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June Advertising 
in Chicago

This statement of display advertising for the month of June, 1925, is 
striking evidence of The Chicago Daily News’ leadership in the six-day 
field in the following important classifications:

AUTOMOBILES GROCERIES
The Daily News First... .66,180 lines The Daily News First... .83,620 lines
The next paper....................46,636 lines The next paper............. 68,347 lines

BOOKS HOUSEHOLD UTILITIES
The Daily News First..........4,364 lines The Daily News First... .12,513 lines
The next paper......................3,470 lines The next paper.............................10,871 lines

CHURCHES “OUT OF THE LOOP” STORES
The Daily News First..........4,638 lines The Daily News First... 126,822 lines
The next paper..................... 826 lines The next paper................... 64,500 lines

DEPARTMENT STORES RADIO
The Daily News First.. .541,583 lines The Daily News First 9,088 lines
The next paper............239,792 lines The next paper...........  8,497 lines

FURNITURE............................... RESORTS
The Daily News First... .79,419 lines The Daily News First... .38,000 lines
The next paper.................... 50,585 lines The next paper......................34,584 lines

TOTAL DISPLAY ADVERTISING
The Daily News First.. 1,289,314 lines
The next paper.............. 1,124,501 lines

The position of The Daily News among advertising mediums in Chi
cago—reaching “most of the people all the time”—is further emphasized 
by the fact that it leads all other Chicago daily newspapers in the number 
of “want-ads” printed, the total for June, 1925, being 87,126 as against 
81,090, the next highest score.

Manufacturers who wish to establish and maintain their products at 
the top of competition in Chicago wisely advertise in

THE CHICAGO DAILY NEWS
First in Chicago

Figures furnished by Advertising Record Co., an independent audit service subscribed to by all Chicago newspapers

Published every otlrr V'edn rday by Advertising Fortnightly. Inc., 9 East 38th St.. New York, N. Y. Subscription price $3.00 per 
year. Volume 5. No. 7. Entered a» second class matter May 7, 1923. at Post Office at New York under Act of March 3, 1879.
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Are your customers 12 to 1 
for or against you?

TH E owners of a certain business had de
cided that their product must conform 
to prevailing styles. zYccordingly, they had 

designed and pushed models in which the 
feature that had been basic in the product 
originally was obscured if not almost lost 
sight of. ■

But in spite of this effort to do what seemed 
to be the right.thing, sales slumped. The sit
uation became serious. They at length real
ized the need of finding out what people 
re<d'y thought about their goods.

A Richards Field Survey was undertaken. 
When it was completed, the findings left no 
room for doubt. Ninety-two per cent of 
those users who were 'nterviewed said that 
they bought the product because of the 
features it had as originally designed. In 
other words, by a majority of 12 to 1 they 
didn’t give a hang for style!

Although this case is extreme, it is our judg
ment based on experience that nr manufac
turer should try to decide marketing problems 
without first knowing exactly how his cus-

tomers view his goods. Hence our first step 
in arriving at advertising and sales plans is 
to get the views of many people, sometimes 
thousands of consumers, retailers, and job
bers. This first-hand information, together 
w'th our recommendations, is called a 
Richards Book of Facts and becomes the 
exclusive property of the manufacturer.

For such manufacturers, a Richards Book 
of Facts is a constant source of sales and 
marketing information. One business head 
expresses its value when he says, “Instead 
of guessing blindly and stumbling along in 
the dark, I now have a fund of practical 
information that provides a logical back
ground for everything I do.”

Our new booklet “Business Research” 
tells how “Facts first” may be applied to 11 
business. Write for a copy.

JOSEPH RICHARDS COMPANY, inc.
[ 2S1 Park Avenue -st- New York City

An Advertising Agency Established 1874

A<C,-S.t AMERICAN ASSOCIATION ADVERTISING AGENCIES

- ... - - -------- ------ _ -------------- . --------------- -

Richards Fa cts first — then ^Advertising"
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TIDE COMiE&NY
J ^c/verîi&iuÿ

1381 FOURTH AVENUE ,NEW YORK

If you want to know about our work, 
watch the advertising of the following:

BON AMI 
CONGOLEUM RUGS 
VALSPAR VARNISH 

GRINNELL SPRINKLERS 
McCutcheon linens 
TA VANNES WATCHES 

PETER SCHUYLER CIGARS 
ANSCO CAMERAS AND FILM 
COLUMBIA WINDOW SHADES 

WELLSWORTH OPTICAL PRODUCTS 
TARVIA

DUZ
WALLACE SIL VER 

HAVOLINE OIL 
THE DICTAPHONE 

BARRETT ROOFINGS 
NAIRN INLAID LINOLEUM 

COOPER HEWITT WORK-LIGHT 
SILVER KING GINGER ALE 

L & G AGATE WARE 
BONDE! FLOORS 
TAO TEA BALLS 

NEW-SKIN

What we’ve done for others we can do for you.

