertising campaign to sell shovels 
about which everyone is talking, uses 
these “stickers" by the hundred thou
sand. Their “sticker” is simply a 
little white rectangular stamp with a 
red edge, bearing a legend in black 
type, with a red initial and a red date 
line, and a tiny trademark in black 
and red. The legend merchandising 
the Saturday Evening Post page for 
September 25, for example, said :

"Learn the only way to tell a good 
shovel—in the Saturday Evening Post. 
September 25th.”

It was sent out, according to 
schedule, immediately after the ap
pearance of the August page. It 
went to everybody to whom the firm 
had occasion to address a letter. It 
was seen bv everyone in the works 
who wrote or handled Wyoming let
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ters. It got all of these persons 
talking Wyoming advertising, im
pressed all with the prestige and the 
sales effort of the firm, and insured 
that most of them would read the 
September advertisement. Its in
fluence on Wyoming’s employes— 
and especially on Wyoming salesmen, 
on Wyoming dealers, on everybody 
with whom the Wyoming Works had 
business relations was of incalculable 
value.

OTHER USES FOR “STICKERS”

The agency handling the Wyoming 
account—Barrows & Richardson of 
New York—has used these "stick
ers” on many other of its accounts. 
The more elaborate “stickers” mer
chandising Scranton Lace and Wolf
head color pages are shown among 
the reproductions accompanying this 
article. Barton, Durstine & Osborn 
are using “stickers" very effectively 

in merchandising the advertising of 
their big national publications and 
newspaper campaign for McElwain 
shoes.

“Stickers” may be used for other 
purposes than merchandising adver
tising. The writer has before him a 
color "sticker" received on corre
spondence from the Standardization 
Committee of the National Associa
tion of Purchasing Agents anouncing 
that the National Association of Pur
chasing Agents has adopted the Na
tional Standard Catalogue Size in 
certain dimensions. It makes an at
tention-compelling postscript that 
would have been ridiculously irrele
vant had it been written in as an 
actual typed postscript. Advertising 
for Cinco cigars has been reinforced 
by correspondence “stickers" that cir
culate throughout the trade pithy 
jokes that were tied up with Cinco. 
A manufacturer who recently had 

his shipping department disorganized 
and deliveries held up because he 
was moving into a new plant used a 
“sticker" to show disgruntled cus
tomers a picture of the new plant, 
thereby implying, without the dis
agreeable necessity of pleading his 
case in so many words, that he had 
some excuse for poor service and 
holding forth an attractively put 
promise of better service than ever 
when the moving was completed.

Good “stickers” can be turned out 
at the rate of 5,000 for fifty dollars. 
Used to merchandise advertising they 
drive that advertising home into the 
consciousness of all those who should 
be interested in the advertising. 
There is no national campaign that 
cannot gain in effectiveness through 
their use. If you want people to 
read your advertisement and want to 
tell them to do so in the best way

—say it with “stickers.”

Winning Business and Friends Through Taet
Proper Handling of Sales Correspondence \\ ill W in Over 

Some Very Difficult Customers
By SAUNDERS NORVELL

IT IS hardly necessary to say that 
letter-writing is an art. Where 

there is some talent in this line it can 
be highly developed by practice. A 
lot of fun can be gotten out 
of correspondence in busi
ness. In these days, in a 
large business you will prob
ably not meet personally one 
customer in a thousand, but 
you will correspond more or 
less with all of them. Harry 
Lauder is credited with the 
statement that the reason for 
unrest today is because 
people are trying to get their 
happiness outside their work. 
When I look back at all the 
fun I have had corresponding 
with people I realize that if 
correspondence is work I 
have certainly gotten a lot of 
fun out of my work.

Recently I was talking to 
one of our salesmen here in 
the drug business about “sell
ing” letters. He looked at 
me with a very skeptical expression. 
He evidently did not believe that a 
man could be “sold” by correspond
ence, so I said to him: "Give me thi 
name of the hardest customer to 
sell in your territory and I will bet 

you a hat I can bring him to this 
office by correspondence and sell him 
goods."

"I’m on,” he said, and he gave me 

ENJOYMENT

WINNING orders from your hardest 
prospect and his good will at the same 
time, by well written letters, after personal 

salesmanship has failed to move him to action, 
is no mean accomplishment.

That it can be done and is being done, is 
shown in this article by Saunders Norvell, 
acknowledged master-salesman.

Mr. Norvell gets great enjoyment out of 
all he does—even to the writing of this highly 
enjoyable and helpful piece of sales “litera
ture.” The “fun” he derives from winning 
hard cases is one of the big incentives stirring 
him to attain leadership in his busy life.

There is something for all in this fine ar
ticle.

THE EDITOR.

the name of a druggist in Perth Am
boy. Then he told me that this drug
gist had a grudge against our house 
—that he had sworn he would never 
buy from us again—that whenever he 
called he was treated politely but 

there was nothing doing in the way 
of an order.

TRYING THE FIRST CASE

I took the name and ad
dress of this druggist and 
wrote him a letter stating that 
in looking over our books I 
had found that in former 
years he bought from us 
very largely, but I noticed 
that he had stopped buying 
and I asked if he would tell 
us why.

I also enclosed a large
sized, official-looking, prop
erly-stamped envelope, ad
dressed to myself. (Now 
right here in passing, let me 
say that whenever you write 
to any one and ask for in
formation you should always 
enclose a stamped, self-ad
dressed envelope. Why 
should the other man pay for 
a two-cent stamp, as well as 
devote his time to answer

ing your foolish questions—do you 
get it?) Well, in a few days I re
ceived a long letter from this Perth 
Amboy druggist. What he had to 
say about the way he had been treat
ed by our house was aplenty.
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When I read that letter I knew I 
had him, because you can put it down 
as an axiom that zvhcnevcr a disgrun
tled customer amneers your letter he 
will buy from you again if you handle 
him tactfully. The hard nut to crack 
is the fellow who never answers.

In reply to this letter I wrote that 
I had carefully checked up all of his 
complaints and that I found in the 
main he was right (and he was) ; 
that I felt that we owed him not only 
apologies for the manner in which 
his business had been handled, but 
that there was also a credit coming 
to him on several items that had not 
been allowed.

Then I suggested that as no doubt 
he came to town every week, I would 
like to have him drop in to see me. 
I also suggested that he call just be
fore lunch time so we could go out 
and have a social bite together.

I received a letter in reply saying 
that he would be glad to call and 
talk over matters. In a few days he 
dropped in and I took him out with 
our sales manager to luncheon. We 
went over all of our differences. We 
fixed them all up.

We made him the necessary credits 
but zve did not ask for a dollars’ 
zvorth of business.

THE ORDER COMES THROUGH

A few days afterwards I found a 
large envelope lying on my desk. It 
was a mail order from this druggist 
for over $1,000 worth of goods.

He wrote a short note saying he 
would try us once more. You may 
rest assured we filled that order very 
carefully indeed. Then I wrote our 
salesman, asking him to please send 
me an order for the hat and to call 
on this merchant and he would re
ceive a regular share of his business.

Once I was sitting at my desk in 
St. Louis when the late E. C. Sim
mons stopped and picked up a lot of 
claim papers on which I was work
ing. A correspondence had been go
ing on for some time and there was 
quite an accumulation of letters, pro 
and con.

“So,” said Mr. Simmons, “all these 
weeks you have been corresponding 
with a customer in East St. Louis. 
For goodness sake, why don’t you 
get on a street car, go over and see 
him and settle all this controversy?” 
I took the hint, I went, I cleaned up 
the claims and I sold the merchant 
some goods. Moral: Letter-zvriting 
is all right zvhen you have to write 
on account of distance, but claim men 
had better make calls and settle claims 
personally wherever it is possible.

One day during the war the head 
of our sponge department handed 

me a letter from the War Depart
ment asking certain information in 
regard to sponges. I said to the head 
of our sponge department at that 
time: “You probably know as much 
about sponges as any man in the 
United States. Now, do not try to 
sell the Government our sponges but 
write them a letter and a long letter, 
and tell them the exact situation to
day in the sponge business. Tell them 
zohat you knozv about supplies on 
hand and about conditions at the fish
eries. In other words, zvrite such a 
letter that zvhen the department in 
IVashington has finished reading it 
they will knozv the exact situation.”

He wrote this letter. It was a
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good one. He sent it to Washington 
and in a few days we received a re
ply asking if the head of our sponge 
department would come to Washing
ton to see the War Department. He 
went and they proposed that we buy 
sponges for them. We agreed to al
low the Government to use our 
Sponge Manager for a small com
mission on their sponge purchases. 
Now here is the joke on us in this 
transaction — Because our sponge 
manager was buying sponges for the 
Government on a commission basis 
for us, it zvas not proper for us to 
sell any goods to the Government out 
of our own stock.

So while we cleaned up the stocks

Chicago Office
J. E. LUTZ

First National Bank Bldg. 
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of all of our competitors in the 
sponge line for Uncle Sam—our 
sponge buyer had to buy from them 
-—our man could not buy a single 
pound of sponges from his own 
house. But let us give credit where 
credit is due—our sponge man’s 
splendid letter on the condition of 
the sponge industry led to our be
coming, through him, the purchaser 
for the Government of sponges.

The main thing, of course, in let
ter-writing is to get your facts 
straight.

LOOKING IN THE RIGHT DIRECTION

The next thing is to try to put 
yourself in the other man’s place and 
give him the kind of letter he wants. 
Anybody with any experience what
ever in letter-writing can tell by the 
letter he is answering a great deal 
about the person he is corresponding 
with. If you have a letter from some 
department of a large corporation 
written very tersely and very much 
to the point, answer in the same man
ner. Large corporations as a rule 
have not much time for personalities. 
They resent such injections into a 
letter. On the other hand, if you 
have a long, friendly letter from some 
dealer who has probably bought from 
your house for twenty-five or thirty 
years, write him in the same vein in 
which he writes you, but above all 
things let me repeat—first investigate 
carefully and get your facts straight 
before answering.

Then write your letter in just as 
simple, lucid and direct a manner as 
possible. Do not try to make your 
letters too short. Some correspond
ents have an idea that a very short 
letter that makes it necessary for your 
correspondents to guess what you are 
trying to say is a very businesslike 
style of correspondence. Tell your 
full story; then stop.

