
TELL your sales story pictorially every 
Sunday morning to people of the Central 
West, in the Chicago Tribune Rotogravure. 

Use your national copy, the same art, 
same style, beautifully reproduced in the 
most attractive, most interesting section 
of their oitn newspaper. National copv 
thus extended into the newspaper comes 
closest to the consumer.

Tribune Rotogravure, affording as fine 
presentation of an advertising message 
as any national periodical, has a con
centrated newspaper circulation — more 
than 700.000 copies — in the best zone 
market. The Chicago Territory. Include 
this great sectional medium in your 
winter and spring schedules.
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THE SAME DISPLAY

in any form of advertising, which frequently passes 
the notice of city people, will more surely attract the 
attention of farmers.

Successful Farming serves more than 800,000 farm 
homes, most of them in the great food producing 
heart of the country.

Our people have the money to buy and are not fed 
up on competing advertising in many lines. When 
you use our advertising columns you are talking to 
people who are interested.
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Advertising or Sales Manager—Which?
Is There an Exit Sign Over the Door for One or Other 

or Both of These Executives?

By GILBERT EVANS

A FEW days ago I was coming 
ont of the executive offices of 

a food product manufacturer whose 
advertising and whose salesmen have 
carried the fame of his wares prac
tically all over the world. As 
we passed through the busy 
rooms given over to the work 
of sales planning, the presi
dent of the company, who 
was with me, called my at
tention to a conspicuously 
red sign placed over a door 
opening on a fire-escape.

"I haven’t yet determined 
for whom that sign is 
meant." he said with a sly 
look over his shoulder at his 
advertising manager and 
sales manager, who were in
cluded in our luncheon party, 
"but I have noticed both of 
these gentlemen regarding it 
with increasing uneasiness as 
the years pass."

The sign read: "EXIT.’’

WHAT A PRESIDENT THINKS

The president’s intentions 
were unquestionably humorous, yet 
there was an undercurrent of serious
ness in his speech so strong I might 
have thought him tactless, if I had 
not known that one of the two behind 
—the veteran sales manager—was 
about to retire from business life— 
in a voluntary exit, earned by long 
years of successful service.

So later in the course of luncheon 
I harked back to what he had said.

‘'Mr. Brown,’’ I ventured—we'll 
call him Mr. Brown, though, of 
course, that wasn’t his name—"other 
business men have told me that there 
is a serious side to the subject you 

brushed against jokingly on the way 
out of the office. Did you mean to 
imply that either the sales manager or 
the advertising manager is doomed 
to the extinction that met our aggres

THIS WAY OUT
T X the natural course of evolution in dis- 
1 tribution methods, Mr. Evans has been 
told, the law of the survival of the fittest is 
going to put either the advertising manager 
or the sales manager off the merchandising 
chart.

The sales manager may gradually absorb 
the functions of the advertising manager.

The elimination of a large percentage of 
the present selling effort through the grow
ing power of massed salesmanship may give 
the sales manager the count.

So he says.
You may agree with him or not. Adver

tising aqd sales managers whom he has 
approached on this important question have 
given views which will appear in subsequent 
issues of Advertising & Selling. Why not 
write us your reaction to appear with them?

THE EDITOR.

sive old friend, the whisky salesman, 
or the classic dodo? I have talked 
with some people who have done a 
lot more than imply it."

"Well, young man," he replied 
quizzically, “so have I. I have been 
in business a long, long time and I've 
seen evolution working in business, 
just as it works everywhere else. I 
suppose you might call me a ‘busi
ness Darwinian.’ At least that’s 
what I always call myself when I 
am asked the reasons for what suc
cess I have achieved.

Table of Contents of this issue 
on page 40

"I have seen business opinion— 
public opinion in general—as to the 
scope and functions of advertising 
go through a process of evolution up 
to the point where today they are 

calling advertising by the en
lightened name of 'mass sell
ing.’ I've seen advertising 
managers actually grow to 
realize that they have got to 
knowUomething about sell
ing. On the other hand, I 
have seen sales managers 
educating themselves, or be
ing forcefully educated in the 
relation of advertising to per
sonal selling. I have listened 
to my old friend here har
anguing his salesmen on how 
advertising can make their 
job easier better than I— 
who am classified among 
my associates as ‘an advertis
ing bug’—can do it myself.

GETTING CLOSER TOGETHER

“So I’ve watched the ad
vertising manager and the 
sales manager getting closer 

and closer together. In the past year 
even these two—here he indicated 
his two sales executives—have found 
it quite a problem to demarcate ef
fectively the territory of duties to be 
covered by each.

"While in our firm the past ar
rangement has been satisfactory be
cause. through long association, we 
have all fitted very smoothly into the 
machine and our ancient friendship 
has guaranteed co-operation, I am 
persuaded that it is a ‘past arrange
ment' in more senses than one. I 
fully expect, in some future year, be
fore I follow my sales manager into 
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retirement, to consolidate my own 
advertising and sales departments 
under one head. I frankly don’t 
know under whose head it will be. 
It will take a little further evolution 
to show that. It may be that the 
salesmanager is gradually absorbing 
the functions of the advertising man
ager and leaving the latter as a sort 
of bureau head charged with carry
ing on one little branch of the sales 
effort. It may just as well be that 
the salesmanager is going to be re
built into an advertising manager, as 
mass salesmanship gets more and 
more important and eliminates—if it 
ever will eliminate—a large percent
age of personal selling. It may be 
that I shall have to create a new job 
for a higher powered executive and 
superimpose the new executive on top 
of the other two. I am constantly 
coming across the titles ‘Sales Pro
motion Manager’ and ‘Director of 
Sales’ in my correspondence and even 
meet an occasional ‘Director of Dis
tribution.' ”

CAN THEY LIVE TOGETHER?

The talk drifted from that point to 
other subjects.

After luncheon the president and 
his salesmanager went directly back 
to the office, while the advertising 
manager and I walked around to the 
agency handling the company’s ad
vertising where we were to go fur
ther into the details of the selling 
plan upon which 1 had sought infor
mation. As we left the hotel where 
we had lunched the advertising man
ager said musingly: "I wonder if 
the old man was getting in ‘a word 
to the wise’ this noon? I know that 
our minds don’t always ‘run along 
together' on the importance of the 
salesman ager's job and that he has 
been continually shooing me out on 
the road to learn more about selling. 
But. as a matter of fact, I don’t go 
as far as he does in suggesting that 
one of us—sales or advertising man
ager—is going to be relegated to 
limbo. There’s room for both of us 
—if they recognize that my job 
ought to have the most room." An 
apologetic smile accompanied this 
last.

Perhaps the salesmanager would 
have put his case in like terms and, 
1 ecause he was an older and more 
experienced man, a little more im
pressively.

But it was the words of the presi
dent that lingered in my mind. He 
had been just a little more ruthlessly 
direct in his statement that the "Ex
it" sign was intended for one or other 
of the two classes of sales executive 
than others with whom I had spoken 
on the subject.

There are enough warning fingers 
pointing out the "Exit ’ sign for the 
attention of the advertising manager 
or the salesmanager to make some 
summary of what lies back of the 
warning and some attempt to forecast 
what lies ahead of vital interest to 
advertising managers and Salesman
agers.,

Let's look back first.
THE RISE OF THE ADVERTISER

Of course, we must admit that the 
advertising manager is. historically, 
the interloper. Advertising, public
ity in some form or other, may be 
just about as old as salesmanship, but 
there were pretty effectively organ
ized selling forces in the modern 
sense before the business men knew 
anything about advertising in the 
modern sense.

Gradually, as our conceptions of 
the function and the value of adver
tising as mass selling have cleared, 
the advertising manager has enhanced 
his importance to the firm. We may 
not ail go as far as some do and sup
port the claim that advertising is 
going to eliminate ninety-odd per cent 
of the jiresent personal selling. We 
must admit that, in every case where 
an advertising effort has been well 
conceived, it has served powerfully 
to reduce the personal effort exerted 
by each salesman in making each sale. 
It has made it possible for the sales
man to work faster, tu cover more 
ground, jiresent his case more effec
tively— has even relieved him of pre
senting the main jioints of his case at 
all.

At the same time, the advertising 
manager who has lived uj> to the “big
ness" of his job has often been able 
to see things a little more broadly 
than the salesmanager. He handles 
masses of individuals and communi
ties of opinion. He has been accused 
of playing at necromancy, and it 
is necromancy—but a necromancy 
based on very solidly scientific 
foundations—that enables him, with 
the aid of a little type and much or
ganization, to plant certain opinions 
in certain territories and to cultivate 
it with a little skillful merchandising 
effort and then, after a while, turn to 
the salesmanager and say: "There, 
old man; there's your croji of pros
pects. Send the boys out to harvest 
them."

But let him wait a minute before 
he begins to patronize the sales
manager.

THE SALESMANAGER^ STAND

The salesmanager, by studied em- 
jihasis on the {.unction of advertising 
as a “sales help," can build up an 
impressive thesis in support of his 
priority. Indeed, I meet with sur

prising frequency Salesmanagers who 
look upon advertising with great dis
dain as a minor auxiliary service. 
More I meet who are, far from look
ing upon advertising disdainfully and 
giving it full credit for its potency 
as a sales deve'.ojier, still maintain 
the attitude that it is an auxiliary to 
the main job—which is, of course, 
their job.

These same Salesmanagers may 
think to derive support from recent 
pronunciamentos put out by lumin
aries in the advertising ranks them
selves. We have been hearing a great 
deal of late of "mass selling." "na
tional marketing" and other terms 
of equivalent import—terms used bv 
men like John Sullivan of the Asso
ciation of National Advertisers to 
clarify men's concejitions of the 
functions and the possibilities of ad
vertising. We have been told, though 
often in eujihemistic jihrase, that ad
vertising and selling are really inter
changeable or that advertising and 
that service which finds a name in the 
clumsy exjiression "personal selling" 
are co-equal branches of the same 
science—which is se.ling; and there’s 
more in it than was dreamed of in 
the philosophies of our jiublicity ad
venturing jnoneers. To all of this 
some Salesmanagers have cried, 
"Hear! Hear!—until they ha\e been 
reminded that those who have used 
these terms are thinking of a bigger 
advertising job. not of a bigger sales 
management job.

FINDING THE ANSWER

I do not say that the sales manager 
has called for the blood of the adver
tising manager. I do not mean that 
the advertising manager has been 
after the sales manager’s scalp. I have 
known cases of both phenomena, but 
1 am not discussing industrial rela
tions. It is simply that both adver
tising manager and salesmanager 
have, in many instances, glimpsed a 
bigger, broader vision of their respec
tive jobs, in which natural enthusiasm 
relegates the allied department to a 
subordinate jiosition. Sometimes he 
relegates his own department to a 
subordinate position also and then we 
have him thinking in the mood of 
my friend the president of the food 
products company when he suggested 
that there might be a new function
ary to superimpose on both the ad
vertising manager and the salesman
ager—a new type of salesmanager 
over a manager of massed selling 
and a manager of personal selling.

I have wondered what sales execu
tives themselves—advertising and
Salesmanagers among the country’s 
big manufacturing plants—think

(Continued on page 38)
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Selling on Points That Sold Lincoln
How the Billings & Spencer Company Is Getting Big 

Results From Its Institutional Advertising
By WARD GEDNEY

AND there’s one thing certain,’’ 
concluded my agency friend, 
•'this sudden demand and necessity 

for real selling and real selling copy is 
going to put the acid test to our old 
favorite, the institutional campaign. 
It has got to justify itself or drop out 
of space.”

He had just come from a confer
ence with a client, an easy-going 
man, content, hitherto, to accept with
out question whatever the agency 
turned out, now suddenly trans
formed into a carping critic, caustic, 
especially, about the impressive insti
tutional copy of which the company 
had seemed so proud. The burden 
of this advertiser’s comment had 
been :

THE DEMAND FOR “BRASS TACKS”

"Let’s forget all this grandiloquent 
stuff about our fine name and our un
paralleled service. We’ve got to sell 
this—and this—and this. ( Here he 
ticked off the company’s products.) 
Now suppose we devote a little of 
our advertising appropriation to sell
ing them and shooting directly at the 
man who wants to buy them. The 
directors are getting uneasy. They 
couldn't see that last full page— 
about how the founder shook hands 
with Andrew Jackson — at all. 
Thev're yelling for brass tacks."

"And I told him," said my agency 
friend, "that his directors might be 
good directors, but they didn't know 
a lot about advertising. He didn’t 
like that much. I said, ‘If your in
stitutional campaign is selling faith 
in vour company and selling your 
company’s supremacy in its line you 
don't have to worry about it. You 
can sell steadily behind these things 
when your competitors are scram
bling to see who can cut prices the 
lowest.’

“Just the same, the institutional 
campaign is up against the acid test 
and it’s got to be mighty good or it’s 
got to go. I hope I convinced him 
that the one we’re turning out for 
him is mighty’ good.”

Now, it is the writer’s belief that 
the agency man gave the only answer 
that can be given to prevalent criti
cism of the institutional campaign as 
such. The institutional campaign 
has certain very important things to 

sell—things that are as important to
day' as they were yesterday. If it 
sells these things it is just as good 
today as it was yesterday. Institu
tional copy must sell itself as selling 
copy, just as any other copy.

WEEDING OUT

Throughout the year we have seen 
in the newspapers and magazines in
stitutional copy that was selling copy 
and institutional copy that—all too 
apparently to the veriest tyro—was 
not. As long as this buyers’ market 
time continues and we have “this 
demand and necessity for real selling 
and real selling copy” we shall prob

A Triangle of Selling Force—Copy, Illustration and Decoration. 
No “Blue Sky” Here

ably see fewer examples of ihe sec
ond class. Nobody will feel the loss 
except the copy producer who has 
been reaping a harvest from the ad
vertiser willing to invest his abundant 
dollars in such advertising. There 
will be a real loss, though, if adver
tisers lose faith in the institutional 
campaign that is also a selling cam
paign.

When one seeks an example of an 
institutional campaign that is a real 
selling campaign, of copy, the force 
of which seems destined inevitably 
to stir the buying instinct in its 
readers, one turns easily to the Bill
ings & Spencer campaign running in 
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the national mediums and the news
papers.

To the man on the insidithe names 
of its builders lend initial impressive
ness. "Copy by Groesbeck, illustra
tion by Ball and Booth, borders by 
Teague’’ is a line to awaken keen an
ticipation in the mind of the man on 
the lookout for a balanced campaign 
on a high plane of excellence. But 
the man on the inside, as well as the 
man on the outside, will judge lis

The Wrench Was Made a Symbol of 
the Company’s Standards ™

production and will judge that pro
duction best when he knows the story 
back of the campaign.

SELLING HEX

1 he Billings & Spencer Company, 
of Hartford. Conn., has what it 
claims is the oldest commercial drop 
forging plant in America. Back of 
its name today lies a splendid body 
of tradition maintained today bv men 
— mt let me quote from one of the 
advertisements in its institutional 
campaign :

Men in executive positions who have 
descended from the founders of the busi
ness—who got from their own fathers the 
Tuangle B ideal.

Men in the shops to whom the crash 
of the hammers has been music for a 
quarter of a century. Such a man as. 
grown too old for active work, begged to 
be allowed to stay in the shops as a 
watchman, because the thunder of noise 
and the bursts of live sparks were part of 
his life.

One of its traditions is told in the 
ston of how, when the Unionist 
Black Horse Cavalry was being 
equipped for action against the South 
at the beginning of the Civil War and 
there was a call for pistols—and 
pistols immediately—C. E. Billings, 
founder of the company, went to 
President Lincoln and persuaded him 
that the only way to get the pistols 
in the time required was to have them 
drop forged ; and persuaded the 
President that they could be drop 

forged—something which no other 
contractor would venture to assert. 
The story concludes with the fact 
that the Billings & Spencer plant jus
tified the faith of its founder and ot 
President Lincoln by delivering the 
pistols on time.

When Kenneth Groesbeck of the 
Harry Porter agenev which handles 
the Billings & Spencer advertising, 
wen’ up to Hartford to gather mate
rial for the projected institutional 
campaign, he went with no doubt as 
to fact that the things that campaign 
should sell primarily were faith and 
supremacy, not drop forges and 
wrenches. The only question was 
one of the format into which the 
message should be put. It would not 
be difficult to get attention for the 
■declaration of supremacy. Humanity 
loves a winner and will listen readily 
when a winner boasts his claims, 
(liven the Billings & Spencer tradi
tion il should not be difficult to sell 
faith in Billings & Spencer perform
ance, as Lincoln had been sold on it 
by the founder. (( )f course, we are 
using the word "sold" here in its 
technical and not in its slang sense.) 
The problem was to humanize that 
selling process : to humanize it with a 
symbol.

THE NATIONAL ADVERTISING

Mr. Groesbeck took for his sym
bol "the most human thing up there," 
as he puts it : Men. Let me quote 
again from the piece of copy already 
referred to. from a page designed to 
sell faith in Billings & Spencer by 
selling its workmen. The "most 
human thing up there." he found, 
was :

Men who have grown up and grown 
old in the Billings & Spencer tradition that 
“into every forging goes our whole repu
tation."

Men to whom steel is a living and 
breathing thing, with human faults or 
virtues, who could not work if they were 
not allowed steel worthy of their crafts
manship. Men, to whom great machines 
are as their own finger-tips—who con
stantly plan for better work, to whom the 
improvement of a single screw is an epoch 
of accomplishment.

Men who think only of the product— 
who send out their forgings into the world 
of industry as a father sends his so-'s — 
giving them the best there is in them
selves.

Just men.
So into the national copy of the 

Billings & Spencer Company went 
Billings & Spencer workmen, repro
duced from paintings that Robert 
Ball based on his sketches of those 
workmen made in the Billings & 
Spencer plant. Selling copy that 
¡»reached faith and supremacy, writ
ten in the mood that the illustration 
evoked went with them and the whole 
"■as tied together with those borders 
by W. D. Teague, the richness and 

beauty of which are as atmospheri
cally eloquent of quality as words or 
illustrations. There are examples of 
these national pages accompanying 
this article.

< )ne page to which I have not re
ferred did not follow the pattern and 
yet has probably attracted more at
tention than all of the others. This 
is the one in which Franklin Booth’s 
remarkable engraving of the Borg- 
hun bust of Lincoln stands out of a 
stippleci black background with a 
panel beside it reading:

"The faith of this man stood behind the 
earliest achievement of C. Ii. Billings, who 
founded the Billings & Spencer Company 
of Hartford, the first commercial drop 
forging plant in America."

This page was reproduced in the 
issue of Advertising & Selling and 
has also appeared, accompanied by 
laudatory comment, in other periodi
cals and house organs.

So much for the national magazine 
copy. It brought in new business. 
Significantly, it got inquiries, later 
developed into business, that were 
tuned to the note: "We know that 
vou are the best in the field. We 
realize vour work may cost us more 
than that of some other manufac
turer, but we want the best kind of 
a job on this that we can get.” Faith 
and supremacy!

i MAN out in Bettendorf, 
Iowa, bet he could break 

a Billings & Spencer hammer. 
He tried it for three hours and 
was laid up for three days—but 

the hammer wasn’t.

■■ "Ac"“
THE BILLINGS N SPENCER CO. 

H ARTFORD, CONN.

No Newspaper Reader Who Saw This 
Copy Failed to Get the Moral

But Billings & Spencer decided not 
to be satisfied with the national mag
azine copy. There was to be a tie- 
up in the newspapers that could ba 
guaranteed to meet the eve of legen
dary personage, “the man on the 
street.” It was argued that it was all 
very well to sell contract drop forg
ings to big purchasers and to build 
up a profitable but restricted business 
of this kind, but the future depended 
on the attitude towards the company 
today of "the man on the street”— 
who, incidentally, might be the man

(Continued on page 39)
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Putting Selling Force Behind the Sale
Today’s Most Important Merchandising Opportunity Is to Be Found 

Where Goods and the Public Meet

By HUMPHREY M. BOURNE

WITH election out of the way 
and the clear track signal set 
for the Industrial Special, the manu

facturer who. for any of various rea
sons. has been marking time, now 
faces the opportunity of better busi
ness.

He sees the ‘‘Hopeful’’ sign on 
every hand, the result of newly ex
isting political and economic 
conditions. If he has been 
wise he has surveyed and 
studied his market and has 
reached definitions and con
clusions as to his course for 
the period now ushered in.

Naturally, he expects his 
sales manager to whip the 
selling force into trim. He 
expects his entire organiza
tion to be keyed up to meet 
a demand which he feels so 
surely to be here. He ex
pects his advertising to work 
hand in hand with sales. 
But, plus all this, there is 
still another factor which he 
must not overlook and that 
is the point of contact be
tween the ultimate customer 
and what his concern makes. 
And that is the retail sales
person.

Ard this is why:
The last five years have brought a 

new appreciation of values. High 
prices have had their fling. Careless 
buying, the result of wartime afflu
ence, is giving way to a shopping- 
around attitude that is demanding 
the sharp attention of every man and 
concern with something to sell.

Those whose fortunes prospered 
during the war are now buying just 
as closely as the rest of its. The 
novelty of "ready money” has worn 
off. What they have they will hold.

Those whose nominal earnings 
dwindled through lessened buying 
power are resolved, more than ever, 
to get the most for their money. 
Already prices show a downward 
trend, a fact which of itself is an 
incentive to see how far a dollar 
really will go.

The dollar is beginning to "rubber” 
once more—to see how far it will 
stretch and how much more it will 
buy than formerly. And in doing so 
it is covering more ground again— 

thanks to the ‘‘show me” attitude of 
the man behind it.

A TWO-FOLD RESPONSIBILITY
Today the dollar must serve two 

masters; it must serve the man who 
spends it and who demands to know 
what he is getting for it, and why. 
It also must serve the man who gets 
it in exchange for his product and 

Close-Up Selling
w ITH the dollar fighting its way back 

and the “Show me" attitude of customers 
becoming more and more pronounced, Selling 
must get down to hardpan and show 
value for value.

* * *
Such is the position Mr. Bourne, the writer 

of this article, takes. Manufacturer and mer
chant never before were more closely related 
than today, when, with ample production and 
sufficient distribution, goods linger all too long 
on the shelves of dealers because customers have 
not been stirred to buying.

Maybe you'll find the impulse you need in 
this article.

THE EDITOR.

rampant and the buying in
who, in order to get it. must tell what stinct of customers dulled because of
he is giving for it. and why.

The terms "buying” and "selling” 
are beginning to assume their old
time significance. People are buying 
carefully. Any old thing at any old 
price will no longer do. If the value 
isn’t there they go elsewhere. And 
if the value reasons are not there 
they go elsewhere just the same.

So that the man on the selling end 
must be there with the reasons as 
well as the value. He must antici
pate and be prepared to meet this 
intensive buying sense of his cus
tomers. He must be there with the 
goods literally and figuratively. If 
he can't tell the why of a dollar’s 
worth for a dollar he finds himself 
at a tremendous selling disadvantage.

Salesmanship as salesmanship was 
given a holiday during the war. It 
had largely gone out of existence as 
a result of war conditions. It had 
given way to a bored order-taking, 
lazv parcel-wrapping, and indiffer
ent change-making function which 

had usurped the name of salesman
ship. Courtesy as a part of sales
manship had in many instances be
come an unknown quantity. Sales 
people have been so busy serving 
goods to people that their real sell
ing sense had become dormant. 
There’s a big difference between a 
waiter and a salesman, and the dol

lar is demanding that it be
used more than as a medium 
of exchange—that it be used 
as a purchaser of value, and 
that the salesman know the 
"why” of that value.