Member of the American Association of Advertising Agencies 
Member of the Audit Bureau of Circulations 

Member of the National Outdoor Advertising Bureau
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Page 5—The News Digest
C. P. McDonald Company, Irie.

New York advertising ngency, an
nounces th <ddition to its organiza
tion of W illiam Mahoney, formerly 
with L. C. Gumbinner of the same city, 
and Ralph F. James, previously con
nected with the National Lead Com
pany and the Mutual Benefit Life In
f nrance Company of St. Louis. Mr. 
Mahoney will be connected wit!- the 
art department and Mr. James will act 
in the capacity of representative.

Lyddon A Hanford Company
New York office, will direct ‘advertis

ing for the Barcley Corset Company, 
Newark, N. J.

The Powers-House Company
Cleveland, will direct advertising for 

the Glenn L. Martin Company, same 
city, manufacturers of airplanes. This 
company has also perfected an article 
in the radio field which will be an
nounced shortly.

Myers-Beeson-Golden, Inc.
New York, will direct advertising for 

the Fostoriu Pressed Steel Company, 
Fostoria, Ohio. This concern recently 
purchased the entire business of the 
Ashland Manufacturing Company of 
Ashland, )hio, manufacturers of the 
Eureka line ot automobile jacks and 
pumps. The plant is oeing moved to 
Fostoria, where the line will continue 
tc be manufactured and sold by the 
Fostoria company.

P. C. Gunion.
Has resigned as advertising and 

market research manager of the Hyatt 
Roller Bearing Company of Newark, 
N. J. and will take an extended trip 
abroad to makt a personal study of 
business conditions in various foreign 
countries.

C. J. O'Reilly
Until recently secretary and treas

urer of the E. W Hellwig Company, 
New York, has joined the staff of 
James F. Newcomb & Company, Inc., 
same city, as account executive.

The John Budd Company
Hat been appointed national repre

sentatives of The Lakeland (Fla.) Eve
ning Ledger.

Barron G. Collier, Inc.
Has purchased Artemas Ward, Inc., 

of New York, street railway advertis
ing company, and its subsidiaries, 
which include the Listerated Gum Cor
poration and several other concerns. 
The business vas willed to Harvard 
University by Mr. Ward upoi his death 
last March and it was from the 
trustees of the estate, representing 
Harvard, that the purchase was made. 
The business will be continued under 
its present name and the present offices 
will be maintained to direct the adver
tising in the Interborough lines, the 
contract for which together with the 
vending privileges was awarded to Mr. 
Collier’s concern a short time ago. W. 
Burgess Nesbitt and Louis Cohn, both 
□f whom were long associated with Mr 
Ward, will remain with Artemas Ward. 
Inc. This purchase marks the latest 
and greatest development in Mr. Col
lier’s effort to unify and standardize 
street railway advertising media, in 
which business he has been engaged 
since its earliest days, some thirty 
years ago.

The Thumbnail
Business Re^ iew

By Floyd IF. Parsons
ONSIDERING that we are in the 
middle of the vacation period, when 
there is always a slowing down in 

trade activity, it may be stated with con
fidence that tin* business situation generally 
has shown an encouraging improvement 
in recent weeks. Textiles, metals and sales 
of mail-order houses are progressing favor
ably. Business failures decreased in Jane. 
Crops are in good shape and the promise 
in corn is for the third largest crop on 
record. As compared with Iasi year, this 
year’s corn production should show an 
increase of at least 600,000,000 bushels.
1 Car loadings continue at a record rate, 
practically all districts showing increases. 
The second week in July showed an in
crease of 72,826 cars over the correspond
ing week of last year. Leading economists 
are hnost unanimous in the prediction 
that fall business will b- good. All signs 
indicate that industrial activity is gather
ing momentum. Optimism is supplanting 
the pessimism that prevailed during the 
spring. During recent weeks bank clear
ings and lebits have reached new high 
levels, while on the exchanges security 
prices have risen to a record average.
0 About the only cloud on the horizon 
at the present moment is the possibility 
of a coal strike. There is not much more 
hope now than there has been in the past 
for the mine operators and the miner- to 
undertake the big job of cleaning up 
their own house. This industry has been 
» threat to business and a drag on general 
prosperity for more than a generation. 
A coal strike is nol only possible 
but quite probable, and though it is a dis
agreeable thought to entertain, it is never
theless true that a mining suspension 
would be a good thine if it should bring 
a final and lasting settlement of our fuel 
difficulties.

