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How Can We Turn Our
Prestige Advertising Into Cash?

Association 
Cleveland.

"frankly 
produce
The one form of advertising willing to shoulder the burden 
of quickly converting inventories into cash is newspaper 
advertising. The problem of “getting more direct results 
from the money expended” has one sure answer—NEWS
PAPERS—and above all others
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thought all of the advertising managers 
with the problem of getting more dir 
the money expended.”

session held September 17 and 18 at 
itation of the council, newspapers, mag-



Foldwell’s long, strong fibres and 
rag base make it an unusually 
strong printing paper. Thou
sands of advertisers depend upon 
this strength to carry their sales 
messages clean and whole to 
their prospects. Learn what 
Foldwell will do for you by send
ing for our booklet, “Paper as a 
Factor in Modern Merchandis
ing.”

‘'a corkinq qood mailinq piece!’’
---------------------------------□

“Unusual? Absolutely! Yet it’s mere
ly a matter of portraying the bow ties. 
Pictures sell goods—if they are faithful 
pictures.”

IT took Foldwell’s specially pre
pared surface to bring out 

faithfully the colors used on the 
mailing piece pictured here. 
And it took Foldwell’s remark
able strength to hold at the 
seven repeated folds—each one 
weakened by die cutting. More 
remarkable still—no cracks ap
peared at the folds to deface 
the impressions which portray 
silk cloth.
Faithful visualization! Better 
results in direct advertising.
CHICAGO PAPER CO.

Manufacturers

833 S. WELLS ST.
CHICAGO, ILL.

NATIONALLY DISTRIBUTED
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CIRCULATION of Texas NEWSPAPERS
As shown by statements made to the Government and filed with the Postoffice 
Department, showing increase or decrease during the past twelve months.

CIRCULATION
Change in

FORT WORTH STAR-TELEGRAM
FIRST PAPER IN TEXAS 

OVER 2'. TIMES THE CIRCULATION OF NEXT FORT WORTH PAPER

Newspapers Oct. 1, T8 Apr. 1, ’19 Oct. 1, T9 Apr. 1, ’20 Oct. 1, ’20
Last 12 Months
Gain Loss

Fort Worth Star-Telegram 65,599 62,123 65,514 72,256 78,475 12,961
Dallas News........................... 71,612 72,340 63,572 65,020 67 683 4,1 1 1
Houston Chronicle............ 54,573 54,936 51,771 51,687 49,165 2,606
Dallas 1 imes-Herald .... 44,439 45,142 45,283 45,397 44,916 367
Houston Post........................ 40,819 43,379 44,252 43,731 42,5 79 1,673
Dallas Journal ..................... 47,5 18 41,370 33 618 34 352 34 461 843
San Antonio Express.... 38,958 35,884 31,126 31,545 32,506 1,380
b ort Worth Record............ 24,695 24,043 25,666 27,781 27,356 1,690
Dallas Dispatch .................. 29,014 25,014 24,101 22,464 26,305 2,204
El Paso Herald..................... 27,162 24,716 24,504 25,770 25,165 661
San Antonio Light............... 29,363 25,709 20,242 20,203 21,102 860
Beaumont Enterprise . . . 20,033 19,318 20,124 19,626 20,1 18 6
San Antonio Evening News 18,500 15,854 1 7,947 20,087 4 233
Houston Press ..................... 18,01 1 15,726 15,299 14,023 1 7,718 2,419
El Paso Times..................... 17,484 15,181 14,381 13,967 15,928 1,547
Waco News-1 ribune .... 12,617 12,068 1 1,037 1 1,328 12,186 1,149
Galveston News.................. 12,453 1 1,722 10,750 10,775 12,133 1 383
Wichita Times ..................... 4,479 5,792 7,419 9,252 9,470 2,051
Waco Times-Herald .... 8,1 12 7,864 7,220 7,782 8,824 1,604
Galveston Tribune............ 9,131 8,831 8 211 8 541 8 094 1 1 7
Austin Statesman............... 7,337 7 573 7 973 7,108 6,354 1,619

COMPILED BY

EVIDENCE OF READER VALUE—

Eighteen Months Ago, April 1, 1919, Fort Worth Star-Telegram 
was second paper in Texas—10,000 behind the first paper. Notwithstanding increased subscrip
tion rates (5c daily, 10c Sunday, $1.00 per month by carrier in city, $10.00 to $15.00 per year 
by mail).

FORT WORTH STAR-TELEGRAM
is now First paper in Texas, leading the second paper by

over 10,000
at higher subscription prices in West and Northwest Texas.

The Billion Dollar Territory
where per capita wealth and buying power is the greatest of any section of the Southwest.

FORT WORTH STAR-TELEGRAM
has, according to latest audits,

100% more net paid daily circulation 
66% more net paid Sunday circulation

than any other TWO PAPERS COMBINED.

CIRCULATION NOW
OVER 75,000 DAILY OVER 90,000 SUNDAY

AMON G. CARTER,^ Charter Member A. B. C. A
Vice-Pres. & Gen. Mgr. Advertising Manager

ADVERTISING & SELLING, NOVEMBER 6, 1920 r
year. No. 20. Issued weekly. Entered as second-class matter October 7, 1918, at the Post Oftice at New York. N. Y., under act
’ of March 3, 1870. Price, 15c. the copy; $3 the year. Advertising & Selling Co., Inc., 471 Fourth Avenue. New York City
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Things to Remember

about
The Farm Market

That the farm income for the last five 
years (1915-1919) was over 98 billion 
dollars.
That the farm income for 1920 will be 
nearly 25 billion dollars.
That changing conditionswill affect farm
ers less than any other class of people.

That farm families will have more money 
to spend in 1921 than any other class of 
people.
That the Standard Group of quality farm 
papers are subscribed to by the 1,150,000 
leading farmers and preferred as adver
tising mediums by the leading advertisers.

THE STANDARD FARM PAPERS
Edited by men who know

Over 1,150,000 farm homes
Pennsylvania Farmer 

Established 1880

The Breeder’s Gazette
Established 1881

Wallace’s Farmer
Established 1895

The Ohio Farmer
Established 1848

The Wisconsin Agriculturist
Established 1877

Prairie Farmer, Chicago 
Established 1841

IV estern Representatives 
Standard Farm Papers, Inc.

Conway Building, Chicago

The Nebraska Farmer 
Established 1859

The Progressive Farmer 
Established 1886

Memphis, Dallas 
Birmingham, Raleigh

The Michigan Farmer 
Established 1843

Pacific Rural Press 
Established 1870

The Farmer, St. Paul 
Established 1882

Hoard’s Dairyman 
Established 1870

Eastern Representatives 
Wallace C. Richardson, Inc., 

95 Madison Ave., New York City

All Standard Farm Papers are members of the Audit Bureau of Circulation



The National WeeKly of Modern Merchandising-Established IÔ9I
T. M. Hopkins. President;
11. B. Wilhams, Nice 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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A Selling Plan for a Buyers’ Market
How the Group Selling Idea May Be Used to Broaden 

and Strengthen the Appeal

By COURTLAND B. SHAW
Columbia Graphophone Company

.. . . ’—an,l
necessary—industry in a buyers' mar
ket. The seller who fails to show 
reasons persuasive enough may soon 
find himself called upon to

bv inviting quality comparisons of 
their different grades under one 
cover. They believe that a diffusion 
of the grades and a final choice by the 
public is safety insurance for their

or failure, that necessarily rests with 
the institutor of an innovation, and 
passing the buck to the dealer?

The dealer, when it comes to in-
atigu rating

furnish reasons for his

new merchandising 
', is dangerously li-

try- able to beonne an extremist.
:o sell. The group sell
plan, which gives the

prospect cogent rea-
sons for increasing the value 
of his purchases, is attracting

thoughtful sales executives 
at this time. It will attract 
more as its possibilities for 
the development of sales are 
more clearly seen.

IHE DEALER’S ATTITUDE

The dealer will tell you 
that it is often as easy to

time as it is to sell one. He 
will also tell you that he likes 
to sell this way, but, because 
of a persistent reluctance on 
the part of the advertiser to 
educate the buying public to _____  
the “buy-more-than-one-at-a 
time” habit, his possibilities are sorely 
limited. He will cite actual instances 
of where the manufacturer of such- 
and-such a product could combine 
two, three or four standard articles 
and advertise the group as a unit and 
complain that this has not been done. 
Hi will show you his correspondence 
with the company, full of alibis and 
evasive "reasons” why certain items 
cannot be combined. The condition 
is really a situation in some lines of 
merchandise. So many producers 
are fearful to compete with themselves

GROUP SELLING
MTHER TIMES, other customs. A few 

months ago, when the dealer and con
sumer were content to get our products under 
almost any conditions, we did not trouble our 
heads overmuch about plans to broaden and 
strengthen the appeal. But that was yesterday.

Today we are in a more receptive mood 
towards those who come suggesting revisions 
in our sales policies designed to make them 
real selling policies.

Group selling—making two or more allied 
products sell where one sold before—offers a 
feasible way of saying to more buyers : "Buy 
more"—even in a buyers' market.

THE EDITOR.

reputations.
But what about the manufacturers 

who are under no liability of these 
exposing comparisons and could quite 
efficaciously offer and advertise com
binations that the public would wel
come? Are they taking full recogni
tion of dealer requirements, the pub
lic aptitude to "stock up now” and 
seeing an advantage to themselves in 
the group selling idea? Or are they 
evading the responsibility for success

Table of Contents of this issue 
on page 40

sion, on a make or break 
basis, and often loses sight 
of underlying causes and

There is a story of the im- 
puDive merchandise man of 
a big department store who, 
as soon as the idea of group 
selling on a large scale pos
sessed him, undertook the 
unusual plan of displaying 
everv article in the store so 
it would sell some other ar
ticle. Counters were ar
ranged like chapters in a 
book, all subjects related in 
such a manner that every 
human requisite suggested 
another close at hand. ()ne 
could begin at the front door

______ and. bv following his nose, 
find every luxury and ne

cessity in the very order of its im
portance to life. But trade fell off 
so rapidly during the first few months 
of the experiment that the aged pro
prietor had to hurry home from 
Carlsbad and reorganize his estab
lishment.

The founder of the business knew 
what ground floor space was worth in 
comparison with that above or below. 
He also knew what fast turnover 
meant and that people came not to 
review an array of their life-long

but procure quickly and
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easily those little items of definite 
and urgent usefulness. So the bar
gains went back to the main floor 
aisles, staples and commodities were 
returned to the basement and stand
ard, slow-moving lines were trans
ferred to original locations upstairs. 
Within a very short time figures be
gan to look healthy once more.

As the other extreme there is the 
example of the old-fashioned hard
ware merchant who could never be 
induced to carry chests of carpen
ters' fine tools. His theory was that 
no good carpenter would ever require 
a complete new outfit at one time, 
that the demand was only for some 
particular implement now and then 
and that the toy tool chest filled all 
lavman needs. He would not place 
his fine tools in competition with tbe 
to\ tool chests. Suffice it to say, this 
short-sighted policy robbed the car
penter consumer of an invitation to 
make complete replacements and ac
tually confined the hardware mer
chant's unit of sale to single items. 
Then there is the happy medium.

AN EXPERIMENT IN RECORDS

When Art Hickman’s Jazz < Irches- 
tra created such a furore on the 
(.’oast, not so long ago, one of the 
phonograph companies was quick to 
seize upon the opportunity for record 
sales and promptly secured four ex
clusive recordings by the sensational 
organization. Just before the Hick
man records were released, the deal
ers. through their association in San 
Francisco, agreed to market these 
selections in complete sets only, for 
a limited time, on the theory that anv 
dance enthusiast would as willingly 
accept the entire series as a single rec
ord. This was a strategic move on 
the dealers’ part to obviate tbe beat 
and to eliminate among themselves 
the competitive element that might be 
introduced by immediate shortages of 
the more popular selections of tbe 
set. It was during the stress of 
transportation delays and limited out
put that these dealers decided not to 
"break" Hickman sets and an action 
merely to put them all on an equal 
distributing footing with the public. 
Bv ordering Hickman records in sets 
and selling them that way, no one 
dealer would have tbe advantage of 
"pickings;” tbe gamble of choosing 
tbe best seller of tbe series was re
moved and all would benefit equally 
bv the timeliness of the issue and its 
rather limited allotment to their ter
ritory.

Although it was generally accepted, 
there was some little skepticism and 
no small amount of-conjecture among 
the conservative dealers as to how the 
“radical" plan would work. They 

said, “We'll try anything once, of 
course, so long as it has the approval 
of the association, but it looks to us 
as though you were tying a can to 
our biggest scoop in years; there is 
also a suggestion of ’holdup’ that will 
be hard to live down with our popu
lar-record trade.”

The manufacturers of the records, 
aside from contributing adequate 
newspaper announcements of the 
plan, stood pat, content to watch with 
a curious interest the result of a pol
icy they had never dared to venture 
into on a national scale. Then came 
the big surprise, particularly to the 
doubtful dealers. The local tryout 
not only went across big but actually 
outstripped its original design.

HOW THE CONSUMER TOOK IT

How did the consumer receive the 
innovation? For the most part he 
was disgruntled only because the set 
was limited to four selections and did 
not embrace the whole Hickman rep
ertoire. Final reports were convinc
ing that the set should have contained 
at least six records.

The demand was there ; it had been 
fed up on town talk, cabaret sensa
tion and good advertising. The peo
ple of San Francisco greeted this 
group release enthusiastically, bought 
liberally for themselves and friends 
and, psychologically, were better 
pleased with the possession of the 
set than they would have been if 
allowed to hem and haw over the 
choice of one of the four recordings.

Within the month every Hickman 
record in the territory had been dis
posed of and an S. O. S. (ship on 
sight) went from the local branch 
distributor to the manufacturer in the 
East.

And the dealers ? They were satis
fied to a single man. Why not? 
Their unit of sale on these records 
had been enlarged from one to four 
with no equivalent increase in adver
tising expense or selling effort. Be
sides. as an anti-climax to tbe suc
cessful campaign it was found that 
the public really preferred to pur
chase records in sets and that the 
novel merchandising plan had instilled 
a precedent of vast potential possi
bilities. Today the Coast trend is all 
toward records in sets and the phono
graph tradesmen are capitalizing on 
group offerings^f every description.

How far the phonograph people 
generally will attempt group selling 
of records, as a result of this first 
success, is problematical despite the 
extraordinary opportunities that the 
principle finds in musical classifica
tions. Why not complete opera scores 
in a series of ten to twenty double
faced records, portfolios of sacred 

music covering the whole gamut of 
the Christian hymnal, etc? But, as 
we say, the extent is questionable lie
cause such a general policy could 
quite easily become retroactive to a 
degree of popular disapproval. The 
idea can so illogically be overdone. A 
recent experience of the writer will 
demonstrate this point. He went into 
a music store with a lady of slight 
acquaintance and requested Bert Wil
liams' piece about the “Ten Little 
Bottles.” The over-zealous clerk 
forthwith took the cue and tried to 
sell every other “alcoholic" record in 
the house. The embarrassment was 
perfect for a lady’s opinion may be 
valueless except on slight acquain
tance.

All this brings us to the much 
mooted question as to the extent of 
the advertiser’s responsibility for the 
way bis goods are merchandised. 
But surely the advertiser stands in 
the first line of direct benefits if he 
can promote a campaign to sell two 
or more articles where only one was 
formerly sold.

It should not take dealer activity 
and dealer persuasion to prove this 
and point the way for collective sales.

PERFECTING RULES

A cursory review of advertisements 
in any current periodical will show an 
amazing trend toward the ultimate 
perfection of a set of rules which 
might mark "group selling" as an 
acknowledged merchandising prin
ciple equally as important as “the one 
price system," "open display of 
goods" or the more recent discovery, 
"self-service.”

The most common successes seem 
to be realized from invention rather 
than from the application of any 
established forms. A new product 
will be taken on to complete the util
ity value of the old. For instance, a 
manufacturer of paints, varnishes and 
shellacs, desiring to build up a trade 
among piano and furniture people, 
puts up a complete refinishing outfit 
but has to anticipate its misuse in 
inexperienced hands. Accordingly, 
an especiallv prepared emulsion, for 
French polishing, replaces the ordi
nary shellac which is strong in al
cohol and dangerous to use in minor 
repair work where the rest of the 
finish must be preserved. A burning
in lamp, not of his manufacture, is ’ 
added for completion of the outfit. 
In the Cutex manicure set you will 
find a metal nail file, sandpaper files 
and a rosewood stick. The Gillette 
safety razor, traveler’s outfit, con
tains a stick of Williams’ shaving 
soap and a Rubberset brush—and so 
bn.

{Continued on page 38)
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Getting a New Rise Out of the Yeast Cake
The Fleischmann Company Is Advertising a New 

Use for an Old Familiar Product

By WARD GEDNEY

ONCE UPON a time when we 
were a little boy we knew a little 

girl who had an amazing passion for 
compressed yeast.

Every time she was sent to the cor
ner grocer’s for a supply for the 
week’s bread baking she would wick
edly nibble a twenty per cent commis
sion off the cake that the grocer gave 
her in exchange for her two cents. 
When she accumulated two cents of 
her own she would expend it in yeast 
instead of in lollypops like the rest of 
us.

We decided that she was doomed 
to a bad end: and her mother expect
ed an early one. I believe that most 
of us avoided her for fear that some 
day she might "rise” like a pan of 
dough and finally burst with horrible 
results.

When we weren’t inspired to awe 
by this prospect we laughed at her.

For the Business man who wants to keep fit

Today, she can laugh at us if she 
is still following her gustatory bent.

Today the Fleischmann Company 
is conducting a big advertising cam
paign to convince us that the little 
maid’s instinctive dietary choice was 
right and, as a result of that cam
paign, some thousands of men and 
women are eating, not one cake once 
in a while as she did, but from one 
to three cakes a day for the nutri
tive. curative and beautifying value 
that is said to be in them.

TEACHING THE CONSUMER

The first advertisement to push 
the sale of yeast as a food desirable 
in itself and not as a baking acces
sory appeared in the American 
H'eckly on March 14. Similar adver
tisements ran all through the spring 
and the message is now being made 
the subject of a widely placed news
paper and magazine campaign sched
uled to cover the fall and winter 
months.

"Eat yeast!” The message came 
with something of a shock to the lay
man whose knowledge of yeast was 
confined to its effect on "the staff of 
life” or. perchance, to its not alto
gether pleasing smell.

Probably it wasn’t an easy message 
to put across convincingly. The con
sumer looked upon yeast as a raw 
product and. before he began to think 
about it. was as surprised as he would 
have been had the advertiser said to 
him: "Eat baking powder!”; or 
"Chew hops!”

Then it was in order for him to 
ask : "Won’t yeast when eaten have 
the same effect as in raising bread I”

From which the transition to 
“yeast jokes” about yeast consumers 
with explosive “tummies” was an 
easy one—taken with celerity by the 
cartoonist and jokesmith.

conservative copy

But when the first shock of sur
prise was over people began to re
member things about yeast—that it 
was said to be rich in that essential 
food element called “vitamine” and 
that, in hospitals, it has long been 
prescribed for boils and pimples. And 
the Fleischmann copy began to men
tion these things and to call attention 
to other health-giving properties of 
the little tinfoil covered cake.