Go into any large store 
and you will find the sales
people equipped with a sales 
book, part of which is a card 
on which are tallied the daily 
sales. Naturally the sales 
person, man or woman, is 
anxious to make as good a 
showing as possible. The 
sum total of each clay’s sales 
is the gauge of efficiency and 
this, in turn, resolves itself 
into an attitude of “take the 
cash, and let the customer 
go.” This was a particularly 
happy state of affairs during 
the war when prices were

prices beyond all reason.
it’s selling time again

But with the return of the hun
dred-cent dollar, reason is coming 
back, and the salesman now must 
sell. That imposes a very serious 
obligation on the men higher up, for 
it is through the salespeople that the 
store's policies are translated. The 
customer of a store gets his impresl 
sion of the spirit, policy, attitude, or 
whatever else you wish to call it, of 
the store from the clerk behind the 
counter. The store’s windows and 
advertising are simply means to get
ting the customer in. Then it re
mains for the sales person to hold the 
customer—or drive him out. And he 
can’t make the customer a permanent 
customer if he isn't in sympathy with 
the policies of the store. He cannot 
be in sympathy if he doesn’t know 
what the policies are. He cannot ex
press those policies if he isn't shown 
how. It is all a matter of proper
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The Copy Writer’s Method—and It’s All in the Method

Artist Stanley Visualizes for Advertising and Selling the Source of Atmosphere in the Modern Advertisement

training. If the National Cash Regis
ter Company, the Burroughs Adding 
Machine Company and other great 
concerns have built up efficient sales 
organizations bv training their men, 
why should not stores and other in
stitutions increase the selling force of 
their salespeople by training them 
really to sell where now they merely 
serve ?

They must do it, as the country’s 
foremost stores have long been do
ing. and profitably, by establishing 
schools of salesmanship for the sales 
force. And, right here, is the true 
gauge of a sales person’s ability. The 
man who wants to be a salesman in 
every sense of the word will wel
come the privilege of being drilled in 
the art of selling, while the man with 
no greater ambition than that of be
ing a "counter-irritant" will soon find 
his way out.

GETTING RID OF TRADE

The store reaps a very ready and 
distinct advantage, for competent 
selling is real service. Many a sale 
tallied as such on the day’s card has 
lost customers. To illustrate: I 
want a pair of shoes. My size is 
7' 2 C, style 848. If I know all that 

it makes it a bit easier for the sales
man, and I know I am getting the 
shoes that fit me. But if I don’t 
know it, the salesman—and you can’t 
altogether blame him—is so anxious 
to sell me a pair of shoes that he 
forgets the more important thing of 
selling me a comfortable fit. He gets 
rid of me as quickly as he can instead 
of selling me the best shoe service he 
can ; I soon find that the shoes pinch 
a bit here and rub there and by the 
time I have broken my feet to the 
shoes I resolve to go elsewhere next 
time my feet give the word.

So much for the mechanics of it. 
But training the sales force is some
thing more than showing how to give 
the customer the most for his money. 
As already stated, the salespeople are 
translators of the store’s policies. 
That means establishing confidence 
between the management and the sell- 
i-g force, for without confidence 
there can be no real accomplishment. 
An ever-changing store personnel is 
often the result of a proper lack of 
interest beyond average daily sales. 
And a lack of interest toward the 
sales person naturally means a disin
terested attitude toward the cus
tomer.

These things are all factors in val
ue-giving service, whether in store, 
office, shop or factory. If the right 
attitude does not exist in the front 
office, it can’t exist down the line, for 
isn’t it a fact that every institution 
is the lengthened shadow of a man? 
In other words, if people are going 
to take time to give better service 
and to learn how t<i serve through a 
developed faculty of known values— 
and it is such service and knowledge 
that pay the greatest dividends—if 
people are going to do these things, 
then it must lie a matter of the heart 
as well as the head.

A good advertisement cannot be 
written unless the writer throws his 
soul as well as his ability into it. Of 
course, he can just potter along like 
many an order-taker behind the 
counter; but unless he injects the fire 
of appeal into what he writes—and 
he can’t do that without enthusiasm 
—he simply fills so much space for 
so much of somebody else's money.

AND SPEAKING OF ADVERTISING

Advertising is salesmanship in 
print; and wlyat is true of the human 
salesman is true of advertising—it 
must get down to value facts.
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There has been a lot of advertising 
that has won the admiration of read
ers by some trick of presentation. 
But tbe words have slipped out of 
mind as readily as they slid in, the 
result being that no impression re
mains of the thing advertised.

Again, a lot of advertising has 
been done during the war simply for 
the purpose of spending the money 
that way. This has hurt advertising. 
Money spent just for the sake of 
spending has resulted in careless copy 
which apparently pulled when every
one was buying, but which fell short 
on a selling market. It brought ad
vertisers into the field who had no 
earthly business there as advertisers. 
It established a totally erroneous 

idea of the true function of adver
tising—to sell goods—and that is 
very bad for advertising. It might 
have a tendency to lower advertis
ing-service standards by reason of 
the easy money appropriations, if 
someone rendering the service wasn’t 
everlastingly on the lookout to see 
that the service didn’t suffer.

But advertising comes fully into 
its own when planned to sell goods 
instead of some extraneous thing. 
And there is nothing that will re-es
tablish dollar-value more quickly 
than sane values sanely presented 
through sane advertising. Fol-de-rol 
and "pick-me-up-and-carry-me-or-ril 
die" type-and-picture arrangements 
must be put on the shelf for a while. 

The dollar will never be wheedled 
back by mere trick of speech; it 
must be crow-bar'd back by the 
might of honest values capably pre
sented.

And this will be a splendid thing 
for advertising: the man or concern 
that sees the sales results from ad
vertising that sells tbe goods will not 
quickly return to the kind that sells 
only the eye. For advertising that 
sells the goods works hand in hand 
with the man behind the sale. It 
speaks of the same values he speaks 
of; it makes the same respectful, 
forceful appeal which he makes ; and 
the measure of its worth, like his, are 
the customers it wins and holds.

Making the Mailed Salesman Earn His Way
He Won't Do It Lying Around the Office or Wandering 

Blindly Over the Country

By R. J. REHWINKEL
Advertising Manager, McCray Refrigerator Co.

W( )ULD Y( )U allow a $10,000 
a year salesman to sit around 

your office and then believe that just 
because he is on your pay roll be will 
bring in business for you without 
going out on the road and going after 
it ? Would you entrust your office 
boy or your office girl with tbe re
sponsibility of routing this high- 
priced salesman or would you let him 
go without a definite route? You 
say emphatically, "no." but isn’t it a 
fact that your expensive direct-by
mail salesman is often handled just 
t hat way ?

WHY NOT FOLLOW THROUGH?

Much thought and time are spent in 
planning and designing a piece of di
rect-by-mail ; good money is spent in 
art work and in engraving and many 
a direct-by-mail campaign is much 
more expensive than a $10,000 sales
man, but when it comes down to get
ting this salesman out in the territory 
and routing him property, this most 
important part is left up to an ir
responsible person in your office. The 
printers and producers of direct-by
mail advertising, the agency men and 
the advertising men in many cases 
believe that the work, as far as their 
part is concerned, is done when the 
job is completed and ready to mail 
out.

Producers of direct-by-mail ad
vertising would get many more come
back orders if they would take a 

little time to investigate and find out 
whether their clients are really send
ing out the literature produced and 
whether they are sending it out in a 
systematic manner so that it can get 
results. I personally know of several 
cases where a producer of direct-by
mail advertising lost out, not because 
the piece he produced was not 
capable of bringing results, but 
simply because he did not investigate 
and find out whether the client had 
sent out the literature at the time 
when it should have been sent out.

' GOOD ROUTING ESSENTIAL

To get your direct-by-mail sales
man to bring in business, you must 
not only send him out, but you must 
send him out in accordance with a 
definite route and into a territory 
where you can expect to get business.

The company I represent dis
tributes its products through 
branches and exclusive agencies. 
These branches and agencies travel 
salesmen who cover their respective 
territory.

In this way we practically cover 
the entire United States. The ad
vertising manager has on his desk a 
route sheet for our direct-by-mail 
salesmen. This route sheet is com
piled in the following manner : The 
territory of each of our branches and 
agencies is divided into eight sections. 
These sections are circularized one 
week apart, or, in other words, every 

branch and agent’s territory is cov
ered every sixty days. By handling 
this circularizing in this manner we 
send some circulars into every one 
of our branches and agent’s territory 
each week. We go further than 
that; we take the territory of each 
individual salesman who travels from 
the branch or agency, and arrange 
it so that we send some advertising 
matter into the territory of each of 
our different salesmen. We manu
facture five distinct lines. We cover 
the entire line at one time, not with 
one circular, but with five distinct 
circulars. The sections are grouped 
so that one will dovetail into the 
other, thereby avoiding the expense 
of a salesman making a long jump.

Not only has tbe advertising de
partment at the factory a route of 
the direct-by-mail salesmen, but each 
branch and agency has a route cover
ing its respective territory; it knows 
exactly where the factory is circular
izing, and in addition to that we ad
vise it every time that we circularize 
a section. In this way the branch 
manager can route his salesmen ac
cording to the territory which is cir
cularized, for he knows exactly what 
territory was circularized last week 
and from what territory he may ex
pect to get inquiries.

HELPING THE SALESMAN

To make every direct dollar bring 
back five, you must follow your di- 

r



H ace i O Advertising & Selling

reet-by-mail salesman with a flesh- 
and-blood salesman. This is a 
thought I would like to bring out 
briefly. All inquiries which our 
company creates through its direct- 
bv-mail advertising come to the fac- 
torv. These are immediately re
ferred back to the branch or agency 
which covers the territory in which 
the prospect is located. The branch 
office in turn gives this prospect to 
the salesman to call on.

If we get an inquiry from Bill 
Jones, say. til Rockford. 111., .our 
salesman goes to Rockford to call on 
the man who sent in the inquiry, and 
while there he works the town. The 
salesman knows that all to whom we 
sell have been recently circularized by 
the factory.

Another serious mistake which is 
often made by users of direct-by
mail advertising is, they get out a 
broadside whenever they get the 
potion. Whenever they see business 
slipping they send out the entire lot 
of it at one time. What is the re
sult? They get plenty of inquiries, 
ves, plenty of them—more than they 
can handle. Their facilities are in
adequate and their selling organiza
tion too small to have each inquiry

“Want” Advertisements Win Seat in 
Congress for Woman

Through a campaign of “want" adver
tisements in all the papers of Muskogee, 
Okla., Miss Alice M. Robertson, anti-suf- 
fragi-t, won her election to Congress, ac
cording to a special dispatch to the New 
\I rk Tribune. She is the second woman 
to be elected to the National Legislature.

Miss Robertson, who owns a cafeteria 
in Muskogee, used advertisements with 
headings indicating that they were about 
her cafeteria, named the Sawokla, an 
Indian name. In the body of the adver
tisements. however, there were "heart-to- 
heart" paragraphs on the political situa
tion, telling the voters why they should 
cast their ballots for the owner of the 
restaurant.

Restrained From Using Coca Cola 
Trade Mark

In a suit at Wilmington, Del., this week, 
Judge Morris in the United States District 
Ci urt declined to dismiss the bill and 
gr mted a temporary restraining order in 
the suit of the Coca Cola Bottling Com
pany vs. the Coca Cola Company.

The defendent is enjoined and restrained 
from infringing the property rights in 
gc id will and trade mark granted by the 
c itract. This does not, however, dispose 
ot the matter permanently.

Sherwin-Williams Advances Lemperly 
and Jaap

I* D. Whittlesey, vice-president of the 
Sherwin-Williams Company, Cleveland, 
has announced that C. M. Lemperly, who 
has been advertising manager for many 
years, has been appointed director of pub
licity. Mr. Lemperly will have executive 
supervision of all branches of the publicity
work, including advertising, decorative, 
printing and sampling and the new mer
chandising and sales research divisions. He 
will devote most of his time to the work
ing out of merchandising, research and re

followed up promptly both by mail 
and salesmen. What happens ? Valu
able inquiries which cost them good 
money are wasted .and good sales are 
lost to their competitors.

] want to mention here that we 
aim to answer all inquiries very 
promptlv. In nearly all cases, they 
are answered the same day they reach 
us. The original inquiry together 
with a prospect file card in duplicate 
is sent to the branch, the duplicate 
card goes to the salesman, and the 
original is kept on tile at the branch. 
The factory also keeps a file card of 
the prospect, and in addition to fol
lowing this prospect by personal call, 
we also follow it by letter from the 
factory.

Another big mistake which is often 
made by direct-by-mail advertisers is 
that the sending out of the advertis
ing literature is left up to the branch, 
the agency and the dealer. Their 
business is to sell goods, and in ninety 
cases out of one hundred, they do not 
send out this literature, or at least 
not in a manner in which it should 
be sent out. What happens? Thou
sands of dollars of direct-by-mail 
literature is found on the shelves and 
in the stockrooms of these dealers.

sale plans in the executive sales depart
ment.

G. W. Jaap has been appointed advertis
ing manager. He has been assistant adver
tising manager the past few years, and at 
one time was with the Chalmers Motor 
Car Company of Detroit. He will handle 
the magazine, trade journal and all other 
forms of advertising work.

Douglas Shoe Account With O’Keefe 
Agency—Frank L. Erskine Resigns
The W. L. Douglas Shoe Company of 

Brockton, Mass., pioneer advertiser plac
ing its advertising direct, has appointed 
the P. F. O'Keefe Advertising Agency of 
Boston to handle its account.

Frank L. Erskine has resigned his po
sition as advertising manager of the com
pany.

Robert Frothingham, Jr., American Sec
retary in London

Robert Frothingham, Jr., son of the 
former advertising manager of Life and 
later of Everybody's Magazine and the But
terick publications, has been appointed to 
the secretaryship of the American Cham
ber of Commerce in London.

Dante Pierce Succeeds His Father as 
Publisher

Dante Pierce, son of the late James M. 
Pierce, according to the will of his father, 
inherits 51 per cent of the estate and 
becomes publisher of Pierce's Farm Week
lie-, the Iman Homestead. II isconsin 
Tanner and the Farmer and Stockman.

Franklin Auto Promotes Maney
President H. H. Franklin, of the Frank

lin Automobile Company, Syracuse, N. Y„ 
announces the appointment of A. G. Maney 
as director of distribution. Mr. Maney 
has been serving for some time as assistant 
to the president in connection with the 
merchandising end of the business over 
which he now has direct supervision. 

branches and agencies. If you don't 
believe it. go around and call on some 
of your branches and dealers and 
find out for yourselves just bow 
much of your literature they have on 
hand.

You will soon find out that your 
direct-by-mail salesman is lying 
around on the shelves or on the 
counters of the dealers instead of 
being out on the road working. I 
think that a large percentage of the 
enormous waste of advertising mat
ter can be eliminated if less of it is 
sent to the dealer and more of it to 
the consumer or prospect.

1'he company I am with has a 
record of all inquiries received and 
we expect our branches ad sales
men to report to the factory as to 
what happens to every prospect we 
send him. It is from this record that 
we compile our statistics which show 
that during our fiscal year 1920 we 
produced more than $5 in gross stiles 
from every dollar spent in direct ad
vertising. This return per dollar 
spent includes the cost of the cir
culars, the postage, and the time for 
addressing. It represents the results 
of a direct-by-mail campaign of 
nearly 2,000,000 pieces.

Annual Taylor Society Meeting, 
December 2-4

Scientific management in the sales de
partment, labor management, production, 
and the standardization of products are 
the subjects which the Taylor Society will 
consider at its annual meeting to be held 
at the Engineering Societies Building, New 
York, December 2, 3 and 4.

Preliminary reports from the investi
gating committees appointed at a confer
ence of one hundred and ten sales execu
tives held in New York, June 25, will be 
heard at the first session on December 3. 
These reports will deal with the organiza
tion and functions of the Sales Engineer
ing Department, Sales Operating Depart
ment and allied subjects. At the following 
forenoon session, Melvin T. Copeland, of 
Harvard University, will speak on "Stan
dardization of Products as a National 
Economy.” Alfred L. Smith, director, 
Music Industries Chamber of Commerce, 
will treat on the "Standardization of Prod
ucts as a Trade Economy,” and Willard 
E. Freeland, sales engineer, Winchester 
Repeating Arms Company, will show the 
"Standardization of Products as a Plant 
Economy.” John R. Dunlap, the Engineer
ing Magazine Company, will preside at this 
session.

On Saturday afternoon Paul T. Chcring- 
ton, secretary, National Association of 
Wool Manufacturers, will discuss the pa
llets delivered in the morning from the 
"Point of View of the Manufacturer”; 
Howard Coonley, president, Walworth 
Manufacturing Company, Boston, will do 
likewise from the merchandiser's angle; 
Morris L. Cooke will give the industrial 
engineer’s opinion; William H. Johnson, 
president, International Association of Ma
chinists, organized labor's viewpoint; and 
Edwin F. Gay, president. New York Eve
ning Post Company, will close the session 
by telling how the consumer "sizes them 
up."
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The New York Globe

DURING the period of readjustment, apparently closely upon us, 
the advantages offered advertisers by flat rate newspapers will 

become more and more apparent.

CJ On expiration of existing contracts and on all new business since 
August 1, 1920, the New York Globe has been on a flat rate—local 
and foreign.

Advertisers not desirous of making firm contracts for a full year 
are rapidly recognizing the advantages of doing business with The 
Globe and other newspapers selling space on flat rate basis.

<J Under the new rule of The Globe a man with a one-inch ad one ¡III
time, no matter where he does business, pays the same rate as the 
large local retail shop able to use 1 00,000 lines in a year.

<J The Globe likewise pays to agents commission on both foreign 
and local advertising and absolutely protects them by refusing to allow 
commission direct to advertisers except in the case of those using 
50,000 lines or more, when a wholesale rate exactly equal to gross 
rate less agents’ comrhission applies.

These are simple practices, but very few newspapers have reached 
the point of development to rigidly enforce them.

ST THE NEW YORK GLOBE
JASON ROGERS, Publisher
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The Purposes of Advertising Analysis
How Visualizing the Aims of the Campaign Helpt» 

the Advertiser and the “Space” Salesman

By CHALMERS LOWELL PANCOAST 
Director of Merchandising

THE advertising salesman who 
forges ahead today is the man 
who can sell his market, rather than 

the man who can merely talk circu
lation and comparative facts. It is 
almost impossible to take the knock 
out of a solicitation when comparing 
one list of mediums with another. 
When the salesman can lay before an 
advertiser a carefully analyzed plan 
regarding the sales possibilities of a 
certain market, he is then a creative 
worker and not a destructive one.

Many advertising salesmen have 
come to realize that a detailed, writ
ten plan helps the advertising sales
man to accomplish greater results, be
cause he is laying a inundation for 
permanent advertising in that field.

When the advertising salesman can 
talk absolute facts regarding a mar
ket and leave liehind a carefully 
worked-out, detailed market plan with 
a prospect, it is like planting seeds 
in fertile soil.

Another reason the written plan is 
of great assistance to the modern ad
vertising salesman is that many ad
vertisers request the salesman to put 
his proposition in writing so that it 
may be considered by members <>f 
the firm or at a directors' meeting.

During 1919 I wrote and submitted 
fiftv-four definite market plans; 
twentv-twHof which resulted in bus
iness. There is nothing unusual in 
this record except that I set out with 
the idea of writing and submitting a 
plan a week to some prospect who 
might be interested in what I had to 
sell. These plans primarily were de
tailed market plans. They did not 
deal with advertising ideas, copy or 
comparison of various kinds of adver
tising mediums. The fundamental 
idea was to sell a market on its own 
merit so long as it could be sold on 
Ihat basis. Of course, in some plans 
it was necessary to compare one mar
ket centre with another market cen
tre, or certain zones and trading areas 
with others. The most gratifying 
thing about writing market plans is 
that detailed data regarding markets 
is as free as the air, and every adver
tising salesman has access to this ma
terial. However, it is very astonish
ing that so few market plans are pre

pared and presented to advertisers for 
consideration.

THE PLANS ANALYZED

There are two kinds of market 
plans: preliminary and detailed.

The preliminary market plan is 
based almost entirely on distribution 
facts, rather than advertising data. 
This has to deal with things which 
are of more interest to sales man
agers thart to advertising managers, 
although it should not be. However, 
the average sales manager is very 
quick to appreciate facts which are 
presented in the market plan, while 
the advertising manager is more con
cerned with the collection of media 
and copy data. The reason for this 
is because the sales manager appre
ciates the many difficulties in secur
ing distribution, or in stimulating dis
tribution that already exists.

Preliminary market plans are pre
sented for many reasons. The first 
of these may be to interest a manu
facturer in extending his market; the 
second to change the selling policy of 
his firm and the third to analyze the 
¡¡resent distribution. Still a fourth 
may be to prove the possibilities of 
increased distribution, while a fifth 
may be designed to show the value of 
merchandising advertising to retailers 
and jobbers. In fact, the purpose of 
a preliminary plan is to develop new 
business rather than to attempt to 
get business away from a competitor.

Creating business is constructive, 
while an attempt to break down or 
change business policies already 
created is destructive. However, 
there are times when existing policies 
are not practical and are being oper
ated at a loss. If a preliminary mar
ket ¡flan can be made to bring out 
facts and it proves that an existing 
policy is detrimental to the growth of 
the business, this contention should 
be backed up with absolute facts to 
prove the change is warranted.

Next in importance to the purpose 
of the preliminary market plan is the 
appeal. The appeal may be made to 
all classes of advertisers, regardless 
of what methods or mediums they 
are using.

Detail market facts are of greatest

interest to national advertisers who 
are using magazines, newspapers, and, 
in fact, nearly all forms of advertis
ing. In covering every major and 
minor market centre in the United 
States, they are naturally interested 
in securing all the detailed informa
tion regarding the various markets 
they possibly can secure. Many of 
the large national manufacturers have 
divided the country into trading or 
jobbing zones. Some of these zones 
represent a “peak” for profit; or a 
“peak” in selling possibilities. These 
"peaks” or major markets are given 
more careful consideration than other 
markets.

Other national advertisers are in
terested in detailed market plans, and 
the facts secured enable them to plan 
how to best reinforce their national 
campaigns bv means of local me
diums.

Detailed market statistics are of 
vital importance to advertisers hav
ing well defined jobbing territories or 
zones of merchandising. Also to 
manufacturers of a. new product, 
which needs the most profitable mar
ket in which to turn over the product 
quickly.

ORGANIZED ANALYSIS

Today there seems to be a tendency 
on the part of big manufacturers to 
establish statistical departments for 
the purpose of securing information 
on the most profitable and responsive 
markets for their particular product. 
There are certain manufacturers who 
sell only in the big centers, while 
others sell in the small towns and in 
the countrv. There are manufactur
ers who distribute to the jobber only 
and the manufacturer’s salesmen call 
onlv on the jobber, eliminating the re
tailer entirely from their calculations.

Manv manufacturers are changing 
from jobber to retailer distribution, 
and other manufacturers are chang
ing from direct-to-dealer to the job
ber. In making these changes it is 
absolutely necessary for the manufac
turer to make a very careful study of 
markets and for this reason the ad
vertising salesman who is prepared to 
go into detail on the selling possibili
ties of his market has a better chance
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of getting to the manufacturer than 
has the solicitor who can merely talk 
circulation of his medium, or how 
much better it is than another me
dium in that particular section.

THE PRELIMINARY AIMS

The preliminary market plan is de
signed to accomplish the following:

First, to secure national distribu
tion on any product.

Second, to increase and strengthen 
distribution on an old product.

'third, to broaden the sales outlet, 
or to place before the manufacturer 
all the classes of dealers who might 
possibly consider his product.

Fourth, to stimulate the dealers’ in
terest.

Fifth, to strengthen relations with 
the dealer.

Sixth, to change from jobber to 
dealer.