“Time,” Inc.
Announces the removal of its edi

torial and circulation departments to 
Cleveland, where the magazine will now 
be printed. The advertising depart
ment will continue to function at the old 
address, 236 East Thirty-ninth Street, 
New York, inder the direction of 
Robert L. Johnson, advertising man
ager. Howard Black ha? been ap
pointed Eastern manager, effective Au
gust first, and F. S. Dusossoit, South
ern manager, has been transferred to 
the New York territory.

Lejaren a Hiller
President, and Julian Langner \ice- 

p resident of the Lejaren a Hiller 
Studios, will become associated with 
Underwood & Underwood, Inc., com 
mencing August first. Mr. Hiller will 
hr vice-president in charge of commer
cial photography in the new organiza
tion. Several members of his technical 
staff will continue with him, and the 
present commercial photographic staff 
of Undervood & Underwood will be re
tained. The Elliot Service Company 
recently purchased the controlling in
terest in Underwood & Underwood.

Campbell-Ewald Company
Detroit, will direc* advertising for 

the Great Ixikes Refining Company, 
Detroit and Toledo, manufacturers of 
Cyclo Gas, a new automotive fuel 
,vhich is produced by a new petroleum 
distillation process.

IFilliam 4. Sittig
Has been appointed manager of the 

western offici of The Modern Priscilla, 
Peoples Gas Building, Chicagc

Ajax Advertising Agency, Inc.
New York, will act as advertising 

counsel for the Universal Crepe & 
Tissue Mills, Inc., Ballston Spa., N. Y.

“Automotive Daily News”
. A new tt ide paper devoted to every 
nnnortant division of the automotive 
industry will be published every day 
except Saturday and Sunday, commenc
ing early in August. The Automotive 
Daily News Publishing Company, Inc., 
which hai oecn organized to handle this 
project, will be loca'ed at the publish
ing plant. 25 City Hall Place, New 
York. The officers of the new concern 
are: president, O. J. Elder; vice-presi
dents, E. C. Wright and George M. 
Slocum; treasurer, G. L. Harrington; 
secretary, Alexander Johnston. Mr. 
Johnston will have charge of the edi
torial department and Mr Wright will 
be director of advertising,

[additional news on othik vages]
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Advertise to Telephone Subscribers

Old methods of finding and measuring 
the market for concentrated advertising 
effort are superseded by the Telephone List.

The Telephone List marks off from the 
total families in the United States the 
8,419,668 homes with telephones.

These homes with telephones are some
thing more than homes which can afford 
telephones. They are homes of families that 
need telephones, because the wider demands 
of their daily lives require this labor-saving 
device. It is nor the telephone, but what 
it stands for that makes these homes better 
markets. The telephone means greater 
social activity, greater buying power and 
a scale of living in which the telephone 
rent is negligible beside the help it affords. 
More than that, the telephone reveals a 
state of mind toward rhe communit}', a 
desire to keep in touch, a wish to know, 
which makes telephone subscribers recep
tive to sellers of worth while goods.

Therefore, the families of telephone 
homes are magazine readers as well as 
better buyers. They can be reached by mag

azine advertising. The same open, curious 
state of mind that demands the telephone 
demands the magazine, and especially the 
magazine of information.

That is what links The Digest so closely 
to the telephone home. Both are labor
saving devices. Both are means to an end. 
The telephone keeps one in touch with 
the world. The Digest brings the acts and 
thoughts of the world to the home. The 
telephone saves miles of traveling. The 
Digest saves hours of reading.

Because of this close analogy between 
the telephone and The Digest, and because 
the presence of the telephone reveals the 
most worth while home to cultivate. The 
Digest has devoted its advertising cam
paigns primarily to the telephone homes, 
for ten years.