This copy had to perform a double 
function—to sell people on the health 
value of yeast and to convince the 
cynic and skeptic that the staid, fa
miliar old yeastcake was not being 
led astray among the wilds of “cure
alldom." There was danger as well 
as gain in the novelty of its appeal.

An examination of the fall Fleisch
mann pages will convince the reader 
that the advertiser has kept his head. 
Just to lake one example: after hav
ing established the beneficial effects 
of a yeast diet on the complexion, the 
Fleischmann Company wisely resisted 
the temptation to embark on an ex
travagant eulogy of its product as a 
“beautifier.” While conservatively 
worded paragraphs have called at
tention to this service of yeast, most 
of the emphasis has been placed upon 
its specific value in the correction of 
pimples, boils, blackheads (acne) and 
upon its general value as a condi
tioner.

Still keeping his head, the adver
tiser has in every mention of yeast as
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The foods we eat may fail
to keep us “fit”

A single, vital element has been found 
lacking in many of them

TO-DAY it is known that wrong 
habits of living—lack of exercise and 
fresh air—are not the only cause of 
lowered vitality—of a “run-down” con

dition. Science has revealed a new, start
ling truth—

One essential element—vitamine—is 
lacking, in many everyday foods. And 
without this vifamine, our bodies cannot 
supply the energy we need.

A number of foods—especially spinach— 
contain this essential food-element. But

day, have been robbed of it in 
the process of manufacture or 
preparation.

And the richest known source 
of this life-giving vitamine has 
been found to be the familiar 
little cake of yeast that is used 
in baking bread. For years yeast 
has been prescribed in hospitals 
and’ by physicians for pimples

ajfcrrectivc for an ailment, appended 
the advice: ‘Tn all acute cases, con
-nu your physician.’’

3 he effort has been in every piece 
of c» y to present yeast as a food, 
not as a medicine. You “eat” yeast: 
you don’t "take” it. If vou are ad
vised to eat it with special persistence 
when you are suffering from a "run
down" condition, from pimples, boils, 
acne or constipation it is for the same 
reason that you are advised to eat 
spinach and other leafv vegetables 
under the same conditions : only, says 
the Fleischmann Company, veast is 
four times richer in vitamine than 
spinach.

Because it is desired to keep this 
food value always in mind, veast, the 
food, is being sold in just the same 
package, through the same agencies 
as yeast the dough-raiser has been 
sold for so many years. If you want 
yeast to eat "straight” you get it, as 
of old, from vour grocer, not from 
your druggist. Of course, it costs a 

and boils—complaints that usually come 
with- a "run-down’’ condition.

To-day Fleischmann’s Yeast is being 
prescribed as a conditioner for men and 
women who are ‘below par,” who "tire 
out" easily, or who lack vigor.

Many people ask, "Won’t yeast when 
eaten have the’same effect as in raising 
bread?" No. In the body, yeast is assimi
lated just like any other food. It is easily 
digested at any time. Only one precaution 
is necessary: do not eat it with candy, 
because taken in this way, it may form gas. 
In fact people who are troubled with gas 
find it better to dissolve the yeast in boiling, 
water before taking it.-

Eat Fleischmann's Yeast before or be
tween meals—from 1 to 3 cakes a day. 
To secure booklet giving many interesting 
facts on "Yeast for Health” fill out 
and mail the coupon below. Fleisch
mann’s Yeast can be obtained at all

Why and Hom .-ur eld comprehensively in this newspaper copy

penny more today than it did in [ire- 
war days.

But you don’t have to eat yeast 
"straight.” as a panel in most of tl e 
current advertising of veast exp'ains. 
"Some take it dissolved in fruit 
juices or water. Some spread it on 
bread. Others like ii plain,” this 
panel tells us. illustrating each method 
by sketches, the better to “sell" us on 
this strange idea of eating the sour 
smelling little cake. And somehow 
the illustrations make it look most ap
petizing.

"But,” objected a copy-writer 
friend to whom I made this remark, 
showing him a piece of the Fleisch
mann copy as an example, "you 
wouldn’t say that that headline made 
it appetizing, would you?”

I looked up at the top of the page 
and read in big display letters :

Pimples, Blackheads, Boils 

sic/iis of 0 lowered vitality 
A familiar food now used to correct 

them
"Xo.” I agreed, “I wouldn't."

When I talked with the Fleisch
mann sales promotion department on 
this point—the playing up of the 
names of unpleasant ailments 
throughout their copy—the reply 
was :

"You are lucky enough not to be 
troubled with pimples. blackheads, 
boils, or constipation, so you are not 
the man we are aiming at in this copy. 
The man who has any of these ail
ments is interested in curing them 
and he is going to be attracted, not 
repelled, by a headline such as this. 
It is a headline that flags exactly the 
man that yeast can help.”

FLAGGING THOSE IN NEED

(hi the other hand, the copy has not 
been made to smack too much of the 
doctor’s office or the chemical labora
tory. The reader who wants to go 
further into the question of why 
yeast is a valuable health-giving food, 
who is interested enough to write for 
information, can fill out a coupon and 
get "Yeast for Health," a booklet 
dealing more completely with tech
nicalities and telling something con
cerning the intensive research into the 
therapeutic value of yeast undertaken 
by Dr. Philip B. Hawk of Jefferson 
Medical College in 1917, the results 
of which were published in the 
Journal of the American Medical As
sociation.

Yeast copy is appearing this fall in 
the magazines and newspapers. It is 
being used with particular consistency 
in the rotogravure sections of the 
Sunday newspapers where its appeal 
reaches the whole family.

—And somewheres in this wide 
world there is probably a grown-up 
little girl who is reading it and say
ing—as a woman so loves to say it— 
"I told you so.”

New York Council of A. A. A. A. to 
Meet

The New York Council of the American 
Association of Advertising Agencies will 
hold its first meeting of the year on No
vember IS, at 6:30 P. M., in the New York 
Advertising Club.

The newly elected Board of Governors 
of the New York Council will meet at the 
■ame time. The board is composed of 
Joseph A. Hanff, chairman, Hanff-Metzger 
Inc. : H. B. Wilson, vice-chairman, Edwin 
Bird Wilson, Inc. : H. A. Lebair, Sherman 
& Lebair, Inc. : F. M. Lawrence, George 
Batten Company: M. P. Gould, M. P. 
Gould Company: Frank Finney, Street &: 
Finney, Inc., and A. M. Lewis. J. Walter 
Thompson Company.

Ansco Account With Barton, Durstine 
& Osborn

Barton, Durstine & Osborn, New York, 
have obtained the account of the Ansco 
Company, Binghamton, N. Y. A campaign 
is contemplated for next year after a sur
vey has been made.
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Building a Great Drug Business
The Part Direct Advertising Has Played in the Success of the 

United Drug Company

By GEORGE C. FROLICH
Manager Drug and Chemical Dept., United Drug Company*

THE EXCLUSIVE territorial 
distributing agency given to the 
United Drug Company stockholders 

compels our company to plan their 
publicity campaigns in a manner dif
ferent from that of most other con
cerns. Having much less than 20 
per cent of the druggists in this 
country as our agents of distribution 
we must depend greatly on the 
amount of backing up and team work 
our agents do in conjunction with 
our national advertising.

The appropriation for national ad
vertising this year amounts to $785.
000, and in addition to that we have 
the team work of our many thousand 
druggists to the extent of $750,000 
worth of direct advertising material, 
which our stockholders pay for, but 
which we plan, design, produce and 
sell. This amount of money is the 
largest amount of money spent by 
any one concern in America on goods 
sc Id exclusively in drug stores, but. 
as I have said, our points of distri
bution represent only 20 per cent of 
the drug stores, and one can readily 
see how important it is for us to 
have the local druggist make a dis
tinct tie-up between our national ad
vertising and that of his particular 
store, as he is the only druggist out 
of five stores who can supply the 
demand created by that national ad
vertising.

‘‘BUYING GOOD WILL"

It would not be amiss here to give 
the figures of the combined sales of 
our advertised items and our adver
tising appropriation for the last four 
years. In 1917 we sold $3,775,000 
'worth of advertised items on which 
we expended $62,000 in national ad
vertising, less than 2 per cent. In 
ISOS our sales on these items 
amounted to $6,042,304. our expen
diture on advertising being $329,223. 
over 5 per cent. In l‘>19 our sales 
were $7,430,623, our advertising ex
pense being $479,535, or 6 per cent. 
The estimated sales of 1920 are $11.
000,000, with an advertising expen
diture of $785,000, or over 7 per cent.

If our stockholder agents were in
different to our merchandise and to

our cause it can readily be seen that 
a tremendous amount of waste would 
be represented in our national ad
vertising. It is of vital importance 
that our advertising department be 
backed up by the efforts of the stock
holders, so to us this question of di
rect advertising is of great impor
tance and we know it to be a very 
considerable factor in the building 
of the world's largest drug business 
which the United Drug Company is 
todav. < htr business this vear is up
wards of $120,000,000.

The head of our advertising de
partment, C. E. Murnan, says that 
advertising is not selling merchan
dise. He says it is the "buying of 
something from the public, and that 
something is confidence and good 
will." He says the man who plans 
his advertising campaign for direct 
results has nothing after the sale is 
over. We are building "beliefs" and. 
as the public is continually offering 
this "commodity of good will" to the 
smartest purchaser, it behooves us to 
keep this good will bought constantly 
by keeping our advertising before 
the people. If you should ask any
one connected with the advertising 
department of the United Drug Com
pany "Does your advertising pay?" 
you would find, despite the figures 
I have quoted you here, no immedi
ate .affirmative answer. We rather 
look upon it as an accumulated ef
fort and we have in mind the reputa
tion of the big men. Were they 
made overnight / Is that the biog
raphy of successful men? You find 
that invariably it takes from ten to 
fifteen years to build character or 
ability that is recognized by the pub
lic, and we believe that advertising is 
cumulative and does take time.

WINDOW DISPLAY

What does our direct advertising 
consist of? The answer to this I be
lieve is best expressed by stating— 
"educating our stockholders to be
come better retail merchants." Our 
first effort in this is the education of 
the sales people of the Rexall drug 
stores. Our sales promotion and 
publicity department issues fre
quent advice on the best way to 
make sales of merchandise in which 

we all are interested and how to 
couple up with the sale of one item 
other items which we call suggestive 
companion sales. To strengthen the 
selling by word of mouth we furnish 
the Rexall retail druggist at cost 
illustrated or printed material.

Now let us start with the clerk 
standing behind a counter represent
ing the Rexall Drug Store. If the 
national magazines today carry one 
of our advertisements, that merchan
dise should be today on display 
within two or three feet of the wrap
ping counter in every Rexall store 
in this country. It is displayed ac
cording to our suggestions by photo
graphs. illustrations or printed in
structions. and directly on the dis
play or near it there should be a sign 
"Designed By Our Display Artist" 
—whose business it is to make that 
selling card as near a tie-up with 
the current magazine advertising as 
possible. Sometimes a whole section 
of the store or an entire section of 
the show-case is devoted to this kind 
of a tie-up with our advertised prod
ucts. If you go to the front of the 
store, look into the window and you 
will find a window display designed 
for the same purpose, carrying the 
national advertising merchandise 
backed up by illustrated panels de
signed to catch the attention of the 
public and tie up our national pub
licity. We recognize that it is not 
sufficient to take care only of the 
people who know our stockholders 
so well that they voluntarily go to 
the store, or the ones who pass within 
sight of the store, so we furnish him 
with advertising material which will 
go out into his community and go 
into the homes and there try to tie 
up our national efforts with his store

HELPING THE CORNER DRUGGIST

This really is a fifty-fifty proposi
tion. The druggist in the small 
town gets a better standing by di
rectly tieing up with a million dollar 
publicity. The local reputation of 
the corner druggist, his personality 
and his business integrity reflect with 
credit on the colored page appearing 
that month in magazines read in the 
homes of his community, so it is a 
co-operative movement not alone in 
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manufacturing but also in distribu
tion and selling.

W’e have various ways of going 
beyond the zone of vision of the 
stores. W’e prepare and sell our 
stockholders rotogravure folders de
scribing merchandise we wish the 
stockholders to feature. These are 
either wrapped in outgoing bundles, 
enclosed in the monthly statements 
of the druggist to his customers, or 
mailed directly to the home.

Then we have a Rexall house or
gan called "The Rexall Magazine" 
which has a circulation of approxi- 
matelv 900,000 copies per month. 
This is a sixteen-page publication im
printed with the druggist's name and 
address, and contains illustrations of 
current interest, interesting stories, 

items and a number of columns ad
vertising the products of the United 
Drug Company. The cost to the 
druggist is small and it has proven to 
be a wonderful tie-up between the 
store and its prospects.

W’e also have a Rexall almanac 
once a year with an issue of one mil
lion, and this is along the line of the 
usual drug store almanacs, but the 
stockholder of the United Drug Com
pany controls the created business 
on all of our products, making it dif
ferent from the ordinary patent 
medicine almanacs, which increase 
the business for all druggists alike.

W’e have a Rexall calendar this 
year of which we have sold 2,400,000 
copies, for which we received $22?,- 
000, and which it took fifteen solid 

cars to put out to our stockholders. 
These calendars being approximately 
9x13 inches. 12 pages and cover, 
make a tie-up with not alone our na
tional advertising but with our direct 
advertising efforts and our druggist 
has in the homes of his customers 
practically twenty feet of billposting 
space hanging there for twelve 
months at a cost to him of around 
ten cents. W e think it is one of the 
most efficient direct advertising ef
forts we are responsible for.

Of course, in addition to these 
items we send out form letters, ad
vertising novelties of all kinds which 
each have their effective use in retail 
merchandising.

To Merchandise the Artist
How One Advertiser Is Using Big Names and 

Getting Full Value Out of Them

EMI’I.l >Y1NC a celebrated artist
< to make your advertising illus

trations demands a heavy investment 
out of the appropriation that is not 
alwavs productive of the hoped-for 
results in attention, inquiries and 
sales. This is particularly the case if 
the advertising department "falls 
down” on the job of properly mer
chandising the enterprise, for in these 
days of resplendent color pages the 
mere appearance of your painting, or 
drawing, or sketch, signed by ever so 
great a name in ever so big letters 
along the border isn’t likely to be 
enough to make the unique and profit
able impression that you have the 
right to demand.
’ Even when the page is merchan

This photograph was used an .'mother page to call attention to Bamberger s McMein page

dised out through the trade and the 
significance of vour enterprise reiter
ated for the consumer's benefit by the 
display in the dealer's window, or by 
the replica sent through the mail in 
folder, or blotter form, there is still 
something to be done, if you are 
franklv going out to create prestige 
with the help of a Christy's name, or 
a McMein's.

E. Bamberger C Company, depart
ment store proprietors of Newark, 
N. have recently been engaged in 
the interesting—to advertisers—task 
of demonstrating how to get the ulti
mate benefit from the use of a famous 
artist’s name.

In the first place, thagartists who 
have been illustrating cony for them 

—Howard Chandler Christy. Haskell 
Coffin, Neysa McMein, and others— 
have drawn not just pretty girls but 
pretty girls wearing models of gowns 
that have come from and can lie found 
in the Bamberger store. In illustrat
ing Bamberger fashions, which is the 
aim of the series, they have really 
used Bamberger fashions. That is a 
step forward.

Secondlv, the illustrations have ap
peared not in the colorful general 
magazine, where the excellent and the 
unusual is the rule, and where, how
ever excellent themselves, they must 
have met strong competition in the 
eves of a public which does not al- 
wavs pav special homage to a Christy 
or a Coffin or a McMein. but in the 
newspaper. Thus they have made 
themselves the advertising picture fea
ture of the New York Times, for 
example. Sunday after Sunday.

Thirdly. Joseph E. Mnson. Bam
berger's advertising manager, was 
not content to carry on the page the 
line. "An illustration drawn to exem- 
plifv Bamberger Fashions by the fa
mous artist ------ but on another 
page he placed a two-column adver
tisement. sfix and a half inches deep, 
advertising the day’s advertising. 
Cuts of these guide posts to the big 
page are shown with this article. The 
name of the artist, the name of the ' 
advertiser, the fact that the advertiser 
is adding to his prestige with an un
usual copy series, the character of the 
series, the location of the page car
ried that day. and the character of 
the page are all ingeniously set forth 
here.

ATTRACTED ATTENTION

Mr. Hanson may say that necessity 
was "the mother of invention" in 
this case. It was the fact that the 
late conception of the series made it 
impossible for the company to secure 

(Continued on page 40)
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“Mr. Dealer, Look at Our National Campaign!’’
44Very Good,” Says Mr. Dealer, “But It’s My Loeal Copy 

That Sells Your Line Here”

By WILLIAM S. CADY
Advertising Manager, the Hutchinson ( Kan. ) A'ciei

WHAT I have to say cannot be 
boiled down to such an extent 
that I can rightly call this a friendly 

open letter; on the other hand, this 
"piece of writing” is not scholarly 
enough to be dubbed an article. I 
guess it must be just a pro
test—maybe an inquiry.

The newspaper I repre
sent is considered one of the 
best in the Middle West. 
During my few years of ex
istence I have worked on 
three other good newspapers 
of the same section and have 
been closely in touch with 
the merchandising activities 
of nearly one thousand dif
ferent men. engaged in all 
lines of business, both retail 
and jobbing. I have very 
carefully dissected a number 
of these businesses and have 
for the past four or five 
years been vitally interested 
in the effect upon these few 
hundred men of the expen
sive portfolios sent out by 
manufacturers explaining to 
the small city retailer what 
truly wonderful things are 
being accomplished through “na
tional” advertising.

WHAT THE MANUFACTURER THINKS

Here’s a good place for me to get 
the “protest” off my chest. I think 
manufacturers with nation-wide dis
tribution who swell with pride at the 
mention of their ''national" advertis
ing have placed the horse at the rear, 
rather than at the front, of the 
wagon. Hundreds of manufacturers 
have in the past forced distribution 
through the lavish use of space in 
publications of general circulation; 
they have created demand in a 
smashing manner. But where one 
has been successful hundreds have 
failed. Today many of the more suc
cessful are continuing such a policy 
when the man who wraps the goods, 
hands them to the customer and takes 
the money could suggest a plan that 
would be far superior—from the 
standpoint of actual results.

I recently visited a number of “na
tional" advertisers in New York and 
Chicago and on one occasion when I 

happened to state to the advertising 
manager of a large men’s clothing 
concern that “your local dealer in 
Hutchinson is using big space in our 
paper in advertising ---------- clothes”
he interrupted with the remark, "you 

^hat Does the Dealer Think?
“TN common with most Eastern advertising

1 men," writes Mr. Cady in consigning this 
highly belligerent article to the care of 
Advertising & Selling, “you probably don’t 
understand how scornfully small city retailers 
view lengthy recitations of what 'national ad
vertising’ is accomplishing."

In common with most advertising men 
everywhere, we do understand the folly of 
letting the national campaign stand alone, un
supported by the proper merchandising effort 
locally.

But that will never "unseH” us on the value 
of the national campaign.

Perhaps the national advertiser has failed 
to appreciate at its proper value the direct 
selling power of the local retailer.

On the other hand, perhaps the local re
tailer fails to credit with its proper value the 
mass selling power of the national campaign.

THE EDITOR.

mean he is spending money in your 
paper to call people’s attention to 
the fact that he sells----------clothes."