Seventh, to change from selling di
rect to the retailer to the jobber.

Eighth, to eliminate broker and 
jobber.

Ninth, to open a chain of retail 
stores.

Tenth, to establish exclusive agents 
or dealers.

Eleventh, to change from agents’ 
house-to-house to dealer.

Twelfth, to change from house-to- 
house and also orders taken through 
dealer influence.

These are only a few of the many 
important steps which various manu
facturers are trying to accomplish in 
mfrchandising their goods. All of 
these steps present intricate problems, 
which can only be solved through a 
careful study of market facts, that 
have a direct bearing on these projects 
or the results desired to be accom
plished.

In order to be of value to the man
ufacturer or prospective advertiser, 
a market plan must show conditions 
as they are. and not resort to theory 
regarding that market. I his means 
that the advertising salesman must be 
in a position to analyze local condi
tions very carefully with a view of 
giving the manufacturer or prospec
tive advertiser authentic information 
on which he can base his plan. The 
old way of experimenting in adver
tising in certain markets has passed. 
The blue sky has been taken out of 
advertising because certain markets 
have revealed facts which makes it 
possible for a manufacturer to go 
ahead knowing that the results will be 
worth the effort he is putting into that 
market.

In analyzing and showing the con
ditions of a certain market, there are 
certain things which must be brought 
out very clearly.

First, condition and attitude of job
bers who handle new products.

Second, is the market overloaded 
or short of that kind of merchandise?

Third, are sales slow or are they 
m >ving rapidly ?

Fourth, is there a prejudice to over
come ?

Fifth, how is the line regarded by 
jobbers ?

Sixth, attitude of jobbers' sales
men, and possibilities of securing their 
co-operation.

Seventh, do they conflict with the 
manufacturer’s salesmen ?

Eighth, what is the extent of trade 
co-operation ?

Ninth, past conditions; are they 
favorable or unfavorable?

Tenth, present conditions ; are 
thev favorable or unfavorable?

In addition to these essential points, 
which are necessary to bring out in a 
market analysis or investigation, it is 
just as important to analyze the man
ufacturer's business in connection 
with its relation to that particular 
market, but this is a very large sub
ject in itself which requires special 
treatment.

The preliminary market plan con
cerns itself almost entirely with dis
tribution problems and conditions of 
the market.

The detailed market plan follows 
closely on the heels of the preliminary 
plan and brings to light specific in
formation regarding selling, distribu
tion and advertising in that particular 
market. In this respect it is more like 
a mining prospect which gives the 
history of the sale of certain kinds of 
products in that market and the se
curity the manufacturer may depend 
upon to bring about a success for his 
efforts in that particular market.

In other words the detail market 
plan is the plan of action.

Atlanta Plans Huge Pageant for Con
vention

A huge pageant, illustrating the growth 
and development of advertising and print
ing from the earliest historical and au
thentic records down to the present time, 
will be one of the important features of 
the 1921 convention of the Associated Ad
vertising Clubs of the W orld, to be held 
in Atlanta, according to an announce
ment of Dave Webb, president of the At
lanta Advertising Club. Officials of the 
convention are now considering its pos
sibilities.

Paper Plant Planned in North Carolina
The Consolidated Pulp & Paper Com

pany. lately organized and incorporated 
at Elizabeth City, N. C.. plans the con
struction in that city of an enormous 
plant to manufacture pulp and paper, ac
cording to an announcement of W. S. 
Taylor, chairman of the Board of Direc
tors. The company is incorporated with 
$1,500,090 capital.

A. B. C. to Tender Luncheon to L. B. 
Jones

As a tribute to the untiring efforts of 
L. B. Jones in behalf of the Audit Bureau 
of Circulations that organization will ten
der a luncheon to its late president at the 
Hotel Biltmore, New York, at 12.30, No
vember IK I he luncheon will also mark 
ihe installation of O. C Harn as president. 
A regular meeting of the Board of Di
rectors of the Bureau will be held on 
November 19.

Thompson Addresses Representatives
P. L. T hompson, advertising manager 

of the Western Electric Company, was 
the speaker at the November luncheon of 
the Representatives’ Club of New York, 
held at the Pennsylvania Hotel ou No- 
vcmlier 8. In the course of his address on 
the subject of "Taking the Blue Sky Out 
of Institutional Advertising," Mr. 1 homp- 
son made a strong plea for a clearer con
ception on the part of the representatives 
and a clearer presentation by them of the 
advantages of national advertising. Bal
loting at this luncheon resulted in the 
election of George Alpers, of the Metro
politan, as director to succeed H. C. 
Daych.

McCready Business Publishers’ Head
Robert H, McCready, of the McCready 

Publishing Company, was elected presi
dent of the New York Business Pub- 
li-hers' Association to succeed Harry W. 
Tipper, of Automotive Industries at the 
annual meeting of the association held on 
November 8. J. Malcolm Muir, of the 
McGraw-Hill Company, becomes vice
president, and C. S. Baur, of Iron Age, 
secretary. E. J. Buttenheim, of 'the 
American City, will continue as treasurer. 
Those elected to the Board of Directors 
for the new term were Harry W. Tipper, 
Roger Allen and Robert Luchars.

The principal speaker at the annual 
meeting which followed dinner at the 
Automobile Club was G. A. O'Reilly, vice
president and manager of the Foreign 
Trade and Business Research Departments 
of the Irving National Bank.

Sphinx and Richardites Hold Enter
tainment

Entering fully into the spirit of the eve
ning. the Poor Richard Club of Philadel
phia at an entertainment given in its 
honor by the Sphinx Club, Tuesday, at 
the Waldorf-Astoria, New York, pro
duced a musical skit in which a number of 
pretty girls chanted the merits of articles 
manufactured in the "Quaker Town."

President R. F. R. Huntsman, of the 
Sphinx Club, presided, and the speakers 
included Kar! Bloomingdale, president of 
the Poor Richard Club; Job Hedges, Rowe 
Stewart, president of the Associated Ad- 
\ ertising Clubs of the World, and E. J. 
Chattel.

Two New Business Papers for South
Two new trade journals for the South

ern field are to be launched by the W. R. 
C. Smith Publishing Company, of At
lanta, January 1st. One of these will be 
known as The Electrical South and will 
be devoted to the interests of electrical 
jobbers, dealers and contractors and the 
commercial departments of central sta
tions. The other will be known as The 
Southern Automotive Dealer and will be 
published to serve the interests of auto
mobile. truck and traiutr distributors and 
dealers and automotive equipment dealers.
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“A Woman’s Place’’ in Poster Advertising
Mrs. Jones’ Career Is Interesting Reading for 

Those Who Encourage “Doers”
By E. WALTER OSBORNE

ABOUT the middle of July th 
year a writer on a St. Louis 
newspaper decided that "a woman 

with enthusiasm for her job and the 
common sense to refrain from capi
talizing her femininity can succeed at 
anything.”

Like ninety-nine and nine-tenths 
per cent of all such philosophical ab
stractions on the same ever-fascinat
ing subject this one was inspired not 
by thoughts on womankind in gen
eral. but upon one woman.

A DELEGATE AT ST. LOUIS

About the middle of July the Blis
ter Advertising Association met in 
convention at the Hotel Statler in 
St. Louis and one woman delegate 
answered “present” to the roll call. 
She was Mrs. Carolyn G. Jones, of 
the Jones Poster Advertising Com
pany, Rome, Ga., and the aphorism 
with which this article begins was a 
generalization from the story of her 
career as she told some of it to the 
Si. Louis interviewer.

More recently, at our urgent re
quest, Mrs. Jones has added enough 
to the high lights reflected in the St. 
Louis story to enable Advertising & 
Selling to draw a fairly complete 
picture of her life as a poster adver
tiser.

It began suddenly and out of a 
tragedy about five years ago when, 
within ten months, her ten-year-old 
son and her husband died, leaving 
her, as she describes it, “helpless, dis
tracted, grouping for even a little 
thing that might help me to pick up 
the threads of life and go on.”

“I soon saw,” she continues, “that 
there were decisions and problems of 
business arising in the winding up of 
my husband’s affairs which could be 
handled by me only. Finding that 
concentration upon these matters left 
fewer moments for dwelling upon my 
sorrows. I determined to plunge 
whole-heartedly into business.”

In settling up her husband’s pros
perous business as executrix of his 
estate, her interest was piqued, not 
bv his banking or plantation opera
tions, but by one minor line to which 
be had scarcely ever referred. This 
was a poster advertising service 
which had been carried on to a lim
ited extent in her home town of Car-

Mrs. Carolyn G. Jones 

about her venture, she not only re
built the Rome plant and put it into 
the Double A class but, within a year, 
had personally superintended the 
building of plants in ten more towns.

This work meant driving about in 
her car in blistering sunshine and bit
ing wind—for even Georgia has its 
lilting winds—and sitting patiently 
for long hours directing the efforts 
of the inexperienced labor of the war 
period in the task of building plants 
that must conform to the rigid spe
cifications of the Poster Advertising 
Association. It meant doing all the 
office work and superintending the 
activities of a crew of bill posters, 
and, of course, such routine work as 
soliciting business, selecting advan
tageous localities for billboards, dick
ering for land leases, and with lum
bermen and carpenters for material 
and labor.

Iler territory now covers the towns 
of Rome, Cartersville, Calhoun, 
Plainville. Adairsville, Kingston, 
Cass, Emerson, Allatoona, Taylors
ville. Stilesboro and Lindale. Within 
the last six months she has enlarged 
all of her plants fifty per cent.

Notwithstanding all this business

istersville and in the neighboring city 
of Rome. She determined to wind 
up the other affairs and to devote her 
attention to this service.

EXPANDING THE SERVICE

Demonstrating that there was no 
half-hearted dilettantish enthusiasm

activity, Mrs. Jones assures us that 
she finds time to keep in touch with 
her friends and their social activities, 
to maintain her church interests and 
sing in her church choir as first so
prano. to belong to the country club 
and swim, dance, golf, and even gos
sip over a game of bridge or a cup 
<>f tea like any other “female of the 
species.” During the war she was 
a lieutenant in the Red Cross Motor 
Corps and did hard work in that ca
pacity.

DOING BUSINESS "MAN FASHION”

She has even found time to formu
late a business philosophy that wins 
our hearty commendation as a.guide 
for other women in business.

"A woman is not handicapped by 
her sex in business if she consciously 
and conscientiously avoids abusing 
her privileges as a woman," she says. 
"I deal wholly with men, and I put 
my proposition to them in a straight 
business fashion. When I go to a 
firm to solicit its outdoor advertising, 
I act as common sense dictates. With
out training in business. I have had 
to invent my own method of sales
manship, using common sense knowl
edge of human nature. Those meth
ods, combined with the enthusiasm 
I have always had for my job, have 
brought success. Of all' these fac
tors, however, the greatest is enthusi
asm. Without enthusiasm I could 
not have made good.”

Being masculine by persuasion and 
sympathies and therefore suspect of 
masculine prejudice we merely set 
down, without commenting upon it. 
the fact that when Mrs. Jones was in
vited to join the Rome Chamber of 
C ommerce—being the only woman in 
the city so honored—she declined 
upon the grounds that "it would 
make it uncomfortable for the men 
to have one lone woman about.”

W. S. Preston With Randall Co.
William S. Preston, until recently direc

tor of production for Critchfield &'Co., of 
Chicago, has joined the Chicago staff of 
the Fred M. Randall Company, and will 
handle copy, contact and sales work.

Previously, Mr. Preston was advertis
ing manager of the Scholl Manufacturing 
Co., Chicago; with the Chicago office of 
Green, Fulton & Cunningham, and with 
Marshall Field & Co.
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Humor Scores in the Advertiser’s Appeal
It’s Better Than a Too Positive or a Too Negative Tone, 

Copy Writer Deelares
By LOL IS E. SHECTER

TO START an argument among 
a group of advertising men is 

easy, especially when the question 
concerns copy viewpoint. And this 
naturally speaks well for advertising 
men generally, for so long as adver
tising continues, so long different 
copvwriters will and should stand up 
for different copy "slants.”

Frankly. I must admit that under 
certain conditions each kind of ap
peal which has been championed has 
its merits. Each has met with its 
quota of success and each has its 
sworn followers.

But returning, if I may at this late 
date, to the viewpoint that George F. 
Whitsett took in his article in Adver
tising, & Selling some time ago 
against "Poisonous Advertising 
Copv." to my mind, the purpose of a 
piece of copy is to produce a state of 
mind that will promote believability. 
Believability is half the battle. The 
man who reads a statement and 
doubts it will dismiss it from his 
mind. On the contrary, if he be
lieves the statement it will make an 
impression upon him and he will re
member it.

SOME DEGREES OF INTEREST

The advertising man on the out
look for reader interest has a valu
able lesson to learn from the hail
fellow-well-met traveling salesman 
(not tbe faking Jazzbo) who would 
entertain the Y. M. C. A. gang with 
stories of past merriment and in the 
end sell them his most wonderful 
safety razor. As a contrast you have 
the insurance man who, having made 
two chance acquaintances, soon puts 
them both to sleep with insurance 
mortality statistics. Not that the 
traveling salesman has the better per
sonality or proves himself more 
penial, but he simply puts his hearers 
in a receptive frame of mind.

To me. the idea of getting the 
reader in the proper frame of mind 
for entertaining your selling argu- 
mt nt is uppermost. Leaving the ex
tremes of positive and negative ap
peals which are likely to awaken 
doubt, a subtle, somewhat nonchal
ant. vet sincere statement has the 
effect, if it is carefully put. to psy- 
tb< logically sell the argument before 
it is presented. In other words, if 

the thought presented is of an ob
vious. uninvolved nature, likely to 
appeal to the average man as human 
and true, an important step has been 
made to produce and hold the in
terest of the prospective buyer. A 
favorable impression has been regis
tered and the rest is comparatively 
easy.

Needless to say it requires a very 
clever and. perhaps, I may add care
ful advertising man to produce such 
copy. The effectiveness of "humor 
interest" copy, as I call it. is en
hanced by the very subtle suggestive
ness and easy readability and for that 
reason the more care is necessary in 
preparing that type of copy.

And humor being such a fickle 
thing, it really takes an artist of the 
first magnitude to accomplish the 
needed effect. A clever combination 
of humor and humanness is required. 
In fact, being human should be just 
as important a matter with an ad
vertising man as being truthful.

Tbe point is illustrated by Joseph 
Katz. Baltimore manager for Ruth- 
rauff & Ryan, and head of the Katz 
Advertising Agency. There's such 
simplicity, such earnestness, that the 
reader is necessarily impressed. It 
is. in the real scse of the word, 
human copy. And while the lay is 
now a bit worn, the example holds 
its strength.

( In certain occasions, of course, a 
little pathos is really much more ef
fective than humor ever could be. My 
fellow anti-prohibitionists will agree 
with me that the pathos appeal is 
employed in the following:

Prohibition — and Spring 
Neckwear

Prohibition has even left its 
mark on the spring neckwear.

They’re rather sombre—the 
styles on the next order are—with 
a touch—rather than a riot of 
color.

Spring stripes are narrower.
Prices, $1.00 to $4.50.

But. all in all, Shakespeare was 
right. He had exactly the right idea. 
He knew human nature and the ad
vertising men of today can learn 
manv a point from his writings, dis
playing as they do his wonderful 

knowledge of humanity and human 
nature. When he makes Antony 
say, “Friends. Romans, Countrymen, 
lend me your ears. I come to bury 
Caesar, not to praise him,” we in
voluntarily ask, what more subtle 
speech was ever made ?

True, not much humor in that 
speech, but what would you expect 
in a funeral oration? Yet the prin
ciple is really the same. With clever, 
well-chosen words, he first wins the 
confidence of bis hearers, the people, 
and then gradually works them over 
to bis side.

I know this point of view is going 
to meet with the disapproval of many 
advertising geniuses who hold to the 
theory of straight-from-the-shoulder 
copy without deviation or digres
sion. Perhaps some of them will 
show me the error of my thoughts. 
Yet, till that happens, I still hold— 
Between Positive and Negative Ap
peal—Clive Me Humor Interest.

Erwin, Wasey & Company Has Pack
ard Account

The Packard Motor Car Company of 
Detroit, Mich., has nlaced its advertising 
in the hands of Erwin. Wasey & Company, 
of Chicago. The account of the Packard 
Motor Car Company of New York, for the 
present, remains with the George L. Dyer 
Company.

Redfield Advertises New Dress Lining 
for Lesher, Whitman & Company

The Redfield Advertising Company, New 
York, is handling the advertising of a new 
dress material known as crepe mohair for 
Lesher, Whitman & Company, New York. 
National magazines and business publica
tions will be used.

Sherman & Lebair, Inc., New A ork. 
will continue to handle the advertising for 
coat linings made by Lesher, Whitman & 
Company.

Shumway Has Ipswich Hosiery 
Account

The advertising of Ipswich hosiery, which 
hereafter will be carried on through the 
selling agents, Lawrence & Co., has been 
placed in the hands of the Franklin P. 
Shumway Company of Boston.

This agency is now placing advertising 
also for E. B. Harris, Boston, selling army 
supplies: Oriental Tea Co., Boston; Hil
liard & Merrill. Inc., Lynn, Mass.: Dun
lap. Cooke Co., furs; R. &■ L. Shoe Co.: 
Eastern Radio Institute; W. A. Milde 
Co.; Forbes Lithograph Mfg. Co., and E. 
A. Buck, hunting boots, all of Boston, 
Mass.
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Fuller & Smith Direct Dunlop Adver
tising

Fuller & Smith of Cleveland, Ohio, are 
directing a campaign for the Dunlop Tire 
& Rubber Corporation, Buffalo, N. Y., 
to introduce the Dunlop cord tire.

Schiele Handles Iron and Steel Ad
vertising

The Schiele Advertising Company of St. 
Louis is placing advertising for the Joseph 
Greenspon's Sons Iron & Steel Company 
of that city.

Akron Agency Gets U. S. Truck 
Account

The United States Motor Truck Com
pany of Cincinnati, Ohio, has selected the 
Akron Advertising Company, Akron, O., 
to direct its advertising and formulate its 
merchandising plan.

Gundlach Handles New Advertising
A new line of advertising of clothing 

and blankets is being placed through the 
Gundlach Advertising Agency by Homer 
Whitman Company of Chicago.

Gunnison to Advertise Funeral 
Directors

Fairchild Sons, Inc., "The Lefferts Place 
Chapel," funeral directors of Brooklyn, 
N Y„ has named Stanley E. Gunnison, 
Inc., as its advertising counselor and agent.

American Magnestone With Mace 
Agency

The American Magnestone Corporation, 
Springfield, Ill., has placed its advertising 
with the Mace Advertising Agency. 
Peoria, Ill. Copy and schedules are now 
being placed with general and class maga
zines on "American Magnestone Stucco.”

South America Advertising Service
F F. Lopez, F. R. Senften and C F. 

Root have organized the South America 
Advertising Service, 150 Nassau street, 
New York, with a capital of $10,000.

W. W. S. New Advertising Firm
W. W. S. Corporation has been organized 

in Manhattan by B. P. Maurer, W. W. and 
F P. Smith, 981 Madison avenue, to en
gage in advertising and promoting. The 
company is capitalized for $10,000.

Hernandez, Harrods’ Advertising Man 
in Buenos Aires

W. Hernandez, for eleven years manager 
of the Spanish department of the J. Ro
land Kay Company, Chicago, has been ap
pointed advertising manager for Harrods, 
Ltd., of Buenos Aires. He will sail from 
' ,v York on November 30.

Picard & Co. Moves
Picard & Co., Inc., New York, has 

moved from 50 East Forty-second street, 
New York, to 16 West Forty-sixth street.

Tucker Agency Publishes “All America 
Review”

The Tucker Agency, Inc., of New 
York, is publishing a monthly house or
gan. the All America Review, for the All
America Cables, Inc.

Grape-Ola Company in Receiver’s 
Hands

Jesse W. Ehrlich has been appointed by 
Judge Mack receiver under $10,000 bond 
for the Grape-Ola Products Corporation, 
New York, and plant at Fredonia, N. Y., 
in an equity suit filed by Zalkin & Cohen 
for Rode & Brand, creditors for $3,113. 

Liabilities are stated at $325,011, of which 
about $186,000 are secured, and assets are 
estimated at $431,000.

Freund, “Jack O’Leather” Advertising 
Head

Morton Freund, formerly assistant ad
vertising manager with the Bauman Cloth
ing Corporation, New York, is now adver
tising manager of J. J. Preis & Co., mak
ers of Jack O’Leather suits for boys.

Oklahoma City Women Start Advertis
ing Club

A Woman's Advertising League orga
nized in Oklahoma City, Okla., recently, 
has elected Miss Leno Osborne, of the 
Daily Oklahoman, president; Miss Joseph
ine B. Lincoln, also of that paper, vice
president ; and Miss Melva Lambert, sec
retary-treasurer.

TRANSPORTATION
Louisville, as an industrial city with more than five hun
dred factories, is ideally situated from the standpoint of 
transportation.
Nine big railroad systems, traversing the richest farm 
land sections, reaching the large population centers and 
export cities and tapping the important sources of raw 
material, radiate from Louisville.

Terminal belt line connections, assuring the best of traffic 
facilities for the efficient movement of all material and 
products, perfect the operating efficiency of Louisville’s 
railroads, while water transportation, by the Ohio river, 
relieves congestion and stabilizes rates.

The Louisville Industrial foundation, which has a million
dollar factory fund, and which has located forty indus
tries since its organization, will be glad to hear from 
and co-operate with manufacturers who are seeking a 
desirable location.

Louisville’s transportation is all that could be desired; 
her industrial future is assured; all national advertisers 
will find it a most productive market when reached through 
Kentucky*s largest morning circulation, that of

The Louisville Herald
Kentucky’s Greatest Newspaper

Eastern Representative : Kelly-Smith Co., Marbridge Bldg., New York 
Western Representative: John Glass, Peoples Gas Bldg., Chicago 
Southern Representative: Geo. M Kohn, Candler Bldg., Atlanta 
Pacific Coast Representative : R. J. Bidwell, San Francisco, Cal.

6)190 ONE OF THE SHAFFER GROUP OF NEWSPAPERS

Henle and Cullen Join Triangle Service
John Henle, Jr., who formerly conducted 

the Henle Advertising Service, New York, 
has joined the staff of Triangle Service, 
Inc., of the same city, and will have 
charge of the department of direct-by-mail 
advertising.

George B. Cullen, who was sales pro
motion manager for the Ebling Brewing 
Company, New York, since his return from 
service, has joined the staff of Triangle 
Service, Inc., and will have charge of- the 
merchandising of food and drug product,.

Ellison Represents Stalker Agency
George B. Ellison, for the past year on 

the advertising staff of the Toledo AYa'.«- 
Bee. has resigned to become field and serv
ice representative with the Stalker Adver
tising Company of that city.
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Exclusive Agency, or an Open Field?
It Depends Upon the Nature of Your Line, but 

These Views V ill Help You to Deeide

Of
By JOHN M. SCHLACHTER

R. A. Bartley, Wholesale Grocers, Toledo, Ohio.

MANY TIMES a manufacturer 
long engaged in producing a 

line of merchandise that is consumed 
within a radius of a few hundred 
miles of his plant is confronted with 
the desire to expand his field and 
then the question bobs up : 
"How shall 1 enter this pro
posed new market—which 
selling arrangement will se
cure not only the quickest 
distribution for my product 
hut also the most permanent 
relations—the exclusive sell
ing agency or the open ac
count arrangement?" Often 
a new company entering the 
selling Held is puzzled with 
the same issue.