In the ten years (1915-1924) The Digest 
has mailed more than fifty million circulars 
to telephone subscribers. It has increased 
its circulation to more than 1,300,000 copies 
per week and can make to the advertiser 
this definite statement:

The home with 
a telephone is the 

best market 
and the best million telephone 

homes arc subscribers 
for

Thejjterdry Digest
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THE influence of the Conde Nast Group 
of magazines on . . .

department stores, specialty shops, haberdashers, 
sporting-goods houses, furniture stores, jewelry 
stores, drug stores, architects, builders, interior 
decorators, motor manufacturers . . .
is simply immeasurable.

Why is this? Why do they subscribe, check 
our advertising pages, write us for style trends, 
use our name as authority for their merchan
dise in their local advertising and selling? 
We don’t edit our magazines for these people. 
Yet they read them intensively and follow 
them closely. Why ?

Because our readers are their most valued 
customers. These shrewd business men fore
cast their demands by studying the pages of 
our magazines. Experience has taught them 
that the Conde Nast Group is a powerful ma
chine for the moving of quality merchandise.

This powerful influence with the trade is 
available in no other way. And—ridiculous 
though it seems—we have never charged a 
cent for it

VOGUE
VANITY FAIR 

HOUSE & GARDEN

THE CONDE NAST GROUP
All members of the Audit Bureau of Circulations
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Illustrations of LIFE'S Policy of Humor - and Sanity

PARTIAL LIST OF NATIONAL 
ADVERTISERS USING LIFE 
IN 1925 WITH COMPREHEN
SIVE SCHEDULES:

Color
American Tobacco Company 

Lucky Strike 
Pall MaU 

Atwater Kent 
Beechnut Packing Co. 
Cadillac Motor Car Company 
Colgate & Company 
The Crane Company 
Fisk Tire Company 
Ford Motor Company (Lincoln 

Division)
General Tobacco Company 
B. F. Goodrich Rubber Co. 
Holeproof Hosiery 
Ipswich Mills 
Keystone Watch Case Co. 
Lambert Pharmacol Company 
Parker Pen Company 
Pierce Arrow Motor Car Co. 
IF. A. Sheaffer Pen Company 
The Coca-Cola Company 
White Rock Mineral Springs 

Company
Hnldin» Up thr Ball Came1

There are but few of us who has not had this
experience Life’s artist in this illustration
brings back to thousands happy memories of 
boyhood days.

The response from readers made the editors 
feel as though thousands had been waiting to 
see a drawing just such as this. The commen
datory letters were indeed pleasing.

It was even more gratifying to note the signa
tures appended. They proved that people of 
importance still have time to appreciate “hu
mor and sanity.”

Reader interest such as this is valuable. It in
dicates that a similar response may be expected 
to advertising.

Black and White
American Telephone 4 Telegraph 

Co.
Apollinaris Agency Company
Bauer d Black
Black, Starr 4 Frost 
Brooks Bros.
Cunard Steamship Company 
Coty, Inc.
Crichton d Company
Davey Tree Expert Company
JFm. Demuth 4 Company
A. Ä. Dick Company
TF. Zr. Douglas Shoe Company
Dr ever 4 Company
Eastman Kodak Company 
Fisher Body Corp.
The Forhan Company
French Line
General Electric Company 
General Motors Corp.
General Tire d Rubber
Gorham Company 
Alexander Hamilton Institute 
Hart Schaffner 4 Marx 
Hotels Statler Company 
Houbigant 
Hupp Motor Car Company 
Robt. A. Johnston 
Lehn d Fink 
Liggett d Myers (Fatima) 
Maillard's 
Maxwell-Chrysler 
Mohawk Rubber Company 
Munsingwear Corp.
Nordyke d Marmon Company 
Packard Motor Car Company 
Palmolive
Pepsodent Company 
Phillips-Jones Corp. 
Phoenix Hosiery Co. 
Reed Tobacco Company 
Rubberset Company 
Society of American Florists 
U. S. Shipping Board 
Van Ess Laboratories 
Welch Grape Juice Co. 
Wahl Company 
Weyerhauser Forest Products 
Wrigley's Gum 
IF. F. Young, Inc. (Absorbine, Jr.)