Such an idea struck me as being 
very foolish right at that time, but 
upon close investigation throughout 
the remainder of my trip I discov
ered that a great proportion of the 
larger concerns maintain the same at
titude. They actually believe that, 
through their “national” advertising, 
they are creating such a nation-wide 
demand for their product that the 
dealer should feel highly honored to 
be privileged to sell their merchan
dise. That may be true—and un
doubtedly is—as regards such items 
as gum, collars, soap and many other 
articles that have been long estab
lished in the minds of the American 
people or where the local selling 
agency is not exclusive. But in the 
case of this firm's clothes the retailer 
is the ‘‘King Bee.”

WHAT THE DEALER THINKS

I have just interviewed twenty of 
the leading clothiers of the State of 

Kansas and they declare unani
mously that ninety-five per cent of 
their patrons trade with them be
cause of personal friendship or a 
kindly feeling toward the store 
rather than by reason of the fact 

that they feature any par
ticular brand of clothing, 
shoes, hats or shirts. I be
lieve scores of manufac
turers are using a small 
amount of newspaper adver
tising (maybe over a local 
dealer’s name ) to supplement 
their general publicity ; while 
as a matter of better busi
ness the bulk of the appro
priation should be used in 
cooperative advertising with 
the local dealer and the gen
eral publicity used as sup
plementary.

To make my point clearer, 
I want to go back to the Chi
cago clothing concern. The 
local dealer has asked for co
operative advertising. He 
sells, in this city of about 
50,000 inhabitants, more of 
that line of clothing than 
does the dealer in either 

\\ ichita or Topeka, both cities of 
more than 50,000 inhabitants. He 
believes—and I very heartily agree 
with him—that the manufacturer 
should run advertising in Hutchinson 
as well as in Topeka and Wichita. 
He expressed that belief in a letter 
recently to the Chicago concern. A 
reply came back to the effect that 
the advertising policy of the firm was 
to use space in papers in cities of not 
less than 50.000 inhabitants. The 
advertising manager of this clothing 
manufacturer stated that the com
bined circulation of the Kansas Citv, 
Topeka and Wichita papers carrying 
this advertising into Hutchinson was 
1.360 copies daily. "Certainly,” con
cluded this advertising manager, 
"when you bear in mind the fact that 
our advertising is likewise appearing 
in a number of magazines of general 
circulation and a great number of 
these enter your city and county, you 
can see that we are doing a great 
deal for you.”

Now I believe this Chicago adver
tising man thought he could “pull 
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that kind of stuff’’ over on tlie local 
dealer, telling him that a Kansas 
City paper, carrying his firm's adver
tising over the name of a Kansas 
City clothier (and likewise with To
peka and Wichita), would do the 
Hutchinson man a great lot of good.

Some of you advertising men, list
en ! When you want to purchase a 
suit, do you rush into a clothing store 
and shout out the name of some "na
tionally advertised’’ line? Rather, 
don't you go to the store of a friend, 
or to some store where a friend 
works and rely a great deal upon his 
judgment and advice? Even if you 
have been wearing a certain brand 
of clothing for years, but your friend 
has "changed lines," isn't it true that 
you'll allow yourself at least to "trv" 
something else this time? If you 
don’t, the man in the small citx' does.

I’m not knocking general publicity 
—which is usually called "national 
advertising.” I believe in it thor
oughly; but 1 do think the time is 
hi re when the manufacturer should 
open his eyes to the fact that the 
local retailer is the one to whom the 
pi ispective purchaser goes for ad
vice when he wants to buy a suit of 
clothes, a pair of shoes or items of 
like nature. And the time is like
wise here when some manufacturer 
with nation-wide distribution (espe
cially one with an exclusive selling 
agency in each city) should recog
nize the importance of joining hands 
with the retailer in helping to push 
the sale of his merchandise in each 
individual locality, rather than de- 
[-ending upon general publicity, even 
when used in lavish, manner, to in
fluence the dealer to do all the push
ing himself. And I might add that, 
in my opinion, the success of many 
so-called '‘national" campaigns has 
been largely due to the local dealer’s 
efforts. In the past he has been led 
to believe that general publicity cre
ated a demand much in excess of 
what it actually did and he has spent 
his money and given of his verv best 
in salesmanship to push some par
ticular line. Were it not for the fact 
that the retailer has, in so many in
stances. carried more than his share 
of the burden, many a successful ad
vertiser today would be digging ’em 
out by the roots to discover what 
was wrong.

MORE COOPERATION NEEDED

T know what intelligent newspaper 
advertising can do because I know 
what it has done in scores of in
stances, and on one single item. too. 
I earnestly believe that the manu
facturer who would today join 
forces, probably on a basis of the 
amount of merchandise purchased, in 

an intelligent and straightforward 
publicity campaign in the local news
paper in an attempt to tell the peo
ple why they should purchase his 
merchandise and where it can be 
found, and then supplement such a 
nation-wide policy of increasing the 
turn-over of his goods in each sepa
rate locality with some general pub
licity to augment his product’s name 
in the minds of all the people e>i 
masse, would discover himself in a 
working partnership with his dealers 
which would insure a steadily in
creasing demand.

It is true that a number of large 
concerns have entered into coopera
tive advertising arrangements with 
retailers and a great majority of the 
ventures have not been highly suc
cessful. The fault lies in the execu
tion and not in tbe general idea it
self. I do not know of a single 
manufacturer who has evolved a 
practicable, workable plan for co
operative selling with local dealers; 
vet, to mv wav of looking at the 
matter, such arrangement is not be
yond reasonable expectation. The 
organization of a department and tbe 
execution of the work would present 
vastly different problems to different 
manufacturers. However, the easiest 
way out isn’t always the most profit
able.

Another thing! If 1 could take 
some advertising managers and sales 
promotion men with me on a trip 
through the back rooms and base
ments of Hutchinson stores—and 
they are typical of those in thou
sands of other towns in America— 
and dig out the dust-covered electro- 
tvpes that have never had even a 
smell of ink. and the mouldy-edged 
window displays, counter cards and 
case designs, all representing vast ex
penditures on the part of manufac
turers and then invite those gentle
men to "listen in" on a conversation 
between myself and the retailer upon 
just whv this costly material had not 
been used, I believe some steps would 
be taken toward remedying the ex
isting wasteful practices.

I’ve heard the local dealer scorn
fully referred to as an ignoramus 
and a moss-back ; but. brother adver
tising men, he’s the bird who recom
mends and sells "something else" to 
his neighbor, Mrs. Jones, or to his 
fellow lodge member, Mr. Brown.

And now I hear the boys in the 
gallerv yell, "Take im out. Whv 
hasn’t somebody a heap wiser’n you 
adopted a workable co-operative 
policy ?”

And I candidly answer, "I don't 
know. Will somebody please tell 
me ?”

Victor Thorsch Directs Consolidated 
Cigar Sales

Victor Thorsch of Chicago, identified 
with the sale of the Xew Bachelor and 
other cigars for many years, has been 
made general sales manager of the Con
solidated Cigar Company, Xew York, 
which ranks among the four largest cigar 
manufacturers of the world.

Miller Made Winton Sales Manager
H. J. C Miller, for fourteen years with 

Winton Company, of Cleveland, on No
vember 1 became sales manager. He suc
ceeds O. F. Baughman, who will devote 
his time to special assignments of the 
general manager’s office.

Helm Directs Hare’s Motors Sales
P>. C Helm, formerly special representa

tive of Hare's Motors with headquarters 
at Philadelphia, has been appointed gen
eral sales manager of the company.

Bradford Heads Sales Organization
C C Bradford, for a number of years 

sales manager of the U. S. Light & Heat 
Corporation and more recently sales man
ager for the Mayo Radiator division of 
the Marlin-Rockwell Corporation, has 
been made head of the Manufacturers’ 
Sales Company, Leader-News Building, 
Cleveland.

Kelley, Manages A. O. Smith Sales
John P. Kelley, advertising manager and 

assistant sales manager of the A. O. Smith 
Corporation, has been promoted to the 
position of sales manager succeeding 
James L. Sinyard, who is now secretary 
and director of the corporation.

Mayo Heads U. S. Division Sales
George H. Mayo, recently promoted to 

the general control of sales for the new 
boot and shoe, mechanical and miscel
laneous division of the United States 
Rubber Company, is now a second 
vice-president of the company. C. C. Case 
wdl have direct charge of mechanical 
goods sales, and William' F. Enright has 
been made general manager of footwear 
sales.

Archey Directs Ignition Sales
H. L. Archey, recently sales manager 

for the P>acon Motors Corporation, has 
been appointed sales manager of the Phil- 
brin Corporation, Kennett Square, Pa.

Sheridan Motor Names Executives
J. G. Wilmoth, for several years with 

the General Motors Corporation, has been 
appointed general sales manager of the 
Sheridan Motor Car Company, Muncie, 
Ind. M. M. Roberts has been made man
ager of advertising.

Melhado Made Bethlehem Sales 
Manager

Charles Melhado, who has been in charge 
of export sales for the Bethlehem Motors 
Corporation, .Allentown, Pa., has been given 
the direction of domestic sales as well, 
taking over the duties from Roy S. DaVey, 
who has resigned as sales manager.
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Men and Women Who Make Our Mediums —
Samuel R. McKelvie Is Governor of Nebraska and 

Publisher of the Nebraska Farmer
By RUSSELL E. SMI IH

HAS YoUR stale a Governor 
whom you can "give a ring" 

on the telephone, without first giving 
six subordinates your pedigree from 
the time of the flood, when you want 
to tell him "howdy '? Nebraska has, 
and in the same personality a pub
lisher very dear to the hearts of 
enough thousands of persons 
—farmers and urbanites—to 
make him seem "qui.e a 
young chap."

Samuel R. McKelvie is the 
man. He is the youngest 
Governor row running a 
magazine in America; the 
youngest publisher who run> 
a state and. more than inci
dentally, the youngest Gov
ernor in these United Stales.

1 thought you would like 
to know how these signal 
honors fell to him and made 
it my business to find out. 
It’s quite an interesting tale, 
this story of a native Nebras
kan's double-tracked rise to 
fame and fortune, with 
plenty of realism in it.

As a farm paper editor 
and owner should have been, he was 
born on a farm, raised on one and 
worked on one—and in Nebraska 
ton—until seventeen years ago. 
when he decided that to run a farm 
paper was his ambition.

He forthwith deserted his farm 
home in Clay County, determined to 
"land" a certain job that he had 
heard was open on an Omaha news
paper. He forthwith applied, but 
shortly received a letter stating that 
the company already had in view an
other man. That didn’t stop young 
McKelvie, and he immediately took 
a train for Omaha.

GETTING HIS FIRST HOLD

At the publishing office Charley 
Rosewater, the proprietor of the 
Twentieth Century Farmer, was just 
leaving for home. McKelvie went 
with him and on the street-car "sold’’ 
himself for “just enough to live on!”

As a proof of his then utter unfit
ness for the political career that was 
to come later, the young farm paper 
reporter didn’t even know what an 
expense account was!

After three years of attending 

stock sales, soliciting advertising and 
other duties, his salary had increased 
to $125 a month and shortly after
ward he resigned to edit the Nebras
ka Farmer, then a struggling paper 
with a circulation "of about 15,000. 
That marked his real start in busi
ness. for what money he could save

Our 1 oungest Governor
T T ERE'S an interesting view of an interest
A ing personality in the publishing field, 
which may serve to convince some advertisers 
in these days when it seems hard to put over 
their personal programs, that "It can be done.”

Governor McKelvie, of Nebraska, at thirty
eight, is the mainspring of the Nebraska Farmer. 

He did more than any other individual con- 
Wrned to build that publication. His life has 
been a pretty busy one but, he declares, there 
are busier and more resultful days ahead.

THE EDITOR.

he used to buy up here and there the 
small interest in the paper that he 
was now working for.

Soon after he was induced to run 
for the city council in Lincoln, but 
he couldn't quite catch it until a new 
ward was created and, happening to 
live in it, he became an appointee of 
the mayor ; then he became a mem
ber of the legislature and finally, at 
thirty-one years of age, he was Lieu
tenant-* Iovernor. And at thirty
seven years of age became Governor.

Un’.ike many publishers would 
have done, he has always refused to 
use his paper to advance his own 
political ends. His candidacy for an 
office is practically never mentioned 
in the Nebraska Farmer and he al
ways has desired that his policies 
should be discussed frankly and fear
lessly.

Anyone may call at the State 
House and see the Governor. When 
you call the chief executive on the 
telephone, you don’t need to tell your 
name and address and give your bi
ography in detail. A few weeks ago 
the Governor rode to work from his 
home in East Lincoln with the milk

man. 1 hat is the kind of man he is 
< hie of his first undertakings as 

chief executive was to abolish eleven 
boards and commissions and ten 
sub-divisions of departments and put 
the entire state affairs on a business 
basis, with six administrative depart
ments. including finance, tigriculture, 

trade and commerce, labor, 
public works and public wel
fare. Briefly, following out 
party pledges, the entire 
state government was mod
eled on that of the United 
States, doing away with nu
merous petty boards, com
missions and departments. 
Under this system, the state 
government has saved $10.
000 every month out of the 
amount allowed it for run
ning expenses by the legisla
ture. But enough of Mr. 
McKelvie. the (iovernor. To 
Mr. McKelvie, the editor 
and farm paper proprietor.

HIS VIEWS ON POLICY

"It is of fundamental im
portance." says Editor Mc

Kelvie. "that a newspaper should be 
the unprejudiced friend and adviser 
of its subscribers. It should not, 
however, become paternal. The pa
per also should protect its subscrib
ers against misinformation and 
against unlawful acts of advertisers.” 

1 he Nebraska Farmer was one of 
the first papers to protect its sub
scribers with an advertising guaran
tee. whereby the advertiser must 
make good or the paper would do so. 
T he Nebraska Farmer has never ac
cepted patent medicine, liquor or 
financial advertising.

In the old days Mr. McKelvie used 
to solicit advertising in person. One 
of the most effective advertisements 
for the paper in the early days was 
entitled "Pigs Is Pigs,” and describ
ing how a bunch of hogs from the 
home farm in Clay County topped 
the St. Joe market. That brought 
$500 worth of advertising from a 
sewing machine company, almost by 
return mail, quite an item in the early 
days. The idea in the advertisement 
was to connect up the publisher of 
the paper as a practical farmer. An
other effective advertisement for the
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SAMUEL R. McKELVIE

paper showed Nebraska’s corn crop 
loaded like logs on a wagon.

Editor McKelvie has alwavs been 
rather conservative in his publishing 
policies, refusing to give encourage
ment to radical theories and dogmas. 
< lovernor McKelvie believes that the 
economic problems confronting the 
farmer are more important than the 
problems of production. He believes 

farmers' co-operative organizations 
are one solution.

Here is what (lovernor McKelvie 
thinks is his duty as an editor:

“The only position to which I can 
liken the editor’s job is that of pre
siding officer,’’ he said. “And any
one who ever has tackled such a po
sition knows that it is no snap.

“To keep the speakers talking to 

the question ; to avoid the use of per
sonalities and acrimonious debate; to 
avoid tiring th<| audience with long- 
winded. uninteresting speeches; to 
give ample opportunity for discussion 
of interesting subjects without wear
ing them threadbare; lo keep the 
auditors satisfied by giving them 
something that is really useful and at 
the same time interesting to all ; and 
to cover the range of subjects that 
might properly come within the pur
pose of the meeting requires wis
dom. patience and a wide knowledge 
of conditions.

“There is only one rule that will 
enable a presiding officer to fill his 
position with the largest degree of 
satisfaction and that is fairness. .

“Fairness alwavs provides a means 
of coping with ever-arising questions 
of policy. The editor may lead dis
cussion into channels of interest and 
helpfulness; he may allow his own 
opinions to carry as much weight as 
the opinions of others, no more ; he 
may permit his readers to be the 
judge of whose opinions are 1 >est ; he 
may stimulate his auditors to whole
some thought and friendly action; he 
mav discourage those who would 
constantly hold the 'floor' and en
courage expressions of opinion from 
those whose inherent modesty bids 
them remain silent; and finally he 
may so thoroughly develop the facts 
on all sides of important questions 
that no one need worrv about the 
ability of his readers to arrive at a 
wise decision of the proper course 
to pursue.”

Governor McKelvie is a good 
refutation of the age-old theory 
about too many irons in the fire. By 
his experience at the forge of states
manship he has learned things that 
enable him to ply Cheated pen in 
behalf of the state’s mainstay—the 
farmer: by his life-long work among 
and for the farmers he has imbibed 
that which has helped him apply the 
cauterizing iron where needed in 
matters of state.

Business Publishers to Meet
■ The annual meeting of the New York 
Business Publishers’ Association, Inc., 
will be held Monday evening, November 
8. at the Automobile Club, 247 West 54th 
street. G. A. O'Reilly, vice-president and 
manager Foreign Trade and Business Re
search Departments of the Irving Nation
al Bank, and President Harry W. Tipper 
will be the speakers of the evening.

Sphinx “Philadelphia Night" Novem
ber 9

'I he Sphinx Club will tender a banquet 
to the Poor Richard Club of Philadelphia 
on November 9 in the Grand Ball Room 
of the Waldorf-Astoria. New York. This 
is the first of several banquets which the 

Sphinx will give this season to important 
advertising organizations of various cities 
in commemoration of its Twenty-fifth An
niversary Year.

P. L. Thompson to Address Represent
atives

Philip L. Thompson, advertising man
ager of the Western Electric Company, 
will tell the Representatives’ Club of New 
York at a luncheon Monday, November 8. 
in the Pennsylvania Hotel, about "Taking 
the Blue Sky Out of Institutional Adver
tising.”

Sales Executives Favor Fletcher Bill
The American Society of Sales Execu

tives at its annual conference, recently, 

placed itself on record as against the 
practice of commercial bribery, defined 
as the payment of gratuities by sellers to 
buyers or representatives, in the employ 
of buying concerns, or buyers, for the pur
pose of influencing or securing purchases, 
and pledged its support to the Fletcher 
Bill, now before Congress, which aims to 
make commercial bribery a Federal penal 
offense.

New members were elected to the so
ciety's executive committed which is now 
as follows: Fowler Manning, chairman; 
W. A. McDermid, secretary; G. R. Cain, 
treasurer; C. H. Rohrbach, assistant sec
retary; Gedrge W. Hopkins, C. F. Abbott. 
N. A. Hawkins and H. D. Whittlesey.



November 6, 1920 Page 15

THE readers of the
Chicago Evening 

American pay out practi
cally as much money, each 
day, for the privilege of 
reading this newspaper, as 
is paid out, each day, for the 
purchase of all Chicago eve
ning newspapers combined

! ! !
• • •

The net paid circulation of 
the Chicago Evening American 
is more than 360,000 daily.

The Chicago Evening American
is a member of Audit Bureau of Circulations.
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The House Magazine in National Advertising
Methods of Effectively Employing a Publication for 

Customers and Prospects
By WILLIAM A. BIDDLE*

Advertising Manager, The American Laundry Machinery Company, Cincinnati, Ohio

THE SUBJECT "Making Your 
National Advertising Effective 
bv a House Magazine to Customers 

and Prospects," should be of especial 
interest to direct by mail advertisers, 
especially those who are publishing 
a house organ, or house magazine, as 
I prefer to call it, and who are like
wise conducting a national advertis
ing campaign.