And with the prospect that 
manufacturers are beginning 
to catch up on orders and 
without much doubt soon 
will be in a position to again 
actively engage in merchan
dising and. with that, look 
for broader markets, this 
question assumes new pro
portions. Therefore, a per
spective of policies and 
methods pursued may be 
illuminating.

BUILDING DISTRIBUTION

A Southern manufacturer of a 
well-known line of cereal products 
which are sold very extensively in 
tin Central West through jobbing 
channels has, of late, taken his 
product out of the exclusive agency 
class and it is now marketed upon 
the open account arrangement. For 
years they had sold these goods 
through specialty men working with 
the jobber and, with the aid of local 
newspaper and street-car advertising, 
had built up a very gratifying busi
ness. But the time came when this 
company no longer could afford to 
give one jobber the exclusive right 
to sell its goods in one market al
though he did sell several cars a 
year. Because the manufacturers 
had popularized their distinctive, at
tractive package through right pub
licity and as a result created a wider 
d< mand than one wholesaler was 
able to care for. So, in spite of very 
amiable manufacturer-jobber rela
tions, these makers were forced to 

permit more distributors to carry 
their goods. The result was that the 
former exclusive agent was able to 
still maintain his previous quota and 
in addition the factory supplied many 
new users and secured new business

EXPANSION
31 THEN the day comes upon which a cou- 
VV cm must shape its policy of expansion— 

when more sales through wider distribution be
come essential—careful consideration must be 
given the means.

The writer of the accompanying article 
senses the need for more outlets for merchan- 
di-e now being experienced by many American 
manufacturers. What he has to say on how 
to determine the merits of several systems as 
applied to the selling of specified products may 
prove very helpful at this time.

The manufacturers he quotes are real, their 
experiences are real, and the advice they give 
can be turned to real profits by any concern 
passing through a similar period of expansion.

THE EDITOR.

in this old market to the extent of 
double their former sales.

In this connection the makers of 
a nationally known table condiment 
express their views in this manner : 
"Ender usual conditions we are not 
in favor of the exclusive account ar
rangement for our goods because we 
have found, generally speaking, that 
a jobber and his salesmen, too. hav
ing exclusive selling rights, may be 
inclined to be less aggressive through 
having little, if any, competitive bid
ding for the business on the product 
concerned. This prevents the manu
facturer from reaching the maxi
mum number of retailers in the ter
ritory. Some factors are :

As a rule a retailer’s financial rating 
is looked upon in a different light by the 
Credit Department of every house with 
whom he does business. Whereas one 
jobber refuses to do business with this 
particular retailer, another will extend 
credit.

Each salesman has a certain number of 
retailers whom he does not care to sell 
for various reasons.

Likewise, there are numerous retailers 
who do not care to do business with cer
tain houses.

An exclusive arrangement more or less 
takes away from the manufacturer the 
control and sale of his product.

Puts the distributor in a position to 
regulate how much or how little is sold 
in the territory.

Where the jobber handles more than 
one brand of the same item and has the ex

clusive rights on one he can, if 
he sees fit, kill the sale of either.

Exclusive arrangements prove 
to be handicaps to the manufac
turer, as, when he decides to open 
up these territories, the previous 
arrangements he has made fre
quently tend to antagonize the 
other jobbers. Particularly is 
this true if it is a fast selling 
line. After the other jobbers 
forced to take on similar lines in 
order to compete with the jobber 
having an exclusive account have 
built up good volumes on them 
and are then approached on an 
open account basis by the manu
facturer who previously refused 
to supply their requirements, 
they are not likely to be inter
ested in co-opcrating.

"lit justice to the other 
side, we must say we have 
found those several whole
salers with whom we havel 
had exclusive selling ar
rangements for over a period 
of years have given unusual 
support and co-op^ition in 

even' way. So long as this support 
continues and our business continues 
to increase in proportion to the local 
consumptive demand in the territory, 
we could hardly contemplate a change 
with fairness to these old customers.” 

Nevertheless, the new manufac
turer seeking an outlet for his goods 
is often willing and desirous of mak
ing inducements to obtain co-opera
tion and support for his merchan
dise. An Eastern manufacturer of 
a food product was seeking to enter 
the mid-West field. ( )ther makers 
long established were making similar 
goods. So, in order to get his share 
of trade and make it worth the new 
effort required to introduce his line, 
he made an exclusive selling ar
rangement in jobbing centers and 
offered inducements in the way of 
quantity discounts and salesmen’s 
bonuses that accomplished the de
sired result.

This problem, of necessity, must 
concern itself with products and 
their field of usefulness. No one 
would contend that such nationally
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The South Is Wealthy Because—
The South Produces:

100 per cent of the country’s cane 
sugar.

100 per cent of the country’s peanuts.
92 per cent of the country’s sweet 

potatoes.
90 per cent of the country’s rice.
80 per cent of the country’s early 

spring vegetables.
60 per cent of the country’s grain 

sorghum.
45 per cent of the country’s peaches.
35 per cent of the country’s citrus 

fruits.
33 per cent of the country's eggs.
30 per cent of the country’s apples.
25 per cent of the country’s sugar.

The South Has:
40 per cent of the country’s swine.
35 per cent of the country’s cattle.
30 per cent of the country’s milch 

cows.

The South Is Producing:
100 per cent of the country’s bauxite.
100 per cent of the country’s barytes.
100 per cent of the country’s fuller’s 

earth.
99 per cent of the country’s sulphur.
99 per cent of the country’s phos

phate rock.
90 per cent of the country’s alumi

num.
60 per cent of the country’s graphite.
45 per cent of the country’s asphalt.
33 per cent of the country’s pyrites.
33 per cent of the country’s talc and 

soapstone.
32 per cent of the country’s coal.
24 per cent of the country’s lead and 

zinc.

In addition to the above sources of revenue, the 
South produces 66 per cent of the world’s cotton.

Southern Newspaper Publishers Assn.
CHATTANOOGA, TENN.
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advertised products as Shredded 
Wheat, Kellogg's Toasted Corn 
Flakes. Postum Cereal, Quaker Oats 
or Campbell’s Beans would enjoy the 
wide popularity they do had they 
adopted an exclusive selling policy.

However, leaving the grocery field 
and broadening our vision we find 
many lines of merchandise that de
pend almost entirely upon exclusive 
agencv selling arrangements and that 
are known from Boston to ’Frisco 
and from the top to the bottom of 
the land.

SELLING IN OTHER LINES

A Central States manufacturer of 
undergarments, who markets his 
goods through exclusive selling-job
bing agencies, looks at the situation 
from this view:

"We operate on a strictly whole
sale basis, but we are very careful 
about placing our merchandise, and 
in cities of the larger size, such as 
Toledo. Cleveland and Detroit, we 
restrict our sales to one wholesaler. 
We do this not because of any writ
ten contract or form of agreement, 
but it is generally accepted in the 
trade that price footballing of mer
chandise is not permitted.

“This attitude, taken with the gen
eral policy of the company, over a 
long period of years, by which it has 
earned a name for living up to its 
obligations, has resulted in our get
ting a large degree of co-operation 
from our distributors right at the 
start and in making the majority of 
them agreeable to any suggestions 
that we offer for co-operation.

"We start, therefore, with good
will on the part of our distributor 
and in most cases he sells our goods 
exclusively in our range of merchan
dise.

"Having less than a hundred dis
tributors, vou will appreciate that it 
is possible for us to keep in very 
close personal contact, and we take 
advantage of this personal contact in 
trving to get in touch with the sales
men, in the encouraging of our dis
tributors to send their salesmen to 
our plant and the occasional meeting 
with salesmen at the headquarters of 
our distributors.

"We have found the plan of hav
ing men come here most successful 
in creating enthusiasm and putting 
them in position to answer inquiries 
regarding our merchandise with the 
same degree of accuracy that a direct 
salesman would have. We cannot go 
on record too strongly in our feeling 
that this is the prime method of get
ting action.

"Of course, in all lines it is not 
possible to do this because no whole
saler will send his men to a mill and 
let the mill bias them, so to speak. 

unless they are giving exclusive rep
resentation to the line in question. 
This all resolves itself back to the 
question of the attitude of the distrib
utor toward the manufacturer.

"It may be the long way around, 
but in all our publicity—and particu
larly during the past few years—we 
have aimed our advertising ammuni
tion at the bull’s-eye that wholesal
ing was the logical and economical 
form of distribution. From this we 
have received more direct action in 
the way of distributors’ endorse
ment of our plans than in any other 
campaigns we have undertaken.

"Our distributors have been very 
frank to go on record as to their 
consciousness that we were perform
ing a service to the entire wholesale 
fraternity. It simply looks to us as if 
human nature were human nature and 
if you develop something more than 
simply merchandising, in the form 
of a sales policy' that will appeal to 
the distributor, you get away from 
the eternal bickerings of narrow 
price margins and render yourself 
less liable to one season buying. 
Then, if. on top of this, you can 
create a favorable attitude among the 
salesmen of your distributors, you 
have a large body of men working 
for you.

"In our organization, we make it 
a habit of trying to get in touch with 
the salesmen so that they know us 
and we know them, and I believe 
that we can point to many spots in 
the United States where the jobbing 
salesmen are just as interested in our 
line as if they worked direct from 
the factory.

“Our advertising policy is simply 
a reflection of our general policy and 
because it is sincere and based on our 
belief and backed by our actions, we 
believe it makes friends on ail sides."

A CONSTRUCTIVE POLICY

Naturally such a broad co-opera
tive policy' is sure to make and hold 
friends and cement relations that will 
assure an ever-increasing xolume of 
trade. These methods are the ex- 
wp’iim and no' the rule.

Furthermore, the manufacturers 
of what is considered by many to be 
the leading line of heating appara- 
'us and who market their product 
throughout the world have this view
point :

“An exclusive selling agency is the 
most desirable, in our opinion, pro
viding the dealer or distributor is big 
enough to handle the proposition in 
the territory where he is appointed.

"It is a difficult merchandising 
problem to secure the proper effort 
and co-operation of a dealer or agent 
unless he is protected in his territory. 
This is especially true of a product 

selling for a considerable sum of 
money. The exclusive agency also 
reduces complaints of territorial con
flict and serves as an incentive to the 
dealer to develop the proposition. 
Much, of course, depends whether 
the sales agent or distributor is a 
live wire or one who waits for busi
ness to come to him."

I he experience of the makers of 
apparel is especially valuable because 
these large industrial concerns have 
passed through various stages of sell
ing and have assimilated the best 
merchandising methods and are fol
lowing tried and true policies. A 
large mid-West manufacturer ex
presses his views thus:

another viewpoint

"We are heartily in fax or of the 
exclusive agency as applied to our 
business, although, of course, we 
have not attempted to analyze its ad
vantages when applied to another 
line entirely different in character.

"We feel that the representation 
of our line should be one of the 
dealers’ assets, the same as good-will, 
and in cost cases we believe that it is 
considered as such. We have had 
many instances of hard feeling on the 
part of a retailer when he has 
thought that his proper selling radi
us was encroached upon—as in the 
case of one merchant sending goods 
to a branch store in a town where we 
have another customer. The retailer 
is entitled to protection if he spends 
his money advertising a certain line 
and we certainly could not expect 
him to be enthusiastic about work
ing up a trade for a line if he knew 
that his competitor could obtain the 
same clothing as easily as he could.

"It is, incidentally, common prac
tice among the advertised lines of 
clothing to adhere to the exclusive 
agency plan.

"Some firms have found it profit
able to adopt a half-way policy; that 
is, selling through exclusive agencies 
in one part of the country and em
ploying the open account arrange
ment in such parts as their represent
ative or judgment thought wise. Such 
a program was followed by a well- 
known hosiery manufacturer who

"In sellirg our merchandise, xve 
do not think it possible to make a 
hard-and-fast rule regarding this 
proposition of distribution. In towns 
of small population it is customary 
for our salesmen to give the exclu
sive selling rights for our en'ire line 
of men's, women’s and children’s 
goods or one of the three parts of 
our line.

"In towns as large as twenty-five 
thousand and more, in some sections 

(Continued on page 28)
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Farm Life and Other Farm Papers
FARM LIFE FAMILIES WHO TAKE OTHER FARM PAPERS
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Alabama ................ .......... 195 3 •> 0 5 3 9 90 1 4 9 121 112
Arizona ................. . .
Arkansas . .

..........  12
4

1
9

2 1 1
9 19 17 4 12 90

California . ........... 50 9 .» 1 1 13
1

28
Colorado ............. ...............  33 >> 1 3 Î» 1 s •> 30 24
Connecticut .......... 24 3 ♦> 3 1 3 14
Delaware ...............   . *>•> •> 3 t •> 1 •> 11 10
I lorida ..................... ........... 65 1 3 3 3 i 17 4 1 5 41 30
Georgia . ........... 290 ; » 3 8 3 10 3 124 X 4 38 202 170
Idaho ............. ........... 43 ■> 5 - 1 1 18 •» 1 44 33
Illinois ........................ 417 28 49 12 12 16 1 X 199 37 a 39 410 394
Indiana ............. .......... 581 78 76 36 •>3 32 12 150 a2 1 19 479 389
Iowa ....................... 117 s 19 4 3 3 9 44 □ 1 108 89
Kansas ..................  . . 98 10 7 4 1 3 18 10 3 • 85
Kentucky ............. ........... 248 19 16 « 4 10 4 66 11 •» 4 1 43 1 Oy
Louisiana . . ........... 70 », 3 2 16 ß •> 1 32 28
Maine ..... .......... 44 2 3 6 •> (5 3 1 30 23
Maryland 8 a •> 9 .» 1 1 37 31
.Massachusetts _____  36 ■> 4 '2 1 •> 4 •> 1 3 21 17
Michigan . . ........... 201 34 20 1 4 8 •> I 60 9 1 4 150 129
Minnesota . . ........... 170 9 23 3 8 3 3 81 3 i. 10 153 126
Mississippi.. .. ........... 170 (j 1 •» 73 1 1 86 80
Missouri ... ........ Aiti 16 34 8 9 (, 9 I 30 28 0 3 149 133
Montana ................ ........... 73 4 12 3 *> I 12 12 6
Nebraska ............. ........... 69 8 10 30 3 5« 49
Nevada ..................... 1 1
New Hampshire ... 12 3 •» 4 1 1 1 1 13 9
New Jersey .... ........... 29 8 1 3 3 Q 1
New Mexico . . 1 4 •» >> •» 1 1 •> 10 9
New lork . 189 20 9 10 35 8 65 (J 3 4 160 137
North Carolina . ........... 215 12 4 •> G 84 1 i) 3 117
North Dakota . ........... 125 17 15 o 1 •> 3 3 33 19 4 8 110 92
Ohio ........... . ... .......... 336 42 37 12 15 14 3 176 21 4 33 357
Oklahoma ............. .......... 121 8 11 1 •> •> 4 1 7.» 6 4 113 92
Oregon ...............   . ..........  53 3 3 1 (; 16 12 49
Pennsylvania ........... 335 91 20 15 24 21 1 1 49 76 o 4 304
Rhode Island . . □ 4 1
South Carolina ........... 96 »> •> •» 1 •> 4 *> 40 3 58 54
South Dakota ........... 85 12 8 2 2 4 i 67 8 34 138 61
Tennessee ............. ........... 184 6 8 •> ¿1 0 4 2 3 3 101
Texas ........................ 243 11 6 6 4 '» ? 1 8 37 y 0 5 111 105
1 tab .......................... ........... 18 3 2 □ 4 10 ‘2^ 16
4 ermont ...... . 32 8 3 8 7 19 9 30
V irginia ...... .......... 206 24 10 JO 13 4 3 ¿Hi 4 4 9 140 123
Washington . 3 3 •> •» 20 20 4 61 47
West Virginia . ........... 109 11 11 9 4 1 4 32 6 86 64
W isconsin ...... .......... 131 1 1 14 1 3 4 3 54 6 •» 98 79
Wyoming ............. ........... 13 3 2 1 2 ’ 1 1 10 9

Total...............................6,115 574 474 216 253 212 146 727 1,264 424 124 342 4.756 3,823
* Progressive Farmer 
Southern Riiralist 
Inland Farmer

Southern Agriculturist 
** State paper published 
Western Farmer

in subscriber’s State
Western Farm Life 
N. E. Homestead

Of 6,115 replies from FARM LIFE readers to a ques
tionnaire which are summarized in this table 3,823, or 63 
per cent, indicate that the farmer reads more than one 
farm paper.

The greatest duplication is with the State farm papers. 
In some states, such as Illinois, Iowa, Indiana and Ohio, 
this State Paper duplication is considerable. Yet for the 
country as a whole it reaches only 28 per cent—and how 
many lists include every State farm paper in the country?

Add all the sectional papers and the duplication only 
comes to 40 per cent.

Turning to the better-known national papers, we find 
that Farm Journal reaches 9 per cent of FARM LIFE 
readers; Successful Farming, 8 per cent, and Country 
Gentleman, 3(4 per cent.

Again we say that the only way to reach FARM LIFE 
readers is to use FARM LIFE.

THE FARM LIFE PUBLISHING CO.

New York

THE JOHN M. BRANHAM COMPANY
A D V E RT I SING RE P RESEN TATI VES 

St. Louis Chicago Kansas City Detroit Atlanta Cleveland San Francisco
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Edge Law Banks and Foreign Selling
An Extension of Mercantile Credits That Should Benefit Exporters 

Who Must Facilitate Financing

By A. H. TITUS
President, First Federal Foreign Banking Association

THERE is a special interest in 
the services of the new "Edge 
Law" banks for men who have the 

management of export selling, as well 
as for the treasurers of concerns 
that export. The executives who 
must push foreign selling and those 
who must handle the financing of it 
are naturally attracted by the facili
ties these banks offer them for using
credit as a factor in building up a 
good foreign distribution that will 
stay bv them. Credit in foreign sell
ing helps to get business as an ele
ment of competition ; a policy of 
credit that is carried out on a basis 
both sound and liberal is a strong 
bulkier of goodwill that retains for
eign business when once it is secured.

"Edge Law" banking was estab
lished largely for the purpose of 
specializing in the merchandising 
credits of every kind of export busi
ness.

WORKING BOTH WAYS

Of course, the “Edge Law" banks 
are t ipected to do an all-round for
eign business; they finance imports 
as well as exports, and it is probable 
that 80 per cent of their business will 
run along the grooves of the highly 
standardized methods of • interna
tional commercial financing as con
ducted by ordinary banks. In the 
other 20 per cent comes the service 
that is of particular benefit to a thor
oughly organized export business. 
This is the service of long credits, 
and of credits fitted to transactions 
that are out of the ordinary as re
gards their mechanical details.

What American exporters have 
needed has been a somewhat broader 
banking service than was available, 
on which they could rely in laying 
out a broad policy of giving credit to 
customers all around the world. Our 
exporters have been a bit slow in 
giving credit—slower than was really 
good for American export trade.

I am not speaking in favor of any 
policy of giving credit to foreign buy
ers indiscriminately, nor do I advise 
any exporter to offer terms of inor
dinate length and cheapness in order 
to tempt a foreign buyer to load up 
with goods he cannot sell, or so that 

the merchant will have cash on his 
hands for a mo th or two between 
the sale of the goods and the matur
ity of the drafts he must pay—a sit
uation which would breed risk be
cause the money would lure him to

A. H. Titus

speculative use of it. which would 
inevitably entail occasional losses.

I speak only in favor of a sound 
general policy of giving credit to 
good, well-known customers abroad, 
on the terms which investigation 
shows are either the prevailing terms 
in the customer's locality or war
ranted by sound business considera
tions, amkon a basis in which the for
eign customer pays the cost of carry
ing the credit. In accordance with 
such a policy, an American exporter 
will have a legitimate hold upon the 
good will of his foreign customers. 
He will be able to keep their trade. 
He will often be able to extend his 
foreign distribution through good 
customers by practically financing 
them in building up bigger business. 
It will all be upon a sound founda
tion.

AN ELASTIC POLICY

The “Edge Law” bank offers the 
facilities for credit extension of any 
number of months necessary in legit
imate business. I would say that the 
period is not so long as has been fre
quently talked about by foreign-trade 

advisers speaking at conventions and 
writing in trade literature. Probably 
90 per cent of ail legitimate “long 
term" credits are not longer than five 
or six months, and all the rest but a 
minute percentage “clean up" with
in seven months. There is a small 
but not unimportant element in the 
coming trade of this country in which 
the credits will extend from a year 
to two or three.

It is entirely reasonable for mer
chants abroad to expect credit. 
Everybody knows that a large vol
ume of business is done in this coun
trv on credit for the sole reason of 
its conveniences. Credit is a great 
business convenience, and merchants 
will insist upon credit for that alone. 
There is plenty of good reason be
side this. In many foreign countries 
where we should sell extensively the 
local banking systems are not suf
ficiently well organized to give local 
merchants the advantages which mer
chants obtain from country banks all 
over the sparsely settled regions of 
this country, enabling them to take 
cash discounts, and carry a large 
business on their own resources and 
independent of the larger dealers. 
There are countries where there is 
not even a checking system for set
tlements, and the actual cash has to 
be paid back and forth. In such 
countries a responsible business man 
would be greatly handicapped if he 
had to buy for cash ; and credit terms 
of a month or so mean that he can 
swing a much bigger business, on a 
closer margin of profit for himself, 
with safety, and with advantage to 
the dealers who distribute their 
goods through him.

The “Edge Law" banks are Fed
eral banks—that is. they are estab
lished by Federal charter, the pres
tige of which is very important in 
doing business abroad. They will 
ultimately form a group of foreign- 
business banks corresponding to the 
domestic group in our National or 
Federal Reserve system. The rapid 
growth of banks specializing in for
eign business is very significant. It 
means that America is not only in
creasing the volume of its foreign 
trade, but building better machinery 
for it. It is not a criticism of our 
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regular banks to say that it is proof 
of the intensity with which America 
is going after foreign business that 
this specializing in the foreign busi
ness appears. It may come as a sur
prise to some readers to be told that 
there is a group of special foreign- 
business banks in New York and 
Boston that are offering facilities 
now for nearly $1,000,000,000 of ex
port and import credits.

The "Edge Law" banks will 
finance by means of bankers' ac
ceptances and other prime securities 
which they will sell in the open dis
count market which this countrv has 
also developed to large proportions 
within a very few years, and which 
is also a sign of our growing busi
ness field.

DEPOSITS NOT ACCEPTED

The “Edge Law" banks do not 
take deposits. They do not, like or
dinary domestic banks, use the de
posits of one group of customers to 
finance loans to another group. They 
use the discount market. livery great 
foreign-trading country has its open 
discount market, where the banking 
securities that are typical of the 
world’s international commerce are 
bought and sold, and where the 
greater part of the world’s aggregate 
of trade is financed. We have a 
growing open discount market. 
When the world gets back to normal 
our market will be in constant touch 
with the money-markets of Europe. 
Al) the world's open discount mar
kets will be practically one. through 
the use of the machinery of interna
tional banking and the cables and 
wireless. When monev gets a little 
scarce here such banks as the "Edge 
Law'’ banks will sell the bankers' ac
ceptances, which arise out of export 
transactions, not only in New York, 
but in London, or Paris, or perhaps 
Tokyo, where the market for the 
moment is easier and the rates better.

"Edge Law" banking means not 
< lily a broader service of banking for 
America’s exporters. It means a 
great further advance in the coun
try's machinery of general finance.

Iowa City Dailies Merge
11 e Iowa City, la., Press, democratic 

paper founded in 1841, and the Citizen, 
republican daily established in 1891, have 
been combined into one paper to be known 
as the Iowa City Press-Citizen. The new 
paper announces it will be independent.

S. E. Carrell of the Press will be presi
dent and manager of the consolidated paper, 
and his son, Dale E. Carrell, will be sec
retary and treasurer. E. E. Johnson of 
the Citizen becomes vice-president of the 
new paper with a one-fourth interest, but 
will retire from active service with the 
publication.