127 Federal Street 
BOSTON, MASS.

598 Madison Avenue 
NEW YORK, N. Y.

360 N. Michigan Avenue 
CHICAGO, ILL.

THE BEST BUY IN THE CLASS FIELD!”
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950.000
Net Paid Circulation

OVER 

100,000
INCREASE

Advertisers are now 
receiving 100,000 more 
circulation than last year 
without an increase in rate.
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Mason Tire Advertising

Tlit manufacturers of Mason Tires pursue unswervingly 
one fundamental policy: To give to the public the twin 
advantages of riding comfort and long wear by producing 
a truly good tire and marketing it through reliable dealers.

Building so well and giving such sincere value, Mason 
naturally demands effective merchandising and advertis
ing service—service of a character that will bring to Mason 
the success which quality merits.
Mason has entrusted its advertising to the Campbell -Ewald 
Company,

TA® Campbell'Ewald organization of 160 people, owned 
entirely by the men who operate it, with a volume of busi
ness placing it among the first ten agencies in the country, 
is at your service to handle large or small accounts. 
At any time, anywhere, we'll be ¿lad to talk with you.

CAMPBELL - EWALD COMPANY
^Advertising

E. St. Elmo Lewis, Vice-Pres.

Guy C. Brown, Vice-Pres, and Sec'y

J. Fred Woodruff, Treat. and Gen, Mgr»

General Office t-. DETROIT, MICHIGAN

NEW YORK 

CHICAGO 

TORONTO 

LOS ANGELES

SAN FRANCISCO

Ó C E-Co,19?S
(¡Advertising JVell ¿Dire&ed
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Designer Serial Is Book of the Year
Today—a best seller on two continents

“A real book . . . done by a mas
ter's hands. Sinclair Lewis... can 
stand among the great ones as a 
man with the divine gift”.

WILLIAM ALLEN WHITE.

“Qreater improvement on ‘Babbitt’ 
than ‘Babbitt’ was on ‘Main 
Street’”

ATLANTIC MONTHLY.

“The book is an unending delight.” 
THE NEW STATESMAN.

‘*A stupendous performance.”
MANCHESTER GUARDIAN.

“The best work he has yet given 
us . . . rich in understanding, brim
ming with fun.”

LONDON TIMES.

Last year “Arrowsmith” was enjoyed by Designer readers as 
they are now enjoying next year’s best-seller, “The Blind 
Qoddess,” by Arthur Train.

THE DELINEATOR and THE DESIGNER 
(The Butterick Combination) 

CHICAGO NEW YORK SAN FRANCISCO
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W illiam B Basset
Mr. Basset, as president of 

Miller, Franklin, Basset & Com
pany, occupies a position in the 
foremost rank of industrial engi
neers. His lead article in this 
issue, “Trimming Sale? Costs to 
Meet Today’s Competition,” is an 
Admirable product of his years of 
experience and his broad study. It 
deals with what most manufac
turers don’t know about keeping 
down the selling costs of their 
products. “In selling,” says Mi 
Basset, “we are children still. 
What we don’t know about selling 
would fill a book ... In fact, we 
already have several hundred books 
which are filled with little but more 
or less educated guesses upon this 
subject.” IV ho is to blame for the 
present high cost of selling? Lazy 
or inefficient salesmen? Or may the 
manufacturer himself be responsi
ble?

M C. ROBBINS, Publisher 
J H, MOCRE, Gvne*" Manager

Offices: 9 EAST 38th STREET, NEW YORK
Telephone: Caledonia 9770

New York: San Francisco:
F. K. KRETSCHMAR W. A. DOUGLASS, 320 Market St 

A, M. FRANKLIN GarfieM ¡444
Cleveland: 

A. E. LINDQUIST 
405 Swetland Bldg. : Superior 1317

JUSTIN F. BARBOUR 
Peoples Gas Bldg.; Wabash 4000

London:
66 and C7 Shoe Lane, 11 C. 4 

Telephone Holborn 1900

New Orleans:
H. H. MARSH 

Mandeville, Louisiana

Subscription Prices: U. S. A. $3.00 a year. Canada $3.50 a year. Foreign $4.00 a year. 15 cents a copy 
Through purchase of Advertising and Selling, this publication absorbed Profitable Advertising, Advertising News, Selling, 

The Business World, Trade Journal Advertiser and The Publishers Guide. Industrial Selling absorbed 1925 
Member Audit Bureau of Circulations and Associated Business Papers, Inc. Copyright. 1925
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The following gains in adver
tising lineage reflect the judg
ment of the keenest space 
buyers in the business