Recently I asked a man to write 
to a manufacturing concern which 
had done a great deal of war busi
ness, inquiring if it could manufac
ture a certain kind of brass can top 
for us. In its answer this concern 
went on to explain that it had re
ferred our letter to the head of its 
machinery department and it had no 
machines on hand for sale for the 
manufacture of these tops. I asked 
our correspondent to show me his 
letter and I was not surprised after 
reading his letter that the concern did 
not know whether he wanted to buy 
can tops or machines for manufactur
ing can tops. In other words, he was 
not clear nor definite.

I remember years ago, according 
to custom, we billed a retail mer
chant so many pounds of sheet cop
per and then so many tinnings at 20c 
per tinning. Now’ it was the custom 

in those days, zvhilc the tinning was 
on the copper, to charge the tinning 
separately. Do you understand / 
One side of the copper was tinned. 
This new dealer wrote a letter say
ing: "I have checked up my new 
stock order and everything is O. K. 
except I am short all those tinnings.” 
This letter fell into the hands of a 
new clerk in the business and he 
wrote back: "Have you carefully 
looked into the boxes and the straw 
for the tinnings, as our packer says 
that he packed them carefully and he 
knows they were in the box’”

After these two had exchanged a 
number of letters on the subject of 
these tinnings and were getting no
where and the customer had threat
ened not to buy any more goods from 
us unless we credited his account, the 
correspondence happened to be passed 
to me and I had a hard time convinc
ing the customer that we should 
charge him for the copper and also 
charge him because the copper was 
tinned.

I also remember where a customer 
received a front door lock and wrote 
that this lock was a right-hand lock 
while his door was left-hand, and 
please to send a "left-hand” by ex
press. One of our bright young men 
wrote to him and said we could not 
fill his order for the "left-hand” un
less he would send us the "left-hand” 
as a sample so we would be sure the 
lock would fit! Well! We certainly 
did receive a warm letter from that 
customer in reply, as he wished the 
lock for the front door of his new 
store.

STUDY HANDWRITING

Then the handwriting of a corre
spondent tells us a great deal. Some 
people say there is nothing in the idea 
of judging character by the handwrit
ing. They are certainly mistaken. 
Of course, judging a person by the 
hand writing is not infallible, but let 
me tell you just a few rules to follow. 
People who are stingy and close al
most invariably write small hands. 
People who are generous as a rule 
write large hands.

When a person starts a word and 
writes the letters carefully and then 
at the end of the word tapers off into 
just a waving line, that person is usu
ally careless about details and docs 
not finish his zvork zvcll.

People who write an even, steady 
hand, letters all about the same size, 
and written regularly, usually have 
very even, well-balanced dispositions. 
Almost every person who uses a lot 
of fancy curlicues in writing is vain.

Natures that sign letters with a 
scroll under the signature as a rule 
are proud and formal. Experts at 

handwriting can invariably tell when 
a correspondent has been trained as 
a bookkeeper and if they have had 
this training usually they are very 
careful and thorough in what they do, 
even if sometimes they devote too 
much time to small details. They 
usually get their facts straight.

I had an experience once in con
nection with handwriting that is 
rather interesting. At that time I 
handled all applications for positions 
from salesmen. A letter came in one 
day in a very peculiar handwriting. 
I had had the same stenographer for 
a number of years and she often 
laughed at me because I claimed I 
could judge people by their hand 
writing. I picked up this letter and 
as I dictated the reply I said to my 
stenographer: “The author of that 
letter is suffering from a severe ner
vous disorder.” She just laughed. 
In a few days we received a letter 
from the wife of the author of the 
letter. She requested us not to pay 
any attention to any future letters 
that might come from her husband 
as he was confined in an insane asy
lum !

When as a sales manager I vvas 
handling three hundred traveling 
salesmen. I had to write a great many 
letters. I wished to keep in close 
personal touch with our salesmen.

I wanted each one to feel that 
every day I had my eye on him and 
on his work. Every month I wrote 
each salesman a letter about his 
monthly record. Every three months 
I wrote him about his total for the 
quarter. Every six months I wrote 
him on his six months’ record. As 
the majority of our salesmen only 
returned home once a year, most of 
our contact was by correspondence.

Now I wish to tell you a secret. 
Each one of my letters was a per
sonal letter to each salesman, but in 
order to save time and work I wrote 
a number of different paragraphs. 
Each of these paragraphs was num
bered. For instance, paragraph num
ber one would compliment the sales
man on the increase in his sales. Para
graph number two would criticize him 
because his business had fallen off. 
etc. I had all these various para
graphs pasted on a large sheet of 
heavy paper, but those I used most I 
put at the upper part of the sheet in 
the most convenient place.

Then when I dictated to my stenog
rapher with the salesman’s report in 
front of me, instead of dictating each 
paragraph over and over I simply 
dictated the numbers. As an exam
ple, mv dictation would sound like 
this: “William Jones—2-7-6-5-13” 
and then I would dictate a personal 

(Continued on page 38)
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A New Dawn Breaks for Far Eastern Trade
Militaristic Policies in Japan; Good Will of China; Export 

Power of Siberia Outstanding Factors

By THOMAS W. LAMONT 
of J. P. Morgan & Company

THE OPPORTUNITY to write 
or talk on the trade and invest

ment possibilities of the Far East 
must always come as a welcome one 
to a man who has had the privilege 
of going out there and examining at 
first hand that splendidly fertile field 
that awaits our tilling. To such a 
man there is every incentive to use 
that opportunity to impress strongly 
upon his fellow business men that 
there.is a region which, if properly 
developed and encouraged by Ameri
can business men and investors, bids 
fair for the long future to be the 
greatest foreign outlet in the world 
for American manufacture and en
terprise.

MUST CONSIDER ALL ORIENT

Upon turning about, for a change, 
and facing the Pacific, instead of the 
Atlantic, we must not look at one 
country or one region if we wish to 
understand properly the problems 
that will await us if we accept the 
invitation to cross over to the other 
side: or to estimate correctly the divi
dends that our venture to the oppo
site shore will pay. We cannot prop
erly consider one region or country 
of the Orient without considering 
them all. We make the error of vis
iting China alone, or Japan alone, 
and then of thinking we understand 
the whole Far Eastern situation, its 
problems and the solution of them. 
This is a great mistake. I found that 
to understand Japan I had to visit 
China. I learned, after being in 
China, that to gain its viewpoint I 
must again visit Japan.

The first step toward building up 
American trade in the Far East is 
to secure an adequate understanding 
of the various peoples over there.

What are their modes of life, their 
habits of mind, their ambitions, their 
ideals, if you please?

Let us take China first. I never 
imagined—until I went out there—a 
region calling for the products of 
American industry so strongly as 
China will call in the next twenty 
years. Think of the potential de
mand for railroad materials alone. A 
great system of railways must be 
built there, and its inception should

Mr. Lamoni’s Message

HIS splendid service in behalf of 
the Four-Power Chinese Con

sortium which will bring to the Far 
Eastern republic financial resources 
that are essential to its develop
ment, that will open its markets and 
multiply its buying power, have 
made Thomas W. Lamont probably 
more familiar than any other living 
American with the underlying con
ditions which shape the individual 
and national commercial policies of 
our Oriental customers. In this 
article he discusses these conditions 
and their inevitable effect on our 
trade with China, Japan and Siberia.

If we pick as our representatives 
in the Far East “men who, in 
thought and action, show them
selves typical of the best that there 
is in American generosity of spirit, 
of courage, and of kindliness”; if 
we take pains to gain an intelligent 
understanding of these peoples 
whom we approach as prospects; 
if, in our dealings with them, we 
adhere steadfastly to the policy of 
the “square deal” we can plate 
America first in the commerce of 
the Far East.

That is Mr. Lamont’s message to 
the manufacturers of America de
livered through Advertising & 
Selling. 

not be long delayed. Those railways 
will require a fair share of American 
steel, of American bridges, of Ameri
can equipment.

NEED FOR BACKGROUND

The country calls for electrical 
equipment—for all the multitudinous 
forms of farming implements re
quired in that intensely agricultural 
land, now cultivating with the rude 
implements of long ago. China will 
demand cotton mill machinery on a 
great scale, and machine-making 
tools. Then it will require quantities 
of mining machinery, both for the 
baser and the precious metals. Fi
nally, these four hundred millions of 
kindly, honest and highly intelligent 
people will require, on a prodigious 
scale, the many domestic appurte
nances that American ingenuity has 
evolved. Don’t forget, too, that to 
k< ep four hundred million people 
supplied with moving picture shows 
will be quite a task, even for Ameri
cans.

But mere knowledge of the exist- 
< nee of all these needs isn’t enough to 
make us competent to supply them; 
neither is the mere accumulation of 
data as to where to ship, by what 
routes to ship, how to pack, and 
through what agencies and in what 
mediums to advertise—though all 
that is, of course, highly important. 
Further than that the American 
business man who would grasp sure
ly and securely the business oppor
tunities which China is offering and 
will offer must have some back
ground of economic and political 
knowledge regarding China to com
plete his understanding of the pres
ent and his prescience of the future.

There must be some meaning for
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THOMAS W. LAMONT

him in that Chinese civilization 
which has been carried on for thou
sands of years by a people, now four 
hundred million strong, whose life 
has been marked by intense indus
try, by frugality, by intelligence, by 
love of peace—and at the same time 
by a religion of fatalism that has had 
a deadening effect upon the whole 
race. He must be able to see with 
understanding the slow awakening of 
this ancestor-worshiping China, yes
terday despised for its lack of prog
ress in material ways by nations 
who expressed their contempt by 
boldly appropriating, as if by right, 
the political dominion of certain por
tions of China and setting up those 
baneful “spheres of influence,” to
day rubbing its eyes and opening 
them to new visions, developing a 
strong spirit of nationality, and. de
spite sporadic disorder and occasion
al setbacks, marching toward stable 
republican government.

Gradually the European nations 
have come to realize that the policy 

of warship and "grab” in China is 
outworn, that John Hay’s policy of 
the "Open Door" is the right one, 
and that they can best serve the in
terests of their own nations, to say 
nothing of China’s, by stopping the 
race for concessions and adopting 
plans of co-operation.