Such a magazine may be made 
especially effective where the na
tional campaign is one which is en
deavoring to sell a product or a 
service to the public, which is. dis
tributed or supplied by the direct cus
tomers of your company. There are 
a great many national advertising 
campaigns which lend themselves ad- 
mirablv to making use of a house 
magazine in this manner.

As the point I am endeavoring to 
make can best be illustrated by a con
crete example, and as the company 
with which I am associated has gone 
deeply into the subject of selling 
their national campaign to the cus
tomers and prospects, possibly I may 
be pardoned if I tell you of how we 
are endeavoring to accomplish this 
and the results we are securing from 
our efforts. That I may make this 
clear to you. it is necessary that a 
brief explanation of our national ad
vertising campaign and its objects be 
given.

ENTERING THE FIELD

Not so many years ago the ma
jority of the business handled by the 
central steam laundry consisted of 
shirts and collars, and the handling 
of flat work, which consisted of bed 
and table linen and similar pieces. 
The existing laundries handled a 
very satisfactory business and at the 
time were thoroughly satisfied with 
their business outlook. Gradually, 
however, by reason of an increased 
number of laundry plants and the 
consequent necessity of finding new 
fields, the laundry owners got into 
the handling of what has been termed 
for years rough dry or semi-finished 
work, but up until a few years ago 
the volume of this class of work 
which was handled represented an 
extremely small percentage of the

"Portion of a talk before the Direct Mail 
Mvertising Convention at Detroit.

total possible family washing in the 
country. In fact, they had only 
scratched the surface.

Today there are over seven thou
sand laundry plants in operation in 
the United States. Not so many 
years ago these laundry-owners be
gan to realize that if their business 
was to move forward, something 
must be done to open up new fields 
of endeavor which would bring in 
greater quantities of profitable 
laundry work.

The shortage of household labor 
during and after the war period of
fered an opportunity for the laundry 
to enter the field of handling the en
tire family washing. But the prob
lem of how to accomplish this con
fronted them.

Fully cognizant of the situation, 
the executives of I'he American 
Laundry Machinery Company de
cided that here was a golden oppor
tunity for them to show their ap
preciation of the patronage of the 
laundry industry which had made 
possible the success of the company.

After considerable exhaustive in
vestigation. which led us not only into 
the laundries of the country but to 
the housewife, in an endeavor to 
ascertain what housewives reallv 
wanted in the shape of laundry 
service, it was decided to inaugurate 
a national advertising campaign in 
the interest of laundry owners, with 
the aim of bringing about a closer 
understanding between the public at 
large and the laundry industry.

The campaign which was inau
gurated was primarily an educational 
one. Undoubtedly you have ob
served the appearance of these full
page advertisements in the Saturday 
Evening Post and the Good House
keeping. and are more or less fa
miliar with the campaign. The cam
paign from its inception has been an 
unselfish one and no mention has 
ever been made in it of the products 
of our company.

THREE-CORNERED ADVERTISING

From the nature of the campaign 
I have referred to it frequently as 
three-cornered advertising, and 
briefly explained, The American 
Laundry Machinery Company is en
deavoring to sell the laundry indus

try to its customers—the public— 
and convince them that it is to their 
advantage to patronize the power 
laundry. Here you have the entire 
object of the campaign fully before 
you.

But after the campaign was de
cided upon and the date of its in
auguration set, our biggest problem 
still confronted us. How were we 
to sell this campaign to the laundry 
owners themselves, who stand with 
our company in the same position as 
the dealer or distributor does with 
other companies. For while the 
laundry owner does not distribute 
laundry machinery, he does distribute 
to the public the product it produces.

In this campaign we have grad
ually told the public what they can 
reasonably expect in the way of serv
ice from the power laundry. How 
were we to convince the laundry 
owner that this campaign was whally 
unselfish and in his interest and to 
secure 100 per cent co-operation 
to make it a nation-wide success?

We had since 1'03 been publishing 
a monthly house magazine in the in
terest of the laundry industry and 
after due deliberation it wiHdecided 
to devote as much space as was 
necessary in this publication to back
ing up; our national advertising.

Realizing that the laundry owner 
would not be satisfied to sit back and 
let The American Laundry Machin
ery Company bear all of the expense 
of this national movement, a news
paper advertising campaign was pro
jected in which we undertook to fur
nish once a month a broadside of 
high-c|ass newspaper advertisements, 
prepared by our company and obtain
able by the laundry owner from us 
in electrotype and matrix form, that 
he might back up the national cam
paign by a parallel newspaper adver
tising campaign in his own city.

In June, 1919, the month the cam
paign was inaugurated, the entire is
sue of this house magazine, which is 
called "The American Outlook," was 
devoted to the campaign. The pre
liminary investigation of the field for 
expansion along the lines mentioned, 
the possibilities of the market, the 
manner in which we intended to con
duct this campaign, a complete de-

(Continucd on page 32)
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This is just as pat to its occasion
as is every issue of The Farm Journal to the month’s 
needs of its readers. Like this cover, The Farm Journal 
is timely. It has a touch of good humor. It is as quick 
to the mind as it is attractive to the eye. It tells a big

story in short space. And, being all this, you will 
readily understand why The Farm Journal has of a 
million more paid-ahead circulation than any other’ farm 
paper.
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Gaining Time on Your Business Schedule
A Suggestion for Adding -Selling Hours” to lour 

Domestic and Foreign Marketing Activities

By P. J. TIERNEY

IT IS 2.954 miles bv sea to Brest, 
5.868 miles to Buenos Aires. 10,

028 miles to Melbourne. 10,093 miles 
to Yokohama. 10.693 miles to Singa
pore. 10,855 miles to Shanghai and 
the reports from the Government’s 
commercial agents and con
suls which our Department 
of Commerce distributes tell 
us that there is much busi
ness awaiting you and me in 
these distant cities. Many 
of us would like to extend 
our business territory so as 
to include them, but they 
seem so far away that often 
the desire passes as soon as 
it is born.

Really, however, these 
cities, from- ten days to six 
weeks distant by mail, are as 
close to us as the American 
cities wherein we have our 
bf mg and daily purchase our 
raw materials or barter our 
manufactured goods. Our 
bids, offers and acceptances 
can be cabled to some of 
them in a few minutes, the 
furthermost within a day. 
( >ur modern methods having 
es ablished our right to par
ticipate in the trade of the 
distant city, therefore let it 
be known that electricity is the ful
crum and the lever that will move the 
world’s business to our side of the 
fence.

Time makes a mailed transaction 
tedious and unprofitable (trade con
ditions may change before the letter 
is delivered). Thousands of mod
ern American business men have 
adopted the plan of telegraphing or 
cabling their important business com
munications and I could point out 
more than one head of a house in 
New Y’ork who insists that all car
bon copies of the firm’s letters of the 
day be laid on his table the next 
morning and when he finds a bid. 
an offer, an acceptance or other 
kindred important business matter 
went out by mail, he forwards it 
to the head of the department 
involved, blue-penciled with "Why 
wasn’t this telegraphed?" In this 
way he cuts out the wasted time 
in each unit of his business so that 
he has more time for additional units.

Time that is flying is so important 
that its value is difficult to realize. 
Napoleon won a glorious campaign, 
declaring: "These Austrians don’t 
understand the value of fifteen min
utes" and a little later on faded out 

“Killing” Time

POSSIBLY the writer of this article is sev
eral cable-lengths ahead of the average 

manufacturer desiring to broaden his selling 
range, by virtue of his intimate connection w ¡th 
modern methods of communication. Possibly, 
also, he overlooks, in confining himself to the 
desirability of using the telegraph and cable 
for creating business time units, the fact that 
thousands of national merchandisers for years 
have been using the telephone with a highly 
satisfactory return in time units saved.

Nevertheless, he points out in a convincing 
fashion, a potential gain at least for would-be 
foreign traders who have previously estab
lished relations in distant lands, in suggesting 
the use of cables instead of or supplementing 
letters.

Perhaps more frequent use of the cables 
would cause Americans to consider more seri
ously certain phases of the cable situation.

THE EDITOR.

of the history-making picture be
cause one of his own staff honestly 
or traitorously forgot the merciless 
handicap under which all human en
deavor labors—+the handicap of time.

What is "time”? It is impossible 
to form a mental picture of it. It is 
too elusive for concrete conception. 
It baffles definition. The dictionaries 
make a sorry job of trying to tell 
us what it is. |nd small wonder.

How many have made a budget of 
their years? How many have set up 
a mark or a jpries of marks fixing 
the time by which certain definite 
developments in business or personal 
affairs must be accomplished? In 
default of so precise a scheme, how 
many are in the habit of analyzing 
and dissecting their business methods 
from time to time to see whether 
they are running on a schedule fast 
enough to get them where they want 
to land before they are shunted on 
the eternal sidetrack of commerce?

Let us, by way of a foundation, 

bring ourselves to a sober realization 
of the tremendous importance of the 
time factor in our business lives and, 
then, these considerations bring us 
face to face with the practical ques
tion as to how time that is being 

wasted may be regained and 
set to work.

I recently happened to see 
an article in which the writer 
said: "Y’ou cannot manufac
ture time; you cannot create 
days." Quite true, if he 
meant that you cannot cause 
the sun to rise and set more 
often than it does, or that 
you cannot manufacture ad
ditional calendar months or 
years; but you can create 
days, months and years; you 
can manufacture time in tbe 
sense that time is measured 
not by the calendar but by 
the sum of its useful and 
profitable employment and I 
now want to show you, in 
what I shall try to make a 
very practical and matter-of- 
fact way, how it can be done.

When you go on a busi
ness trip you plan to call on 
a given number of custom
ers. The more quickly you 
can get through with each in

dividual customer the more time you 
will have to see others that may not 
have been on your original sched
ule. or the earlier you may return 
home to devote yourselves to other 
business. So in your entire business 
life the more quickly you can dis
pose of each one of your business 
transactions the sooner you can pass 
on the next one and consequently the 
more transactions you can undertake.

BUILDING TIME UNITS

The sum of your business activity 
is made up of the units represented 
by your individual business transac
tions. To swell it you must have 
more units. To have more units each 
separate unit must step livelier to 
get out of the way of those that are 
to follow. The unit can be made to 
move faster only in one way and that 
is by reducing the time consumed in 
completing it.

The whole problem, therefore, is 
to take the waste time out of the unit 
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of business activity. Let us see bow 
this may be done. I can perhaps 
best illustrate by an example, the un
derlying principle of which can be 
applied to everyone's business, even 
though the specific factors assumed 
may not be the same in every case.

A study of the business of a con
siderable number of representative 
mercantile and industrial concerns, 
not engaged in a speculative business 
or dealing in perishable goods, dem
onstrated that the average firm has 
an average of two transactions per 
week with each of its customers or 
correspondents. Let us take that fig
ure, tlierefore, for the purpose of 
illustration; it may be more or less 
in your particular business, but it 
holds good as an average. As the 
second factor of the example, we will 
take the fact that from the time a 
domestic letter is written until it 
reaches the addressee a minimum 
average time of twenty-four hours 
elapses. A foreign letter consumes 
from ten days to six weeks. This 
means that while that letter is on its 
way the transaction to which it re
lates may be at a standstill and its 
ultimate consummation retarded by 
that amount of dead time.

Now, how can that wasted time 
be taken out of this unit of business 
activity? Obviously by eliminating 
the time unnecessarily wasted in the 
transit of the communication. Sup
pose that in each of the important 
transactions with one individual cus
tomer such as bids, offers or accep
tances, the firm used the telegraph or 
cable instead of the mail. In the 
course of a year, say fifty business 
weeks, having two such transactions 
per week, it would cut out a mini
mum of 100 days of lost time in its 
dealings with that domestic custom
er with a proportionate saving of 
time with the foreign customer. If 
now we go a step further and as
sume that the firm did the same thing
in its transactions with all the cus
tomers constituting its entire business 
activity, the result would be the 
shortening of the aggregate time con
sumed in all its transactions during 
the year by a minimum of 100 days.

Of course, this does not mean that 
the firm will have done its year's busi
ness in 200 days and save 100 clear 
calendar days, but it does mean an 
actual gain of 100 days of opportu
nity to do additional business; it does 
mean that, as each unit of business is 
gotten out of the way more quickly, 
the firm will be free to turn to other 
and new enterprises. Neither do I 
wish to be understood as saying that 
because the aggregate time consumed 
has been compressed from 300 to 200 
days the firm would actually make 

one-third more profit during the year. 
That depends entirely upon how it 
utilizes the opportunity for addition
al turnover it has gained for itself, 
but it is obvious that the added usable 
time thus created gives the concern 
the opportunity to accomplish pro
portionate results in profits.

You will say that is all very pretty, 
but it means a considerable expense 
in telegraphing and cabling as against 
the little outlay a letter represents. 
A scientific study of the elimination 
of wasted time from business units 
clearly shows that this proposition 
permits the direction of business ven
tures at a distant city at a remark

A circulation is no larger than its value is to you.

Post’s “Friday Literary Review” 
Guide to Chicago’s Book Lovers
In these days, when the ordinary person’s reading consists of a 
fleeting glance at a newspaper headline, buyers of books represent 
a comparatively small portion of the buying public.

It is in line with the Chicago Evening Post’s claim of class 
circulation to state that for years The Post has published each 
Friday a literary review of the previous week, telling the worth 
while news in the world of books.

Book lovers of Chicago have long accepted this review as their 
guide in the selection of worthy books, and all concede it to be 
the most interesting, entertaining and authentic literary review 
published by any newspaper.

The publishers’ attitude toward The Post’s “ Friday Literary 
Review” may be best evidenced by the fact that during the first 
nine months of 1920 The Post gained a total of 103,816 lines of 
publishers’ advertising over a similar period of 1919, and that 
for the month of September The Post carried more publishers’ 
advertising than any other Chicago newspaper.

The Chicago Evening Post
Chicago’s Class Newspaper

Eastern Representative—
Kelly-Smith Co., Marbridge Bldg., New York

Western Representative—
John Glass, People Gas Bldg., Chicago

ONE OF THE SHAFFER GROUP OF NEWSPAPERS

ably low figure, so low that you 
would be willing to spend even a 
greater sum to achieve the reputation 
of being a "modern" business man, 
capable of handling a tremendous 
volume of business simply because 
you had learned how to eliminate 
wasted time from each unit.

The alleged cheapness of letter 
writing is a mistake. When to the 
stenographic, typing, stationery, office 
boy and mailing cost, you add the 
value of the dictator’s time, you will 
find each letter costs anywhere from 
23 cents to 71 cents.

Of course, we cannot measure the 
value of things by their cost, and
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Export Trade Can 
Help Ar

AV ’RI I RS and speaker? have re
’ * peatedly urged the great and 

growing need of export trade on the 
part of American iudjsrries

\X ith normal domestic consumption 
below our greatly expanded facilities 
for production, foreign trade is vital to 
ou continued prosperity and progress 
Fluctuations of demand m the home 
market today emphasize the special 
value of foreign trade as a com pet sat
ing force tending to offset the disturb
ing influence of such fluctuations.

Fcwei^n trade can he^p America NO\X 
—aud American producers and sellers 
can best serve the national welfare and 
their own interests by" equipping for 
successful trading in the foreign held.

Successful foreign trading is founded 
ou an exact understanding of the mar
ket. In fact, this truth holds good in 
all trading—domestic as wet as foreign. 
But in foreign commerce it is impera- 
t:ve.

k is then, an immediate essential in 
the promotion of foreign trade to seek 
the aid ot agencies through which in- 
corimunvi of dependable character, and 
in a form directly usable by’ gon in 
relation to the mat ket possibilities and 
cowditioi s affecting gour particular 
commodities, can be obtained.

Ebe means of foreign sales promotion 
adopted should, moreover,be especia y 
organized to present peur special 
proposition in just the right way to 
just the right people.

INGENIERIA INTERNACION \L 
provides this double service to the 
manufacturer and export man iger seek- 
mg to market machinery and industrial 
equipment in Latin America and Spain. 
Its Rcwc ( V^crfmcni has exact wifoi’- 
mation available to pw in regard to a 
great variety of general and specific 
products of the above-mentioned 
character in these deles

Fifteen thousand engineers and indus
trial executives look to each issue ef 
INGENIERIA IN TERN AC ION AL 
for dependable and exact information 
on engineering progress and accom- 
pi shmeut. and for data on machinery 
and equipment, vouched for by th s 
publication in its advertising pages.

Through, its compaetaens Ive knowledge 
of Latin-American and Spanish engi
neering and industrial conditions and 
needs INGENIERIA INTERNA
CIONAL has earned the confidence of 
the L atin-American and Spanish engi
neering and industrial executive in the 
integrity and. value of its service.
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rica NOW
TN so doing, INGENIERIA 1NTER- 

NACIONAL has created, ready to 
your hand, an instrument especially 
adapted to win for American machin
ery and industrial equipment and ma
terials—YOUR products—the buying 
confidence and patronage of Latin 
America and Spain.
From January to August of this year, 
Verne Leroy Havens, editor of IN
GENIERIA INTERNACIONAL, trav
eled through South America, down the 
West Coast and up the East, establish
ing direct contact with the readers of 
the paper, studying conditions, at first 
hand, and assuring a continuous con
tact by establishing a staff of resident 
editors in all the Latin-American coun
tries.
Basic thinking lies behind the building 
of INGENIERIA INTERNACIONAL. 
Never in the history of export publish
ing has a paper been built on such a 
foundation.
For more than seventeen years Mr. 
Havens was engaged in engineering, 
financial, commercial and industrial in-

vestigation, con
struction work

and in building and operating public 
utilities in Latin America. With a 
thorough understanding-of economic 
and industrial conditions in Latin 
America and Spain, and a compre
hensive knowledge of American 
engineering method and practice, he 
and his associates are ideally fitted 
to direct the policies of INGENIERIA 
INTERNACIONAL.

The counsel and advice of the paper 
are always at the service of American 
manufacturers. The letters and diary 
of Mr. Havens’ trip will shortly be 
issued in book form. While the 
edition will be limited, interested 
manufacturers may obtain a copy by 
writing to our New York office.

eniería Internacional
One of the 11 McGraw-Hill Publications

McGRAW-HILL CO.. INC.
London Chicago Cleveland Washington Buenos Aires Philadelphia San Francisco
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even if there were a very substantial 
difference between the cost of the 
letter and the electrical message, it 
would only be an infinitesimal frac
tion of what the additional useful 
time that you can create for yourself 
is worth.

After all, I have tried to confine 

myself to the single helpful sugges
tion for the saving of time which I 
have felt justified in offering be
cause I know that there is not a 
business man in the country who is 
not ambitious to accomplish the 
greatest measure of success he can 
make possible for himself, and be

cause it is my good fortune to have 
been in a position to observe what 
the quicker methods have accom
plished for those who have been wise 
enough to make a large use of it as a 
substitute for the mails, not in emer
gencies only, but in the orderly, day- 
by-day transaction of business.