“Better Times”
Better Times, originally issued as the 

organ of two score settlement and neigh
borhood houses in New York with the 
claim of being "The Smallest Newspaper 
in the World,” is now being brought out 
as a monthly magazine devoted to the 2,
000 charitable and public welfare organiza
tions in New York City. Herbert Hoover 
is chairman of the board of advisers of the 
new publication, and George J. Hecht, who 
served during the war with the Committee 
on Public Information, is editor.

New Orleans “Item” Holds House
warming

The New Orleans Item, on October 31. 
threw open the doors of its huge, new plant 
to the public, something new in the history 
of Southern journalism, and celebrated a 
very successful "house-warming." Music, 
flowers, souvenirs, decorations and ad
dresses by prominent persons aided in 
making the event a memorable one. Be
tween six thousand and seventy-five hun
dred people inspected the building. The 
Item has been published by James M. 
Thomson since its establishment in 1907. 
Arthur G. Newmyer is associate publisher: 
Marshall Bullard, managing editor, and 
Paul J. Thomson circulation manager.

“The Boiler Maker” in A. B. P.
The Boiler Maker published by the Sim

mons-Boardman Publishing Company, 
New York, has been made a member of 
the Associated Business Papers, Inc.

The resignation of The Timberman of 
Portland. Ore., has been accepted by the 
organization.

Standard Register to Carry Advertising
In order to take care, of increased costs 

in printing and paper, R. W. Ferrel, man
ager of the Standard Register of National 
Advertising, New York, has announced 
that the 192! edition to be issued next 
April, the monthly supplements, agency 
lists and geographical index will carry a 
limited number of full page advertise
ments.

Kokcmo “Dispatch” in A. N. P. A.
The Kokomo, Ind.. Dispatch has been 

elected to active membership in the Amer
ican Newspaper Publishers' Association.

Mervin, Advertising Manager, Sacra
mento “Union”

William Mervin has succeeded J. M. 
Clelland as advertising manager of the 
Sacramento Union, Sacramento, Cal. Mr. 
Mervin was formerly circulation manager 
of the newspaper.

Regarding the New False Information 
Law

In spite of the fact that one of the New 
York laws--Section 421 of the Penal 
Code, enacted in 1915—was formulated 
with direct reference to the menace of 
false advertising, says the Retail Public 
Ledger, it has recently been found neces
sary to add another section. Under the 
provisions of the new law. any one con
victed of furnishing false information or 
false or untrue statements of fact to any 
newspaper is to be judged guilty of a 
misdemeanor if it is the first offense and 
of a felony if it is the second offense.

This, together with the statute of 1915, 
which provides for the punishment of the 
person who. in an advertisement, makes 
any assertion, representation or statement 

of fact that is untrue, deceptive or mis
leading. should act as a powerful deter
rent of false advertising in New York 
and as a working model of an effective 
law to the country at large. While the 
majority of the concerns which overstep 
the bounds of truth in connection with 
advertising are those which make offers 
of fabulous returns on certain financial 
deals, it cannot be denied that practically 
every city contains merchants who are 
none too truthful in connection with 
their own advertising.

Armes and Leonard Join Wood, Put
nam & Wood

Lyman H. Armes and John Felix Leon
ard have become associated with the 
Wood, Putnam & Wood Co., Boston. 
Mass. Mr. Armes, formerly special fea
ture writer for the Boston Post, and a 
former director of American newspaper 
propaganda for the Lithuanian National 
Council of New York, in his new work 
will act as director of publicity and in a 
research capacity.

Mr. Leonard, formerly director of serv
ice, copy and plans with Albert Frank & 
Co., New York, will devote his time to 
the copy and service department of Woo,” 
Putnam &: Wood Co.

Stratton Is Grant Sales Head
Frank S. Stratton has resigned from 

the Packard sales organization, Detroit, 
to become sales manager of the Grant 
Motor Car Corporation, Cleveland.

New Publications
Wichita, Kansas, “Beacon” Starts Sun

day Paper
The Wichita, Kansas, Beacon, evening 

paper, edited by Governor Henry J. Allen, 
will publish a Sunday morning edition 
starting December 5.

The Sunday issue will contain a four- 
page, four-color comic section, a four-page 
rotogravure section and an eight-page mag
azine section as the outstanding features.

“Today”
Under the editorship of Dwight S. 

Anderson, publicity manager, the Associa
tion of .Army and Navy Stores. Inc., 
New York, commences, with November, 
the publication of a very attractive little 
magazine called Today. It will be pub
lished on alternate months for service and 
ex-service men, reaching the 40,000 mem
bers of the Association.

“Natural Gas”
To cover the far-flung interests of the 

natural gas industry, the Natural Gas As
sociation of America has started as its 
official organ a publication named Natural 
Gas. It is edited in Columbus, Ohio, by 
W. Redfern Brown.

Winnipeg “Free Press” Publishes “Re
tail Merchants’ Monthly”

The Winnipeg Free Press is now pub
lishing a monthly newspaper, edited by 
Bertram R. Brooker, as a digest of news 
relating to the retail trade of Western 
Canada. It is entitled the Retail Mer
chants' Monthly.

“Oregon Journal” Issues “Trade News”
The Oregon Journal, of Portland, has 

started the Oregon Journal Trade News 
to be published twice a month for circula
tion among the retail trades.
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Time to Advertise
Aud Time. Also, for the Business Editor to Give 

Maximum Service

THESE are great days for the 
publisher of the trade paper. 
Fiines of change in politics, in busi- 

less, perhaps in religion—reconstruc- 
:ion, retrenchment, price reduction— 
‘getting down to bed rock,” as some 
businesses are, returning to pre-war 
prices, as is alleged of others, resist- 
ng the implication that they have 
profiteered, as are still others; all this 
evidences a great subterranean up- 
teaval that has revived the eternal 
ieep wells of the news.

For it must be distinctly under
stood that the news, that is to say, 
ntelligence and information of cur
-ent happenings, is the inspiration of 
til journalism. Whether the publish- 
;r acknowledges the fact and capital- 
zes the principle, or whether he 
lenies it and hides his light under a 
mshel woven of the wattles of self- 
:onceit, the fact remains that the 
procession of eternal deep wells of 
:he news.

These ought also to be great days 
for the trade publisher’s business, be
tause while the news is merely, and 
it its best, an echo of real activity, 
idvertising is a very living form of 
energy and the motivation of the pub- 
ishing business as a business. Since 
trade advertising is a part of the ac- 
:ivity of which trade news is an echo, 
therefore, this should be the season 
>f the trade publisher’s harvest.

If it is not. the publisher’s thesis 
nust be wrong. If not that, then the 
trade is insincere or possibly merely 
reedless in its acceptance and appli- 
tation of advertising in theory and 
practice.

This is, in fact, a time when the 
ines of communication of this in- 
lustry. of any industry, are working 
pvertime. The interchange of infor- 
nation and discussion in trade chan
nels always reaches a peak as the 
■risis approaches following some 
jreat causative influence, such as the 
ibrupt introduction of lower prices 
jy one powerful and essentially inde- 
'endent manufacturer. Everybody 
wants to know what is going to hap
pen as a result of such an event. 
Everybody wants to know what 
others think, how their business will 
be influenced by the change. None 
will deny that such influences are apt 
.0 be sweeping, but how many recog- 
iize the certaintv that every avenue 
if intelligence will be scrutinized for 
nterpretive signs?

Dealers write to the factory to 
know what the factory is going to do 
about it. The factory replies ac
cording to its lights. Suppliers write 
to the factory, or vice versa, for a 
statement of future intent. Later on 
the public is informed through the 
daily newspapers and so-called “na
tional mediums.” To many minds 

A City of Homes!
Kansas City has more detached houses and 
more people who own or are acquiring “their 
own homes” than most cities two and three 
times its size. There is a conspicuous absence 
of flats and tenements. It is a city of open 
spaces, with lawns and back-yard gardens. 
“Provincial” you might call it. Family life 
approaches the ideal in Kansas City.

A Home Newspaper!
The Kansas City Star is a “home” newspaper. 
Its clean editorial tone and its unique carrier 
service are features that appeal to people who 
spend much of their time at home. The Star 
has practically no newsboy or news-stand sale, 
because everybody in Kansas City “takes” 
The Star regularly and has it delivered twice 
a day at the doorstep. There are more Star 
subscribers, served by carrier, in Greater Kan
sas City than there are families.

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.

this may seem sufficient. But is it ?
Remember that what interests the 

dealer after he learns his own fate 
or fortune is news of the fortunes 
of other dealers, present and prospec
tive. The factory, absorbed in its 
own affairs as it is, does not always 
take the trouble to expound the poli
cies of other factories to its dealers 
as a means of enabling them the bet
ter to adjust themselves to change. 
Yet this is something the dealers 
want to know, and will discover in 
ways of their own.

Unless pressed for reasons to sub
stantiate its course, perhaps the fac
tory does not take the trouble to let 
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the dealers know how it is faring in 
its relations with its sources of mate
rials. supplies and parts. Changes in 
the ¡tarts field, however remote they 
may lie, are vet influences of which 
the dealer cannot remain totally and 
indefinitely in ignorance.

The supplier himself finds his 
judgment of his market formed not 
by intercourse with any one manu
facturer who happens to be a cus
tomer of his, but through his rela
tions with all his customers. He 
needs an even broader vision than 
can be obtained in this way, though 
needs to know especially how his 
competitors’ customers feel. Prob
ably he is broad enough to appreciate 
that the ultimate index of trade con
dition is the nature and degree of the 
public reaction as interpreted and 
reacted upon by the retailer.

The accessory and supply business, 
mor-- than two-thirds as large as the 
car and truck manufacturing busi
ness when judged by its turnover, 
needs must gather information con
cerning developments in automobile 
manufacture, since its own activity is 
so very largely contingent upon the 
trend of affairs in that line. Nor can 
it rely wholly on outgivings from the 
factories to complete its understand
ing.

Thus the trade paper satisfies a 
great and logical need that nothing 
else is competent to supply. But 
does this conclusion not lead also 
directly to the thought that an adver
tising program that fails to take cog
nizance of the trade paper's hold 
upon the trade is flying far wide of 
the mark ?

‘‘It is useless to try to sell me 
space unless you can show me some 
wav of meeting all these bills that 
art corning in,” said the general fac
totum to the advertising solicitor. 
The latter had not come accidentally 
upon a fool’s errand, but merely had 
stumbled by accident on a fool.

Advertising is salesmanship of 
record. It is the very basis of sales. 
It is not. as some suppose, mere dross 
on the surface of the commercial 
solution; its employment as a vehicle 
for withdrawing excess profits is 
largely a figure of speech. To per
mit it to “ride” the wave of sales, 
shrinking when sales shrink, rising 
only when sales are abundant, is to 
belie its greatest usefulness.

The time to advertise is always, 
but especially now. and still more 
especially to the trade. For silence is 
in itself an evidence of weakness, 
while self-determination brooks no 
misgivings but conquers doubts with 
the unassailable power of certainty. 
—Publisher’s Observations, Automobile

Topics.

Bolles Back From South America
A. Eugene Bolles, manager of La Revista 

del Mundo (Doubleday, Page & Co.), has 
returned from a three mon.hs' i ivestiga- 
tkn trip covering Brazil, Uruguay, Ar
gentina, Chile and Peru. During his áb
ense Mr. Bolles reorganized the work of 

La Revista d I Mundo in Argentina, es
tablished headquarters in Santiago, Chile, 
for the distribution of a Chilean edition 
and also an office in Lima for the dis
tribution of an edition in Peru.

In the capacity of special commis. io.ier 
to South America of the Associated Ad
verti ing Clubs of the World, Pan-Ameri
can Divi ion, Mr. Belles addressed the 
American Club in Buenos Aires and the 
American Society of Chile in Santiago and 
inaugurated work that would seem to point 
toward the early establishment of the As
sociated Clubs in South America.

“Michigan Manufacturer and Financial 
Record” Makes Appointments

The Michigan Manufacturer and Finan
, ¡a! Record of Detroit announces the fo'- 
lowing addifons to its editorial and ad
vertising staffs:

Howard Lampbell, advc.tising manager 
of the Détruit branch of the Pack.rd 
Motor Car Company, who for the past 
seventeen years ha; been identified wilh 
mechanical and production departments of 
many of the larger manufacturing in ti- 
tutions in the Central West, has been ap 
pointed Technical Editor.

Phil S. Hanna, vice-president of the 
American State Bank of Detroit, formerly 
chief bank examiner of the State of Mich
igan. and financial writer for the Chicago 
Tribune and Chicago Economist, has been 
appointed Financial Editor.

Robert S. I louts, formerly advertising 
manager of Mill Supplies, and (). W. 
Crawshaw. forme"ly advertising manager 
of Palmer-Bee Company, Detroit, and 
previous to that in the sales department of 
the Line Shaft Division of Hyatt Roller 
Bearing Company, have been appointed 
Western representatives.

Bank Uses Full Page Newspaper Space
The Commercial Xational Bank ot 

Washington, I). C.. to advertise its foreign 
exchange service, last week used full-page 
newspaper space. This is probably the 
first time that an advertisement of such 
size treating on the subject has been used.

Brunette Salesmen Best in South, Says 
George Hopkins

"Black-haired salesmen 'knock 'em dead' 
below the Mason-Dixon line, while suave 
blond men garner the orders in more tem
perate climes,” said George W. Hopkins, 
general sales manager of the Columbia 
Graphophone Company, in discussing the 
psychology of salesmanship at a luncheon 
of the Executive Club in Chicago recently.

Detroit Auto Dealers Conduct News
paper Campaign

To uphold the dignity and prestige of 
the automobile industry, the Detroit Auto
mobile Dealers' .Association is running a 
series of half-page advertisements in 
newspapers, showing the influence which 
the automobile has in solving world prob
lems.

The first advertisement deals with the 
war period and recounts the aid of the 
automobile and truck in bringing the con- 
llict to a close. Others tell the value of 

the automobile to the farmer ; as an ally 
of the railroads; as a pace maker in in
dustry ; as the product of a huge indufl 
try. and as a national necessity It is. 
planned to follow the “prestige" adver
tising with vigorous sales copy to over
come the adverse merchandising condi
tions.

Kohn Represents Mayers Co. in South
George M. Kohn, of Atlanta, Ga., has 

been appointed Southern representative of 
the J. R. Mayers Co., New York, dealer 
service organization.

Sale of Mack Trucks Goes Up
According to the International Motor 

Company, New York, sales of Mack 
trucks for September of this year showed 
a 44 per cent increase over September, 
1919. For the three months' period end
ing September 30. sales were 24 per cent 
greater than last year.

Mint Products Moves Offices
The Mint Products Company, makers 

of Life Savers and Pat bruit Tablets, has 
moved its offices from the Flatiron Build
ing. New A'ork, to its new plant at 1'ort 
Chester, X. Y.

Advertising Helped Increase Coffee 
Drinking

Increased public interest brought 
about largely through advertising in
cri ased the consumption of coffee dur
ing the past fiscal year 40 per cent more 
than ll>19, bringing the per capita ligure 
up to 12.7 pounds, according to Ross 
W. Weir, chairman of the Joint Coif J 
Trade Publicity Committee of the 
United States.

In this same report, which was made 
to the Tenth .Annual Convention of the 
Xational Coffee Roasters’ Association 
at St. Louis. Xovember 12, Mr. Weir 
told of the organization of 20,000 dis
tributors into what is known as the 
Coffee Club. Members will subscribe 
money for local newspaper advertising, 
while the national advertising on behalf 
of coffee in general is paid for by the 
Brazilian fund. More funds are neces- 
-ary to properly carry out the campaign 
in medical journals, the Better Coffee
Making Campaign, now in progress, the 
proposed educational coffee exhibit and 
the scientific coffee research. Mr. Weir 
-aid.

Among those who also addressed the 
three-day convention were: Charles 
Coolidge Parlin. Curtis Publishing 
Company, on "Association Advertis- 
ng”: W. B. Okie, X. W. Ayer & Son; 

William B. Colver, formerly of the 
Federal Trade Commission, "Trade 
Practices.” and George W. Simmonds, 
vice-president, Simmonds Hardware 
Company, on "The Industrial Situa
tion.”

Have You These “A. & S.” Numbers?
The Library of Congress, Washington 

D. C., Herbert Putnam, librarian, A’ale O. 
Millington, acting chief of the periodical 
division, notifies Advertising & Selling 
that it needs the following numbers of 
this publication to complete its files:

\ol. 27, No. 12. June, 1918.
Vol. 28, No. 3, September 21, 1918.
Vol. 29. Nos. 17, 22. 26. 27, September 

27. XTovember 22. December 20, 27, 1919.
Wc are unable to supply these numbers. 

Any of our readers who have them to 
spare are 'invited to send them direct to 
Librarian Putnam or Mr. Millington.
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Making Direct Mail Better 
Mechanically

By B. A. DAHLKE
Dahlke Stationery and Manufacturing Company

ACC* )RDING to my observa
tions. addressing has been get

ting gradually worse from year to 
year, on both advertising matter and 
regular mail. This is not a very nice 
statement to make, but we cannot 
expect "bouquets" unless we earn 
them.

I don't believe in postscripts, but 
really, the most of these envelopes 
should have rubber-stamped on them : 
"Please excuse poor addressing . We 
had to do it in a hurry. Hope Uncle 
Sam can read it, and get our very 
important message safely into your 
possession." .

We are using too much speed. The 
person who has charge of getting out 
your mail is not directly interested 
in the results the advertising will 
bring, but only in the amount he can 
get out for you at as low a cost 
as possible.

* * *
I ask vou to consider the value of 

clipping your enclosures together.
Immediately after adopting a rule 

not to let any of our mail go out un
less the enclosures were fastened to 
the letter, we noticed increased re
sults. This was not convincing proof 
to us that the little clip was respon
sible for the increase. We therefore 
sent out 5.000 test letters with loose 
enclosures, and ?,000 letters with 
clipped enclosures. Mailing was 
carefully divided into territories, so 
each mailing was exactly the same as 
to class of names and territory. The 
letters which cost us about $1.00 per 
1,000 more, on account of using the 
little clip, showed results of about 
SO per cent better on one enclosure 
and over 200 per cent better on the 
other.

* * *
Admitting, for the sake of argu

ment. that black is a desirable color 
for vour letters, let me ask you 
whether you think the same about 
gray? Vou start using a black rib
bon, but after the first time around, 
vou are getting black r.o longer; it is 
gray.

Look through your incoming cor
respondence when you get back, and 
see if I am right or wrong.

* * *
A few weeks ago the president of 

a large concern happened to be in 
my office just as I was starting my 
daily dictation. I showed him the 

’Paragraphs from Mr. Dahlke’s address before 
the Direct Mail Advertising Convention at 
Detroit. 

batch of letters before me; there 
were exactly fifty. Forty-seven of 
them were supposed to be written in 
black, but were all gray. Two were 
in purple and one in blue.

I called his attention to it, and 
asked him to pick out the best-look
ing letters. He picked out the two 
purples and the one blue. The blue 
he liked the best.

I asked him what he thought of the 
black letters. He said he didn’t like 
their looks; that he liked black for 
funerals, newspapers and magazines, 
but not for business letters.

I asked him what color his firm 
used. He didn't know. Calling for 
his file. I showed him the letters from 

Indianapolis Jobbers Sold $19,000,000 of Merchan
dise to the 2,544 Retailers in This 

Territory in 1919

News Advertising Helps Sales of 
Dry Goods Over Six States

More cities of a population of 30,000 or more can be 
reached in a night’s ride from Indianapolis than from any 
other city on the American continent. This ideal loca
tion coupled with the fact that there are three large, 
aggressive dry goods jobbers in Indianapolis makes Indi
anapolis a very important distributing point for dry 
goods. The largest of these jobbers has fifty-two sales
men. These salesmen are influenced in their sales by the 
wishes of their customers. But at the same time they 
are employed to sell what their houses want them to sell. 
The buyers in the houses are influenced more by the ad
vertising in The Indianapolis News than any other ad
vertising medium. In this way News advertising has a 
very definite influence far beyond its circulation radius.

Send for booklet—“Seven Studies in Distribution”

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

New York Office . T c.RROl } Chicago Office
DAN A. CARROLL 4 i--ert tint* J' E LUTZ

Tribune Building 1 L ‘ ‘ L First National Bank Bldg.

USE NEWSPAPERS ON A T H R E E - Y E A R BASIS

his firm. They were all written in 
gray. He is using a blue ribbon now.

~ * * *
We see black on white all day. In 

the morning we get our paper, and in 
the evening we read our splendid 
magazines and trade papers—all 
black and white.

Don't you think a little change is 
desirable? Instead of trying to put 
dignity into our correspondence, let’s 
have a little more life.

The fault with most circular letter 
work is that you try to get just about 
three times as many impressions 
from a ribbon than you have any 
right to expect.
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Exclusive Agency or 
Open Field ?

(Continued from page 20) 

of the country, our men give the ex
clusive selling rights of the women’s 
and children’s line, or the men's line 
alone.

We might say that it is a ques
tion we must follow up pretty care
fully with our men, but we do de
pend on their judgment in this mat
ter to a great extent.

JUDGING DESIRABILITY

It is obvious from the experiences 
of the foremost manufacturers that 
no flat-footed declaration either for 
or against can be adopted, but that 
the question must be settled from the 
standpoint of the product. Policies 
tend to the belief that if a product is 
one that is not consumed quickly or 
runs into a considerable sum of 
monev the exclusive selling arrange
ment is the better.

On the other hand, if the product 
is used up readily, as an article of 
food, the logical marketing plan is 
the open account arrangement.

Moreover, this latter view is held 
quite generally by wholesalers of 
such goods. They realize that much 
unpleasantness and the accompany
ing distrust are avoided if distribu
tors work on an equal merchandising 
basis.

France Reorganizes Foreign Trade 
Bureau

Tbe "Office du Commerce Extérieur" 
of France, although bearing the name of 
a bureau that has been in existence for 
some time, has recently been reorganized 
on a more ambitious scale. This depart
ment of overseas trade is a practical link 
between official France and the general 
public at home and abroad. It is now 
aided on the financial side by the new 
F reign Commerce Bank. It controls the 
service of French commercial agents, and 
is responsible for organizing trade exhibits 
in France and other countries.

The department supplies trade informa
tion in the form of loose-leaf pamphlets, 
or in response to verbal and written in
quiries. and at the same time welcomes 
the opportunity of helping foreign traders 
seeking information as to the French mar
l'd. The department will soon begin the 
publication of a periodical similar to the 
British Board of Trade Journal.

The commercial exhibition plans include 
at the present time a "touring fair” for 
1 nada, the Colonial exhibition at Mar
seille' in 1922, and an inter-allied exhibi
tion which is planned to be held in Paris 
in 1925. Permanent exhibitions are be
ing provided for branch offices of the de
partment in the principal countries of the 
world. These exhibitions have already been 
opened in Spain, Switzerland, Czecho-Slo- 
vakia, the Balkan States and in London.

Cleveland Selected for National Foreign 
Trade Convention

Cleveland, Ohio, has been selected as the 
city in which the Eighth National Foreign 
Trade Convention will be held during the 
Spring of 1921. As the 1920 convention 
was held in San Francisco, it was felt that 
next year's convention should be in an 
inland city.

Advertising in Constantinople
The population of Constantinople is very 

cosmopolitan. All the foreigners speak 
their own language and read their own 
newspapers. In order to reach the public 
in general, says Trade Commissioner Eliot 
G. Mears, advertisements should be pub
lished in newspapers of at least four lan
guages. However, the best results are ob
tained by publication in Turkish newspa
pers, for on the one hand the Turkish pop
ulation is most numerous, and on the other 
the Turkish reader is more susceptible to 
the claims of advertisements than are Eu
ropeans and Armenians.