The clearest and most recent tan
gible evidence of all this is in the 
formation of the New Consortium 
for the assistance of China. It was 
to endeavor to complete this plan of 
co-operative effort for China that I 
was asked to visit the Far East last 
winter. Japan had, for a time, de
clared that the Chinese provinces of 
Manchuria and Mongolia should be 
reserved from the operations of the 
Consortium, which was almost tanta
mount to slamming shut that open 
door of John Hay’s. So, to speak in 
a personal vein, I was asked by the 
American, British and French bank
ing groups to go out and try to untie 
the knot. After a long and arduous 
negotiation, we came to terms, and 

the Japanese with great wisdom and 
foresight withdrew their reserva
tions. The New Consortium of the 
participating bankers of the United 
States, Great Britain, France and Ja
pan will thus be formed on the Amer
ican basis of a free and full partner
ship, and the results should be of per
manent advantage, both in stabilizing 
economic and financial conditions in 
China, and in making that land a 
more attractive field for American 
trade and investment.

We are in a fortunate position with 
regard to the cultivation of that field 
in that, in China's inarch forward, 
she is looking to America for her 
guide, her counsellor and her friend. 
This is due to several circumstances 
—the renunciation for almost twen
ty years of our share in the Boxer 
indemnity, the fact that we have 
never sought to exploit China nor 
dominate any part of her territory, 
and the work of our philanthropists 
and our philanthropic organizations 
which, while other nations have been 
making profits from their trade with 
China, have been pouring millions of 
dollars into the activities of our med
ical missionaries and the improve
ment of sanitary conditions in China.

The Chinese are intensely human. 
Of course they appreciate such a 
spirit of sympathy as has been shown 
by America. Of course they give us 
their confidence. Of course, this con
fidence is a business asset to Amer
ica. Of course this confidence should 
never be abused.

MILITARISM IN JAPAN

Let us turn to Japan, keeping in 
mind all that we know of China— 
for, as I have said, we must co-ordi
nate our knowledge of both countries 
to interpret adequately either.

It is difficult to discuss the future 
trade and financial relations of the 
United States and Japan without 
considering the political relations. 
Japan is commercially today under a 
handicap which I should hardly at
tempt to analyze if it had not been 
done for me by the Japanese people 
themselves. This handicap is the pol
icy of the Military Party, which, of 
recent years, has been so strong as 
almost to constitute an actual super
government. The militarists show, 
by their actions, that they still think 
that the world is ruled by force. They 
believe in a mighty army and navy. 
They are sincerely convinced that Ja
pan’s safety and future lie in having 
a dominating influence on the con
tinent of Asia. In pursuance of this 
policy their efforts in China and Si
beria have placed the Japanese peo
ple under a heavy tax burden. But 
they have done more than that: they 
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have prejudiced Japan in the eyes of 
the business men of other nations in 
whose power it lies to supply Japan’s 
many needs.

Japan would welcome American 
capital on a large scale to develop 
her industries. She has a limited sup
ply of coal and is anxious to develop 
her water powers on a grand scale. 
She feels sorely the need of building 
good roads and of constructing new 
trolley lines. The United States will, 
as times go on, be in a position to 
supply a good part of this demand. 
Our manufacturers can supply much 
of the machinery and equipment that 
are needed. Our investment com
munity can supply much of the capi
tal. But at the present time the ap
parent policy of Japan’s Military 
Party- will prevent any such Ameri
can co-operation on a grand scale. 
We shall continue to buy Japan’s 
silks and trade with her along ordi
nary lines, but we shall hardly be 
encouraged to accept her invitation to 
co-operate actively in the develop
ment of her enterprises until we feel 
that her Military Party is not going 
to bring her into additional financial 
distress. Japan just now cannot af
ford an ambitious over-sea policy of 
expansion. Her business men—who 
believe as we do here in America, 
that a nation’s development, to be 
sound and sure, must be along peace
ful lines of trade and the cultivation 
of good will-—realize this and they 
are urging the Military Party to be 
guided by more conservative coun
sels.

Incidentally, I want to attack the 
charge that Japanese men of business 
are sharp and untrustworthy. It is 
not so. The Japanese business men 
are not as frank as we are. They 
want to be, but they don’t know how. 
For generations they have been 
taught reserve. It is bred in the bone 
and in the flesh. But I want no more 
honest man to deal with than the 
Japanese business man. As far as he 
alone is concerned the American can 
well afford to trust him and to enter 
into important relations with him.

THE SIBERIAN MARKET

I have not spoken of Siberia. I 
did not get into Siberia when I was 
in Asia last winter, but at Mukden in 
Manchuria on my way out of China 
I was met by John F. Stevens, the 
eminent American railway engineer, 
who did such a wonderful piece of 
war work in Siberia and along the 
line of the Chinese Eastern Railway.

What he said to me was this: “Mr. 
Lamont, I have come down from 
Harbin, a journey of 700 miles here 
and return, just to spend an hour 
with you and give you a message to 

the business men of the United 
States. That message is that they 
must never rest content until in Si
beria the door of opportunity is sure
ly kept open, so as to give a free and 
equal trade opportunity to America 
and to all the other nations; so as to 
assist in the development of that 
wonderful region.”

He who had been working in that 
region steadily for three years, as 
you know, described to me in sober, 
restrained language its great re
sources as an agricultural, a timber 
and a mining region. “Siberia.” he 
said, "is one of the great granaries of

C. C. KLEBER 
Secretary and Director of 

Distribution

XT R. KLEBER was selected by Harry Levey to evolve a 
II system of distribution for the showing of Industrial- 
Educational films on the regular programs of theatres 
throughout the country.
The completion of this work marked an important mile
stone in the progress of the Industrial-Educational film 
business and made it the efficient medium it is today. 
Later this distribution system was developed to the point 
where it is possible to show the film over the entire 
country in one week in territories selected by the client. 
Under Mr. Levey’s direction, Mr. Kleber successfully 
directed the distribution of the justly famous film, "Care
less America,” for the Firestone Tire and Rubber Com
pany which was exhibited throughout the entire United 
States.
In his capacity as Director of Distribution, Mr. Kleber has made many 
trips across the country studying conditions and gathering statistics on 
distribution. He has compiled a mass of data on the subject which is 
at the disposal of the clients of the HARRY LEVEY SERVICE 
CORPORATION, and it is experience and information such as his that 
make Truth Productions so valuable to modern day business.

HARRY LEVEY 
SERVICE CORPORATION

Producers and Distributors of 
fundus tri al Educational Tfilms

NEW YORK CITY
Temporary Offices: 1662 Broadway

Studios : 230-232 West 38th Street

the world. It has for export great 
quantities of wheat ; hundreds of car
loads of hides are waiting means of 
export,” Stevens declared. The for
ests are of immense variety and 
value. With exportable products that 
can be made available on such a 
grand scale, it is manifest that, in 
order to produce these commodities, 
the very things that Siberia requires 
are best made in America—harvest
ing machinery, mowers, reapers, 
tractors—and then more tractors.

To lie sure the Soviets have gained

( Continued on l'âge 40 )
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Helping Our Export Trade to Grow
How the Work of the Department of Commerce Can 

Benefit All \\ ho Seek Profitable f oreign Business
By J. W. ALEXANDER

Secretary of Commerce of the United States

MEN GO into business to make 
money. In connection with al

most ever}’ new enterprise the pro
moters endeavor to convince pro
spective investors that there is money 
in it. Without profit as the goal 
there would be very little incentive 
to invest money. So in speaking of 
foreign trade as a national asset of 
the United States, we shall first of 
all examine the records and see for 
ourselves if the effort is worth the 
result. These are days of big money. 
\\e speak of millions today, where 
yesterday, thousands would attract 
attention.

What do the official statistics dis
close ? Simply this: during the fis
cal year ending June 30, 1920, Amer
ican goods were shipped abroad to 
the value of $8,111,000,000; $2,364,
000,000 was our total in 1914. Is 
not this a very satisfying sum of 
money when it is realized that but a 
few years ago export trade received 
verv little consideration from the 
average American business man. Ex
port trade of such an extent is an 
entirely new sensation to,American 
business.

How many men, how many fac
tories, how many acres of land were 
employed to produce what the fiscal 
year total represents? What would 
happen to these same men, factories 
and farms were this business sudden
ly taken away?

RELATED TO GENERAL WELFARE

Up to the present time the aver
age producer, little or big, has not 
appreciated the true relation of for
eign trade to the welfare of the coun
try as a whole, has not realized how 
he personally would be affected 
should the avenues of export be lost 
through neglect or the better selling 
organization of a competitor.

Now, however, 1 feel convinced 
that America is waking up. I am 
influenced in this decision by the 
changed tone and character of the 
trade inquiries reaching the Depart
ment of Commerce. Where formerly 
most of the requests for information 
came from seaboard cities, and from 
established export houses in those 
cities, we now are receiving inquiries 
from far interior points; serious for

eign-trade inquiries from manufac
turers who but a few years ago would 
not be induced to consider, much less 
enter, export trade with any kind of 
persuasive argument. 1 think this 
means that the lessons of the war 
have been forced home—that the 
whole business community is now be
ginning to view foreign trade in its 
true light. Business men individu
ally are just beginning to realize the 
stabilizing qualities of well-estab
lished foreign outlets. It required 
the cyclonic effects of the war to 
turn the trick, to make men realize 
that properly cared for foreign mar
kets provide the one certain insur
ance against complete disaster at 
home. In different countries the 
climate varies, so does the demand 
for goods. It is extremely unlikely 
that business will be at a standstill all 
over the world at the same time under 
normal conditions. If trade is bad 
in one section of the world, it may 
be brisk in another. Consequently 
the American manufacturer with 
well-established trade connections in 
the important markets of the world 
can look with complacency upon pe
riods of dullness at home. He can 
keep his plant going and his men 
employed, for if he has given proper

World’s Doors Open to 
American Goods

When the wartime buying fever 
abated American manufacturers 
were strongly entrenched abroad. 
Each branch thus established be
comes the base of further exten
sion into adjacent territories to be 
won in the future. It is not too 
late for American manufacturers 
to follow through the goods they 
know were sold abroad.

It is true that the big opportunity 
has passed; that what might be 
termed the “bonus day” is gone, but 
markets are still open—the advertis
ing has been done.

This is the idea to be thought 
over carefully now AND ACTED 
UPON.