1924 1925 GAIN
March 28,602 lines 36,910 lines 8,308 lines
April 31,678 “ 40,228 “ 8,550 “
May 32,097 “ 35,234 « 3,137 «
June 31,522 “ 37,022 « 5,500 «

• July 25,488 « 32,277 “ 6,789 «
August 24,900 “ 31,838 “ 6,938 «
September 24,146 “ 29,982 “ 5,836 “

This publication is the only gen
€ eral magazine in the monthly field &

that has made steady gains this year

Hearst’s International
Combined with

COSMOPOLITAN
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Trimming Sales Costs to Meet 
Today’s Competition 

By William R. Basset
President, Miller, Franklin, Basset & Company

I
 KNOW at least a hundred repre
sentative manufacturers who, 
although they are selling far 

more goods than before the war, are 
doing well to break even—to say 
nothing of making a profit. They 
are operating at or close to capacity 
and most of them are getting more 
for their products than 
in 1913. Their factories 
are more efficient and the 
gross margin of profit on 
sales is normal, but still 
they can’t make money.

So it seems that others 
beside the pampered ulti
mate consumer, who is 
ostensibly the pet of busi
n e s s economists, are 
bothered by the high cost 
of distribution.

Those who have delved 
more or less scientifically 
and thoroughly into dis
tribution costs in the 
effort to find out what 
makes the high cost of 
living high have told us 
a lot of interesting things 
—some of which are so. 
They have told of high 
freight rates, of the de
livery and credit services 
which we demand from 
the retailer, of super
fluous brokers and job
bers wh perform need

less functions and, favorite criticism 
of all, they dilate on the extortionate 
profits these presumably piratical 
middlemen grab off for themselves.

It is my firm conviction that no 
element in business—whether mid
dleman or endman—will long endure 
who does not render a service that 

Courtesy Amer. Railway Express

OTHERS besides the ultimate consumer are bothered 
by the high cost of distribution. Those who have 

delved into the subject tell of high freight rates, re
tailer delivery and credit service, superfluous brokers 
and jobbers and piratical middlemen’s profits. Ac
cording to Mr. Basset, the costs that eat into the con
sumer's dollar may be laid largely to the manufacturer

is worth while. I have never run 
across a middleman who had such a 
strangle hold on, or who was so 
popular with, the trade that he 
could continue for long to exact 
tribute from the distributive proc
ess without furnishing a quid pro 
quo. Such services are necessary.

The needless costs 
which eat into the con
sumer’s dollar are largely 
the fault of the manu
facturer, and for once at 
least, punishment is 
meted out to those who 
deserve it, for under 
present conditions of 
competition most manu
facturers are unable to 
pass the excess cost 
along. As a result they 
are in a serious condition. 
More than one, unable to 
make a profit, has volun
tarily liquidated, and I 
know of several others 
who contemplate the 
same drastic step.

It is not good for manu
facturers to close up 
shop and quit even 
though it does not in
volve losses to creditors 
or stockholders. In the 
long run the consumer 
will suffer, for the with
drawal of concerns frc*

J] 
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production will, in the end, drive 
prices up in obedience to the law of 
supply and demand.

In the use of labor saving equip
ment and cost cutting methods of 
all sorts in the factory, American 
manufacturers are unexcelled. Pro
duction per man has vastly increased 
in the past few years.

But in selling we are children 
still. What we don’t know about 
selling would fill a book. In fact, 
that hardly expresses the condition. 
What we don’t know about selling 
already fills several hundred books, 
which from cover to cover contain 
little but more or less educated 
guesses on various phases of the 
subject.

The really tremendous advances 
we have made in reducing the 
wastes of time and material in 
manufacturing can be almost wholly 
credited to the analyses that capa
ble men have made of cost figures. 
There was a time before costs were 
generally collected when manufac
turing betterments—such as they 
were—were made as a result of 
some unusually capable foreman 
using his powers of observation and 
his intuition. But it is safe to say 
that most of the worth-while better
ments in production have come from 
the intelligent study of manufactur
ing costs.

Right now I doubt if a half dozen 
concerns analyze their selling costs 
one one-hundredth as intelligently 
or effectively as they analyze their 
manufacturing costs. Most con
cerns, in fact, do not know that 
there is any way to determine sell
ing costs other than to express 
them as a percentage of the total mitted me, when neces-

’« I 
h

© Hamilton Maxwell

volume of sales. The method is 
wholly wrong and misleading and 
results in miserable blunders in sell
ing policy which would not be made 
if the executives were not so blinded 
by the false information that they 
fail to use the common sense which 
they would use if they had no fig
ures at all.