It has been found by experience that 
advertising in newspapers gives very good 
results in Constantinople, especially if it 
be pushed vigorously. No advertising is 
carried as yet on tramcars. Street adver
tising is not protected by law and can not 
be recommended to foreign concerns. All 
things considered, it is better to use the 
newspapers as a medium for publicity.

The circulation of printed newspapers is 
not very great, but in spite of that adver
tising therein yields excellent results. 
French newspapers have an approximate 
issue of 6,000 to 8,000; Greek, 4,000 to 12,
000; Armenian, 4,000 to 8,000; and Tur
kish, 10,000 to 15,000.

[The names of Constantinople newspapers 
printed in English, French, Armenian, 
Greek and Turkish, with advertising rates 
for each, and the name and address of an 
advertising agency, can be obtained from 
the Bureau of Foreign and Domestic Com
merce. Washington, D. C., bv referring to 
file No. NE-21.]

Sunsweet National Advertising Cam
paign

The California Prune and Apricot Grow
ers. Inc., the California growers' non-profit 
co-operative selling association, will launch 
its second national advertising campaign 
for Sunsweet prunes and apricots in the 
November issues of women’s magazines.

Full pages in color will be carried every 
month from November, 1920, through June, 
1921, in the Ladies’ Home Journal. Pic- 
foiinl Review. Good Housekeeping, The 

Delineator and The Designer. Newspaper 
advertising in cities of 100,000 population 
or more will be used on a much more 
extensive scale than during last year's cam
paign, and also business papers reaching 
many classes of distributers and users. The 
advertising appropriation voted for this 
year’s campaign is $325,000, an increase of 
more than $100,000 over that of last Fall 
and Winter when the first national cam
paign was conducted by the association.

In part directly traceable to that adver
tising. the people of the L'nited States con
sumed over b0 per cent more prunes last 
year than ever before in the history of the 
industry. The 1919 California prune crop 
amounted to about 240,000.000 pounds—the 
largest ever grown, and in spite of the fact 
that millions of pounds exported out of 
that crop were returned to this country be
cause Europe could not pay for it, there 
was a comparatively small carry-over on 
the market when the 1920 prune crop 
began to be shipped early in September.

Advertising Matter to Australia 
Dutiable

American exporters should bear m 
mind that advertising material—catalogs, 
cards, posters, display signs, price lists 
and the like—are dutiable in Australia, 
the duty being assessed against the recip
ient at a rate of approximately 20 cents 
per pound.

It is the height of folly to send such 
material into the Australian Common
wealth, unless, by arrangement, the re
cipient is prepared to receive it and pay 
the Governmental charges. As a rule, the 
Australian merchant refuses to accept 
such material and the possible benefits of 
the advertising thereby is lost, to say 
nothing of the cost of the material.

To those desirous of sending material 
of this nature to Australia it is suggested 
by the New York Commercial that they 
get in touch with the Australian Customs 
Commissioner in America, whose office is 
at No. 61 Broadway, New York. He 
will supply complete data on the duties 
assessed against all forms of advertising 
and will sell fiscal stamps to be affixed 
to nackages containing advertising, to 
enable the sender to prepay all duties on 
such goods.

Woolworth October Sales Largest This 
Year

Sales of the F. W. Wool worth Company 
in October were the largest for a month 
this year, reflecting a gain of $2,500,000 
over October, 1919. They exceeded Sep
tember sales of this year by about $2,300,
000. Sales for the first ten months have 
been brought up to $106,970,020, which is 
an increase of $17.845.360 or 20.02 per 
cent over the corresponding period of last 
year.

National Conduit and Cable Sales
Net sales of the National Conduit and 

Cable Company in the first nine months 
of this year were $11,116.889, against $7,
077,046 in the same period last year. Total 
income up to September 30 last was $197,
614, against a loss of $402,251 in 1919.

Montgomery, Ward Sales Gain—Oc
tober Sales Low

Sales of Montgomery Ward & Co. for 
the ten months ending October 31st, 1920, 
were $91,386,435 compared with $79,980, 
901 in October, 1919, an increase of 14.26 
per cent. Sales for the month of Oc
tober, 1920, were $8,687,895, compared with 
$13.989,665 for the month of October, 
1919, a decrease of 37.90 per cent.

Pathé Phonograph Sales Leap
Sales of the Pathé Frères Phonograph 

Company, Brooklyn, N. Y., for 1920 show 
an increase of 419 per cent over 1919. 
The year 1919 showed a gain of 207 per 
cent over the 1918 figure. The volume 
for this year as compared with 1915 indi
cates an increase of 2.125 per cent. Profits 
for the last twelve months were over 
$1,000,000.

A National Advertising Campaign for 
Oxford Books

A national advertising campaign, utiliz
ing sixteen magazines and sixteen or more 
new papers covering large cities, has been 
started by the American branch of the 
Oxford University Press in New Y'ork. 
The campaign will feature twenty-two 
books, hut special Christmas advertising 
will be concentrated ou twelve titles, with 
the gift idea as its motto.
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California League Standards
Advertising-Service Members Formulate a 

Code to Govern Future Activities

must do in the impending business situa
tion, we as members of the California Ad
vertising Service Association hereby pledge 
our every effort and sincerity of purpose to 
secure for every dollar expended by or 
through us in advertising, the fullest 
measure of latent and potential returns.

By A. CARMAN SMITH
President of the California Advertising-Service Association

Advertising service properly 
rendered today is fundamentally 
one of the most vital and important 

factors in the industrial and com
mercial welfare of the world. The 
responsibility for rendering advertis- 
irg service is a grave one. If every 
business in the world employed the 
most competent advertising counsel 
and advice and service obtainable 
there would be many less failures, 
manv less mere successes, and a great 
many more real successes. If all ad
vertising men and women were 100 
per cent efficient, thoroughly familiar 
with logical procedure and analysis 
and promotional work and thor
oughly conscientious, there would 
undoubtedly be fewer of those ad
vertisers who start but fail to finish.

The purpose of the California Ad
vertising Service Association is to 
promote individual efficiency to the 
end that advertising may grow, and 
grow to be a more potential and ef
fective force in the affairs of the 
world.

A resolution which was presented 
and adopted at the closing session of 
the Santa Barbara organization meet
ing. held in September, sets forth 
verv significantly the ideals of the 
Association. The resolution follows :

Ever since the outbreak of the Great 
War in 1914 American business has been 
subjected to short-time, radical adjustment, 
tc meet new and radical changes in both 
business and social conditions. In these 
adju.tments, advertising has been called 
upon repeatedly to play the major role.

Once again a new economic condition 
confronts us. Once again will advertising 
serve as the natural stabilizer. Once again 
will advertising be made the guide and 
guardian of sane and sound business.

The day of the buyer begging for goods 
and of the seller rationing his merchandise 
to his customers is waning. We are re
turning to the old normality of competi
tion in selling—a condition in which ad
vertising determines the balance of public 
favor.

The advertised brand has ever been ac
corded the right of way in highly competi
tive selling markets. Through all sorts of 
adverse conditions it moves smoothly but 
surely through the channels of distribu
tion to the ultimate consumer, without 
waste and at least expense of distribution.

The cost of advertising under such con
ditions is always absorbed by the econo
mies it serves. Advertising today and in 
the days ahead must be indissolubly bound 
with business technicality. 

tenance of its high position in the business 
life of the world. Successful selling today 
must invoke the full aid which advertising 
alone can give to it.

Realizing the vital needs of the new era 
that is upon us, and with a thorough un
derstanding of what advertising can and

How’s Business?
In reply, an official of one of the largest Amer
ican firms of textile machinery builders said on
Nov. 4, 1920:

"Fundamental conditions have not been dis
turbed by recent readjustments. We have had 
only two cancellations, one of which subse
quently asked for reinstatement on the list with 
his original delivery date. Our production is 
sold ahead for twenty-four months."

Mr. Advertiser, does this answer your ques
tion regarding the immediate future of the 
textile industry?

TextileWbrid
Journal

Audit Bureau of Circulations
Associated Business Papers, Inc.

BRAGDON, LORD & NAGLE CO.
334 FOURTH AVENUE, NEW YORK

Reads “Everything in ‘A. & S.’ ”
October 9, 1920.

Editor, Advertising & Selling:—
We are receiving your publication here 

at the office and I am a very enthusiastic 
reader of its columns. I enjoy reading 
everything you have in your good publica
tion and would sincerely miss it were I 
not to receive it regularly.—Roy C. 
Sheeler, Advertising Manager, John 
Lucas & Company, Inc., Philadelphia, Pa.

Its present necessity insures the main-
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Men and Women Who Make Our Mediums
Herbert Myrick Is President of the Orange Judd Company and 

Directing Editor of Its Progressive Farm Periodicals

By RUSSELL E. SMITH

WHEN its printing and publish
ing plant was consumed by 
fire early one bitterly cold winter's 

morning a few years ago, the Phelps 
Publishing Company resumed busi
ness at 8 A. M. the very same day, 
though in fourteen different build
ings all over the city of Springfield, 
Mass. The story is that when Her
bert Myrick saw the flames at four 
o’clock that morning he snatched a 
lunch, eating it as he walked rapidly 
the intervening mile, planning how to 
handle the fire, how to start up with
out delay, where and how to get the 
new machinery, which was wired for 
before six A. M. This little by-play 
disposed of, his mind grasped the 
future development of the city and 
proceeded to design what was com
pleted a few months later—the My
rick Building of reinforced concrete 
with its seven acres of floor space.

"I saw it back of the flames upon 
arriving at the scene," Herbert 
Mvrick once subsequently confessed 
to a friend. Such comprehensiveness 
cf thought and promptness of action 
have been life-long characteristics 
of the man whose personality is 
wrapped up in Fann and Home, "the 
National Magazine of Rural Life."

FARMING "OUT WEST-’

Porn in Massachusetts, brought up 
in frugality, coming from a capable 
parentage, blessed with a sound con
stitution, he was early trained to 
hard work, manual and mental. At 
12 he was placed in charge of the 
family's greenhouse and market gar
den. and at 13 went to Colorado, 
where, he used to say, "I had forty 
years’ experience in four—farming, 
helping- to build one of the first irri
gating ditches, punching cattle, herd
ing sheep, fighting Indians, finally 
becoming a printer's devil."

Poreman at 16 of a Denver print
ing office, he returned to the old 
homestead in New England, made it 
pav, and then worked his way 
through Massachusetts Agricultural 
College. Here he began writing for 
and then selling the New England 
Homestead, became assistant editor 
in his senior year, and agricultural 
editor when graduated in 18lJ2. 
Fann and Home had been estab
lished in 1880 by the same publishers, 

and the young man soon became 
identified with it. A few years later 
the Phelps Publishing Company took 
over Orange Judd Company and its 
American Agriculturist. Later on 
Mr. Myrick acquired controlling 
ownership of the Phelps Publishing 
Company, associated with a galaxy 
of able men in the editorial, subscrip
tion, advertising, mechanical and 
financial departments, to whom he 
generously accords the credit for the 
large and enduring success achieved 
bv Farm and Nome and the other 
periodicals under his direction.

Organization by farmers, espe
cially to insure better methods of 
marketing, was a specialty with the 
young man from the very beginning. 
Tobacco growers were brought to
gether and then the dairymen. Fann 
and Home's championship helped to 
secure lower postage on seeds, plants 
and bulbs, followed by rural free de
livery. Nor did this cover all of 
Mr. Myrick's plans for aiding the 
farmer and the country at large.

THE CO-OPERATIVE MOVEMENT

"I always felt,’’ he said to me. "that 
this country should produce its own 
sugar. So Farm and Home started 
a movement that resulted in success
fully establishing the American beet 
sugar industry. < >f late years the 
magazine has been doing what it 
could to enable sugar beet growers to 
enjoy a fair share of the amazing 
prosperity which has come to this in
dustry."

The co-operative movement along 
constructive lines which in these re
cent years has becoiW as aggressive 
as it is successful was attributed by 
Assistant Secretary Hayes, of the 
United States Department of Agri
culture, to Farm and Home's work 
and to Editor Myrick’s book. "How 
to Co-operate.”

"In getting at the root of that prob
lem I came to realize the inadequacy 
of the American system of banking 
and the entire absence of any ade
quate method of rural credits," said 
Herbert Myrick in answer to a ques
tion.

“It was quite a number of years 
before Farm and Home and our as
sociated papers were able to aid in 
creating a public sentiment that in

sisted upon better things. Finally, 
when they exposed the Aldrich bill, 
Farm and Home's efforts were sup
plemented by a book, ‘Co-operative 
Finance.’ It laid down certain prin
ciples that, after the I’ujo investi
gation. were embodied in the Fed
eral Farm Loan Act preliminary to 
the Federal Farm Loan system. 
What these two acts have done for 
the United States is now known of 
all men."

The close hold which Farm and 
Home has upon its readers and sub
scribers, not only men and women, 
also the younger people, the boys and 
girls. Editor Myrick attributes jiartly 
to the efficient way in which Farm 
and Home takes hold to help them 
help themselves.

THE INFLUENCE OF THE FARM PRESS

''Barm and Home is not satisfied 
to say merely what should be done,” 
Mr. Myrick said, "but is ever ready 
to co-operate with its subscribers in 
organized effort to accomplish the 
purpose advocated. Deeds count 
more than words. Yet Farm and 
Home always tries to take a live-and- 
Iet-li\e position. It realizes the in
terdependence of farmers with other 
groups. \\ e must all hang together 
or we may hang separately. Farm
ers have better minds and more 
time to use them than the average 
city person. Hence the farmer oc
cupies a position of large responsi
bility and leadership in economics 
and civics. This accounts, too, for 
the popular reception of our series 
of ‘Famous Articles by Famous 
Men and Women' which have been 
a leading feature of American jour
nalism during the past year. In 
these articles Hoover, Lowden, Gar
field, Governor Allen, Secretary 
Meredith, Samuel Gompers, John 
Maynard Keynes. E. B. Moon and 
other authorities at home and abroad 
have made so plain and clear the 
cause and effect of present condi
tions that American farmers are able 
to do well their part in the world 
readjustment and agricultural recon
struction now under way.

“The sound influence of the farm 
press as a whole is being reflected 
now in the substantial work of such 
groups as the National Grange, 
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American Farm Bureau Federation, 
and National Board of Farm ()r- 
ganizations. The patriotism, states
manship. business ability, conserva
tism and enterprise which enable 
farmers through these bodies to help 
themselves and benefit the whole 
country are worthy of the highest 
praise and universal support. These 
groups are making haste slowly, but 
laying the foundations securely. For 
instance, it may be two years before 
the committee of experts on grain 
marketing will be able to perfect im
provements upon present methods of 
distributing and marketing grain 
which, when successfully applied, 
will rebound to the benefit of pro
ducers and consumers.”

“Then you don’t think direct trade 
will supplant present methods of do
ing business?” I asked him.

THE MIDDLEMAN QUESTION

“Not wholly." answered the editor
in-chief of Fann and Home. “Even
tually. some middlemen will be dis
pensed with. Farmers will be able 
to buy in larger quantity for spot 
cash. Advertising for their trade 
will become even more profitable. 
The country merchant and local deal
er will evolve into even more capable 
business men. They will afford such 
service to fanners and farm families 
as to be indispensable.

"You see this in the rural trade al
ready. I can show you retail stores 
in small rural villages or at country 
four corners that compare favorably 
in the line of goods carried and serv
ice rendered with any city depart
ment store. They are just as ready 
and willing to serve an organized 
group of farmers at wholesale for 
spot cash as they are to accommodate 
the little customer with a petty retail 
order.

"Another development that is com
ing about rapidly in the country trade 
is the service station idea. What 
such stations have heretofore done 
for autos is now being done for 
tractors, other machinery, farm im
plements and household equipment. 
Service is the biggest idea in modern 
commerce, even more so in the rural 
trade than elsewhere. Farmers have 
the money and are willing to pay the 
price, but my experience is that they 
appreciate service more than other 
folks partly because they have had 
so little of it in years past."

Mr. Myrick, as seen by his career 
to date, is a many-sided personage— 
which, of course, aids him in making 
his work, through his many publica
tions, so valuable. He is president 
of the Orange Judd Company and 
directing editor of its five weekly

HERBERT MYRICK

farm periodicals, including the 
Orange Judd Northwest Farmstead 
of Minneapolis, the Orange Judd 
American Agriculturist of New York 
and the Orange Judd New England 
Homestead of Springfield, Mass. 
These weeklies have over 500,000 
subscribers.

HAS WRITTEN MANY BOOKS

He is also interested in other pub
lications. is a practical farmer, oper
ating a farm of some 700 acres and 
having some landed interests in sev
eral Western States, and is president 
of the Metallic Drawing Roll Com
pany, whose invention has made pos
sible during the past twenty years 
large extension of cotton manufac
ture throughout the Southern States.

The periodicals under Mr. My
rick’s direction have been especially 
urgent in advocating the form of 
rural credits. For this reason he was 
present by invitation at the White 
House July 17, 1916, when the 
President of the United States signed 
the Federal Farm Loan Act. Presi
dent Wilson signed it in duplicate, 
using two gold pens, each in a new 

penholder. One of these President 
Wilson presented to Mr. Myrick, 
who in accepting it said: "Mr. Presi
dent, with this pen you have signed 
the Magna Charta of American Farm 
finance." The other the President 
gave to Senator Fletcher of Florida.

The Myrick standard bill for farm 
finance under State law has been fol
lowed by legislation in twenty-two 
States. The Massachusetts Farm
land Bank Act is its most perfect ex
pression. He is Chairman of the 
Massachusetts Farmland Bank, or
ganized under that act.

Mr. Myrick has just completed a 
new book. "The Federal Farm Loan 
System,” which aims to make the 
new method perfectly plain. He is 
the author of numerous books on 
technical farm topics, also literary 
works, poems and addresses. His 
book. "Cache la Poudre, the romance 
of a tenderfoot in the days of Cus
ter." portrays life when the West 
was new, and one of the boyish char
acters therein is the author.

The Hatch experiment bill, enacted 
by Congress in 1887, was the direct 
result of the work done by Herbert 



Page 32 Advertising & Selling

Myrick through his publications. 
That act gave $15,000 annually from 
the I’. S. Treasury for an experiment 
station in each of the Southern 
States and in every other State. It 
has been followed since by legisla
tion that has made available addi
tional funds for agricultural colleges 
and experiment stations, and has 
established the farm demonstration 
system, farm extension work. etc. 
The Smith-Lever bill and manyother 
national and State laws are a further 
expression of tangible results grow
ing out of the work of this gentle
man and his periodicals.

SEE EXPANDING FARM MARKET

"1 am very optimistic as to the fu
ture of agriculture and the farm 
press,’’ says Mr. Myrick. ‘‘The pres
ent deflation from world war infla
tion is shaking things down. Ex
travagance in business and in living 
fades before the dawn of common 
sense ; hard work begins to replace 
the ’soft job.’ The world realizes as 
never before its dependence upon 
agriculture. The real danger is that 
consumers will continue to multiply 
faster than producers. 'This means 
many prosperous years ahead for 
American farmers. They will con
tinue to afford a vast home market 
not only for farm supplies but for 
household equipment.

"Increased material prosperity 
among farmers has bred a determina
tion to have their homes equipped 
with all the modern conveniences 
which heretofore have been respon
sible for so much of the movement of 
families from country to town. In 
the long run the progressive farmer 
will have less to worry about than 
most other people."

Because of Mr. Myrick's work, 
the farmer has indeed much less "to 
worry about" than formerly. Per
haps that is the best description of 
his efforts. "He gave the farmer less 
to worry about.”

Huge Increase in Working Capital
Dow, Jones & Co., New York, has com

piled a tabulation showing growth of 139 
industrial companies over a period of five 
years from 1915 to 1919 inclusive. This 
number of industrial companies, based 
upon last annual reports, shows combined 
working capital of $4,387,347,450. com
pared with $1,921,425,649 at close of 1914.

Fairbanks Co. Vice-President Explains 
Importance of Jobber

C B. Stuart, vice-president of the N. K. 
Fairbanks Co., in commenting on the need 
of the jobber in distribution, recently said:

“The wholesale grocer is a necessary 
and valuable link in the distribution of 
grocery and tobacco products. The whole
saler brings about a greater distribution of 
merchandise, thus increasing the volume 

and lowering the prices to the consumer. 
To eliminate him from the scheme of 
things would raise prices instead of low
ering them,’’ continued Mr. Stuart. "With 
the jobber eliminated, the retailer would 
have to buy more heavily and carry larger 
stocks. This would tie up his capital or 
restrict his assortments to a very few 
brands. He would be compelled to pay 
increased freight charges on goods deliv
ered to him in individual shipments in
stead of one consignment from the jobber.

“Also, the retailer would be put to the 
added expense of establishing credit rela
tions with many different firms from 
whom he must purchase merchandise, in
stead of with one or two jobbers. He 
would lose valuable time in interviewing 
many strange salesmen instead of placing 
his order with the jobbing salesmen as he 
docs now. He would lose touch with the 
wholesale markets and the new merchan
dise offered because all manufacturers who 
previously sold him through the jobber 
could not hope to call on all the retailers 
seen each day by the jobber’s salesmen.

"We have never viewed the work of the 
wholesaler as simply a mechanical func
tion in the distribution of merchandise. 
We know him as the discoverer and trav
eler of new territories, as the friend and 
banker of infant businesses.

"He is a strong, stabilizing influence, 
helping to keep business on an even keel. 
We have found him very necessary in our 
business.”

Wins Prize for “Shop Early” Poster
A prize of $250 for the best “shop 

early” poster was won recently by G. E. 
Olson, a commercial artist. It was offered 
by the Retail Merchants’ Bureau of the 
Detroit Board of Commerce.

Wilson & Co. Changes Subsidiary Name
Wilson & Co.. Chicago, has changed 

the name of its subsidiary dealing with 
animal derivatives used in medicine and 
surgery, from the Hollister-Wilson Labo
ratories to the Wilson Laboratories.

Tom Blackburn With Botsford, Con
stantine & Tyler

Tom Blackburn, formerly of the copy 
department of the J. Walter Thompson 
Co. in Chicago, has become chief of the 
copy department of Botsford. Constantine 
& Tyler’s San Francisco office.

Atlantic-Pacific Tea Sales Ahead
The Great Atlantic and Pacific Tea 

Company, Inc., reports sales for the first 
seven months of its fiscal year, ending 
October 2. totaled $146,847,707, an increase 
of $43,080,513 compared with correspond
ing period last year.

McCrory Sales Show Gain
The McCrory Stores Corp, reports sales 

for September at $1,146,720, compared with 
$973,585 in 1919. For the year to date 
sales are $9,643,949, against $7,904,777 a 
year ago.

Brown Joins Thomart Motor Co.
P. B. Brown has been appointed gen

eral sales and advertising manager of the 
Thomart Motor Co., Kent, O., which is 
entering the truck market with a new 
product. Brown was formerly connected 
with the Liberty Motor Car Co., Detroit, 
where he was engaged in special sales 
work.

France Rapidlv Being 
Restored to Normal

How Guaranty Trust President 
Views Economic Status
By CHARLES H. SABIN

The most significant reaction I 
noted in Europe during my brief visit 
there was the rapid return of the 
French people to their normal life 
and relations. The general let-down 
in national morale which followed 
the ending of the war which char
acterized France, as well as other 
belligerent countries, seems to have 
been completely overcome, and in 
every important respect, national and 
individual, France is on her way 
back. Her new tax programme 
promises to produce a sufficient vol
ume of revenue to care for the na
tional budget. Her new government 
is a solid and sane one, which is func
tioning most intelligently in the 
emergency. Her people have re
turned to their old habits of thrift 
and productive effort, which prom
ise a rapid restoration of economic 
stability. An increasing percentage 
of exports and a lower percentage of 
imports mark the change.