The premium to be paid for 
foreign trade success now is low 
compared with what it will be in 
future years. 

attention to his export department, 
certainly somewhere in this great 
world there will be traders in need of 
his wares.

The existing uncertainty in domes
tic trading circles has helped to open 
the eyes of business men to the vir
tues of export trade. For the first 
time in many years have we witnessed 
the practical closing down of certain 
industries. It is said that this condi
tion is due mainly to lack of confi
dence in the stability of prevailing 
prices, which is doubtless true. It is 
also said that this is only a temporary 
condition which will soon blow over. 
Be the cause what it may, it cer
tainly is true that business has been 
slack in this country, especially in 
certain lines, for some time. On the 
other hand, foreign trade has not 
fallen off in proportion. July exports 
were valued at $654,000,000 against 
$631,000,000 in June of this year, 
and $569,000,000 in July of last year. 
Exports for the seven months’ peri
od ending with July amounted to 
$4,902,000,000, an increase of six 
per cent over the exports of $4,626,
000,000 in the first seven months of 
last year.

During August both imports and 
exports decreased somewhat, but this 
has been expected for a long time 
and on the whole is not considered a 
bad sign. Despite the decline, our 
excess of exports over imports dur
ing the month was $65,000,000.

our export bulk growing

Of course, it is realized that the 
purchasing power of money has de
creased and that increased valuation 
in exports may not necessarily imply 
greater export quantities. Neverthe
less, in speaking in dollars, and I 
think it is those same dollars which 
interest the average man of business, 
exports have increased, and more 
money, or the equivalent of money, 
has flowed into the pockets of the 
exporting element of American busi
ness.

Considering the appropriations 
made available to the Department of 
Commerce for export trade promo
tion work. I feel very proud of the 
achievements of the Bureau of For
eign and Domestic Commerce. Un
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der many handicaps, constantly har
assed by lack of funds, it has pushed 
ahead in a determined fashion. I do 
not mean to even imply that the Bu
reau of Foreign and Domestic Com
merce is not now an effective going 
organization because of lack of 
funds, for it is really a smooth-run
ning, result-getting machine at this 
very moment. I simply wish to empha
size the fact that I do not believe suf
ficient importance has been attached 
to foreign trade as a national asset 
by some members of Congress. It is 
true, however, that members of Con
gress from interior points, like the 
manufacturers and farmers in the 
same districts, are beginning to look 
upon foreign trade in its proper light, 
and in coming years the American 
business man and the producers of 
wheat, corn, tobacco, cotton, live stock 
and the hundreds of other products 
of the soil and factory which go to 
make up our export total, will doubt
less have little complaint because of 
lack of money with which to collect 
the information necessary in compet
ing with the more experienced traders 
of other countries.

As the Bureau of Foreign and Do
mestic Commerce is the fountain
head of official foreign-trade infor
mation in this country, we might 
cover its organization briefly. Fhe 
Bureau got its start in 1912. It was 
a very insignificant little government 
Bureau at that time, with few clerks 
and no foreign representatives of its 
own. Practically all of the incoming 
requests for information were han
dled in one small division and by 
one man. In addition to the trade 
inquiries, it was this man’s duty to 
take care of practically all of the gen
eral correspondence of the Bureau.

Today, the trade inquiries alone 
are handled by special geographical 
divisions manned by trade specialists, 
most of whom have seen active serv
ice in the countries which their divi
sions cover. There is a Latin- 
American Division, a Far-Eastern 
Division, a Near-Eastern Division, a 
European Division and a Russian Sec
tion. Then there is a Foreign Serv
ice Division which looks after the 
work of the commercial attaches and 
trade commissioners, exclusive com
mercial representatives, whose sole 
purpose is to promote trade and pro
tect American commercial interests in 
foreign lands, with no extraneous 
duties to perform. Then there is a 
verv important division of Foreign 
Tariffs. This division keeps track of 
changes in the customs laws of for
eign countries, looks after commercial 
treaties, infringements on American 
trade marks and other important as
sociated subjects.

Another unit, the Division of Dis
trict Offices, supervises the work of 
the Bureau's field offices in the 
United States. These offices are di
rect branches of the Bureau. They 
were established to give better and 
prompter service to business. Includ
ing the co-operative offices maintained 
with important chambers of com
merce, there are seventeen of these 
branches in operation at this time. 
Still another important division is the 
Division of Statistics. This is the 
division which compiles the import 
and export statistics, informing the 
business man how our trade is pro

In Greater Kansas City there are 

99,499 Families 
(Estimated on Basis of 1920 Census)

In Greater Kansas City The Star has

111,530 Subscribers
(Exact City Carrier Circulation Evening, Sept. 30, 1920)

This does not take into account street 
sales, counter sales or news-stand circulation— 
nothing but the papers that are delivered 
to the homes of Kansas City people by the 
Star’s exclusive carriers.

In addition The Star has a suburban 
circulation of 21,431 subscribers and an 
out-of-town circulation of 70,602 subscribers.

Street sales, 1 1,962 copies.

THE KANSAS CITY STAR
Average Net Paid Circulation during September: 

MORNING EVENING SUNDAY

210,019 214,111 213,748
Chicago Office New York Office

1418 Century Building 2 Rector Street

gressing. Another division is the 
Editorial Division. It is here that the 
“Commerce Reports” are prepared 
for publication. This is the Bureau’s 
daily publication and in it appears the 
cream of the information submitted 
by several hundred American consu
lar officers, the direct commercial 
statements sent in by the Bureau’s 
own exclusive trade representatives, 
etc. This division also edits the 
many special reports which are pre
pared for the benefit of American 
foreign traders. Reports which dis
cuss markets for boots and shoes, 
cotton goods, motor cars, hardware,
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and other specific trade classifica
tions. These reports tell the manu
facturer about everything he need 
know in approaching a certain mar
ket. They tell him how he should go 
about interesting the trade, how 
credit reports can be secured on local 
firms, how the goods should be 
packed for shipment to that coun
try, etc. They are sold at the cost of 
printing and paper.

The foregoing does not begin to 

describe the work of the Bureau of 
Foreign and Domestic Commerce or 
explain its trade-promoting facilities. 
It would require pages to do this in 
any detail. Suffice to say, however, 
that a very effective foreign-trade 
promoting organization is now in ex
istence ; that the service is at the dis
posal of every American business 
man and that cordial intelligent treat
ment is assured all inquirers. If you 

are not now engaged in selling 
abroad, I would urge that you give 
serious consideration to the subject at 
the earliest opportunity. At least in
vestigate foreign sales possibilities 
while the opportunity is still present. 
You can do it at practically no ex
pense if you will call upon the 
Bureau of Foreign and Domestic 
Commerce or its nearest district or 
co-operative office.

NEXT XV EEK'S FOREIGN TRADE ARTICLES
Next week’s issue of Advertising & Selling will carry articles on Foreign Trade, discussing our Export prob

lems from the standpoint of the advertising and selling departments, by Allen Walker, Manager of the Foreign Trade 
Department of the Guaranty Trust Company, of New York, and Clayton Sedgwick Cooper, whose subject will be 
"Selling in South America.”

These are but two of many excellent articles of this nature which will appear in the near future in Advertis
ing & Selling and which are deserving of the closest attention of all American business concerns desiring to establish 
or increase Foreign Trade.

Michigan, Capital of the Motor Work I
The Wolverine State Ilas Become a Splendid Market 

Because of Its Industrial Prosperity

ASK any man what he knows 
about Michigan and the first 

things that pop into his head and into 
his speech are quite certain to be au
tomobiles, Henry Ford, Grand Rap
ids furniture and the rhythm of 
“Kalamazoo, direct to you.” He may 
add something about the “Soo” even 
if he confuses it with “zoo.”

That, though somewhat sketchy, 
furnishes a pretty good start toward 
getting a slant on the actualities and 
the potentialities of the Michigan 
market. Those are the things for 
which Michigan is famous in the 
mind of the lajman. But if you want 
to talk of the Michigan market you’ll 
have to expand those leads a little 
and get down to brass tacks on points 
that classify themselves under the 
he ads of Agriculture, Industry, Min
ing, Transportation, Buying Power, 
Advertising Mediums, etc.

RICH IN INDUSTRIES

Michigan, with its 57,430 square 
miles of territory, its 1,600 miles of 
coast line, its nearly three and a quar
ter million population and its 629 ad
vertising mediums in the shape of 
newspapers and periodicals, is a 
pretty big proposition to be covered 
by any such formula or symbolized 
by automobiles, or furniture, or even 
Henry Ford.

Tutting up out of Indiana and 
Ohio, past Lake Erie into Lakes 

Huron and Michigan, Michi Gama, 
the state of great water, ranks high 
among the states of the Union as a 
producer of goods and as a con
sumer of goods. All of its chief 
cities. Detroit, Grand Rapids, Sagi
naw. Kalamazoo, Battle Creek, Port 
Huron, Jackson, Lansing, Flint, 
Muskegon, Ann Arbor, Adrian, Bay 
City, Pontiac, Wyandotte, Traverse 
City, Calumet, Marquette, Ishpeming, 
Saulte Ste. Marie and Alpena are not 
only rich markets in themselves but, 
in most cases, serve a rich industrial 
or agricultural trade territory im
pinging upon them. Automobiles and 
allied manufactures in the southeast, 
furniture in the west, lumber and 
ore in the north and the products of 
the soil and of the dairy in the cen
tral and southern territory have made 
its people prosperous and able to re
spond readily to the buying incentive 
put before them by national advertis
ing.

Examine some of these resources. 
Michigan, for example, is rich in 
minerals, especially copper and iron. 
Bv far the most important copper 
mines in the country and what is 
claimed to be the largest iron mine in 
the world are to be found in the 
northern peninsula. The state pro
duced 164,344,058 pounds of copper 
in 1914 and 10,796,200 tons of iron, 
and 11,670,976 barrels of salt in the 
same year. The salt industry cen

ters around the Saginaw river and the 
mouth of the Manistee, although it 
exists also around Detroit.

THE LUMBER INDUSTRIES

East Saginaw is the center of 
Michigan's great lumber industry. 
The 1916 Michigan timber cut was 
about one and a quarter billion feet, 
but this industry is falling off through 
the reduction of forest areas. At 
the same time, the manufacture of 
lumber into furniture and wooden 
ware, with which the names of Grand 
Rapids, Bay City, Saginaw and 
other big Michigan cities are associ
ated, shows no decline.