Personality as a Factor in Direct Mail
Every Letter Is a “Dead Letter’’ Unless the Writer 

Vitalizes It With the Spark of Personality
By HARRY C. SPILLMAN

Educational Director, Remington Typewriter Co.*

THE APOSTLE PAUL was the 
original direct advertiser. In 
addition to being a wonderful tent

maker and a great preacher, he was 
one of the greatest correspondents 
the world has ever known. Some
times we make the mistake of think
ing that the original Correspondence 
School was started in Scranton, Pa., 
but it wasn't. It was started in Asia 
Minor by the Apostle Paul two thou
sand years ago. He had a dynamic 
follow-up system working on the 
Thessalonians, the Romans and the 
Corinthians, and his letters are full 
of pep and full of power. Those 
who are interested in censoring their 
correspondence and getting the hack
neyed, stereotyped expressions out 
of it, can not do better than to review 
the letters of the Apostle Paul. You 
will never find him saying, “I beg 
to acknowledge receipt of your 
esteemed favor.-’

The direct sale is builded out of a 
living environment; that is to say, 
out of the direct contact of one per
sonality with another. Every aspect 
of that sale is teeming with life. Not 
so when your customer is around the 
corner, in another city, or another 
state, when the elements of the sale 
are surrounded by inanimate environ
ment. Your message is written upon 
dead paper, with dead ink, typed or 
printed on dead machinery. It is 
then laid out. its arms folded, and it 
is hermetically sealed in a white 
paper casket. In order that the 
obsequies may not be incomplete, the 
postmaster stamps upon the face of 
the message the trappings of the pall 
bearer. On it goes, if not actually to 
the Dead Letter Office in Washing
ton, to one of its millions of wire 

* An excerpt from Mr. Spillman's address be
fore the annual banquet of the Direct Mail 
Advertising Association at Detroit, October 28.

and wicker branches operated within 
arm-shot of your customers. What 
is sadder than a dead letter, since it 
once had the prospect of a resurrec
tion? Whether or not the dead may 
come to life depends upon whether 
the words of the message have in 
them the elixir of life. Mirabeau 
said that words are living things, 
and so they may be, and when they 
are thej’ will spring out of the paper 
casket and leap and sing and smile 
into the face and ear of the reader. 
Whoever performs this operation is 
greater than a great physician; he is 
indeed a skilled verbal surgeon who 
prunes away the excrescence of the 
message and leaves it clean and vital.

THE “FRIENDLY” ATMOSPHERE IS

ESSENTIAL

We are all afflicted with newspa- 
peritis. Too many conversations begin 
and end with the line, “I see by the 
newspaper.” You should "see by the 
newspaper" for news; by Macaulay 
for clearness; by Scott for action; 
by Bacon for conciseness; by Frank
lin for common sense; by Emerson 
for wisdom; and for all of these in 
one you should see a great deal by the 
large book on the center table that's 
seldom dusted or read except by our 
mothers. The Old Testament in par
ticular is a prolific source of dy
namic language. And sometimes 
there is more than one phase of 
profit in reading it. Recently a Bible 
student who was also interested in 
oil production, was reading in the 
Old Testament and he came to a pas
sage referring to pitch in Asia Minor, 
and it occurred to him that if there 
was pitch in Asia Minor in Bel- 
shazzah’s time there must have been 
some oil, and since it has never been 
discovered or taken out, it must yet 

be waiting for the drill. Accordingly 
he went over to Asia Minor; some 
wells were sunk and a valuable field 
of oil developed.

Finally there is the friendly at
mosphere. Man is a group animal, 
and he never succeeds in a large way 
until he has learned the art of mul
tiplying himself in others, which in 
mass psychology means getting folks 
to think as he thinks, and to act as 
it would please him to have them 
act. Salesmen may, therefore, have 
that degree of faith that the old 
woman exercised when she prayed 
for the hill to be removed between 
her and the spring; he maj’ have the 
confidence of a Napoleon; he may 
possess the verbal equipment of a 
Roosevelt, and yet his confidence 
becomes egotism, and his words as 
sounding brass if he has not that 
supreme personality knack of mak
ing friends by being one himself. 
Somehow and in some degree you 
must make a friend to make a sale. 
The art of being agreeable is one 
that is susceptible to a very high de
gree of cultivation. The Prince of 
Wales is a case in point. His recent 
visit to our shores was considered 
the most successful that has ever 
been made by the roj’alty of Europe. 
Why was the Prince of Wales so 
cordially . received ? What contrib
uted to the spontaneous character of 
the reception he received in the 
American Republic? Was he popu
lar because he was a prince? No; 
in spite of it. A prince is the son of 
a king, and kings are not popular 
in a democracy. The Prince of 
Wales, more than any other repre
sentative of the royal families, had 
the priceless knack of making people 
like him. The Prince of Wales 
would have been a whale of a sales
man.
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These Qualities Make Sales Letters Great
Foremost Among Them An* the Stamp of Strong Personal 

Conviction and the Appeal to Self-Interest

By PROFESSOR EDWARD HALL GARDNER
University of Wisconsin*

IN THE course of every year I 
go through several thousand 

sales letters. Some of them I pro
cure from manufacturers and direct 
mail specialists; some of them are 
sent me bv friends, and some of 
them I write myself for clients.

In most of the letters that come 
under my observation, I am im
pressed by the lack of strength, the 
strength which proceeds from deep- 
seated personal conviction. 1 should 
say this quality of strength is best 
expressed in a clear statement of 
basic fact, made early in the letter, 
a statement of fact from which con
sequences are drawn with remorse
less logic.

Recently I went over a series of 
lett< rs which were to serve as the 
background of a direct mail cam
paign. Each one of them, as I passed 
it in review, faded from my sight 
'ike a colorless nonentity. There 
was not a single memorable chal
lenging statement in the series.

WHAT THE PRESIDENT WOULD SAY

Lt t us suppose that you have a big 
prospect to sell. He has been seen 
by a salesman ; he has been influenced 
by pieces of direct mail matter; he 
has been presented with a handsome 
brochure.

At length he is brought into tbe 
office. He is pleasant but uncon
vinced. As a final resort he is given 
the opportunity of a few words with 
the president.

What will these few words be? 
What statement will proceed from 
the man who sits at the center of the 
entire business, whose grip is on tbe 
whole situation? His personality is 
thrown into the scale, and in the 
quiet, brief conference he says the 
thing that lies at the heart of the 
whole situation.

The letter is the rifle shot. It 
must go straight to the mark. Messes 
of pretty words, generalities without 
precise application, are bad enough 
in a display advertisement, but they 
are a tinkling of cymbals indeed 
when found in a letter as substitutes 
for earnest man-to-man conversa
tion.

* Part of Prof. Gardner’s address before the 
Direct Mail Advertising Convention at Detroit.

I believe the qualities which can 
make a letter do things that can be 
done bv no other piece of direct ad
vertising matter, are strength, con
fidential quality, and personal inter
est in the other man. These things 
make a letter effective.

Where, in a campaign, can letters 
be used ?

A letter can be used as a pleasant 
invitation to read printed matter. It 
should contain a memorable state
ment closely tied up with something 
to be found at a specific place in the 
printed matter, on page 7. for in
stance. of a booklet. If it merely 
says "Here is the message—read 
it" it loses the opportunity of throw
ing the weight of personality upon 
the scale, of summarizing the most 
important portion of that message 
in the language which tine man would 
use to another in personal conversa
tion.

The letter gets attention when 
printed matter is not being read. In 
the follow-up. it is tbe equivalent 
of the personal visit of the salesman 
which cannot be ignored.

Above all, the letter gets action. 
This relates not only to the final ac
tion of actual purchase, but to the 
subsidiary actions scattered through
out the campaign, the small steps by 
which the prospect's mind is stirred 
up and kept from becoming lethargic.

APPEAL TO SELF-INTEREST

Every letter should give the reader 
something to do and something 
which he can do without too much 
effort, just as you in conversation 
with a sluggish-minded or inattentive 
man would suggest to him some small 
action that would involve a change 
of position at least, so as to arouse 
him to attention.

The strongest nerve in the sales 
anatomy is the nerve of self-interest. 
The best way in which the letter can 
appeal to self-interest and at the 
same time arouse confidence and 
secure action, is bv stirring the pros
pect to a renewed belief in his own 
personal ability. Let your letter sav 
to its reader “Y’ou can! Y’ou can!" 
At some point in your campaign, 
bring vour suggestion of action tn 
this peak. Call on the force that lies 

dormant in every man. ()ut of the 
depth of your personal conviction in 
the merit of vour merchandise or the 
value of your service speak in tones 
of certain confidence, and throw the 
weight of your personality into the 
scale, in summoning the customer to 
action in his own best interest.

The greatest letters of history, the 
letters of Lincoln, for example, that 
you ought to read, show this un
swerving trust in the capacity of 
other men. This is the noblest ex
pression of personality; it represents 
the highest quality which the letter 
can attain.

Competition and paper shortage 
and other powerful incentives today 
are forcing the brains of business to 
subject methods of advertising and 
sale to the severest scrutiny and 
analysis. The methods of direct mail 
advertising which you employ today 
will be obsolete and outworn in 
three years. Progress becomes more 
rapid and more relentless with every 
passing twelvemonth. The huge and 
sumptuous fabric of our present ad
vertising.
“The cloud-capped towers, the gor

geous palaces.
The solemn temples,"

created by the advertiser in our 
superb magazine and newspaper and 
direct mail presentations, shall dis- 
>olve. like an insubstantial pageant.

Methods change, but principles 
endure. The principles of salesman
ship are founded upon the qualities 
of personality. Those qualities 
which have given strength and force 
to personality since the beginning of 
the race of man will not change, 
though our development and applica
tion of them will assume many 
forms.

It is part of the letter in the direct 
mail campaign to take the role of 
personality. I have tried to suggest 
virtues which are proper to that role.

Rueschaw Returns to Reo
R. C. Rueschaw has resumed his for

mer position as sales manager for the Reo 
Motor Car Company. Lansing, Mich. Mr. 
Rueschaw left the company in 1917 after 
twelve years as sales manager to become 
general manager and vice-president of 
the Mitchell Motor Car Company.
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Direct Mail Advertisers Elect Meadon—Next Convention at Louisville
Five hundred and thirty-five advertis

ing men, from twenty-one states and 
Canada, made the third annual conven
tion of the Direct Mail Advertising As
sociation convention, in Detroit last week, 
a tremendous success.

Three days chock full of informative 
lectures and informative "swap-fests" of 
ideas, together with social events which 
were record setting for their enthusiasm, 
sent the delegates away Saturday con
vinced that they had benefited by the 
opportunity for the exchange of ideas.

Joseph M. Meadon, of Detroit, head 
of the Franklin Press, was elected presi
dent, to succeed Alexander M. Candee, 
advertising manager of the National 
Enameling & Stamping Company, Mil
waukee. Wis.

Other officers elected were: Vice-presi
dent, F. W. Hunt, Masey-Harris Co., 
Toronto; secretary, Louis Balsam, direc
tor of correspondence, Lewis Manufac
turing Company, Walpole, Mass.; treas
urer, Frank L. Pierce, Remington Type
writer Company, New York; directors. 
Robert E. Ramsay, American Writing 
Paper Company, Holyoke. Mass; Robert 
C Fay, Robert Smith Company, Lansing, 
Mich.; Joseph M. Meadon, F. W. Hunt 
and Louis Balsam. Homer J. Buckley, 
Buckley, Dement & Company, Chicago; 
William A. Hersey, Robert H. Inger
soll & Bro., New Turk; Frank L. Pierce. 
Remington Typewriter Company, New 
York, and Charles Henry Mackintosh, La 
Salle Extension University, Chicago, fill 
unexpired terms on the Board.

Louisville, Ky„ was chosen for the 1921 
convention.

The La Salle letter trophy, a work in 
bronze, done by a pupil of Rodin, and 
offered to the member whose business let
ters showed the best form, style and re
sults, was awarded to R. H. Orthoefer, of 
the Jeffrey Manufacturing Company, 
C olumbus, O. The winning letter resulted 
in $75.O(X) in business.

Prizes were also voted Vernon E. Vin
ing and H. J. Ditterick, of Detroit; C. 
P. Ufford, Akron, O.; W. C. Kerr. Chi
cago, and H. H. Squires, Sandusky, O., 
for ideas worked out by themselves and 
regarded as helpful to the membership as 
a whole.

A banner for the largest delegation pro 
rata at the convention went to Charlotte, 
Mich.

The booths and1 exhibits were among 
the most complete ever gathered together 
in an advertising affair of its kind. Dis
played in attractive booths were speci
mens of every kind of direct advertising, 
ranging from the modest envelope enclos
ure to beautifully printed books bound in 
leather and printed in gold. The wide 
range of printing effects and papers proved 
a valuable aid to those advertising man
agers seeking suggestions for improving 
their direct publicity.

The Advertisers’ Bureau of Detroit had 
an impressive exhibit of illustrating, de
signs and retouching. Other advertising 
concerns with noteworthy displays were 
the Campbell Ewald Company, advertis
ing agents of Detroit; Meinzinger Art 
Studio, Detroit: American Writing Paper 
Company of Holyoke, Mass., and Mergen- 
thaler Linotype Company, New York.

The Michigan Inter-City Advertising 
.Association which held its convention 
co-jointly with the Direct Mail advertisers 
was addressed at a special session on Tues

day by A. M. Candee, Robert C. Fay, C. 
H. Morath, secretary of the association; 
Lynn B. Dudley, president of the Detroit 
Adcraft Club and advertising manager of 
the Federal Truck Company, Detroit; J. 
\\ . Sweet, president of the Adrian Adver
tising Club; James H. Buswell,' Kalama
zoo, president of the Michigan Inter-City 
Advertising Association, and David A. 
Brown, of Detroit.

Lettershops and List Houses Organize
Meeting in connection with the conven

tion of the Direct Mail Advertising Asso
ciation, representatives of lettershops and 
list companies from all parts of the United 
States and Canada, on Friday of last week 

That Final 40%!
The newspaper which is read by 60 7 

of a city’s population is not unusual. And 
the advertising opportunity it presents is 
not unusual. Other mediums must be 
used to reach the untouched 40 7C- This 
results in overlapping circulation and ex
cessive advertising charges for the num
ber of persons actually addressed.

Kansas City and The Star represent a 
unique advertising situation—a buying 
community of nearly half a million peo
ple—a publication that gives advertisers 
literally 1007 efficiency. The Kansas 
City Star has more subscribers, served by 
carrier, in Greater Kansas City than there 
are families.

"That final 40 %” is what expresses the 
thoroughness and economy of advertising 
in The Kansas City Star.

THE KANSAS CITY STAR
Average Net Paid Circulation during October:

Morning Evening Sunday
212,275 216,230 217,196

Chicago Office, New York Office,
1418 Century Bldg. 2 Rector St.

organized the Mail Advertising Associa
tion of North America.

The object of the association is to pro
mote the general welfare of mail adver
tising service by encouraging the organ
ization of local associations; by compiling 
and distributing data on sales, manufac
tures, accounting and other problems, so 
as to standardize the industry to the end 
that better service may be rendered by 
the buyers of mail advertising.

The officers of the new association are: 
President, Gordon E. Small. Cincinnati; 
vice-president, Joseph H. Robinson, presi
dent of the Atlas Letter Service. Chicago; 
secretary-treasurer, Elmer J. Roeper, of 
the Tanki Service Bureau, Inc.. Pittsburg.
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What the Advertising Means to the Worker
As Told to the Employes of the Vanity Fair Silk Mills 

by Paul Meyer, Editor of “Theatre Magazine”

THIS is an attempt to tell you, in 
a brief way, something of the 
vital influence of advertising in the 

everyday affairs of our lives.
Many, if not all. of you are wear

ing an advertised article of some sort 
—advertised shoes, garters, under
wear. Walkover shoes, Boston 
garters, B. V. D.s. and Vanity Fair, 
if you please—and in your homes 
you use Ivory Soap. Quaker Oats, 
Uneeda Biscuits, and what not. Now 
bow did you come to know about and 
ask for these everyday necessities? 
Advertising brought them to your 
attention. In magazines and news- 
papers—on cars and trains—on bill
boards. you are told to ask for 
Uneeda Biscuit. The merits of Ivory 
Soap are extolled, and when you 
want to buy soap you ask for “Ivory" 
without giving it any thought. You 
do it unconsciously, thanks to adver
tising. When you want to buy soda 
crackers—do you ask for them by 
that name? No, you ask for 
Uneeda Biscuits !

Some years ago the Vanity Fair 
Silk Mills started to advertise in a 
very modest way—and right here 1 
want to tell you how a company must 
speculate with its money when put
ting a new article before the public. 
Manv of us think of a company as a 
big capitalistic organization, with but 
one aim,—to make more money. 
And that is true, in one sense; but 
before money can be made, has it 
occurred to you that the company 
must first risk its capital, and that, if, 
as it frequently happens, a new ar
ticle does not find favor with the pub
lic, the investment is a complete loss?

For example, when Vanity Fair 
Silk Mills put on the market an ar
ticle of new design, it is done only 
after a great deal of investigation 
among the trade, and considerable 
expense and labor. Then when the 
company is ready to go ahead and 
manufacture the article, a market 
must be created—it must be brought 
so prominently before the public that 
thev will ask for it.

But first they must have the good 
will of the buyers by putting out lines 
of merchandise that please their cus
tomers. Even then the dealers are 
timid about adding another line to 
an already overtaxed stock.

Right here is where advertising 

comes in. It makes the new product 
known to the people—it arouses their 
curiosity—they ask for it, and the 
dealers are impelled to stock up with 
it in order to supply their demands.

You are fortunate in being em
ployed by a company that looks after 
your welfare—that gives vuu steady 
employment, in spite of the fact that 
at the present time, business condi
tion> are bad. It is useless to delude 
ourselves—conditions are far from 
normal.

The buyers come in—look over the 
line—ask the prices and then place 
an order and a very small one at 
that, selecting only one or two styles 
out of a dozen.

The salesman has a very hard road 
to travel today, due to the fact that 
manufacturers are almost cutting

'•Selling” the Employe
D ECENTLY. a good many little 

silk mills around Reading, Pa., 
have closed their doors, hard hit 
by the slump in the textile trade.

The Vanity Fair Silk Mills at 
Reading have been running to 
capacity all along—because, says 
William B. Powell, sales promo
tion manager, "Vanity Fair” is a 
trademarked and nationally adver
tised product.

That the workers in the Vanity 
Fair Mills might come to appre
ciate the importance of this cause 
and the relation of the company's 
advertising to their welfare, Mr. 
Powell started an educational cam
paign to sell them on Vanity Fair 
advertising.

At first they thought he was try
ing to sell them Vanity Fair 
products through his advertising 
exhibits 1

Then Paul Meyer, editor of 
Theatre Magazine, suggested that 
representatives of the mediums in 
which Vanity Fair advertising is 
appearing address the employes at 
the mills on the value of that ad
vertising to them in terms of 
steady and profitable employment.

His suggestion was enthusias
tically adopted and he was called 
upon to give the first talk.

It is published herewith verbatim 
because Advertising & Selling 
feels that other executives will 
find it a valuable model to follow 
in shaping the “sales argument' 
designed to sell the employe on 
the value of the advertising.

—The Editor. 

each other's throats in order to un
load their overstocked shelves, and 
you can readily see the predicament 
of the buyer whose orders from 
headquarters are not to buy because 
the public is not buying, but cut
ting down its expenditUKS instead. 
Therefore, when the buyer increases 
his stock at all, he does so in a very 
limited way. The most optimistic say 
"Wail until after election and things 
will change." I hope they will.

< )n all sides we hear complaints of 
the high cost of living. Manufactur
ers complain of the high cost of raw 
materials. You know these condi
tions as well as I do. because these 
conditions are put before you every 
me ruing and evening in the newspa
pers. which after all, are the logical 
mediums through which to bring be
iore us what goes on in the world we 
live in.