I think it may be safely assured 
that France has turned the corner of 
her problem, and, while -of course 
there are many grave questions left 
unsolved before her, she will be able 
to meet them.

Superficial judgments drawn from 
the more or less sensational discus
sions of current happenings in the 
newspapers in either England or 
France do not give a real picture of 
the fundamental soundness of their 
situation and the manner in which 
they are working back to normal. The 
close relations we have developed 
with these nations and the absolute 
necessity of keeping our foreign mar
kets open to American products, as 
a basis for our own prosperity, of 
course make their situation most im
portant to us, and it is reassuring to 
find conditions there generally so 
good—in fact, much better than I 
had been led to expect.

Money in Circulation $6,212,030,977
Money in circulation in the l’nited 

States in September totaled $6,212,030,977. 
Based upon an estimated population of 
107,323.000, the per capita circulation was 
$57.88. In 1901, the year following the 
Spanish-American war, the per capita 
circulation in this country was but $28.18, 
less than half of the present.

Increase in Mesco Sales
Manhattan Electrical Supply Company 

reports gross sales for the first nine months 
of 1920 at $5,752,136, an increase of $775,
923, compared to the corresponding period 
of last year.
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And Don’t Omit Selling the Dealer on 
That Vital Repeat-Getter

Williamsport. Pa.
Editor. Advertising & Selling : I cannot 

help being somewhat impressed by the 
number of articles in Advertising & Sell
ing relating to dealer cooperation. All of 
them abound in serious platitudes and 
recitations of time-tested plans to secure 
the dealer’s interest. Now. how about a 
few words from the other side?

Awe-inspiring electric signboards along 
Broadway and ornate counter and window 
display material undoubtedly affect the 
dealer and the consumer favorably. But, 
when all is said and done, it is the out- 
and-out quality—or lack of it—in a 
product that the dealer worth selling to 
goes by in pushing or side-tracking any 
article. In these days the methods of co
operation employed by distributors are 
nearly approximate in their effectiveness. 
1 hey all supply electros, "copy." and tell 
how many men and women will read their 
advertisements this month. And they all 
have lots of that "our Jine is the best” 
patter, which is perfectly natural. (Oh, 
if the fond parents of dealers' helps in 
the nature ot counter cards and window 
stickers could only see how nine-tenths of 
their stuff reposes in dark crevices and 
under piles of magazines!)

A house may have cooperation devel
oped to 100 per cent efficiency. The sales
manager may be a Schwab and the ad
vertising man a genius, but unless the 
man behind the counter can unhesitatingly 
recommend your product as something 
which will give absolute satisfaction 
(proven by experience), he will display 
ail competing wares with the same inter
est. The customer makes his or her 
choice and the salesman wraps it up, 
trusting to Allah that it will prove—well, 
that the customer will come back again 
some time.

Now then, suppose your product is all 
that one could desire. Say, by way of 
illustration, that you manufacture men’s 
suits. Your garment has acquired a repu
tation for being cut full, long wearing, 
fast color, etc. A customer asks to see 
shirts. The salesperson will show a num
ber of colorings and price ranges, but the 
customer does not "register" willingness 
to buy. He is undecided.

Then the salesman plays trump. He 
displays your shirt.

"Here, Mr. Blank, is the shirt you want.” 
And in an orgy of mounting enthusiasm 
he recounts selling points by the mouth
ful. He knows he is telling the truth 
and the customer feels it. Result: A sale. 
The salesman wraps up the purchase with 
a grin, lor he K-N-O-W-S Blank will be 
back again. That’s real cooperation!

Yes, it’s fine and progressive and all 
that to provide the dealer with plenty of 
sales helps, but—if someone else is there 
with a beyond-question-quality just a little 
ahead of yours, even though that line 
doesn’t advertise nationally, the other 
product may move twice as fast as your 
own. For fine talk and gilt signs don't 
fool the man behind the counter.

So, while you are cooperating to the 
nth degree, see to it that the factory gives 
you quality.

For if you put in quality, the dealer 
will put in the push.

(Signed) W. Raymond Schick.

Our Foreign Trade $14,000,000,000
The foreign trade of the United States 

for 1920 will approximate $14,000,000,000, 

according to estimates compiled by the 
National City Bank.

This total compares with $11,000,000,000 
in 1919, $9,000,000,000 in 1918 and 1917, 
slightly less than $8,000,000,000 in 1916, 
slightly more than $5,000,000,000 in 1915, 
and about $4,277,000,000 in 1913, the year 
immediately preceding the war.

Discussing the marvelous growth of the 
country's foreign commerce the bank’s 
statement says the expectation that we 
should witness a fall off in our foreign 
trade after the termination of the war 
has not been realized.

Both imports and exports continue to 
grow, and the total on both sides of the 
ledger will be bigger in the calendar year 
1920 than in any year since the beginning 
of the war and several times as much as 
in any year prior to the war. The biggest 
imports in any calendar year prior to the

C. ALFRED KARPEN 
Industrial- Educat i on al Ed it or

HARRY LEVEY selected Mr. Karpen to edit Truth Produc
tions because of his pronounced ability and wide experience.

Originally an engineer, Mr. Karpen was associated with Amer
ican Bridge Company, Radio Telephone Company and the United 
States Government.

His advertising and merchandising experience has been equally as varied, 
and for several years he has been actively connected with Mr. Levey 
in the Industrial-Educational Film work.

It is Mr. Karpen's particular function to co-ordinate the various por
tions of a Truth Production into the completed film in such a manner 
that the advertising and merchandising appeal is presented strongly without 
losing the educational and entertaining features. In work of this sort, 
it is just as necessary to have a complete knowledge of all branches of 
the moving picture business as it is for a newspaper editor to know his 
game thoroughly. Mr. Karpen has acted in every capacity from scenario 
writer, camera man and director to laboratory expert and editor. He has 
mastered the art of humanizing cold machinery and manufacturing opera
tions to a point where they become entertainment in its highest form. 
During his association with Mr. Levey he has edited over 300 Industrial- 
Educational films.

Truth Productions are valuable to business organizations because each 
step in their preparation and distribution is handled by experienced members 
of this organization.

Have vou investigated the possibilities of this medium in connection with 
your work t

HARRY LEVEY
SERVICE CORPORATION

Pro à u cors and Z) istri tutors of 
Trie) us trial fôucationaî Ti Ims

Offices and Studios: 230-232 West 38th Street 
NEW YORK CITY

war were a little less than $2,000,000,000, 
and will total $6,000,000,000 in the calendar 
year 1919, while exports, which never ex
ceeded $2,500,000,000 prior to the war, will 
he over $8,000,000,000 in 1920.

Export Advertising for Music Industry
In order to direct the attention of for

eign buyers to the possibilities of selling 
American-made musical instruments and 
supplies, an export campaign has been 
begun by the Music Industries Chamber 
of Commerce. The work is handled 
through the chamber's export bureau 
under the direction of A. M. Lawrence.

The National Bureau of the organiza
tion is now starting its fourth co-operative 
advertising campaign with music dealers. 
A series of advertisements will be used in 
newspapers each week through the months 
of October, November and December.

No. 4 of a Series on 
Personnel
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Selling a Method of Merchandising
A Salesman’s Business Is to Know the Advertising 

and Merchandising Plan

Tl KN the collar of one of our 
coats back and ask our star 
salesman whether it was hand-sewn 

or not, and he probably wouldn't be 
able to tell you whether it was sewed 
or nailed on. That’s a little exagger
ation. of course, but I’m positive he 
couldn’t give the correct names to 
five fabrics in our line of clothing. 
But he's not foolish enough to let a 
customer probe him with such ques
tions. What he knows are advertis
ing and the merchandise plan, and 
those are the matters he is going to 
clear up for the customer. I’m a 
■comparative newcomer here, but it is 
clearer to me every day that what this 
firm is selling is a way to sell clothing 
and not the clothing.”

The speaker was a junior salesman 
with one of the best known of houses 
manufacturing clothing for men. says 
the New York Sunday Times. He 
had just returned from a trip on 
which he had made an excellent 
showing, and he was enthusiastic 
over his discovery that what a dealer 
wants to be shown is not the com
parative merit of a product, but how 
it can be successfully merchandised.

‘‘From the conference of salesmen 
and executives held just before we 
started on the road.” he said. "I car
ried away a very definite idea : That 
discussion was all advertising and 
merchandising and very little cloth
ing. So it was natural for me to 
conclude that we were to sell the 
fit st two articles and let the third 
take care of itself. And I made no 
mistake in that inference. I go fur
ther now and say that, if a man has 
learned to sell a merchandising plan, 
he can sell any advertised brand of 
mt rit better than the man who tries 
to sell the product and puts the mer
chandising in the second place.

"It sounds like a bromide to say 
that advertising isn’t what it used to 
be. but a good many salesmen could 
well afford to consider what has de
veloped in the publicity line. If they 
enlightened themselves on the subject 
of modern advertising there is not 
one who wouldn’t benefit, whether he 
sold an advertised product or not. 
Advertising today, coupled as it is 
with a well-thought-out merchandis
ing plan, yields, as a rule, certain 
definite and known results. Conse
quently. it removes the one serious 
-obstacle a dealer sees in purchasing 

a new line. He wants to know 
whether it will sell or not. Other de
tails are important, but they don't 
measure up to the importance of that 
question. Any reasoning or line of 
sales argument that doesn’t meet that 
question squarely cannot impress the 
dealer like the straight answer to his 
question. The quality of the mer
chandise may leave nothing to be de
sired. The price may be right. But 
do these details go to the heart of the 
question as that chart answers it— 
so much advertising, so much results?

"The idea that a man is selling 
merchandising and not clothing or 
groceries or toilet articles, is one that 
still needs a big shove to put it where 
it belongs. As long as there is a mis
taken notion about the matter, sales
men of advertised brands will keep 
on wasting effort in the attempt to 
make a difficult sale of one article 
when they might easily sell the other. 
Now. I am not bending the truth to 
make it fit my theory when I say that 
there are plenty of salesmen in the 
clothing business selling an advertised 
product who are making hard work 
for themselves by missing the prin
ciple of selling I have described. 
Manv of the older men. especially, 
fail to realize what the term 'adver
tising salesman’ implies. In fact, 
they use it rather as a bit of ridicule 
than as a very true statement of fact. 
And many others, not of the old 
school, also make the mistake of 
thinking that to be classified as an 
‘advertising salesman’ is a slur on 
their ability. To them the term 
falls under the despised group of 
order-takers, as distinguished from 
salesmen. Just let them open their 
eyes and see the possibilities of sell
ing advertising. If they know how 
to go about selling a merchandising 
plan, they can sell anything that can 
lie merchandised. I wonder if that 
puts a new light on the matter. It 
will, if these salesmen realize that 
once they have put advertising and 
merchandising where they belong, 
they are no longer restricted to one 
field and one product, but. having 
learned the fundamental science of 
selling, are qualified to sell any ad
vertised article without the special
ized knowledge of that article they 
now consider necessary.

"Going back to our star salesman, 
it is evident that he has fully caught 

the new selling slant 1 have explained. 
His knowledge of what he is sup
posed to sell could be put under a 
postage stamp. He is just well 
enough informed not to arouse the 
suspicion of a customer that he is 
selling candy and not clothing. He 
keeps fairly well posted on conditions 
in the business, but that lets him out 
—except for his knowledge of adver
tising and merchandising. But you 
could call him a conspicuous success 
in the clothing business without the 
fear of a dissenting vote. I con
trasted his methods with those of 
other salesmen with our house, not so 
successful as he. and found his magic 
formula. He left making clothing to 
the factory and, assuring himself that 
the jolt was in good hands, sold the 
merchandising of that clothing. The 
others kept selling clothing.

"To my mind, there is only one 
criticism to make of the new selling 
plan. Closer co-operation is neces
sary between the advertising and the 
sales staff. Just as too many sales
men are slow to realize the advantages 
and possibilities of selling a mer
chandising plan, so the advertising 
forces are not making sufficient effort 
to furnish the salesman with all the 
data required. A most important 
matter on which the salesman is often 
left in the dark is how far the house 
is prepared to go on co-operative 
effort. Sometimes a salesman takes 
full responsibility and promises a 
definite sum as a local appropria
tion, only to find his promise ve
toed by the advertising department. 
Unless he can be set right on such 
points, he is apt to find his plans all 
upset. In other words, every step 
in the campaign of the advertising 
executive should be as fully and as 
quickiv communicated to the sales 
force as any other matter within the 
jurisdiction of the sales manager.”

Made Chief of Agricultural Publications
Harlan D. Smith, head of the office of 

information of the United States Depart
ment of Agriculture, newspaper and 
magazine writer, has been made chief of 
the division of publications of the United 
States Department of Agriculture.

N. Y. “Globe” Starts Financial Bureau
The New York Globe has started a 

financial bureau for handling advertising 
and news under the direction of Darby 
Richardson at 20 Broad street, New York.
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More Care Needed in 
Catalog Make-up

Attention has been brought to the 
Aleppo, Syria, ccn.u.ate by vai iou, local 
importer^ and commission merchant; con
cerning the practice adopted by American 
manufacturers and exporters in relation to 
tue make-up ot catalogs and price lists 
sent to Syria, w.iich, while describing the 
articles offered lor export to that country, 
are prepared w.choui taking into considera
tion the buyer s am.ity to ...icerstand them. 
Vice Consul Willson says:

"As an example, let us take the catalog 
issued by an American ma.mlacturer oi 
toilet articles. Tne catalog c Heists of a 
large sheet of paper comal.flag p.io.o- 
grapn.; of articles such as shaving soap, 
toilet water, barber's soap, etc., and under 
each photograph .the number oi the article 
is given. The price list accompaa.es the 
catalog, but upon inve.tigation tne price 
list is found to contain no numbers cor
responding with numbers in tne catalog, 
but only the names of the various products. 
This method is extremely difficult for buy
fs to comprehend, especially when toe 
catalogs are printed in English, a language 
not understood by them. Further, in many 
cases, the photographs of the articles are 
taken of side views and the names of same 
cannot be read.

'L’t us now consider the catalog issued 
by a large manufacturer of leather in the 
United States. A very important importer 
in Aleppo received six books containing 
various samples of leather, and after thor
oughly examining them he picked out sev
eral grades and turned to the price list, 
hut was unable to solve the 'problem,' i. e., 
as the leathers were marked by color and 
the prices listed by name or grade, it was 
impossible to connect the price with the 
article. This same merchant, however, cut 
pieces from the samples and sent them to 
the United States with the request that he 
be fully informed relative thereto.

"An importer of steel products desired 
to purchase a supply of corrugated iron 
sheets, pipes, etc., and sent an inquiry to 
the United States for prices and descrip
tive pamphlets, expecting to receive a short 
letter giving the information requested. 
All that he received, however, was an ex
tremely large catalog, printed in English, 
without an accompanying letter. He could 
not find the prices he wanted, although 
photographs were given of the articles.

“All catalogs should contain explicit 
matter describing the article, i. e., a photo
graph of the article (if such is given), 
under which should be printed dimensions, 
price, order number, and other pertinent 
matter. Further, care should be exercised 
that such catalogs be printed in French if 
sent to northern Syria. If a descriptive 
sheet is sent accompanied by a price list, 
care must be observed that the number of 
the article appearing on the sheet corre
sponds with the number given in the price 
lists.

"Catalogs issued by English, German 
and other European houses follow this 
principle, as do some American concerns.”

Floating Fair From Netherlands to 
Advertise in Principal Ports

A company has been organized at The 
Hague for the purpose of sending a "float
ing fair" as it is called, but practically a 
ship loaded with sample products and com
mercial agents to sell them, to various 
parts of the world, particularly the United 
States. The concern is organized some
what on a co-operative basis and proposes 
to send the Messageries Maritimes vessel, 
the Macedonia, of 6,100 tons burden, to the 

United States and Central and South 
America for the purpose of introducing 
Netherlands products and enabling Nether
lands commercial houses to establish both 
import and export connections in the 
countries visited.

The plan is for each of the Netherlands 
firms going into the scheme to advance the 
sum of 2,SOO guilders or, at present ex
change, the equivalent of $861 American 
currency, for each cubic meter of space 
occupied aboard the vessel by an exhibitor 
and 200 guilders or about $61 gold for each 
port visited. The ship will be divided into 
show rooms and each exhibitor will install 
aboard the vessel in the space he engages 
such a display of his goods as he cares to 
make and will furnish the company with 
advertising matter, price lists, and other 
information. The company will furni h 
an organization of commercial men on the 
ship who will act as sales agents and will 
endeavor to arrange satisfactory perma
nent connections for the exhibitors in the 
ports visited. For sales actually make t e 
company will charge a single commission 
of 10 per cent, taking no commi; ion on 
the business which follows.

Yes, 4 out of 5 advertisers iu our 

Telephone Directories renew or in

crease their space issue after issue.

These advertisers represent practically 

every class of American industry. 

They continue to advertise in the Tele

phone Directory because it pays.

Our representative will be glad to 

explain just how the Telephone Direc

tories can fit in with your plans.

New York Telephone Company
P. W. ELDRIDGE, Sales Manager Directory Advtg.

1261 Broadway at 31st Street, New Y ork 
Call Vanderbilt Official 130

(t proposes to carry on a comprehen ,ive 
advertising campaign in the countries to 
be visited so as to secure the maximum re
sults from the visit. Its chief end, as an
nounced, is to act as agents for the ex
hibitors rather than to attempt to do busi
ness for itself. To this end it proposes 
to translate and print as well as distribute 
for exhibitors all their advertising matter, 
to furnish them with representatives who 
can speak the language of each country 
visited, and othervMc to assist them in 
every way to properly present their goeds 
and secure permanent connections.

It is planned to have the vessel stop 
about ten days in each port, and the itiner
ary of the first voyage is announced to in
clude New A'ork, Philadelphia, New Or- 
lean., Vera Cruz, Habana, Port au Prince, 
La Guaira, Port of Spain, Pernambuco, 
Bahia, Rio de Janeiro, Santos, Montevideo, 
and Buenos Aires. The voyage, therefore, 
will occupy about a six months' period. It 
is proposed that the second voyage shall 
be to South Africa, East Africa, India, 
the Straits Settlements, and the Dutch 
East Indies.

accompaa.es
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The Postal Service and the 
Direct Mail Advertiser

By the Hon. J. C. Koons, 
First Assistant Postmaster General*

ONE of the greatest faults we 
find on the part of the public 

is the carelessness in addressing mail. 
More than twenty million letters 
reach the Dead Letter ( )ffice each 
year because they are so incorrectly 
and improperly addressed that they 
cannot be delivered to the addressee 
or returned to the sender.

These letters last year contained 
checks, money orders and currency 
of the face value of more than a 
million dollars! The losses to the 
business men because of failure prop
erly to address these letters must 
have been enormous. Many millions 
of other letters are so improperly ad
dressed that it is necessary to give 
them directory service, and though 
they can be delivered it causes a 
delay of from twenty-four to forty
eight hours. If your letters are im
portant enough to write, is it not im
portant enough to see that thev are 
correctly addressed ? Mail is usually 
dictated and signed by the highest- 
salaried officers and employes of a 
business, then entrusted to the low
est-paid employe for mailing! The 
careless manner in which the mail is 
handled by these employes is most 
distressing. Many instances, which 
would be considered almost unbe- 
Fevable, could be cited to bear out 
this statement. \\ hat is true regard
ing letter mail is true to an equal 
extent of advertising and circular 
matter. Advertising matter is of no 
value to the sender unless it can be 
delivered to the addressee.

Most large mailers use either the 
permit or ¡ire-canceled stamp. I 
wish to encourage the extension of 
their use. This eliminates two of the 
operations in the Postal Service, 
thereby resulting in quicker dispatch 
of circulars and advertising matter, 
ai el its quicker receipt by the ad
dressee. The large mailers, if pos
sible, should not hold back their cir
culars with a view to depositing them 
all at one time, because it imposes 
upon the Postal Service a tremendous 
burden in handling it. Neither 
should advertising matter be held 
until the close of the day before 
mailing. It should be mailed as 
early in the day as possible.

To those who use the mails to a 
large extent I would suggest that 
when it is your purpose to send out a 

*An excerpt from a message to the Direct Mail 
Advertising Convention at E)etroit, prepared by 
Mr. Koons. Official business prevented the First 
Assistant Postmaster General’s appearance at 
Detroit.

large quantity of mail or advertising 
matter you confer with your local 
postmaster. In many instances 
where you use pre-canceled stamps 
or the permit privilege the matter 
can be routed by the local postmaster 
before the circular is enclosed in the 
envelope or wrapper, thus expedit
ing greatly the handling of the mat
ter and resulting in a more efficient 
service to you. We are continually 
urging closer co-operation between 
the postmaster and the public. We 
are impressing upon postmasters the 
importance of giving the needs of the 
mailers their utmost, careful atten
tion to ascertain if possible in what 
way we can better serve them, and 
in what ways the business ma i can 
assist us with little or no effort on 
his part to expedite the handling of 
his mail. \\ e want to give good 
service.

In conclusion permit me to say 
that the Postal Service is simply a 
business of selling service to the pub
ic. The better service we can 

render, the more valuable we can 
make the service, the greater the pub
lic will patronize it. We are willing 
to do our part ; and I earnestly ask 
the co-operation and assistance of 
the Direct Mail Advertising Associa
tion in helping us render good service.

J. H. Behr Joins Akron Agency
J. H. Behr, at one time on the adver

tising staff of the Goodyear Tire & Rub
ber Company, and later in charge of sales 
for the S. & O. Engraving Company, 
Akron, O„ has joined the Akron Advertis
ing Agency Company as director of pur
chases.

Corn Products $7,000,000 Plant
The Corn Products Refining Co. is now 

beginning the construction of a $7,000,000 
refinery at Kansas City, Mo. A big com
bination wharf and canning factory at 
Edgewater, X. J., which cost about $2.
500,000, is now practically completed.

Wilson & Co. to Take Over Globe Soap
Preliminary negotiations for the taking 

over of control of the Globe Soap Com
pany. Cincinnati, O„ by Wilson & Com
pany, the Chicago packing concern, have 
been completed, according to an announce
ment made by Thos. E. Wilson, president 
of the latter company.

The First Newspaper Advertisement 
Appeared in 1642

It has been affirmed that the first news
paper advertisement appeared in 1642, dur
ing the Civil War in Great Britain.

In England, the first printed advertise
ment was set up by Caxton. the celebrated 
printer, when he announced the completion 
of “The Pyes of Salisbury,” a book con
taining a collection of rules for the guid
ance of priests in the celebration of Easter.

The first authentic advertisement was 
published in The Mercurius Politicus, of 
1652. In the year 1657 a weekly news
paper devoted to the interests of adver
tisers, made its appearance in London.

.—O. K. Copy.

A Lesson from Edison

Mention of the name of Thomas A. Edi
son usually brings two things to mind— 
the fact that the Wizard of Menlo Park 
has been responsible for more important 
inventions than any other living man, and 
that he is one of the most indefatigable 
of workers. Four to six hours’ sleep, he 
has said upon numerous occasions, is suf
ficient for any one. The rest of the 
twenty-four should be spent in work of 
one kind or another.

But even Edison, with a mind weighed 
down under countless details and blinking 
continuously of the many problems which 
he is trying to solve, has time to read. In 
fact he makes it his business to follow no 
less than fifty-two trade journals, the lead
ing bu.iness newspapers of the country and 
all the latest books which deal in any way 
with the work he has on hand.