Among Michigan’s leading manu
factured products are iron, lumber, 
salt, paper, woodenware, furniture, 
farm implements, leather, cotton and 
woollen goods. The fishing industry 
in the state, which keeps nearly 7,(XlO 
men employed, has an annual pro
ductive value of nearly $2,000,000.

Agriculturally, Michigan is ex
celled by few states. In the west 
and southwest is the great fruit belt. 
Beans, winter wheat, oats and pota
toes are abundant and corn and other 
cereals are largely grown. In bean 
production Michigan is exceeded 
only by California. Dairy products 
are valuable. Michigan holds sec
ond place among the states in the 
production of beet sugar, producing 
in 1918 132,092 tons. Apples are 
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an important crop, the 1918 yield 
amounting to 10,966,000 bushels. The 
1918 wool clip from Michigan’s more 
than 2,000,000 sheep was 8,765,000 
pounds.

The great industrial headquarters 
of eastern Michigan and the chief 
port for the state is, of course, De
troit.

THE NEW DETROIT

Between 1910 and 1920 the popu
lation within Detroit city limits in
creased from 465,766 to 1,088,853, 
and it rose in rank from ninth to 
fourth place. During the decade it 
passed St. Louis, Boston, Cleveland, 
Baltimore and Pittsburgh. During 
the decade, also, it rose to fourth 
place in the value of its manufac
tured products, and in the last three 
years it has been third in the value 
of building construction, being ex
celled in this respect only by New 
York and Chicago.

The modern development of De
troit has depended more upon its 
manufacturing industries than upon 
all other causes combined. These 
have been fostered by the advantages 
for water transportation, which the 
city possesses by reason of its position 
on the strait connecting the Lower 
and Upper Lakes, and by equally 
good facilities for carriage by rail. 
Detroit is both a terminal and a 
crossing point for the two great 
Michigan railway systems that reach 
a large proportion of the cities and 
villages of the state. It is a conveni
ent point on the great trunk lines 
between the East and the West. It 
lias excellent connections with the coal 
fields of Ohio and West Virginia and 
with the whole Southwest. It is a 
terminal point of the two great Cana
dian systems which reach every im
portant place in the Dominion. One 
belt line reaches all the manufactur
ing districts in the older portion of 
the city, and another encircles the 
whole city, crossing all the entering 
railroad lines. The city has had, in 
recent years, the added advantages 
of a wide range of manufactures 
which are helpful to each other, a 
good home market, a large amount of 
accumulated capital, ample banking 
facilities and unusually good labor 
conditions.

AUTOMOBILES TO THE FORE

Detroit has been a pioneer in sev
eral branches of manufacture. It 
possessed the first blast furnace west 
of Pittsburgh. The first iron rails 
for steam roads made in the West 
were rolled in neighboring Wyan
dotte. The first Bessemer steel made 
in this country was cast at the same 
plant in Wyandotte. The first Pull
man cars were built in this city, and 

for many years there were more 
freight cars built in Detroit than in 
any other city in the country. For 
nearly forty years it produced more 
stoves than any other center of that 
industry and still shares with St. 
Louis the leadership in that line. It 
is first, or very near the front, in the 
manufacture of adding machines, 
aluminum castings, brass products, 
pharmaceutical preparations, and 
soda ash and kindred alkalis. With 
its numerous specialties it has also 
a wide range of minor industries.

Detroit, for three or four decades, 
kept about even pace with the other

Caring for 
Detroit 
Electrically

WHEN the last brick is 
laid, and the last drop 

of varnish goes on the wood
work, The Detroit Edison 
Company will move into this 

New Detroit Edison Building new building, as an office,
thus providing for the future growth of the city electrically. 
Detroit is always on the move, looking ahead and making 

plans therefor.

Those who come here to do business know that they must 
keep pace with the city’s progress. They know that oftentimes 
plans for the morrow must be suddenly altered due to a quick 
shifting of conditions in America’s Fourth City.

Discriminating merchants, manufacturers and business men are 
using the columns of The Detroit Free Press to keep their 
finger on the buying pulse of this great community. Most 
closely identified with all that’s worth while in Detroit, having 
an audience that is not distracted by any other medium at 
time of publication, and offering the most and the best in the 
way of clean, sane news and editorials, the columns of this 
newspaper offer any advertiser maximum efficiency at a mini

mum of cost.

The Detroit Free Press
“Advertised By Its Achievements”

Foreign Representatives : VERREE & CONKLIN, Inc.

NEW YORK CHICAGO DETROiT

progressive lake cities, a little behind 
Buffalo and Cleveland and a little 
ahead of Milwaukee. The accelerated 
growth which put this city far ahead 
of its lake rivals came from the mar
velous development of the automo
bile industry, in which Detroit has, 
from the very outset, been at the 
front.

Commencing here in 1899, the 
making of automobiles was first rec
ognized by the Government as a sep
arate industry in the census tables in 
1904. Detroit was then represented 
by nineteen establishments either as
sembling cars or making automobile
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parts and accessories. Their capital 
was $3,447,000; wage earners em
ployed, 2,191; value of product, $6,
240.000. Five years later the Gov
ernment report showed sixty-eight 
establishments, 17,437 employes and 
a product valued at $59,53(),OOO. 
This was considered rapid growth, 
but the next year witnessed the or
ganization of several new companies 
and immense additions to old plants. 
The gains of the industry since then 
have been marvelous. In 1915 the 
number of employes in the automo
bile factories was 81,700, the number 
of cars put out 455,000, and the value 
of the product $374,000,000. In 
1919 there were twenty-three fac
tories assembling automobiles and 
132 whose sole or principal business 
was the making of auto parts or ac
cessories. They employed together 
about 140,000 persons in factory and 
office, and put out 1,100,000 cars val
ued at $888,000,000. Of the cars 
7*40,000 were Ford’s, which are most
ly low-priced cars. The Ford Motor 
Company has frequently had over 
50,000 men on its payroll, the Pack
ard and Dodge Brothers plants 
16,000 each, and several others over 
5,000.

This industry has brought Detroit 
into intimate relations with three 
other cities of Eastern Michigan 
which have shared in the automobile 
development. Pontiac, twenty-five 
miles from Detroit, has developed 
the General Motors truck and the 
Oakland car. Lansing, eighty-four 
miles distant, has the Oldsmobile and 
the Reo. Flint, sixty-five miles 
northwest of Detroit, was the origi
nal home of the General Motors, and 
has the Buick and Chevrolet plants. 
This thriving city increased in popu
lation from 38,550 in 1910 to 91,600 
in 1920, a gain of 137 per cent.

The field for Detroit’s wholesale 
trade is somewhat circumscribed. It 
is cut off on the east by the Canadian 
tariffs, and to the west and south 
there is competition from Chicago 
and Cleveland. Its aggregate is not 
large, compared with other cities of 
the same class. Its situation as re
spects retail trade is, however, excel
lent. The Detroit United Railway, 
which operates over 300 miles of 
track within the city limits, also has 
more than 600 miles of interurban 
track radiating from the city in all 
directions. It has package and ex
press freight, as well as passenger 
service, and makes Detroit a con
venient trading center for the terri
tory within seventy-five miles of the 
city. The population of Wayne 
County, including Detroit, is 1.180,- 
00O. That of the other counties 

within the electric car line radius is 
about 660,000.

The following are a few figures re
lating to Detroit affairs other than 
industrial: assessed valuation, $1,
692,000,000; bank capital and sur
plus, $58,100,000; bank deposits, 
$508,618,000; bank clearings, $6,
400,000,000; internal revenue taxes, 
$210,000,000; imports, $91,000,000; 
exports, $325,000,000; industrial em
ployes, 310,000; value of manufac
tured products, $1,450,000,000.

Detroit people are prosperous and 
are good buyers of pretty much 
everything that people in a city want.

OTHER MARKET CENTERS

So much for Eastern Michigan. 
But the metropolitan east is by no 
means the whole of the story. Let 
us go west, traversing the southern 
tiers of counties, passing through the 
rich farming and fruit lands, through 
Ann Arbor, with 15,000 population, 
a printing center, seat of the Uni
versity of Michigan, maker of auto
mobile bodies, tractors, farm imple
ments, furniture, drugs and special
ties; through Jackson, with 45,000 
population, home of more automobile 
and agricultural implement factories; 
Lansing, the state capital, with 50,000 
population, a little further north, the 
trade&enter of the agricultural re
gion and the home of the Michigan 
Agricultural College; Kalamazoo, 
with another 50,000, strong in wood
working plants and engine and boil
er works; to Grand Rapids, with 
125,000 population, 16,000 of whom 
work in sixty big furniture factories. 
Grand Rapids has a large distribut
ing trade and is surrounded by fer
tile farm lands. The Grand Rapids 
gypsum industry is of vast propor
tions.

Bay City (47,047) and Saginaw 
( 53,988) in the northwest are focal 
points for another rich marketing re
gion. Here are more lumber indus
tries. Sugar beets are converted into 
sugar here. Iron foundries are fre
quent. Saginaw has 3,600 men em
ployed in railroad shops and ship 
yards. Coal mines in the vicinity 
ship through these ports. Over in 
the northwest of this main section of 
the state is Traverse City with a 
population of 5,000, which has the 
largest plant in the world for the 
manufacture of small railroad cars, 
hand cars and sundries.

The chief cities of the farming 
and mining country of the peninsula 
are Calumet, copper mining center; 
Ishpeming and Marquette, dominated 
by the iron mining industries; and 
Sault Ste. Marie on the “Soo” ship 
canal through which goes a traffic of 

nearly 100,000,000 tons annually, 
gateway to the Canadian hunting and 
fishing grounds, a city of great ex
port trade.

PUBLICATIONS IN MICHIGAN

Ayer’s American Newspaper An
nual and Directory tells us that 629 
newspapers and periodicals are pub
lished in 379 Michigan towns to carry 
the news of editorial columns and ad
vertising columns to these cities and 
their trade territories. This number 
includes 66 dailies, 456 weeklies and 
75 monthlies.