Most of the buyers have blamed 
labor for present conditions and they 
have talked about the "vicious eco
nomic cycle" until the whole situa
tion has seemed hopeless. Many 
firms, finding their shelves filled with 
merchandise, have met conditions by 
deciding to shut down and stop work. 
We have examples of this among the 
woolen mills of New England—also 
the shoe factories—and down the 
line. I understand that even in Read
ing some of the factories have shut 
down, and it is therefore an added 
pleasure to find the Vanity Fair Silk 
Mills running in the regular way.

But do you realize why you are 
working—do you realize why there 
is a constant demand for Vanity 
Fair Silk products? The answer is 
advertising.

When vou see the advertising of 
Vanity Fair Silk Mills, for example, 
in the magazines and catalogs you 
cannot realize the expenditure of 
time, effort and labor that has made 
that advertising possible,—and the 
hours, even days, that are spent over 
one illustration, or a single adver
tisement. to make it just right.

But the company goes on spending 
money, hoping to get it back—for of 
course its executives want it to grow. 
But in growing there are more than 
financial returns to be considered. 
The officers of a corporation want to 
see larger and better factories—they 
want to engender mutual co-opera
tion between employes and the com-
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pany itself—they want happiness and 
harmo ty to go hand in hand with 
labor.

Advertising is an adjunct to a 
company's selling forces. You can 
readily see that a salesman going to 
a firm to sell his goods, will find his 
road much easier and more profit
able if he can show that his firm is 
spending money (in many cases 
lavishly) to introduce his line of 
mercha dise.

Now what does successful adver
tising mean?

It means large sales, which in turn 
mean manufacture.

Manufacture means work, and 

Is there a slump 
in Advertising?

Not with the New York Evening Post.

The record of advertising carried by seven 
evening newspapers during October, 1920, as 
compared with October, 1919, follows.

Gains
Evening Post gained 339 columns
Evening Mail “ 81

Losses
Telegram lost 773 columns
Globe “ 721 “
Sun “ 381 “
Journal “ 204 “
World “113 “

Q. E. D.

The Business Manager.

work means your pay envelope on 
Saturday.

Therefore I ask you to bear in 
mind, not only the value of advertis
ing as a means of bringing you the 
money that is necessary to your daily 
existence, but I want you to under
stand what your firm is doing to keep 
this plant running.

The conduct of a large business 
organization is not, as many think, 
a one-sided affair. I know many con
cerns that are now keeping their fac
tories open at a loss, but there is such 
mutual good faith between employes 
and employers that these firms want 
to keep their forces together—even 

at a sacrifice—because they know 
that their faith in their employes will 
be returned to them a hundred fold 
by the honesty of their workers in 
giving them an honest hour's work 
lor an honest dollar.

The sooner we all realize that it 
pays to be not only honest with our
selves. but honest with the firm that 
employs us—that in other words, it 
is a fifty-fifty proposition, the better 
it will be for American business.

Kobbe Makes Staff Addition
Peter Wilkinson, for a number of years 

with I'anity Fair, has joined the staff of 
Philip Kobbe Company, New York.

Mills Co. New Agency
J. B. Matienzo, J. H. and M. G. Mills 

have started the Mills Co. advertising 
agency capitalized at $10,000 at 2001 Grand 
Concourse, New York.

A $500,000 Advertising Firm
Capitalized at $500,000, the International 

1 Inert Advertising Co. has been incor
porated in Wilmington, Del., by M. M. 
Lucy. V. L. Lacey and L. S. Dorsey.

Herbert M. Morris Agency Moves
Herbert M. Morris. Philadelphia adver

tising agency, has moved from 400 Chest
nut street to the North American Build
ing.

R. J. Chambers Joins Gunnison, Inc.
Robert J. Chambers, formerly with F. 

P. Moore & Co., has joined the executive
staff of Stanley E. Gunnison, Inc., New 
York.

W. L. Brann Associated With Dorland 
Agency

W. L. Brann, vice-president of the Na
tional Cloak & Suit Company, in charge 
of advertising and sales, has become asso
ciated with the Dorland Agency, Inc., New 
York, in an advisory capacity.

Mr. Brann has been with the National 
Cloak & Suit Company for thirteen years, 
and will retain his connection with that 
company, continuing to serve them in con
nection with sales promotion work. Mr. 
Brann’s office is at 516 Fifth avenue. New 
York.

Detroit “Abend Post” Publisher Dead
August Marxhousen, publisher of the 

Detroit Abend Post. died in that city on 
Election Day following an illness of three 
months. He was 65 years old. He suc
ceeded his father, the late August Marx
hausen, Sr., as publisher of the paper sev
eral years ago.

Harry Smith Dies
Harry Smith, Eastern advertising man

ager of the American Motorist, official or
gan of the American Automobile Associa
tion, died suddenly at his home in Brook
lyn last Sunday. He was in his sixtieth 
year.

Little Rock Starts Advertising Club
Little Rock, Arkansas, has organized an 

advertising chib affiliated with the Asso
ciated Advertising Clubs of the World. 
The officers are: president, S. M. Brooks, 
S. M. Brooks Advertising Agency; vice
president, Gilbert Blass, Jacob Blass De
partment Store; treasurer, V. C. Pettie, 
England National Bank; secretary, Miss 
Minnie Buzbee, advertising manager Amer
ican Bank of Commerce and Trust Co.
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Selling Uncle Sain's Three-Billion Surplus
How Advertising Is Performing this Gigantic Task Is Disclosed in the 

Report of J. Malcolm Muir to the Associated Business Papers

HOW advertising is being em
ployed to solve the greatest 

liquidation problem that the world 
has ever seen—that of selling econom
ically over three billion dollars’ worth 
of surplus materials ranging from a 
package of hair pins, bought by the 
government for the use of transport 
and hospital nurses, to enormous gun 
boring lathes and whole cities, capable 
of housing half a hundred thousand 
people, is disclosed in a report of J. 
Malcolm Muir, chairman of the War 
Department Surplus Property Com
mittee of the Associated Business 
Papers, Inc.

From advertising amounting to 
$517.110.56, War Department sales 
on September 10 had totaled $749,
447,608.66, making the cost within 
one-half of one per cent. Sales of 
raw wool, which cost the department 
$438,000.000, have returned 92 per 
cent to date. On one lot of steel rails 
the return was 105 per cent. The 
return on tractors has also been 92 
per cent, as has that on chemicals, 
acids and explosives. That on rail
way rolling stock, which cost $114,
960,135.24. has been 87 per cent; on 
leather, 79 per cent; on textiles, ex
clusive of wool. 74 per cent, and on 
small arms and small arms ammuni
tion, 71. The average recovery on 
all commodities was 63 per cent. The 
advertising consisted of 3,11534 
pages in business papers, costing 
$390,125.58. and 778,000 lines, ap
proximately 390 pages, in newspapers 
amounting to $126.984.98. It pro
moted 162 different projects.

This successful sale was accom
plished through the office of the Di
rector of Sales with the assistance of 
less than 200 men. most of whom are 
regular army officers. The office of 
the Director of Sales, which is headed 
bv E. C. Morse, is a planning board 
on surplus property disposal, sup
erintending the operations of a num
ber of army departments such as 
Quartermaster Division, Ordnance 
Department, Chemical Warfare Serv
ice, Aircraft Division, Medical and 
Hospital or Surgeon General’s Di
vision and others.

SIX MEN HANDLE ADVERTISING

When Mr. Morse adopted the 
Business Papers’ plan for advertis
ing a year ago he had no appropria

tion to supply the necessary Service 
Department and at bis request this 
was supplied by various publishers. 
At present a permanent establishment 
consisting of six men, and the neces
sary stenographers and clerks, is 
maintained in Washington. These 
men report directly to C. M. Wil
loughby, Chief of the Sales Promo
tion Section, and are in fact "all time" 
employes of the Director of Sales. 
They function purely as Government 
employes.

"These men were required to meet 
many problems,” Mr. Muir says in 
his report, "some common to any ad
vertising service, others peculiar to 
the present task. In order to work

HERBERT MOLONEY.

Herbert started with my or
ganization when he was but a 
"cub,” over ten years ago.

I was proud when he joined 
the Seventh Regiment and 
went to the Mexican Border 
to do his duty. I am even 
more proud of his long and 
active service with the Ameri
can Expeditionary Forces, dur
ing which he was severely 
wounded.

Upon his discharge from the 
Army, after three years' service 
(sixteen months in the hospi
tal), he rejoined my organiza
tion. I am extremely pleased 
to have him "back home” with 
us again.

intelligently and accurately, they are 
required to have a thorough tech
nical knowledge of an enormous va
riety of commodities in many lines. 
For example, they must know 
whether a gun-boring lathe is a stand
ard or special machine, and. if special, 
how and at what cost it may be con
verted to standard use. In order to 
aim the advertising in the right direc
tion, the service men are required to 
have an accurate knowledge of all 
the markets for each of the com
modities to be advertised. In addition 
to their knowledge of the construc
tion of the commodity, they must 
know or ascertain its uses, how it is 

(Continued on page 39)

The 
Toledo 
Blade

In Toledo there is one big 
influential newspaper that every 
advertiser knows is the leading 
advertising medium in its com
munity. It is the TOLEDO 
BLADE, which carries more 
local advertising, more financial 
advertising, and more classified 
advertising than any other 
Toledo newspaper.

The October 1 Government 
report shows the TOLEDO 
BLADE has a circulation of 
88,490. Th'is is over 11,(XX) 
more than the nearest Toledo 
newspaper. No wonder many 
intelligent advertisers use the 
BLADE exclusively in Toledo.
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Simplicity the Key to Spanish Market
Methods Here Explained Show It Pays to 

Study Foreign Peoples

By WALTER A. O'MEARA

LIKE the smol e of the cigarette 
Flores de Talavera perfumes 

awaken our most pleasant memo
ries." ,

That’s different— at least. It’s 
from Sprain.

Over everv man who lives by his 
wits. 1 suppose, hovers the fear of 
growing stale. I raining, experi
ence. these count ; but more impor-. 
tart is a constant freshness of intel
lect. a mind wide open to the flitting 
idea. It’s easy to push so deep into 
the trees as to lose sight of the 
woods: it’s easy to become so en
grossed in detail as to lose the 
broader vision. Familiarity breeds 
obtuseness—and only then contempt.

I was once sent to interview Sec
retary of Commerce Kedheld on the 
Lakes-to-the-ocean-waterway. 1 le 
was on his vacation and 1 found 
him on his launch reading an ex
ceedingly cheap, red-cover novel— 
"The Crimson Mask" was its title, 
I think. He wasn’t reading it be
cause he particularly enjoyed sensa
tional novels—he was breaking away 
from the trees. He was removing 
himself as far from the affairs of 
state as possible.

STUDY FOREIGN ADVERTISEMENTS
The advertising man will find it 

profitable as well as interesting to 
give the work of the foreign adver- 
tffer an occasional once-over.

If he can read the copy, so much 
the better. If he can’t, he will at 
least be able to size up the illustra
tions. layout, and general character 
of the advertisement. And he will 
find plenty to interest him. lie will 
receive a few wholesome jolts and, 
perhaps, will have more hearty 
laughs. The comparison will bring 
a good manv ideas into focus—it 
may furnish' valuable suggestions. 
At the worst it will emphasize a 
good many things to avoid.

Over in Spain, the wealthiest 
country to which America may hope 
lo sell her wares, copy writers are 
daring and original enough to com
pare a perfume with the fragrance 
of a cigarette. Considering the 
quality of the Spanish cigarette and 
its place in the national life, the 
parallel is effective. _

A studv of the advertising of 
soaps, perfumes, and other toilet 

preparations in Spain is worth while 
for the reasons outlined above. Such 
commodities are. perhaps, the most 
widely advertised goods in certain 
of the Spanish magazines—excellent 
magazines, by the way, that com
pare with the best of our own. The 
full-page advertisements are often 
striking, not to say brilliant. In an 
American magazine they would 
stand out compellingly because of 
their utter novelty in a foreign me
dium. A fact that suggests possi
bilities.

The best of these national adver
tisements—there are plenty of poor 
ones—are to be remarked for their 
extreme simplicity, a large, mass
effect simplicity that attracts. The 
illustrations, done exquisitely in 
color or with considerable skill in 
black and white, are large and free 
from the distracting effect of in
truding copy. They stand out bold
ly and clean upon the page.

The few lines of copy are usually 
at the foot of the page or directly 
under the illustration. The latter 
serves as the headline which the 
copy commonly lacks. The pictures 
are of chic and dainty women for 
the most part—which is nothing 
new in America. But in Spain 
these pictures have no function, 
aside from attracting attention other 
than to spell daintiness, refinement, 
and charm. They link the name of 
the product with these qualities in
delibly through repeated association. 
And usually that is all they attempt 
to accomplish. It is intangible but 
effective.

Especially interesting is the use 
of the line drawing in the highest 
type of magazine advertisements of 
this class. They are more frequent 
than the color illustrations and 
equally as interesting. Forceful with 
the elemental contrast of black and 
white, they are, nevertheless, grace
ful and refined. They are accom
panied by a minimum amount of 
type and are surrounded, usually 
without a border, by generous white 
space. The effe'et is one of a bound
less amount of white space sur
rounding the sharply defined draw
ing; the advertisement is in effect 
uot bounded by the page limits but 
is indefinite in size. One of these 

advertisements slipped into an 
American magazine fairly jumps at 
the reader—which again might be 
food for reflection.

SELLING TO THE SENSES

The copy is equally simple. Yntir 
Spanish copy writer tells his story 
briefly. He may do it effectively or 
he may not, but he never does it at 
length.

His Work is characterized in this 
type of advertisement by a frank 
recognition that women prize beauty 
primarily because it attracts men. 
He pictures delightful fragrance, 
purity, "admirable lather"; he goes 
turtner and sells youth, beauty, and 
a skin you love to touch, so t6 speak. 
But he goes beyond this also and 
sells "irresistible youth." "seduction 
eternal." and captivating charm." 
He candidly sells an enchantment of 
the sex appeal. And he does this 
with a certain extravagance and 
grace peculiarly Spanish.

An exceedingly simple engraving 
of a young woman wrapped in 
white furs and the copy: "White 
and smooth as ermine you will hare 
your skin if you use daily Heno de 
I’ravia soap." Could you improve 
upon that for brevity ?

Incidentally it may be remarked 
that the Spanish copy writer has a 
much prettier word in ’jabon" than 
we have in "soap"; and he has the 
more euphonious "pastilla” instead 
of "cake.” The Spanish of these 
advertisements has a certain natural 
grace that is largely inherent in the 
language.

It mav also be worth noting 
parenthetically that in Spain toilet 
preparations are given easily pro
nounceable names; women are given 
no cause to hesitate and finally ask 
for something they desire less but 
can name more easily. Spanish ad
vertisers are not forced to empha
size the phonetic spelling of the 
name of their product.

SIMPLICITY HELPS SALES

"Flowers of the field—■ dreamed of 
beauty and refined elegance are ob
tained by the use of this select crea
tion of the modern perfumer's art. 
Its purity and fineness, combined 
with its enrapturing and voluptuous
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fragrance, make it an indispensable 
secret of youthful charm."

“The luxurious and penetrating 
fragrance that is imparted to the 
skin by the admirable lather of 
I lowers of the Field soap remains 
in all its strength to the last of the 
cake."

"Love irresistible, eternal charm, 
fragrance and purity; all in a cake 
of exquisite jabon ‘Flores del 
Campo.’ "

“Napoleon was a connoisseur of

Our Triple Responsibility
The three great purposes 

of the Bell telephone or
ganization, the three united 
interests which the man
agement must ever keep in 
the fore-front, are: service 
to the public, justice to the 
employees, security to 
stockholders.

Service to the public 
must be as continuous, de
pendable, and perfect in 
speech transmission, under 
all conditions and during 
all emergencies, as it is hu
manly possible for science 
and skill to produce.

Justice to employees re
quires their careful training 

American Telephone and Telegraph Company
And Associated Companies

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

good perfumes. How Floro de 
Talavera preparations would have 
pleased him !"

And so it’s done in Spain. These 
brief paragraphs of copy seldom 
carry any headline other than the 
name of the product, the illustra
tion, as has been remarked, often 
functioning in the headline's capac
ity. The headlines that are some
times used are more or less effective 
—usually less. Examples are : "The 
perfume is the soul of the woman,"

for the work expected of 
them, agreeable and health
ful working conditions, 
adequate pay, an oppor
tunity for advancement, 
cordial relations between 
managing and other em
ployees, and every facility 
for properly performing 
their duties.

Security to stockholders 
demands earnings to pro
vide dividends with a 
margin for safety and the 
stability of market value 
which goes with a large 
number of shareholders 
with a small average own
ership.

ou will be young always," 
"Love."

'Ihe type in which the copy is set 
is often inappropriate, heavy gothic 
letters commonly accompanying lacy 
drawings. Poor taste is also fre
quently exhibited in choice of bor
ders, heavy black borders being in 
favor.

Even a very superficial examina
tion of any type of foreign adver
tisements. such as the national toilet 
preparation advertisements of Spain, 
will be found as profitable as it is in
teresting. Whether they be found 
good or poor matters little. In either 
case they will exhibit elements of 
novelty and difference which, while 
in themselves worth little, are valu
able for the suggestions they offer. 
And most important, they will help 
to establish a new viewpoint and 
clear the mental vision.

Advertising the House 
Magazine

(Continued from page 16) 
scription of the news]ia]>er advertis
ing campaign, and many other fea
tures in connection therewith were 
fully explained and illustrated. This 
issue, accompanied by the first broad
side of newspaper advertisements, 
was sent to every laundry owner in 
the United States and to one thou
sand of the nation’s representative 
newspapers, and since that time each 
issue of "The American Outlook” 
has been accompanied by a similar 
broadside of newspaper advertise
ments. a new one every month, con
taining ten or twelve newspaper 
plates.

To keep this campaign constantly 
before the laundry owners, a certain 
portion of “The American Outlook” 
is devoted each month to some phase 
of the campaign. The magazine goes 
out sufficiently in advance of the pub
lication of the advertisement in the 
Saturday Evening Post so that we 
can reproduce the coming advertise
ment and give a brief description of 
it and of some of the things which 
led up to the publication of such an 
advertisement. Thus tach laundry 
owner is fully acquainted with what 
is about to happen in the advertising 
campaign, knows when he may look 
for the appearance of the advertise
ment, understands why we are pub
lishing it, and from the broadside 
of newspaper advertisements ac
companying the "Outlook” can se
lect newspaper plates which are a 
facsimile reproduction of the Satur
day Evening Post advertisement and 
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have them appear in his local news
paper the same time.

Each month we endeavor to tell the 
laundry owner of the successful ad
vertising effort of some other laun
dry owner or group of laundry own
ers in backing up the national cam
paign by local newspaper advertising.

But the most effective backing up 
■of the national campaign in this 
house magazine did not start when 
the campaign was inaugurated. Al
most since the sending out of the first 
number of this magazine back in Oc 
tober, 1913, its whole intent and pur
pose has been Service. T hrough i s 
pages we are constantly striving to 
see what we can do to help the laun- 
<dry owner, not what we can do to 

further the sale of the products of 
The American Laundry Machinery 
Company, and in common with a 
number of other house organs, 1 be
lieve that this sounded a new key
note in the editorial policy of house 
organs in general.