"W hy,” he asked recently, “why should 
a man burden himself with the ordeal of 
ascertaining things for himself when these 
same things have already been worked out 
by others.'' If there is any doubt as to the 
correct solution of the problem, that is a 
different matter. But definite answers 
have been found to so many of the puzzles 
which surround us that it would be a waste 
of time to work out for ourselves, par
ticularly when we can discover just how 
others have solved the same difficulties 
without the waste of a moment's time. 
That, to me, is one of the great values of 
the trade journals. Each one of them is 
a treasure-house of ideas, a storage vault 
filled to overflowing with practical sugges
tions.”

If Edison, who works from twelve to 
twenty hours a day, can find time to read 
fifty-two trade journals—not to mention 
newspapers and books—why is it that so 
many merchants say “I haven’t time to 
read” ? I f Edison, one of the most learned 
of men, can find instruction in all the maga
zines which reach his desk, why is it that 
merchants say “Nobody can teach me any
thing about my business”? Wouldn't it 
be well to take a lesson from the man who 
invented the phonograph, the electric light 
and countless other devices, and make a 
point of reading more, even at the sacrifice 
of a few hours of sleep ?—Retail Public 
Ledger.

Chicago “Tribune in New Plant
All departments of the Chicago Tribune. 

excepting the business office, advertising 
and auditing departments, will be moved 
next week from the Tribune Building to 
the paper's new, large, splendidly equipped 
plant just north of the Chicago River.

“Women’s Apparel Review” Re
organized

The II omen's Apparel Rez'icw, recently 
taken over by the Sincere Press. Chicago, 
w’ill make its first appearance under the 
new management November 13. B. Elkan, 
formerly editor of Judicious Adz'ertising, 
Chicago, is editor, and George W. Kowal
ski, formerly with the American Posting 
Service, will be advertising manager.

Former Philadelphia “Press” Men to 
Meet

Arrangements are being made by a com
mittee, of which E. A. Muschamp, 603 
Chestnut street, Philadelphia, Pa., is secre
tary, to hold a re-union of all former 
members of the Philadelphia Press. A 
celebration is being planned to mark the 
passing of the Press, which was recently 
purchased by the Public Ledger Company.
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Selling to Men in a Woman’s 
Shop

How a Seattle Dealer Is Multiplying 
Sales Opportunities

CATERING to men is a new idea 
for a woman’s shop. It was 

tried, and successfully, by the Sweet 
Sixteen Company of Seattle, which 
deals exclusively in women's appar
el. ]. S. Salmon, manager, believed 
that men have an influence with their 
wives and the feminine members of 
their families, and proved it by his 
unusual appeal in advertising, says 
the Pacific Coast Merchant.

Here is a typical appeal which he 
made through the local newspapers:

‘‘There is plenty of publicity di
rected at you on men’s clothing. 
Some you read and act on. And to 
some your attention is called by your 
wife or some other gentlewoman in
terested in you.

“Now, we want to turn the tables. 
We want you to do the favor of tell
ing your wife, your sister or some 
other woman in whom you are in
terested about 'Sweet Sixteen’ gar
ments and Sixteen Dollars.

"She may be in the habit of pay
ing two. three or four times $16 for 
her suits, coats and dresses. You 
know if you pay her bills.

"Tell her that you want her to go 
to the ‘Sweet Sixteen’ Shop and look 
over the new fall garments selling 
at $16—just to please you. If she 
does she’ll be more than pleased at 
the fine character of these fashions.

"She may know, but. if she 
doesn't, tell her how before the war 
we sold these creations at $16—and 
have done so ever since—and not 
curtailing style or quality, but actu
ally improving them. Greatly in
creased sales did this.

"If she knew that we pay $13 for 
many of these garments in New 
York, to which 60 cents express is 
added, she would wonder how with 
overhead expense we can do it, and 
why we don't ask $30 for them. 
Many she has paid $30 for are no 
better.

"Come with her? We have lots of 
men who come with their wives or 
sweethearts. The women like to 
please the men folks in their dress, 
just like men dress for women’s ad
miration.

"Do her the favor of reading this 
ad to her. She will appreciate it 
and it will be worth many dollars to 
you."

Mr. Salmon reports that following 
the advertising carrying an appe.al to 
the men there was a goodly num
ber of men who came to the store 

with women. All of which proves 
that men can be interested in wom
en’s garments before they are moved 
from a merchant's racks.

Peggy Paige Expanding Line—Black
man Co. Handles Advertising

Peggy Paige, New York, is planning to 
expand its line soon so as to include, 
besides women's dresses, misses’ dresses, 
coats, suits, shoes, hats, nets and sundry 
apparel. A campaign in newspapers and 
magazines to popularize the name Peggy 
Paige and to introduce Peggy Paige, Jr., 
dresses is now being undertaken through 
the Blackman Company, which secured 
the account November 1.

Herbert L. Goff, formerly with J. P. 
Morgan, is now advertising manager for 
the Pegg) Paige organization.

SYSTEMS BOND
" The Rag-content lojl-dnedPaper at ihe Reasonable Price '

The Importance of 
Business Stationery

During the course of a year’s time many sales 
are lost on account of business stationery not 
being quite up to the mark.
Some advertisers pay thousands of dollars for 
a page advertisement in a magazine, and then 
follow up the inquiries with a letter written 
on a grade of paper that wouldn’t impress 
people enough to make them pay eighty 
cents for a gold dollar.
When you send out a sales message give it 
every chance to win. Send it on a letterhead 
that will be a credit to your firm.
SYSTEMS BOND is the advertised paper 
that will make your letters look better.
A request on your letterhead will bring samples.

Eastern Manufacturing Company
General Sales Offices:

501 Fifth Avenue
Mills at Bangor and Lincoln, Maine

“Food Journal” Broadens Scope to 
Cover Manufacturers

Announcement is made of an important 
change in the editorial policy of The 
.hnericau Food Journal, published in Chi
cago for the past fifteen years. In ad
dition to serving chiefly those interested 
in scientific food problems, as in the past, 
the publication will henceforth cater also 
to the needs of food manufacturers, 
wholesale grocers, importers and export
ers and all others engaged in manufacture 
and distribution of food products. A 
new office has been opened at 25 East 
Twenty-sixth street. J. T. Emery, who 
was formerly with Advertising and Sell

ing and more recently advertising man
ager of the I<ted Cross Magazine, has been 
appointed advertising manager, with head
quarters in New York.

New York
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Advertising or Sales Manager
^Continued from page 4)

about what the future holds for them 
and their jobs. Through Advertis

ing & Selling I have been in cor
respondence with a number of them 
on the question. I have found most 
of them "business Darwinians” 
enough to believe that conditions in 
the advertising department and in the 
salesmanager's department are not 
going to remain static and that the 
relationship between the two depart
ments is not fixed. Some see only 
the necessity of closer and more ef-

Underwear Hosiery 
Review 

gSONgMDWtf '

WE are in need of a competent hard
ware man, thoroughly familiar with 

compiling hardware catalogues. We want 
one who is capable of earning from $3,500 
to $4,500. Address, Box 283, care Adver
tising it Selling.

Ruthrauff & Ryan
INCORPORATED 

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

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

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 

fective alliance between the two de
partments. Some foresee a merger 
in which both shall sink their iden
tity into one or the other or into 
something bigger. Some think that 
the process of evolution in each case 
will be largely dependent upon the 
personality of the advertising man
ager or salesmanager in the case. 
Some hazard that one thing may hap
pen in the large concern, another in 
the small concern. Perhaps some are 
swayed by their identification with 
one or other department. I expect 
lo quote from these letters and others 
which are sure lo come out in hot 
response to this article in future is
sues of Advertising & Selling. Let 
me quote here from three of the first 
dozen to come in.

greater specialization

The first bears the signature of 
Charles E. Murnan, vice-president of 
ihe United Drug Company, who 
speaks with the authority of one who 
has been salesmanager, advertising 
manager, and sales and advertising 
manager at the same time. Mr. Mur
nan, who disagrees radically with 
views of the head of the food prod
ucts company, says: "Instead of 
these two positions merging into one, 
1 would think there would be a 
greater concentration into each one 
as separate units. In other words, 
the advertising manager is becoming 
a specialist in his own line and the 
salesmanager is becoming more ef- 
liciBt in his.

"I suppose this impression that you 
speak of is based more or less on 
the presumptGn that it is hard to 
divide advertising from sales and I 
admit tills. There must necessarily 
be a very close working arrangement 
and a mutual knowledge on the part 
of the sales and advertising man
agers. One cannot work efficiently 
without the other. While they are 
attempting to accomplish the same 
purpose—making sales—they are 
specialists, each one in himself.

"Each one has too big a job to be 
handled by the same man unless 
through a very broad experience it 
is possible for one man to direct them 
both, but the operations must have a 
distinction.

"Without getting into a very 
lengthy argument one could explain a 
very strong difference between the 
two departments. The sales man

ager is selling merchandise to the 
dealer and the advertising manager 
is selling a belief to the minds of the 
public. Certainly anybody analyz
ing these two would not call them the 
same. It requires a specialist in each 
line and I don't think it will ever be 
any different."

FORESEES .MERGER

The second letter is dictated by E. 
W. Taft, manager of the advertis
ing department of the Carter's Ink 
Company, who says :

"I rather look to a gradual evolu
tion or change, but whether it will 
be the advertising manager that 
supersedes the sales manager or 
vice-versa is going to depend wholly 
on the man himself. The title is go
ing to mean little. As a matter of 
fact, I look to see a new title which 
is rapidly coming to the fore, any
way, that of merchandising or sales 
promotion manager, which will 
finally take care ot the two separate 
and distinct lines which now are 
taken care of by salesmen and ad
vertising.

"1 think, however, that there will 
be always an advertising manager. 
He may degenerate to become simply 
the head of a sub-department in a 
sales department, just as now the 
usual advertising departments are 
considerably subdivided."

In tlie third letter, which will be 
reproduced in full later, R. N. Fel
lows, advertising manager of the Ad- 
dressograph Company, calls atten
tion to the fact that "in one particu
lar line of business within the past 
year the sales managers of four na
tionally known concerns have been 
promoted either to be vice-presi
dents or directors, or both, in their 
respective companies, whereas the 
advertising managers in those com
panies still retain that title and ap
parently their same circle of influ
ence in their respective organiza
tions.”

And that sets one thinking a bit, 
doesn't it ?

Fairbanks, Morse Co. Sales Gain
Net sales of the Fairbanks Morse Com

pany for the first nine months of 1920 
were $26,305,684, a gain of $6,095,088 over 
the previous year. Net profits were $2,
905,330 as compared with $2,359,029 for ' 
the same period in 1919.

C. L. Reisner, De Laval Advertising 
Head

C. L. Reisner, formerly connected with 
the advertising department of the Moline 
Plow Co., Moline, III., has been appointed 
adt ertising manager of the De Laval Sep
arator Co., New York.

“GIBBONS KNOWS CANADA”MONTREAL TORONTO WINNIPEG
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The Billings & Spencer 
Campaign

(Continued from page 6) 
behind the chief executive's desk in 
the office of the big purchaser of 
drop forgings tomorrow. So, in ad
dition to its national advertising in 
the Saturday Evening Post, the Lit
erary Digest and the Scientific Amer
ican, and to its trade and technical 
paper advertising in nineteen period
icals covering that field, Billings & 
Spencer went out to “the man on the 
street” through the newspaper. 
Newspaper readers in the twelve 
states which had been showing the 
best sales for Billings & Spencer 
products were chosen for the initial 
campaign.

The topics of this advertising and 
the symbols chosen to represent Bill
ings & Spencer standing and stand
ards here were those Billings & Spen
cer products with which the man on 
the street had the closest acquaint
ance—the wrench and other small 
tools. About one-third of the com
pany’s production total is made up 
of wrenches, one-half going to con
tract drop forgings and the rest to 
machinery.

The keynotes of this campaign 
were simplicity and friendliness. 
Each piece of copy bore a picture of 
a small tool drawn in on a hand
stippled background. Each piece of 
copy sought to put over one thought. 
For example, a piece lying before 
me reads:

After a man has used a Billings & 
Spencer wrench for ten or twelve years 
he becomes something of an authority on 
bow good a tool can really be.

Here’s another:
Na matter how good-natured a man 

may be. he is apt to balk at lending you 
his Billings & Spencer wrench.

This copy is selling Billings & 
Spencer small tools. It is selling 
something else—something that will 
be carried over from the day when 
“the man on the street” is just "the 
man on the street,” valuing the 
wrench with which he tinkers at his 
leaky kitchen faucet almost as he 
values his "jimmy pipe,” to the day 
when he gets behind that executive’s 
desk to which I have referred. That 
something is faith in Billings & Spen
cer, coupled, of course, with the im
pression of Billings & Spencer su
premacy.

So, you see, if my agency friend 
had not started me out on another 
train of thought, this story might 
have been written from a different 
lead and called. “Selling One Product 
to the Man on the Street to Sell An
other to the Man Behind the Desk.” 

What about results? In the first 
place, total 1920 sales to date on all

Billings & Spencer lines have shown 
an increase of 19 per cent over 1919 
sales for the same period. In ten of 
the eleven states in which newspaper 
advertising was carried on the aver
age 1920 sales’ increase over 1919 
was 28 per cent. When we get down 
to examine the newspaper advertis
ing at close range we find results 
like these: $9,180 was invested in 
newspaper advertising in New York; 
the increase in business in New York 
for 1920. as compared with 1919, 
amounted to 823,000—a gain equal
ling 250 per cent of the advertising 
expenditure. In Cleveland $3,510 
was spent ; and 1920 business totalled 

To Sub-Let

Space 50 x 65 feet at 
471 Fourth Ave. between 
31 st and 32nd Streets. Now 
occupied as business offices. 
Has plenty of light, eight 
windows in front and six in 
rear. Present lease has five 
years to run from February 
1st, 1921. These offices 
would be very desirable for 
an advertising agency or a 
publication office. Apply 
Mr. Clarke, Fifth floor, 
471 Fourth Avenue.
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$(>0,000 above the 1919 business—a 
gain of 1700 per cent of the advertis
ing expenditure. Chicago’s increase 
went to 300 per cent of the adver
tising cost; Detroit’s to 810 per cent; 
San Francisco’s to 223 per cent, and 
Hartford's—the home town's—to 
1250 per cent.

These gains reflect the value of the 
newspaper advertising directly. The 
proponent of national advertising 
will add that they reflect, just as di
rectly, the value of the national ad
vertising going into those cities. 
They demonstrate, above all, that 
here is an institutional campaign that 
will not need weeding out.

.... ........
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Five Crop Records Broken
American farmers broke production 

records with five crops this year—corn, 
tobacco, rice, sweet potatoes and pears. 
Cither crops closely approaching records 
were oats, barley, rye, potatoes, apples 
and hops. Corn, outstripping all records 
with a production of 3,199,126,000 bushels, 
or 75,000,000 bushels more than ever 
grown before in the L'nited States, is said 
to be the greatest crop in the history of 
the world.
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Calendar of Coming Events
November 15-19—Annual Convention, 

American Specialty Manufacturers' 
Association, Hotel Travmore, Atlantic 
City, N. J.

November 15-20—Second Annual Con
vention and Exhibition, American Gas 
Association, Hotel Pennsylvania, New 
York.

November 17—Semi-annual Meeting,
Southern Cypress Manufacturers’ As
sociation, Jacksonville, Fla.

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

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

November 18-19—Annual Meeting, Na
tional Association of Motor Truck 
Sales Managers, Detroit.

November 22—Annual Convention, Asso
ciated Industries of America, Atlantic 
City, N. J.

November 29-December 4—International 
Advertising Exhibition, White City, 
London.

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

Films Advertise U. S. Goods in India
By means of moving picture films cer

tain American products are now being 
advertised in the theatres of Karachi, In
dia. One or two reel films of American 
machinery at work, such as a complete 
series of views of road making and road
making machinery, have lately proved in
teresting to theatre patrons apart from 
any advertising merit they might possess.

It is suggested by Consul Richardson, of 
Karachi, that if such pictures could be 
given a little more pertinent relation to 
local conditions, such as showing the 
Indians pictures of people of their own 
race operating the machinery, the films 
would present a greater appeal to the 
Indian public in bringing before it a bit
ter realization of the industrial activities 
of a country now becoming known as a 
source of supply of many articles hither
to purchased elsewhere. Though involv
ing a certain amount of theatrical "busi
ness," the Consul believes that good re
sults will ultimately be achieved from this 
method of screen advertisement.

New York Times Club Holds Dance
The New York Times Club held a very 

successful entertainment and dance, at
tended by about a thousand persons, at the 
Hotel Commodore on the evening of No
vember 9. The program, which was under 
the direction of Leon Redlick of the ad
vertising department, included Eddie Can
tor and other Ziegfeld and Keith per
formers.

Offices of the Club are: Adolph S. Ochs, 
honorary president; Hugh A. O'Donnell, 
president; C. J. Walsh, vice-president; 
Lillian Gleason, secretary; Warren Nolan, 
treasurer, and Marie A. Mullaney and 
Howard Humphries, sergeants-at-arms.

The second annual meeting of the mem
bership will be held this week to elect of
ficers for the coming year.

National Thrift Week January 17-23
National Thrift Week, which was suc

cessfully carried out in 633 communities 
last year through advertising, will be oh 
served again from January 17 to 23, 1921, 
when it is estimated more than 1.0(K> com
munities will take part. Each day of the 
week will emphasize a special phase of 
thrift, in the following order: Bank Day, 
Budget Day. National Life Insurance Day, 
Own Your Own Home Day, Make a Will 
Day. Fax' Your Bills Promptly Day and 
Share With Others Day. Forty national 
organizations are co-operating. The 
movement, xvhich is carried on by the In
dustrial Department of the Y. M. C. A. 
International Committee, New York, is 
not aimed to sell goods, but to develop 
character in the lives of young men and 
boys.

Black, Scribner’s Advertising Manager
John Black, formerly a member of the 

staff of the Brooklyn Daily Eagle for five 
years, has been appointed director of ad
vertising and publicity of the Charles 
Scribner & Sons Publishing Company. 
He succeeds J. W. Rogers, now in Europe.



Obligation
better 
paper

better 
printing

tobuyGood Printing
OU buy printing for but one 
purpose — to place your message 
before the many.

There is a definite obligation upon
every man who seeks the service 
of a printer. He must not use press, 
paper, type, and ink--the forces which 
in three centuries unchained the in
telligence of mankind—to produce that 
which is false, foolish, or ugly.

The school books of your son and the 
catalog of your business represent 
more than education and commerce. 
They are monuments to the genius of 
a long list of men, who when they 
thought of printing thought always of 
Better Printing.

We know that Better Paper helps 
produce Better Printing.

But much more is needed. One 
must want Better Printing. The mill 
that strives to produce a better sheet 
of paper and the printer who strit es to 
print that paper as well as he can, are 
alike helpless if their customer is in
different to such aims.

It is something to know that good 
printing is more profitable than poor 
printing. But it is a greater satisfac
tion to feel that your printing expresses 
not alone the best that is in you and 
your business, but the best efforts of 
your printer, the ink maker, the en
graver, and of the paper manufacturer 
who improved his product as much for 
constructive as for competitive reasons. 

What Warren’s Standard Printing 
Papers have done to make Better 
Printing possible and desired can be 
seen in Warren’s service books and 
brochures in the shops of large printers, 
and in the offices of paper merchants 
who sell the Warren Standards. These 
books are also on exhibition in the pub
lic libraries of our larger cities and in 
those clubs which devote attention to 
graphic art.

One can know good printing and 
not know Warren’s Papers, but a fa
miliarity with the Warren Standards 
amounts to a familiarity with earnest 
effort to help American business with 
Better Paper toward Better Printing.

S. D. WARREN COMPANY, Boston, Mass.

Warren's Standard Printing Papers are
Warren’s Cameo

Warrens
'C (STANDARD) j/

Pri nti n^Pa Pers

Warren’s Lustro
The highest refinement of surface in 

glossy-coated paper

Warren’s Warrentown
Coated Book

Glossy surface for fine halftone and 
process color work

Warren’s Silkote
Semi-dull surface, noted for practical 

printing qualities

Warren’s Cumberland 
Coated Book 

A recognized standard glossy- 
coated paper

Warren’s Printone
Semi-coated. Better than super, 

cheaper than coated

Warren’s Library Text
English finish for medium screen 

halftones

Warren’s Oide Style
A watermarked antique finish for type 

ami Ime illustration

Warren’s Cumberland 
Super Book

Super-calendered paper of standard, 
uniform quality

Warren’s Cumberland 
Machine Book

A dependable, hand-sorted, 
machine-finish papo

Warren’s Artogravure
Developed especially for offset printing

Warren’s India 
For thin editions



Color Helps Lose a Football Game
Harvaril Men May Remember This Game

IT W XS played back in 1915. One of 
the surprises of mid-season. Harvard 
was playing a smaller college team. 
The first quarter passed and Harvard had 

not scored, the second and the third— 
and but two minutes remained to play 
in the final quarter when the Harvard 
team was forced to punt.

It was raining torrents, but the crowd 
remained in the Stadium watching the 
smaller team play desperately for victory 
or a scoreless tie. The game became a 
panting, desperate fight, a crashing melee 
of mud and men. And the crowd mar
veled when they saw the Harvard team 
slowly forced back into their own terri
tory.

Then catastrophe—for the smaller col
lege. A conference, a quick and compli
cated shift and the ball was in play. Far 
back of the line the quarterback received 
th ball. His ends and backs spread fan
like down the field. Evidently a forward 
pass.

Rut a Harvard tackle crashed through 
and lunged at the quarterback holding 
the ball. Harvard ends darted at him 
from both sides. He did the inexplicable. 
I tossed the ball directly into the arms 
of an onrushing Harvard end who dashed 
with it down the field for a touchdown. 
Harvard won!

They called it luck. Of course! Har
vard forgot the game in her preparation 
for the final games of her season. But 
followers of the smaller college never 
ceased to wonder what impulse caused 
their quarterback to pass the ball directly 
into the arms of the Harvard end. The 
explanation, however, is simple: Color.

Harvard’s colors are crimson, those of 
the smaller college deep maroon. Before 
the game both captains realized that as 
crimson and maroon jerseys look about 
the same, it would prevent endless con
fusion if one team changed. So the 
smaller college team wore the black jer
seys of the Harvard second team.

Then came the vital moment of the 
game When his line crumbled, pressed 
on all sides by the Harvard tackles and 
ends, the quarterback’s mind and body 
co-ordinated instinctively. In the emer
gency his mind slipped from his conscious 
control to the control of his subconscious 
instinct. The signal had been given for 
a forward pass. He must pass the ball. 
111 must act. For four years he had been 
trained to pass the ball to a player in a 
maroon jersey. Crimson looked like 
maroon and, as every psychologist knows, 
color impressions cling most forcefully 

and longest in the human mind. Without 
conscious thought he passed the ball to 
a man in crimson. Naturally. And the 
game was lost.

clinging to color associations, and acting 
on them subconsciously, presents an ex
cellent object lesson for advertisers.

It is only one of the hundreds of inci
dents which prove the teachings of psy
chologists that color impressions cling 
longest in the human mind, that w ’hink 
t I;.... / ' o , !i: iniiiii 

fastest in color, and that color associations 
supply a subconscious motive force which 
presses to volition and action.

And it explains to a certain degree the 
phenomenal returns achieved by great 
color pages in the American Weekly.

No wonder the tremendous collective 
impression made by color advertising on 

the minds of 2.500,(XX) progressive . Inieri- 
cau families—located in the seven great 
trading centers of the country and with 
money to buy products advertised in color 
—cannot fail to bring phenomenal re

turns.

j hat quarterback's mind, instinctively