There are many large dailies which 
co-operate effectively with the nation
al advertiser and have a strong fol
lowing in their territories. Detroit 
has the Free Press (morning and 
Sunday), the Journal (evening), the 
.Vraw (evening) and the Tinies (eve
ning ) and, among the foreign lan
guage papers, the Abend Post (Ger
man) and the Rckord Codsienny 
(Polish). Grand Rapids has the 
Press (evening), the Herald (morn
ing and Sunday) and the News (eve
ning; Lansing, the State Journal; 
Saginaw, the News-Courier; Kala
mazoo, the Gazette; Jackson, the Cit
izen-Patriot and News; Battle Creek, 
the Enquirer and News; Muskegon, 
the Chronicle; Pontiac, the Press: 
Port Huron, the Timvs-Hcrald: Flint, 
the Journal; Bay City, the Timcs- 
Tribunc; and Adrian, the Telegram. 
All these dailies have circulations of 
over 10,000.

Other important Michigan con
tributions to the publishing world are 
the American Boy, Concrete, the 
Michigan Christian Advocate, the 
Michigan Fanner and Live Stock 
Journal, Home and Country, Retail 
Druggist, and Salesmanship, pub
lished in Detroit; Good Health and 
Poultry Breeder, published in Battle 
Creek; Fruit Belt and Michigan 
Tradesman (groceries and general 
merchandise), published in Grand 
Rapids; the Cloverland Magazine, 
pupblished in Menominee; Michigan 
Business Farming, published in 
Mount Clemons; Power Fanning 
and the Power Farming Dealer, pub
lished in St. Joseph.

Fire Insurance and Lens Accounts 
With Hamilton

The Northwestern Mutual Fire Insur
ance Company of Seattle, a company 
transacting business without agents and 
dealing direct with manufacturers and 
merchants, has just entered the Canadian 
field, and will carry on an advertising 
campaign tir rough the office of The Ham
ilton Advertisers’ Agency, Limited.

This agency has also started an adver
tising campaign for the Levelight, an au
tomobile lens made by the Hamilton Mir
ror Plate Company.
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Marketing in Ohio's Big Little Cities
There Are Fifty-four of Them of Over 8,000 People and Some 

Greater Ones, All Sold on Advertising

OTHERS may know Ohio as the 
"Mother of Presidents,” as the 

"Buckeye State,” or what-not; the 
merchandiser will always think of it 
as "the state of prosperous small 
cities and large villages." The 
Census Bureau indicates that there 
are in Ohio fifty-four municipalities 
having 8,000 or more inhabitants.

To the man with goods to adver
tise and distribute nationally that will 
remain a more important piece of 
news than any statement about the 
number of Presidents Ohio has given 
or is prepared to give to the country.

Ohio is a state of distributed pros
perity and activity. The fifty-four 
towns of more than 8,000 are not 
confined wholly to any one section, 
though the busy North may seem to 
have a few more than its share. In 
approaching the state as a market, 
it is best to consider it as a whole 
and to aim evenly at its key cities 
which form distribution points, in 
most cases, for extensive sections of 
rich agricultural territory’.

The Buckeye State presents a 
pretty bulky marketing proposition. 
According to the 1914 census 5,026,- 
8^8 persons live and make their liv
ing, or have someone else do it for 
them, in this 40,760 square miles of 
land stretching between the lakes and 
the West Virginia and Kentucky 
lines and between Pennsylvania and 
Indiana. They comprise specimens 
of all nations and creeds of men, 
ranging from the foot to the top of 
the living scale and covering most of 
the kinds of vocations by which men 
labor in the United States. In sell
ing to Ohio you are selling to the fifth 
state in the Union in the importance 
of its output of manufactured goods. 
At the same time you are selling to 
the fifth state in the Union in the 
importance of its farm products out
put. This situation demonstrates the 
equable division of Ohio’s interests 
and of the employment of its energy.

In examining Ohio's agricultural 
position closely we find that she holds 
a leading place in almost every 
branch of that great industry. Her 
uplands are well suited to wheat and 
the bottom lands of the Miami. 
Muskingum and Scioto are rich in 
corn. The southern slope of the 
watershed is adapted to grain pro
duction and the northern to grazing

and dairying. The production of the 
chief crops in 1918 was, in bushels: 
corn, 133,200; wheat, 43,547,000; 
barley, 3,150,000; oats, 79,200; po
tatoes, 11,040; and hay, 4,095 tons. 
The fact that Ohio, the Northern 
state, borders on and bears many 
close affinities to the South is brought 

'HE Editorial and Art Appeal of BOYS’ 
LIFE, the Boy Scouts’ Magazine, assuring 
Keen Reader Interest Throughout 1921.

The serials, short stories, articles and departments 
which will be published during the next year in BOYS’ 
LIFE will be produced by the ablest authors and artists 
obtainable.

This advertisement deals with the six leading serial 
stories which have already been contracted for for 1921.

BOY SCOUTS’ LIFE OF LINCOLN, by Ida M. Tarbell. 
Illustrated by Leslie Crump.

METIPOM’S HOSTAGE, by Ralph Henry Barbour. 
Illustrated by Remington Schuyler.

THE PIRATES AND THE STOWAWAYS, by Dillon 
Wallace (of Labrador fame). Illustrated by Clinton 
Balmer.

THE FROZEN BARRIER, by Belmore Browne (explorer 
and naturalist). Illustrated by Charles Livingston Bull.

OZ, SON OF FIRE, by Irving Crump. Illustrated by 
Remington Schuyler.

TORRANCE OF TEXAS, by Joseph B. Ames. Illus
trated by Harold Anderson

In the next issue of Advertising & Selling an outline of 
our Short Story program for 1921 will be printed.

Boys’ILife
THE BOY SCOUTS’ MAGAZINE

The Quality Magazine for Boys

200 Fifth Ave. 203 So. Dearborn St.
New York City Chicago

Member A. B. C.

forcibly home when we read that 
tobacco production for the same year 
amounted to 113,288,000 pounds, and 
that Cincinnati is one of the largest 
markets in the world for tobacco, in 
the output of which Ohio stands 
fourth among the states.

Turning for a moment to manu
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factures, we find, among the lines to 
which Ohio contributes a very im
portant share, pottery, in which Ohio 
leads all the states; automobile tires 
and rubber products, iron and steel 
manufactures, pork, clothing, flour, 
grist mill products, agricultural ma
chinery, lime and lumber. Ohio's 
mineral wealth, which, in 1914, had 
a value of $101,661,384, gives stimu
lus to much manufacturing. Bitu
minous coal underlies 12,000 square 
miles of Ohio soil. Iron ore is abun
dant, particularly in the South; lime, 
and cement are other important 
products. The state is second only 
to Pennsylvania in the production of 
pig iron, Cleveland, Massillon, 
Youngstown and the towns on the 
( )hio river being the chief seats of 
iron manufacture, which includes 
pig, forged and rolled; iron castings 
and sheet iron, rails, Bessemer steel 
rails, etc. There are good pottery 
and fire clays in the Ohio soil. In 
1914 Ohio’s pottery production 
amounted to $37,166,768, the highest 
for any state in the Union.

CLEVELAND, THE LAKE PORT

Cleveland, according to the 1920 
estimate, has a population of 796,836. 
Cleveland’s leading manufactures are 
of iron and steel, women’s clothing, 
electrical machinery, automobiles, 
foundry and machine shop products, 
paint and varnish, confectionery and 
stoves. Printing and publishing have 
become highly important industries, 
their total productive value in 1914 
amounting to $14,099,000. The value 
of all Cleveland’s products was set 
at $352,531,000 in 1914. Automo
biles, including bodies and parts, led 
the procession in \alue. In Cleveland 
in 1914 there were 103,334 wage 
earners in 2,346 establishments. A 
comparison of these figures with 
those for other years in five-year 
periods back shows a remarkable per
centage of growth along all lines. 
The city is also a great shipping port, 
being the principal Ohio port on Lake 
b rie and doing an extensive trade in 
coal, iron ore and lumber. Cleveland 
serves a large immediate territory 
and is a warehousing and distributing 
pc nt for a much larger area to the 
South and East.

The work of Cleveland’s Better 
Business Commission, under the ex
ecutive direction of Edward L. 
Greene, its secretary, has established 
high standards of advertising and 
selling in that city, that not only pro
tect the consumer and obviate ques
tionable practice, but have created an 
enviable prestige for all advertising 
in Cleveland. As the result of its 
labors the shoppers in the city’s 
stores have learned to put their faith 

in and to accept at face value all 
statements made to sell goods. Com
modities advertised and sold in Cleve
land get the benefit of this prestige.

Toledo, with 230,000 population, 
gives employment to 18,000 in its 
automobile industries alone. Many 
others are engaged in the city’s heavy 
production of iron and steel com
modities, ranging from pig iron to 
bridges. Grain and clover seed ship
ping and the export of coal, lumber, 
ore, provisions and wool form im
portant divisions of industry. To
ledo serves the western Ohio terri
tory in the same way that Cleveland 
does the East, being closely connected 
by rail with all the Western counties.

THE BIC, FOUR

Columbus, with 204,567, a railroad 
center and manufacturing city, is the 
big inland trade market, handling 
large quantities of grain, wool, live
stock, iron and coal. It lies in the 
midst of a general farming, cattle and 
poultry district. Besides being the 
state capital, it is the marketing cap
ital of all central Ohio and is a supply 
station for agricultural implements 
and general merchandise in demand 
by the people of that district.

Springfield (50,058), lying next 
along the crescent, also has a heavy 
distributing and shipping trade. 
Flour and feed mills give employ
ment to a large number of its citizens 
and there are automobile, machinery, 
motor, agricultural implement and 
other important manufactures. Sev
eral large publishing establishments 
are located at Springfield.

Dayton, with abundant water 
power, tapped by many railroads, and 
built by live wire businessmen, has 
become a manufacturing center of 
great importance. Cash registers, 
automobiles, railroad cars, farm light
ing systems, paper, stoves, cotton and 
woolen goods, airplanes and agricul
tural implements swell its annual 
trade figures. Dayton is proud of 
its progressiveness and its spirit is re
flected in the attitude of its dealers 
and retailers toward new commodi
ties brought on the market. It goes 
as "A-l” in the memo, book of the 
manufacturer selling his product on 
a national scale.