The magazine is SA x 11 inches 
in size, attractively printed on 100 
pound enamel stock, bound in an 
artistic cover, and contains from six
teen to twenty pages in each issue.

At first we endeavored to have our 
salesmen gather such important in
formation as might be considered de
sirable for articles, and then leave 
the writing of the articles to the edi
tor, but salesmen are busy selling— 
selling is their one big idea and pur

pose. Consequently it was decided 
that to best serve the interests of the 
"Outlook" and its readers, it would 
be desirable for the editor himself to 
visit laundry plants all over the coun
try and secure this information. 
Consequently. as I can spare time 
from the office, when I learn of some
thing interesting that a laundry 
owner is doing, some new method he 
has installed, some progressive idea 
he has put into practice, a trip is 
made to the plant, the data secured, 
photographs taken, and as a result 
there is excellent material for an 
article secured.

The monthly house magazine, if 
it is gotten up in an attractive man
ner and reaches your customers and 
prospects regularly, offers a field for 
the building of good will for your 
company which cannot be equalled by 
any other form of direct publicity 
which you may send out; but I think 
it should not be an advertising 
medium in the sense that it boosts the 
sale of your product. Undoubtedly, 
as you are all consistent direct by 
mail advertisers, you are constantly 
sending out forceful direct bv mail 
advertising which is accomplishing 
this purpose, and through the 
medium of direct bv mail advertis
ing, folders and circulars, vour pros
pects are sold on your product.

Today as never before 1 believe 
that the one great object of every 
business house is to furnish the 
maximum of service to its custom
ers that thev may be sufficiently satis
fied with the product to use it con
tinually, and right here is where I be
lieve is the biggest field for the house 
magazine. Let it be devoted ex
clusively' to Service—Service to vour 
customers.

I believe that the future is going 
to mark a decided change in the 
policy of many existing house maga
zines from that of direct advertising 
of the product to a policy of service 
to the company’s customers, and that 
there will spring up in the house 
magazine field a large number of new 
publications whose entire editorial 
policy will be based on service.

It has been indeed a pleasure to 
me to attend this convention and to 
have had an opportunity of talking 
to you, and I sincerely hope that I 
may have left some interesting 
thoughts with you which may be 
helpful in the conducting of vour 
house magazine.

New Six Point League Directory Out
The seventh annual edition of the Six 

Point League Directory of Newspaper Ad
vertisers and General Advertising Agents, 
east of Buffalo and Pittsburgh, inclusive, 
has been compiled and is now on sale for 
one dollar a copy at the League's office, 
334 Fifth avenue, New York.
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Teaching the Dealer a Real Selling Plan
The MultiKopy Method Assists Merchants to Build 

Permanent Demand on a Service Basis

By ROBERT VINCENT

WHEN rhe F. S. Webster Com
pany's traveling salesman calls 
upon a dealer now he doesn’t talk 

primarily about the high quality of 
MultiKopy carbon papers, for he has 
a bigger and more important mes
sage. a Selling Plan, by which the 
dea.er is assisted in building a big
ger carbon (taper business. He comes 
with a note of appeal somewhat dif
ferent from that of the average 
carbon paper salesman, a different 
method of working. As a result he 
succeeds in getting a stronger and 
more intense degree of attention and 
respect for the MultiKopy line.

'Ihe complaint is often heard that 
the dealer fails to co-operate with 
Ihe manufacturer in pushing his mer
chandise. The Webster Company re- 
■ er*es the usual process and instead 
of asking for the dealer’s co-opera
tion the salesmen go to him with an 
offer of definite help from them—a 
form of co-operation that is really of 
selling assistance and this is their 
selling appeal.

AN OLD METHOD STRENGTHENED

A ie idea of giving the dealer mer- 
chawlising assistance and selling him 
on the basis of profits rather than 
strictly on the appeal of the mer
chandise is not a new one. but most 
generally it has been used in connec
tion with exclusive agency proposi
tion-.. “It is, however,” says Charles 
P. Garvin, sales manager of the com
panv, at Boston, "something new in 
the field of carbon papers and type
writer ribbons. So far as I know, 
we are the first in our line to under
take work of this sort, and the re
sults are interesting.

"The average stationery dealer re
gards his carbon paper business as a 
mere side line. It rarely receives his 
active attention. Frequently he is un
acquainted with the merits of the 
different lines he handles. Carlton 
paper to him has been just carbon pa
per. Users buy it the same way.

"We have found there are many 
possibilities the retailer does not now 
utilize; and the purpose of our sell
ing plan is to teach the dealer what 
these possibilities are and how to take 
advantage of them.

‘‘To sum it up in a word, our plan 

might be described as one of active 
merchandising co-operation.

"The work of our traveling sales
men is so arranged that they spend 
considerable time working with each 
dealer, if the assistance is necessary. 
The salesman sees that the clerks, 
as well as the merchants, are thor
oughly instructed in the differences 
lietween the various grades ot paper, 
the uses to which each is adapted and 
the selling arguments. Most of all. 
he impresses upon them the idea of 
selling carbon paper on a service ba
sis. He may go behind the counter 
and spend a day or two in working 
with the clerks, that they may learn 
from actual observation of the sales
man at work. Then he will go with 
the outside salesman and spend a day 
or two with him calling upon office 
prospects, teaching him how to sell 
the line either by doing the talking 
himself while the stationer’s repre
sentative listens, or reversing the 
process and then making suggestions 
when the latter has finished.

SELLING MULTI KOPY SERVICE

"I mentioned selling on a service 
basis. An illustration or two will

PROFITS
By PAUL YOUNT

Why is it that so many gents 
Charge Advertising to Expense, 
When Advertising foots their Bills 
When Advertising fills their Tills 
When Advertising is the Thing 
That makes the Profit Coffers

Ring ?
It brings in Orders—paves the way 
For Comfort when the Rainy Day 
Hard Hits the Poor and Hapless

Greek
Whose big old boat has sprung a 

leak,
Because he hasn't Advertised, 
Because he hasn't realized
That Competition sometimes slips 
Up from behind on sleepy ships 
And rams their hulls before they 

know
Just why they’re being treated so. 
You bet the guy who's good and 

wise
Will go ahead and Advertise 
When he is takin’ in the Coin, 
Then Advertising girds his loin 
With one of those Aladdin Belts 
That save a lot o’ fellers’ Pelts.

—From "D. & W.” Chats. 

make clear what I mean. (Ine large 
concern was using immense quanti
ties of carbon in its billing depart
ment. They used flat-bed machines, 
the bed being made of slate and the 
type stroke coming from overhead. 
The bill-head was of lightweight pa
per and one carbon copv was made. 
The combination of slate bed. over
head stroke and light (taper subjected 
the carbon to hard wear. ()ur repre
sentative. calling there with the sta
tioner’s salesman, offered to study 
this situation and see if he could save 
them money, lie prescribed a cer
tain grade of our MultiKopv carbon 
paper and in addition suggested that 
a MultiKopy binder with a protecting 
sheet be used. This reduced the blow 
upon the carbon and resulted in dou
bling its life.

"In another case several copies of 
an order were being made at one 
time by a mail-order concern. Anal
ysis revealed that it was necessary 
for only the original to show all the 
information, while on the other copies 
onlv parts of the order were needed. 
The traveling representative, there
fore, designed a carbon binder in 
which the top sheet only was a full 
sheet and the others part sheets. 
These were sewed together and the 
forms inserted into the carbon book. 
(Juite a saving resulted.

"Points such as These in addition 
to the specific merits of the Multi
Kopv brand are thus impressed upon 
the dealer and his representatives.

“If the stationer has no outside 
representative our salesman will him
self call ujion some of his larger pros? 
pects and endeavor to start business 
relations for the dealer. On these 
calls, if he does not succeed in se
curing an immediate order, he sends 
a report to the home office on a regu
lar form, giving certain information, 
and then that prospect is followed up 
from headquarters.

"We send samples of carbon which 
the report indicates to be adapted to 
their use. with proper advertising 
matter. Record of the prospect is 
kept and when our salesman next 
visits the town he is checked to see 
that he follows up the call. In other 
words, this consumer work must lie 
no mere perfunctory visit, but real 
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selling effort that results in business 
for the dealer.

"Our national advertising works to 
the same end. We have consistently 
advertised .MultiKopy for fifteen 
years. Most of our copy is directed 
to stenographers and secretaries and 
offers our Individual Advisory Serv
ice. They are invited to semi us 
samples of their typewriting and car
bon copies for analysis. We point 
out that different kinds of work re
quire different carlton papers to se
cure good, clean copies. We offer to 
prescribe just the right grade of car
bon. We ask them to give their 
dealer's name and then we report the 
inquiry to the dealer, tell what we 
have specified and suggest that he get 
busy."

The advertising of this individual 
advisory service is very cleverly 
worked out. "You don’t play tennis 
in high heels," says one advertise
ment. "then why use carbon paper 
that has the wrong finish, weight and 
manifolding power for your kind of 
work?" Other copy along the same 
line have such captions as: "You 
don't wear your engagement ring on 
your right hand;" "You don't use a 
sailor's needle for fine embroidery." 
Another illustrates the factors which 
are specified as entering into the re
sult on the carbon copy. Other ad
vertising directed to the same end 
m; kes the appeal to the stenographer 
that better carbon copies will result in 
a better appreciation of her work.

Employers, too. read these adver
tisements. as shown by the number 
oi inquiries received from them ask
ing- for specifications. So it is evi
dent that the arguments to the stenog
rapher convince the employer as well.

"Another feature of our selling 
plan.” continued Mr. Garvin, "is sim
ilar to the Individual Advisory Serv
ice. except that it is for the dealer 
direct in matching samples and pre
scribing for special conditions, or 
offering advice on the solution of any 
technical problems.

"Then there is a line of dealer ad
vertising helps, consisting of blotters, 
envelope stuffers. package enclosures, 
display material, and newspaper elec
tron. When we get a request to send 
such material to the dealer we send 
along a letter in which we make some 
suggestions as to ways of using them 
profitably, based on what we have 
found to work successfully with other 
dealers. This is necessary because 
it is probably something new for the 
dealer to be attempting to advertise 
carbon paper. Incidentally we take 
particular care to point out the large 
space left for the dealer’s name on 
the newspaper electros. We have 

found this point to appeal and to in
sure more ready use of them.

"The dealer who takes up this line 
goes on our mailing list for a special 
bulletin in which he is kept informed 
of interesting things in connection 
with the business. For example, if a 
new typewriter is put on the market 
or if some machine has changed the 
width of its ribbon, he would get the 
information promptly. The bulletin 
is. in effect, a trade paper dealing 
especially with carbon paper and rib
bons and as such will keep the dealer 
up to the minute on all matters af
fecting the business.

"We inaugurated this plan in Feb
ruary. L’p to that time our selling 
work had been of the usual kind. 
When we announced the new plan to 
our salesmen they were very well 
pleased. I may say that practically 
all of them took hold of it actively. 
We didn't have to sell the idea very 
hard to the sales force—it sold it
self because they realized what a toe
hold on the business it would give 
them.

"There have been quite noticeable 
results. The man who was most en
thusiastic about the idea and who 
worked it the hardest increased his 
sales 40 per cent the first month and 
has been holding to that level ever 
since. I have in mind three others 
whose sales have run uniformly for 
several years past—you could JB;>k 
back over their records and see a ten 
per cent increase each year-—who 
took sudden jumps of 20 to 30 per 
cent. One dealer I have in mind was 
induced to put in a special depart
ment devoted to the sale of carbon 
paper and ribbons and to put an out
side man exclusively to selling these 
items. He is making a tremendous 
success of it.

"These examples are not typical of 
all. Thev are the most conspicuous 
cases. We can feel the difference, 
however, all down the line.

"All the things we are doing with 
this plan are not new—some of them 
we have been doing in the past; but 
we have taken the service elements in 
our selling, added new ones, and co
ordinated them into one complete 
system of merchandising co-opera
tion and have based our selling appeal 
upon it.

"As a consequence we have some
thing new to go to our old dealers 
with that makes them think harder 
than ever about our line."

Crane With “Commercial Car Journal”
Gray S. Crane, lately with Critchfield 

& Co., Chicago, and formerly Western 
manager of Scientific American. is now 
covering the Middle Western territory for 
the Commercial Car Journal, a Chilton 
publication.

Sanger Returns from Advertising 
Survey of Orient

I. W. Sanger, trade commissioner, U. S. 
Bureau of Foreign and Domestic Com
merce, Washington, has just returned 
from a year’s survey of advertising con
ditions in Japan, the Philippines and 
China. His reports are soon to be pub
lished by the bureau.

Mr. Sanger, who has long been identi
fied with advertising, particularly in agency 
work and in the Vigilance Committee 
movement of the Associated Advertising 
Clubs, was selected by the Bureau of 
Foreign and Domestic Commerce in 1917 
to make a first-hand investigation of ad
vertising in foreign countries with a view 
to determining in just what way adver
tising as a modern sales force could be 
utilized in holding and increasing Ameri
can trade abroad. So widespread was 
the interest on the subject, but so vague 
was the half-information that surrounded 
it, that the Bureau with its usual practical 
outlook and with the encouragement of 
leading advertising and exporting inter
ests, determined to have it carefully 
studied from the viewpoint of modern 
advertising practice, and invited Mr. San
ger to undertake the work.

He spent 1917 and 1918 in the West 
Indies and South America, and as a re
sult of his three detailed reports issued 
by the Bureau and widely read and used 
by all those interested in export adver
tising, he was re-commissioned to make a 
similar survey of advertising in Japan, the 
Philippines and China, which he has now 
completed, and the reports on which it is 
hoped will be issued during the Winter.

Harold A. Holmes With National 
Clothiers

Ha«ald A. Holmes, advertising director 
of The People's Popular Monthly. Des 
Moines. Iowa, for the past six years, for
merly editor of The Ca.rfon Magazine for 
live years, is now sales director of the 
National Association of Retail Clothiers, 
with headquarters in the Brooks Build
ing, Chicago.

Lyons, Foreign Advertising Manager 
for Baltimore “Sun”

J. Thomas Lyons, for several years 
service manager of the Baltimore Sun. ha- 
been promoted to the position of fore:gn 
advertising manager, effective November 
1.

Atlantic City Papers Appoint Repre
sentatives

The Atlantic City, N. J.. Daily Press 
and the Evening Fiiion have appointed 
Payne. Burns & Smith, Inc.. New York, 
and the G. Logan Payne Company. Chi
cago. as their foreign representatives.

Daniel F. Kellogg Dies
Daniel F. Kellogg, formerly financial 

editor of The Sun and later in charge of 
publicity for J. P. Morgan &• Co., died in 
his home in New York late last w_eek as 
the result of a paralytic stroke in 1915.

Sioux City “Tribune" Publisher Dies
John C. Kelly, owner and editor of the 

Sioux City Tribune, one of the most suc
cessful newspaper properties in Iowa, died 
last week from pneumonia. He was 68.

New $100,000 Advertising Firm
Paramount Publicity Corporation has 

been organized in New York with a capi
tal of $100,000 by J. S. McCauley. I. 
Schwartz and C. P James, 100 W est 59th 
street.
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Among Better Books on Business
By RALPH BEVIN SMITH

Business Research and Statistics. By J. George 
Frederick. 333 pages. D. Appleton X 
Company, New York.

1 his work on "the eyes and ears of a 
business" is a book against the hack statis
tician and the dilettante "research” dab
bler. It is written with the aim of set
ting him aright as to the ends which 
research may serve when it is made a 
means rather than an end itself and of 
broadening his outlook. Above this, the 
former editor of Advertising & Selling 
has written with the purpose of impress
ing upon the "man higher up"—the busi
ness executive—the profit and economy of 
making ftdl and constant use of research 
and statistics, even in minor matters of 
business. In his treatment of general 
principles and his analysis of research 
organization and method, Mr. Frederic!, 
has been thoroughly practical and fairly 
exhaustive. This is a good book to put 
in the business man's library—and to read. 
Advertising the Technical Product. By Clifford

Mexandcr Sloan and James David Mooney. 
357 pages. Copiously illustrated. McGraw- 
11 ill Book Company, New York.

"Advertising the Technical Product" 
can be described as one of the most im
portant works of the year on advertising. 
It is the first attempt to cover the subject 
of advertising the technical product in a 
big way in a single volume of this size. 
While the authors, the vice-president of 
the Campbell-Ewald Company, and an ex
ecutive of the General Motors Corpora
tion. modestly state that they have done 
no more than discuss the important fac
tors of their problem, the director or the 
writer of technical advertising will find in 
their work a gold mine of information by 
which to guide and appraise his efforts in 
this most difficult branch of publicity. 
Contributors to the information include 
not only the two authors but a great num
ber of executives who have achieved 
marked success in technical advertising. 
A wealth of illustration points up the 
comment on the general problem, the me
diums. the technical advertisements them
selves, and the organizations which handle 
and place them.
Language for Men of A fairs— In two volumes: 

Volume I. “Talking Business,” by James 
Mantle Clapp, lecturer on the Language of 
Business, New York University; Volume II, 
“Business Writing,” by James Melvin Lee, 
Director, Department of Journalism, New 
York University.

These manuals deal with the business 
man’s language problems and are based 
on the everyday experience of business 
life. “Talking Business” offers sugges
tions that can be used profitably in the 
interview, the conference and the conven
tion. “Business Writing” aids in the 
preparation of effective letters, reports, 
sales literature, etc. The specialized parts 
of the book were written by experts in the 
various fields. Volume II has an instruc
tive division on advertising for some of 
the material for which Professor Lee has 
drawn upon Advertising & Selling and 
other magazines in the field.

Hoiv We Advertised America—The First Tell
ing of the Amazing Story of the Committee 
on Public Information That Carried the 
Gospel of Americanism to Every Corner of 
ihe Globe. By George Creel. 434 pages 
and appendices. _ Illustrations. Harper & 
Brothers, New York.

Mr. Creel’s book carries its own re
view in its subtitle. Ihe Committee on 
Public Information was composed of 
eighty thousand members and seventy 

thousand minute men. The story of their 
activities is the story of one of the great
est publicity achievements of all time. 
There have been criticisms that it was not 
as great an achievement as it might have 
been and Mr. Creel, mistakenly, we think, 
has chosen to fan the flame of criticism 
by a note of belligerency that turns his 
book into a brief for the defense that has 
the smell of "propaganda” in far too 
many of its pages. We believe that if 
some of the advertising men who con
tributed so much to the success of Amer
ica's war effort and who are named, pic
tured and eulogized in the interesting 
chapter on "1 he Advertising Division” 
had had a chance to censor Mr. Creel’s 
proofs the author would have established 
a closer bond of sympathy with his read
ers. It is interesting to read Mr. Creel's 
statement that "when one considers the 
disruption of business occasioned by each 
Liberty Loan and the appalling waste in 
stupid or misapplied energy, the convic
tion grows that paid advertising—con
trolled. authoritative, driving to its mark 
with the precision of a ritle-ball—would 
have been quicker, simpler and in the end 
far cheaper."

James M. Pierce, "Iowa Home
stead” Publisher, Dies

Suddenly
While discussing the business and po

litical policies of his publications with his 
son, Dante Pierce, at h™ home in Des 
Moines, Iowa, James M. Pierce, promi
nent publisher of Pierce's Farm Weeklies, 
died suddenly on Monday from an attack 
of heart disease. He celebrated his sev
enty-second birthday on May 9.