The secret of Cincinnati’s market 
significance is not only its own size 
but the fact that within fifty miles of 
it live 1,500,000 people and within 
150 miles of it 5,000,000 people, 
whom it serves as a warehousing cen
ter and distributing point. V\ hole- 
salers consider as Cincinnati territory 
Ohio, Indiana, Kentucky, Illinois, 
West Virginia, Virginia and Tennes
see. Cincinnati has become, in par
ticular, one of the best markets for 
all commodities for the Southern 

states. Incidentally, this season sees 
the resumption, after a quarter of a 
century, of through steamboat service 
between Cincinnati and New Orleans.

BUILDING EXPORT TRADE

Cincinnati’s population is 80 per 
cent native born. Four per cent is 
negro. Cincinnati is the only large 
American city in which the percent
age of foreign-born has tended to de» 
crease.

In Cincinnati more than 250 dis
tinct lines of industry are represented 
by 3,000 manufacturing plants. Ap
proximately 600 of these establish
ments supply articles for foreign 
trade through export merchants and 
commission concerns. It is interest
ing to note that Cincinnati has set 
cut to become, although inland, one 
of the country’s great export cities. 
7 hrough the agency of the Division 
of Manufacturers of the Foreign 
Trade Association of the Cincinnati 
Chamber of Commerce an extensive 
propaganda is being carried on to 
line up the city’s manufacturers to 
this end.

Cincinnati is a retail trading and 
banking center for a large area of 
thriving territory. Within its munic
ipal limits are eight national banks, 
33 state banks and 221 building and 
loan associations. Bank clearings in 
Cincinnati in 1919 amounted to $3,
947,801,000.

Cincinnati, like the other large 
Ohio cities, is a publishing center of 
importance. Ayer’s American News
paper Annual and Directory shows 
that 877 newspapers and periodicals 
are published in Ohio, including l(>0 
daily, 476 weekly and 145 monthly. 
The number of places of publication 
is 388.

OHIO PUBLICATIONS

Among some of the widely known 
newspapers offering large circula
tions and careful service to national 
advertisers entering the ( )hio field 
are : Cleveland—the Plain Dealer 
(morning and Sunday), News (eve
ning, Press (evening), and several 
foreign language papers including 
A in erica ( Roumanian ), A mcrican 
(Bohemian), Szabadsag (Hungar
ian), and Wachter und Anceigcr 
( German ) ; Cincinnati—the Post 
(evening), Times-Star (evening), 
Commercial Tribune (morning and 
Sunday), and Enquirer (morning 
and Sunday ) ; Columbus—the Ohio 
State Journal ( morning and Sun
day), Dispatch (evening and Sun
day), and Citizen (evening) ; Day
ton—the Herald (evening), the 
Journal (morning and Sunday), 
News ( evening and Sunday ) ; Toledo 
—the Blade (evening), News-Bee 
(evening), and the Times (morning 
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and Sunday) ; Springfield—the Nms 
(evening and Sunday), and the Sun 
(morning and Sunday; Akron—the 
Beacon Journal (evening), Press 
(evening), and limes (evening and 
Sunday) ; Canton—the Repository 
(evening and Sunday), and the Acuw 
( evening and Sunday) ; Lima—the 
ATwí (evening and Sunday), Re
publican-Gazette (morning), and the 
Times-Dcmocrat (evening); and 
Portsmouth—the Times (evening and 
Sunday).

Ohio publishes several important 
agricultural journals, among them 
the Ohio Farmer, Cleveland; Glean
ings in Bee Culture, Medina; Farm 
and Fireside and Poultry Success, 
Springfield. The big presses of Cin
cinnati and Cleveland turn out widely 
read religious publications and sev
eral excellent trade papers.
Albert M. Haynes Discusses Argentine 

Advertising Plans Before
A. F. A. A. A.

Albert M. Haynes of the Empressa 
Haynes of Buenos Aires and also a di
rector of La Asociación Gráfico, ad
dressed the members of the Association 
of Foreign Advertising Agencies of 
America at a meeting in the Hotel Penn
sylvania recently.

The Association of Foreign Advertis
ing Agents of America includes prac
tically all of the advertising agencies that 
are dealing exclusively in foreign adver
tising. Howard G. Winne, of the Johns
ton Overseas Service, New York, is sec
retary and treasurer.

Sphinx Club Begins Season With 
Enthusiasm

The first dinner of the season in the 
Sphinx Club’s twenty-fifth anniversary 
year at the Waldorf-Astoria on Tuesday 
night was of a character to forecast great 
activity in that organization. An excel
lent entertainment and several interesting 
speeches were enjoyed by about two hun
dred members. Paul E. Derrick, of Lon
don, one of the pioneer menibers of the 
club, spoke at some length on British 
trade, urging the necessity for the pur
chase by America of English goods as a 
means of readjusting the exchange situa
tion and making it possible for United 
States exporters to do more business in 
the United Kingdom and upon the Con
tinent. Corbett McCarthy discussed ad
vertising from the viewpoint of the large 
retailer, and Roy Dickinson read a humor
ous paper on the social, economic and in
dustrial situation. Frank A. Munsey, 
scheduled as a speaker, could not attend. 
R. F. R. Huntsman, president of the 
Sphinx Club, served as toastmaster.

Better Letters Convention Next Week
The Better Letters Association will hold 

its fourth annual convention at Springfield, 
Mass., October 19 and 20. Among those 
who will speak are: Professor H. W. 
Hess, University of Pennsylvania; S. Ro
land Hall, James Wallen, L. C. Wilsey, 
supervisor of training, General Motors Ex
port Co.; George French, Edward H. 
Schulze, president Making It Pay Corpora
tion ; Charles R. Wiers, sales manager, De 
Long Hook & Eye Company; A. B. Hall, 
general manager the Greenleaf Company; 
W. G. Nash, correspondence adviser Win

chester Repeating Arms Company; 1 R 
Seibert, correspondence supervisor Penn
sylvania Rubber Company; Louis Balsam, 
director correspondence Lewis Manufactur
ing Company; John Sweeney, director of 
mail sales, International Correspondence 
Schools; H. W. Harney, Dennison Manu
facturing Company; S. C. Gunn, credit 
manager A. P. W. Paper Company; Miss 
May Allen, Montgomery, Ward & Com
pany, and Miss Enna Robb, Bonwit, Tel
ler & Company.

“Christian Herald" Absorbs “World 
Outlook”

An important consolidation in the pub
lishing field has just been effected in the 
absorption by the Christian Herald of 
H'orld Outlook. It is especially interest
ing from tire standpoint of religious jour-
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nalism since it means a merger of two 
important publications in their respective 
spheres. Both are interdenominational 
and non-sectarian.

World Outlook was established some 
six years ago as the organ of the Board 
of Foreign Missions of the Methodist 
Church, but along non-sectarian lines. It 
rapidly took its place as one of the lead
ing travel and pictorial magazines of the 
country, and two years ago it was made 
an organ of the Interchurch World Move
ment. The Christian Herald, for more 
than forty years, has been a leading relig
ious weekly. In the last fifteen years 
alone it has dispensed more than $5,000,
000 of its subscribers’ money in world 
charities.

The transfer of World Outlook to Chris
tian Herald took place October 2. Its 
actual merger will be October 30.
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Winning Business
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paragraph that just fitted "Bill.” So, 
you see, no two letters were ever 
alike. Every letter was personal, but 
by using the system of number and 
paragraphs we could cover a lot of 
work in a short time, and do it better! 
This system beats the form letter.

I remember when I started a mail 
order department I wrote a form let
ter that went out to thousands of 
dealers, asking just what they wanted 
to make mail order service satisfac-

Account Executive Wants Assistant
Must be able to write condensed well- 
reasoned copy on semi-technical subjects, 
and be both able and willing to accept 
responsibilities. It is desirable that he 
should have first-hand, practical knowl
edge of how to use machinists’ tools, 
have successfully held a job as a reporter 
and have had experience in the Copy 
Department of an advertising agency. 
A good salary and a very unusual op
portunity for the right man. Address 
Box 28i, care Advertising & Selling.

Underwear ^Hosiery 
Review

320 Bum_______________ New York

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. 
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OSTAGE
The 25c monthly magazine that 
tells how to transact business by 
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Catalogs, Booklets, Circulars, Letters, Office 
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official magazine of The Direct Mail Advertising 
Association. 6 months $1.00 ; 1 year $2.00.
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tory. In each of these letters we en
closed a stamped, self-addressed en
velope for the reply. Then as re
plies came in I answered them, fol
lowing the numbered paragraph plan, 
because out of the hundreds of re
plies, many of them were very much 
alike.

Now and then, however, a reply 
would be strikingly original.

Of course, the whole point of this 
correspondence in regard to mail 
orders was just to get the dealers to 
write us—just to get them "to open 
the ball"—then we followed it up 
with price currents, catalogs, book
lets and other rapid-fire work to 
bring mail orders. We kept up this 
work steadily for years and it not 
only brought mail order business, but 
also was a great help to our salesmen.

I recall, in reply to one of these 
letters, a dealer in Missouri wrote 
that he had bought from a certain 
house for forty years and was en
tirely satisfied and saw no reason to 
make a change. I looked this man up 
in Bradstreet’s and found he was 
very well rated. I also looked up 
the salesman’s report on him and he 
stated that he was a “crank.”

Here was a chance to have some 
fun in letter-writing, so I composed 
one of my best letters to the gentle
man, telling him that I congratulated 
him on being happy and satisfied with 
his present connection and also say
ing that contentment was such a rare 
thing in these days that I would not 
attempt to disturb his relations with 
the house he was now buying from.

To this letter I received a reply 
that my letter reminded him of some
thing he had read of Robespierre, 
who could "smell a rose with one 
hand and sign a death warrant with 
the other.” To this letter I replied 
that I myself had always been very 
much interested in the characters of 
the French Revolution and that I 
took pleasure in sending him in that 
mail a copy of Carlyle’s "French 
Revolution," which probably he may 
not have read. .

To this he answered that his read
ing was confined to the Bible and the 
St Louis Globe-Democrat, but he 
would try his hand on Carlyle when 
he arrived. I put this man on my 
correspondence list and every month 
or two I wrote him a letter about 
something—Christmas greetings, etc., 
and finally through a certain source 
I learned the date of his birthday and 
surprised him with a telegram on that 
date, congratulating him.