Mr. Pierce was born in southern Ohio, 
and during the Civil War was in several 
encounters with Confederate cavalrymen 
who raided that section. He went West in 
1867, locating first in Missouri. Later he 
removed to southern Iowa, and there he 
began the publication of a string of county 
seat publications.

He purchased the lozva Homestead in 
1885, and eight years later added two well- 
established farm papers, the II isconsin 
Farmer of Madison, Wis., and the Farmer 
anil Stockman of Kansas City, Mo. These 
three have since been known as Pierce’s 
Farm Weeklies.

Mr. Pierce was very active in the man
agement of his papers, and for the past 
ten years had played a vigorous part in Iowa 
political campaigns. He was a hard 
fighter and was liked by all as a man 
whose “heart was as big as his body.”

Three children, Dante M. Pierce, Ray 
E. Pierce and Mrs. Hugo Schnabel, sur
vive Mr. Pierce.

William H. Denny With Philip Ritter
William H. Denny, formerly vice-presi

dent of Sherman & Bryan, New York, 
has joined the Philip Ritter Company, 
New York, bringing with him the accounts 
of ten advertisers.

The accounts are: Furness-Bermuda 
Line Steamship Company, Bermuda Gov
ernment ; Charles Baez, maker of Azura 
face powder; Hospital Specialty Com
pany; Edwin Cigar Company; Mason Nov
elty Manufacturing Company; Financial 
Press; Frankel Brothers; Lindt Chocolate 
Co., and Wooster Auto-Lock Co.

F. I. Thompson on Shipping Board
Frederick I. Thompson, publisher of the 

Mobile Register and the Mobile Item, ac
cording to the Press Association dis
patches, is one of the five men appointed 
by President Wilson to the new Shipping 
Board. Mr. Thompson was for many years 
one of Smith it Thompson’s special repre
sentatives in New York.

E. C. Morse Leaves War Department— 
Hartshorn Is Successor

E. C. Morse, director of sales of the 
War Department, tendered his resigna
tion on Wednesday to be effective De
cember 31 or earlier. Mr. Morse will 
return to civil life, from which he was 
drawn early in the war while a represen
tative of the Westinghouse Electric & 
Manufacturing Co.

Lieutenant Colonel E. S. Hartshorn of 
the General Staff will succeed him.

After sen ice in the construction divi
sion of tl . army, Mr. Morse joined the 
office of the directoi of sales when it 
was organized about two years ago.

He was assistant director of sales in 
January, 1919; promoted to first assistant 
director of sales in April, 1919, and dur
ing the absence of C. W. Hare, director, 
in France, was acting director of sales. 
When Mr. Hare resigned from the service 
in October, 1919, because of ill health, Mr. 
Morse became director of sales.

Advertising Specialty Men Meet in East
Members of the National .Association of 

Advertising Specialty Manufacturers in the 
East met on Wednesday in the Hotel 
Astor, New A'ork. Addresses, followed by 
discussions, were made by G.orge C. 
Hirst, Ihe Osborne Co., Newark, N. J., 
"Meeting the Problems of the Day in the 
Advertising Specialty Field"; H. C. 
Walker, Walker-Longfellow Co., Boston, 
Mass., "The Need for Co-operation"; J. B. 
Short, Whitehead & Hoag Co., Newark, 
N. J., "The Place for the Advertising 
Specialty in the Advertising Campaign" ; 
J. MacKeever, Knapp Company, ®w 
\ ork, "Sales Contests That Have Produced 
Results"; and by J. A. Hall, National As
sociation of Advertising Specialty Manu
facturers, "Co-operation vs. Domination.'’

Du Bois, National Biscuit Promotion 
Manager

Boice Du Bois has been made promo
tion manager of the National Biscuit Com
pany, New York. He is the author of 
numerous stories which have appeared in 
the Saturday Evening Post.

Sophie Kerr Underwood Retires From 
“Woman’s Home Companion”

Mrs. Sophie Kerr Underwood on No
vember 1 retired from the managing edi
torship of the U'aman's Home Companion 
to devote all her time to writing. Miss 
Kerr, as she is known to the reading 
world, was connected with the Woman's 
Hume Companion for about twelve years.

H. K. Carter Starts Agency
H. K. Carter, formerly manager of the 

New A'ork branch of the Maternach Com
pany, Hartford, Conn., is now the presi
dent of the H. K. Carter Company, Inc., 
5 Columbus Circle, New A'ork. T. G. 
Goodwin, P. F. Broughton and Miss K. 
B. Mitchell, recently with the Maternach 
Company, are with the new organization.. 
H. C. Wilder is vice-president and H. P. 
Swanson, treasurer.
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Short Talks to 
Advertisers

NUMBER 
SIX

Ben Franklin and the Monotype
—the same means of composition—single types—macle Ben
jamin Franklin’s work the best of his time that make the 
product of the “Monotype “ composing machine superior in 
this modern day.

The finest pieces of printing have always been composed with 
single letters—the best printing is still produced in the same 
way.

The means have not changed—merely the method. Frank
lin laboriously picked up one type at a time and placed it in 
the line he was composing;

—the “Monotype“ today composes these same single types 
five times as fast and with the same beauty of appearance 
and flexibility of arrangement.

If Franklin had the choice today he would choose “Mono
type" composition—for a reason!

Ask for it on your next job of printing !

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

Lanston Monotype Machine Company
PHILADELPHIA

Monotype Company of California, SAN FRANCISCO

This Advertisement is set in Monotype Series No 38. Borders 
12-Point No 2Sb and 6-Point No 190. and Monotype Rule

If anv previous number of this series 
failed to reach you. a postal will bring it
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Getting Student Trade 
Is Mainly a Matter 

of Knowing How
For a higiual product t<> ‘gain admissitm 
to the student market it is only neces
sary that its manufacturer advertise it 
in the student papers at the same time 
merchandising it iu the right way. But 
in order to find this right way. a pre
requisite is an intimate knowledge of all 
the nucissitics. customs, buying habits 
and oddities that enter into the com- 
nuiuia! -ode of student life. This spe
cialized knowledge we have—greater, wc 
beli< \ u. in scope and in power to apply 
it :hin any other source in the coumrv.

COLLEGIATE SPECIAL 
ADVERTISING AGENCY, Inc.

503 5th Avenue, New York City 
IIO S- Wabash Avenue. Chicago

We specialize in house to house 
distributing of

Advertising Literature 
and Advertising Samples

We solicit your account.
JAMES T. CASSIDY

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

Productive Publicity
NEWSPAPERS, MAGAZINES 
AND CLASS MEDIUMS

Years of experience in the auto- 
nn.tive field enables us to guar
antie maximum returns in any 
publicity campaign which we con
duct.

If vou wish to market an 
AUTOMOBILE ACCESSORY 
or PART you will find our 
help invaluable in obtaining pub- 
Iv ty of the proper sort in the 
correct mediums all over the 
world.

Considering results our rates are 
extremely low.

PRODUCTIVE PUBLICITY
Suite 1206 1482 Broadway

New York City

Reports for advertising agencies, in
vestigations and all matters pertaining 
to the marketing of automotive products.

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

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

Group Selling
I Continued from page 4)

While invention of a new product, 
or the addition of some dissimilar ar
ticle to complete a certain set may lie 
considered as the first rule of group 
selling, il could hardly be given prec
edence over the very simplest form, 
exemplified as follows: the manufac
turer of hair brushes wishes to dou
ble his sales and straightway pro
mutes the military brush fad, one for 
each hand, both for the same pur
pose. Later on he sees an oppor
tunity for tripling the sale and adds 
a clothes brush, three for a flat [trice, 
all his product. A few years ago 
you used to ask the clerk for a tar 
bag. Now you sav "Rov Bags" and 
get three assorted sizes at one price.

Rule three, employing the group 
plan to pick up and carry along some 
slow-moving article of a line, seems 
particularly designed for the benefit of 
the manufacturer. The factory turn
ing out toilet articles finds some ex
pensive soap machinery on its hands 
with a falling off market for soap. So 
the executives get together, decide on 
a new odor anil hire a chemist who 
devises one. Then they let that new 
odor permeate their entire line of per
fumes. toilet water, face and talc 
powders. rouge, sachet and the soap. 
The new odor is popular with folks 

who would be distinctive and the soap 
rides along on the crest of demand, 
enjoying a rejuvenated sales stjccess.

THE GROUP GI I'fl IDEA

Rule four has to do with the gift 
idea injected into the group plan. 
When a group of merchandise as- 
■ um<’> the characteristics of an appro
priate and useful present, there are 
many logical reasons for combining, 
what would otherwise be a conglom
eration of articles. When a man 
wants a few shipping; tags and a 
gummed label or two he rushes into a 
stationery store and buys them, and 
woe unto the clerk who tries to sell 
him anything else. Yet, at Christmas 
time, a neighbor sends him a Denison 
Lift Box. containing a hundred or 
more such articles, of as manv differ
ent uses in the household during the 
year, and he is highly pleased. Who 
would ever liny more than one pipe 
at a time for himself, yet who, nowa
days. would give his best friend any 
less than a brace of pipes put up in 
a neat [»lush-lined, morocco-covered 
box. one with a curved stem, the other 
straight ?

Rule five embraces the accumula

tion of widely diversified articles 
under one cover, all for a definite 
purpose. For the auto tourist, under 
circumstances that make roadside 
luncheons a pleasure or a necessity, 
far-sighted trunk and bag manufac
turers now build their product around 
such real conveniences as a thermos 
bottle, a set of aluminum dishes, linen 
napkins, silver knives and forks, etc., 
and sell the outfit to dealers complete. 
Where there is a demand for a defi
nite group it often pays a manufac
turer to step out of the realm of his 
own manufacturing resources to meet 
it.

Rule six, if it may be considered as 
a rule, appears in the guise of mere 
suggestion. The manufacturer simply 
pictures in his display advertising the 
ideal associations for his product. It 
often follows, on this suggestive 
basis, that a man, going after a shot
gun he has seen advertised, will also 
inquire about and be sold the duck
swamp boots and the corduroy suit 
he saw pictured in the advertisement 
of the gun. In this respect, national 
advertisers can certainly do much to 
enlarge their dealers’ unit of sale and. 
although it may not always evolve a 
market expansion for their product, 
the ultimate effect is a keener con
sumer interest and a more prosper
ous dealer.

Whether or not group selling is 
taking a hold of the advertising insti
tutions of the country as a merchan
dising fundamental, the fact remains 
that it is something quite amenabÿto 
all the j^rinciples of good business, 
with mutual benefits to the manufac
ture]-. dealer and consumer.

Topeka Daily Capital

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

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

“GIBBONS KNOWS CANADAMONTREAL TORONTO' WINNIPEG
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Selling Uncle Sam’s 
Great Surplus

( Continued from page 29 ) 
bought, who is the authority in tbe 
purchase, what market factors are op
erative from day to day to weaken 
or eliminate one market and 
strengthen another.

WORK SIXTEEN HOURS STEADY

“In most instances the information 
received by the advertising section on 
each project has to be checked, re
worked ami reclassified before it can 
be used as the basis for advertising 
copy. On the first lot of 1>ulletins of 
the Ordnance District offices which 
were received, three of the men shut 
themselves in their rooms for two 
steady periods of sixteen hours each, 
classifying lists of commodities, pre
liminary to commencing the actual 
writing of copy on the Ordnance 
E■ strict Bulletin advertising.

"Copies of every scheduler every 
piece of copy, every different layout, 
original lists, advertising orders, etc., 
must be kept on each project, and 
systematically filed for quick ref
erence. Up to September 1, 1(>2 proj
ects had been advertised. A record 
of cuts furnished each publication 
must be kept up-to-date. A clipped 
ad must be filed for quick reference 
of everv insertion authorized. Com
plete records of business in each pub
lication must be kept up-to-date, in 
order to determine the space in dis
count rates at which advertising bills 
will be allowed, and upon which the 
estimated cost of advertising on any 
pr >ject must be based.

"Schedules prepared by Mr. Wil
loughby. copy, layout, etc., must have 
the additional approval of the Com
modity Chief responsible for the sale 
of the materials advertised, the Com
manding Officer of the Section re
sponsible for the materials, and an 
Assistant Director of Sales before 
being forwarded for publication."

The cost of maintaining the staff 
is being pro-rated among the papers 
as a percentage charge against actual 
space secured by them. The last 
charge running up to June 1 was 8.2 
per cent. The next is expected to 
be larger.

MILLION DOLLARS MORE FOR 

ADVERTISING

In the opinion of members of the 
Director of Sales' Office, the mer
chandising of war department ma
terials vet to come will require an 
expenditure of approximately one 
million dollars for advertising. The 
Navy has a forthcoming dispos
al program of approximately a 
half billion dollars on which they 

are commencing to operate and 
which should reach its maximum 
speed shortly after election. About 
seventy million dollars' worth of this 
material is in such shape that adver
tising can be commenced. The estab
lishment of a separate bureau, as told 
in Advertising & Selling last week, 
has been effected.

The Shipping Board has a surplus 
program involving something in ex
cess of three hundred million dollars.

Chas. H. Fuller Toledo Office Taken 
Over by Keemer

The Toledo office of the Chas. H. Fuller 
Co. has been taken over by Clarence B. 
Keemer, who has been its manager for 
the past live years, and whj’will continue 

McGraw-Hill Book Co.. Inc., 239 W. 39th St., New York.
Yuu may send me on 10 days’ approval Sloan and Mooney's Advertising the Technical Product. $5.00 

net. postpaid. I agree to remit for the book or return it postpaid within 10 days of receipt.

Official Position .................................................................. Name of Company...................................................................
(Books sent on approval to retail customers in the U. S. and Canada only.) Selling 11 -g-Jt

to handle the same accounts under the 
name of The Clarence B. Keemer Co. No 
change in personnel is anticipated except
ing the addition to the staff of several 
writers and artists.

The new company is incorporated for 
$25,000 and commences business with ap
proximately twenty-five national ac
counts. among which are Sal-Vet, Gib
son Mandolin & Guitar Company. E. A. 
Couturier Company. Ltd., Barco Batteries, 
Myers Spark Plug Company, Seneca Mo
tor Car Company and Hardy Paint and 
Varnish Company.

During the past twenty-six years, the 
last eight being spent in Toledo, Mr. 
Keemer has made a special study of the 
development of new accounts through 
bringing together of inventors of worthy 
articles and men desirous of financing such 
inventions.

A practical book 
for the advertiser of 
technical products—

differs

peculiar

advertising

Advertising the 
Technical Product

365 pages, 6x9, illustrated 
$5.00 net, postpaid

Eby, American Director.

Cunningham. Vice-President Uin- 
n Products Corp.
Darnell. Assistant Sales Manager,

Jesse H. Neal. Executive
Papers
Danilo

J. D. McGuire, President. Mei luire Print-

Professor Geo. B. Hotchkiss. Head of 
the Advertising ami Marketing Di* 
visit in. New York University.

Ralph Starr Butler. Advertising Manager.
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Calendar of Coining Events
November 8-9—Annual Convention, Na

tional Manufacturers of Soda Water 
Flavors, Cincinnati, O.

N vember 8-10—Semi-Annual Meeting, As
sociated Cooperage Industries of 
.America, Hotel Cleveland, Cleve
land. O.

November 8-11 — Annual Convention, 
Barbers’ Supply Dealers of America, 
Cincinnati, O.

7covember 10-12—Annual Convention and 
Exposition, American Association of

Bottlers of Carbonated Beverages, 
Cincinnati, O.

November 17-18—Annual Convention. 
Southern Sash, Door & Mill work 
Manufacturers' Association, Atlanta, 
Ga.

November 17-19—Annual Meeting, Ameri
can Petroleum Institute. Washington, 
D. C.

December 6-8—Annual Meeting, Associa
tion of National Advertisers, Lake
wood, N. J.

Merchandising the 
Artist

(Continued from page 8) 
a full page in the first section of the 
Sunday edition—in which such an 
enterprise should logically have been 
launched and carried on—that pro
duced the smaller space. However, 
the invention that met the necessity 
was his.

Writing of this series, which has 
been attracting wide attention among 
advertisers, Air. Hanson says:

"Many persons have told me that 
when they turned the pages to the 
Bamberger advertisement they were 
momentarily stunned, coming upon 
these high grade illustrations in the 
ordinary advertising columns of the 
newspapers. It might be said that 
the reproductions were not mechani
cally perfect, but this was due to the 
rapid printing and the poor quality of 
the paper and the ink used. How
ever. 1 think that this defect was more 
than offset by the effect created by 
having these fine works of art appear 
as newspaper advertisements. Had 
they been used in color in national 
magazines, in all probability they 
would not have caused a ripple on 
the surface and would have been ac
cepted as just one more piece of 
pretty advertising."

Merle Sidener Retires as Vigilance Chief
Merle Sidener, of the Sidener-Van Riper 

Advertising Company, Indianapolis, has re
tired as chairman of the National Vigilance 
Committee of the Associated Adverti ing 
Clubs of the World after six years of 
splendid service. Richard H. Lee, special 
counsel for the Association, has been named 
to succeed him.

In a letter to President Rowe Stewart, 
answering an invitation to serve again, Mr. 
Sidener said that he' wa., anxious to de
vote more time to his own bn mess now 
that the department was well organized 
and efficiently manned.

"Bob” Davis to Start for Himself
Robert H. Davis, for nearly twenty years 

responsible for the editorial content of 
the magazines published by the Frank A. 
Munsey Co., will retire from that organ
ization sometime near the close of the year.

He proposes to devote himself to super
vising the work of a group of writers con
tributing to publications, the stage and 
screen. A sketch of “Bob" Davis’ inter
esting career by William C. Lengel ap
peared in Advertising & Selling of January 
24, 1V20.

Edwy B. Reid, Western Editor, “Farm 
and Home"

Edwy B. Reid, formerly head of the Bu
reau of Publications in the Department of 
Agriculture and later director of the In
formation Department has been appointed 
Western editor of Farm mid Home with 
headquarters in Chicago. Mr. Reid was 
assistant editor of Farm and Home be
fore joining the Department of Agricul
ture several years ago.



"Proposition

broker

KING PAPER COMPANY

pressed with the evident 
worthiness and dignity of

India Tint
60, 80
74, 99
89, 119

Stocked at mill in following sizes and weights 
stock trimmed four sides—packed in cases.

“Get this proposition!”—dic
tates the banker. Handling 
bond and document papers 
with tiresome monotony, you 
may be sure the banker or

White
25x38-50, 60, 70, 80, 100, 120
28x42—74, 86, 99, 124
32x44—89, 104, 119, 148
38x50—100, 120, 140, 160, 200, 240

Special sizes and weights to order

pleased and im-

The illustration and text carrying your advertising 
message — admirably backgrounded with 

this stock—appeal to the financial man.
A letter of request starts lithographed samples 

your way.

The four-page let
ter (trimmed to 17x- 
11) combines the 
pulling power of a 
form letter on page 
1, with a layout 
across Pages 2 and 
3, illustrating and 
describing the prod
uct. Page 4 may 
be left blank. 60 or 
80 pound King De
pendable Offset will 
develop advantage
ously into this 
effective type of 
mailed advertising.

DEPENDABLE