But I never asked him for any 
business. One day a man about six 
feet four inches tall towered above 
my desk. He was a typical citizen 
of the Ozark Mountains. It was my 
friend who was "contented.” We 
shook hands and he took a seat and 
looked me all over from head to foot. 
“Well, say,” was his remark, “you 
certainly can't have much to do when 
vou find time to write all that stuff 
vou sent me.” "But,” said he, "after 
dealing with this other house for 
forty years, the other day they made 
a sight draft on me and I thought 
I would come in and look you over 
and if you looked right I would 
transfer my account.” So we be
came the best of friends and to this
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day. notwithstanding the fact that his 
son has taken over his business, we 
occasionally exchange letters.

AN ORIGINAL LETTERHEAD

There is one letterhead I will 
never forget. It had originality plus. 
It was the letterhead of a small mer
chant out in southern Kansas. In the ' 
left-hand upper corner was the pic
ture of a fly-trap and the heading 
read: "James Green, Dealer in 
Everything: also Flytraps.” I re
member I corresponded with Mr. 
Green and finally landed his mail
order business and tried to sell him 
“everything,” also flytraps.

There are also embarrassments 
that come from enjoying yourself 
writing letters. One day a letter 
came from a merchant in Illinois say
ing that he knew me because my name 
was signed to letters he had received 
and he had decided from my letters 
that he could trust me.

Therefore, the next day his daugh
ter would arrive with the object of 
having a tooth extracted. It would 
be necessary for her to take gas and 
he wanted me to attend her to the 
dentist and see that she was given 
gas properly and to chaperon her 
properly through the operation. You 
can imagine my keen anticipation. 
The next day the young lady arrived.

She weighed about three hundred 
pounds, but I seen my dooty and I 
done it. She got gas all right and 
I think it took about all the gas the 
dentist had to make her unconscious. 
She certainly was a gas absorber!

In another case one of our sales
men wrote me that a good customer 
of our special line of razors would 
call in a few days with his wife. He 
told me as this man used a lot of 
our razors to be nice to him, so when 
the couple called I took them to a 
neighboring restaurant to luncheon. 
They were very pleasant, but in the 
course of the conversation, about the 
time of dessert, I learned that he was 
not a dealer but a barber who bought 
his razors from our customer!

This story reminds me of another 
correspondent. He was an expert 
buyer. About every three months he 
would join the “Disappearing Club.” 
Finally he lost his job. One day I 
went into an oyster house in Denver 
and took a seat and proceeded to 
read a newspaper. Finally the waiter 
said: "Well, what will you have?”

SOME GOOD HINTS

The voice was very familiar, so 
my eye followed the white apron up 
to his face and lo and behold!—it 
was John Smith, my old friend, who 
had joined the “Disappearing Club.” 
He had a napkin over one arm, all 
right. He evidently resented the ex

pression of surprise on my face, for 
lie said :

"Cut it out. Cut it out. What the 
h------  is the difference between serv
ing oysters and getting on your knees 
and digging up nails?”

So I got John a job, and the pro
prietor often told me that he figured 
that John in the 75 per cent of the 
time he was “present” was a better 
man and a better salesman than some 
of the other fellows who never joined 
the "Disappearing Club” and who 
were 100 per cent "present” in per
son but 50 per cent absent in mind,

Het me suggest, if you are a cor
respondent in some house, that you

SYSTEMS BOND
TheRag-contenflcft-dned'Paper at ihe Reasonable Pnce "

THERE are many jobs on which a 
paper of pleasing color is desired.

In addition to the whitest white, SYS
TEMS BOND is made in these attrac
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buff, goldenrod.

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

A request will bring samples.

Eastern Manufacturing Company
General Sales Offices:

501 Fifth Avenue 
Mills at Bangor and Lincoln, Maine

just try your hand at doing some 
original, personal letter-writing. Of 
course, you may get fired, but on the 
other hand, who knows? You might 
develop a great talent as a correspond
ent and some day become the head of 
your house. In any event, try your 
hand at writing a real, human letter, 
the kind of letter you would like to 
receive yourself.

Let me boil down my advice to 
correspondents into three headings:

( 1 ) Be accurate.
( 2 ) Be clear.
( 3 ) Be human.

Copyright, 1920, Topics Publishing Co.,
Reprinted from Drug Topics.

£

New York
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Calendar of Coming Events
October 6-16—Thirteenth Annual Elec

trical Exposition, Grand Central 
Palace, New York.

( Ictober 14—Eleventh Annual Conven
tion. American Manufacturers' Ex
port .Association, Waldorf-Astoria. 
New York.

October 18-22—A n n u a 1 Convention, 
American Bankers’ Association, 
Washington, D. C.

October 19-20—Fourth Annual Confer
ence, Better Letters Association, 
Springfield, Mass.

October 20-22—Annual Convention, As
sociated Business Papers, Inc., 
Hotel Astor, New York.

October 20-22—National Conference of 
Business Paper Editors, Hotel Astor, 
New York.

October 21-22—First Annual Convention, 
X’ew England Association of Adver
tising Clubs, Boston, Mass.

October 25-29—Annual Convention, Na
tional Wholesale Druggists Associa
tion, Cincinnati, Ohio.

October 25-30—National Business Show, 
Grand Central Palace, New York.

October 27-29—Annual Convention, Di
rect Mail Advertising Association and 
Association of House Organ Editors, 
Detroit, Mich.

Thomas W. Lamont
(Continued from page 29) 

a foothold there; but Roland S. Mor
ris, our ambassador to Japan—who 
went into Siberia on two important 
war missions, told me that the simon

. pure brand of Bolshevism has never 
flourished in Siberia. If peace ever 
comes to Russia—as it must come 
some day—then Siberia will find it
self. And for that day American 
manufacturers should be prepared.

Here, as they have impressed 
themselves upon my mind traveling 
in the Far East and talking with the 
business men out there, reading on 
the Far East, and thinking over all 
that I have read, and heard and seen, 
are some of the salient facts about 
the wonderful market that is open 
there to the American business man. 
In closing I want to add just one 
word of advice. The whole success 
of those who enter that market, the 
permanent standing of the United 
States generally, will depend upon 
the character of the men that are 
sent out there. There are some 
American concerns that seem to think 
that a second or third-rater is good 
enough to send to the Orient. This 
is a fatal idea. The Japanese and the 
Chinese are a bit more discerning, 
I think, than most races, and they 
quickly detect the spurious article. 
Never will American trade and pres
tige reach their place in the Orient 
until we have picked out as our rep
resentatives men of the highest char
acter—men who, in thought and in 
action, show themselves to be typical 
of the best that there is in American 
generosity of spirit, of courage and 
of kindliness.

Charles W. Byrne Becomes Vice
President of Thielecke Co.

Charles W. Byrne, for seventeen years 
associated with Critchfield and Company, 
has acquired a stock interest in The 
Thielecke Company, advertising agents, 
of Chicago, and takes the office of vice
president.

Mr. Byrne is well known in advertis
ing circles, having been prominent in the 
placing of the advertising of such com
panies as The Firestone Tire and Rubber 
Company, The Garford Motor Truck 
Company, The Rock Island Plow Com
pany, The American Radiator Company, 
Deere and Company, The Standard Sani
tary Manufacturing Company, and others 
equally well known.

Seventeen years ago Mr. Byrne started 
his business life with Critchfield and 
Company as office boy; he has seen duty 
in all branches of advertising agency 
work, and in the time he was with 
Critchfield and Company worked through 
all the departments of the company to 
the position of general manager. Mr. 
Byrne has specialized in agricultural ad
vertising.



FROM GOVERNOR JOHN M PARKER:

Not a single factor is more responsible for my election than the splendid whole-soul support given by 
The Item and its staff. You have clearly shown the evils of Ringism, and a record of the votes shows 
that not only the city Ring but the country Rings haye been overwhelmingly defeated by the people 
themselves. This marks a new era in Louisiana politics.
The fight is over and won. and the next is for a Constitutional Convention and a new constitution for 
the state of Louisiana, where your help and your assistance will be as much needed and appreciated as 
it is in this campaign.
With hearty good wishes, I am.

Very sincerely yours,
{Signed) JOHN M. PARKER.

THE NEW ORLEANS ITEM
Announces

The Occupancy of Its New Home
Facing in Union Street and running through to Perdido Street; between St. Charles 

and Carondelet

October First, Nineteen Hundred and Twenty

XX7TTH modern equipment, abundantly adequate for all requirements; 
’ ’ with ample floor-space for future development; THE NEW 

ORLEANS ITEM believes it will now enjoy the great growth which 
consistent service to its community entitles it.

FROM MAYOR-ELECT ANDREU' J. McSHANE:

The complete confirmation of Victory has just reached me. Naturally my thoughts turn immediately to 
those who have so faithfully stood by my side during this great fight for freedom from bossism. At the fore
front of this long list of staunch friends and supporters I must place THE NEW ORLEANS ITEM.

You folks have been in this fight for years, and have never failed to put all your weight for free politics 
against the Ring whenever the issue has arisen. You were with me in 1912 as strong as you were this 
summer. This fight began last summer, and it will go on until our city is fully redeemed from Ring mis
government with all its evil consequences.

In accepting congratulations from my friends. I, therefore, want to pass a goodly share along to you. On 
behalf of myself, and a freed community. 1 say a hearty Thank You—and wish you even greater success 
and strength.

{Signed) ANDREW J. McSHANE.
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The only thing left is—?

Two and one-half million circulation— 
concentrated in the 7 greatest trading 
centers of America! Only one thing more 
is necessary to assure the success of an 
advertising campaign. That is good copy.

If you know your copy is right — 
gjve it opportunity—in The American 
Weekly.

3'-- years ago, the annual advertising 
revenue from The American Weekly 
was $24,000. In 1921 it will be over two 
and one-half million dollars. With its 
revenue multiplied by a hundred, the 
number of its advertisers has barely 
more than doubled. An eloquent tes
timonial to the success of advertising 
campaigns in The American Weekly. 
Nearly all the space available has been 
contracted for.

THE AMERICAN WEEKLY
BOUGHT BY TWO AND A HALF MILLION FAMILIES 
EVERY SUNDAY AS A PRINCIPAL FEATURE OF THE

New York American Chicago Herald and Examiner San Francisco Examiner
Boston Advertiser Washington Times Los Angeles Examiner

Atlanta Georgian-American

A. J. KOBLER, Manager - 1834 BROADWAY, NEW YORK
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