IT is amusing to see the blind faith 
with which otherwise shrewd 
men accept these percentage selling 

expense figures, in spite of the fact 
that the only use they can make of 
them is to find out that, as a rule, 
this year’s percentage is higher 
than last year’s.

Recently 1 met with a group of 
manufacturers in a certain industry 
to discuss some of their problems. 
They thought that their troubles 
were in production; I had an idea 
that their selling was at fault. So, 
as a starter, I asked each of them to 
write on a slip of paper his name 
and his cost of selling 
in per cent of sales for 
1924.

The lowest figure was 
17 per cent, the highest 
29 per cent and the 
average of all 21 per 
cent. An interesting 
point was that not one 
stood at exactly the 
average figure—a fact 
on which an informative 
article could be based 
to show the uselessness 
of average figures in 
running a business.

These men were keen 
for help, so they per- 

sary, to read out the names and 
figures.

To open the battle I asked the 
high man what use he made of the 
figure he had given as his cost of 
selling. With a pitying smile to his 
associates for mj apparent igno
rance he patiently explained that he 
used it as a control figure to make 
sure that his selling cost was kept 
down to a proper point.

“For twenty years I have watched 
selling costs,” he explained. “While 
in recent years they have increased 
a little due to the increasing cost of 
everything, I do not permit any 
great increase in them.”

“How do you know that 29 per 
cent is a proper figure for your 
business?” I asked. At this some 
of his associates did the smiling.

“Because it shows a reasonable 
stability from year to year. We use 
the best possible selling methods. 
Our salesmen are unusually able 
and our methods up to date.”

[CONTINUED ON I’AGE 38]

© Ewing Galloway

THE progress of our 
country has been 
buih up by the use of 

labor-saving equipment 
and factory cost cut
ting. In this American 
manufacturers are un
excelled. But what we 
don’t l> now about sell
ing would till a book. 
In fact, we already 
have several hundred 
books which contain 
only more or less edu
cated guesses on variom- 
phases of the subject.
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LIKE their brothers over the border. French-Canadian farmers arc awake to the pocket-money possi- 
Jbilities of roadside »ales. (Left) (Center) A fete day crowd in the city of Quebec is an interesting 
medley of tourists from all the world, soldiers, longrobed priests and excited natives. (Right) To scores 

of passing tourists it is Coca-Cola that is the “old chum.” Typical scenes in “Normand) over the Border”

Normandy Over the Border
By Marsh K. Bowers

F
ROM Jackman, Maine, on the 
centuries-old Augusta-Quebec 
highway, to Armstrong, Que
bec, is only a matter of twenty-five 

miles and twice that many minutes. 
It is altogether easy, therefore, to 
assume that the sales -message which 
will prove acceptable for Alaine 
consumption will also suffice for the 
county just next door, even though 
the latter happens to be over the 
line in the Dominion of Canada. 
“Canada’s English, isn’t it? Then 
why make any exception?”

Go across that line, however, 
study the painted signs that line the 
roadside, read the signs and posters 
on store fronts and in store windows 
both in the habitant villages and in 
the cities of Quebec and Montreal, 
and you will stumble upon an in
testing truth—that it is only manu
facturers from “the States” who 
entrust their advertising messages 
wholly to the English language.

Travel the length of the Province 
of Quebec and you will soon discover 
the reason.

Ask at a village restaurant for 
ginger ale. The proprietress, all 
smiles, will endeavor to force a 
dejeuner upon you. Seek a repair 
at the local garage—your English 
will not prove one-tenth so effective 
as the Esperanto of dumb-show and 
gestures. Visit a city store in 
Quebec beyond the nairow pathway 
to which tourist trade is confined— 
your English may serve you there 
but your sales-slip will be written in 
French. Draw up beside a traffic 
cop to ask a question of route— 
even he is very apt to shrug his 
shoulders helplessly at your slowest 
and simplest American

THE plain business truth of it is 
this—that, though there is a con
siderable leaven of English in its 

larger centers, the Province of Que
bec is persistently and tenaciously 
French—the bulk of its population 
contentedly impervious to more than 
two centuries of the Anglicizing in
fluence of its neighbors.

The result is that the advertiser 

faces a double-barrelled task when 
he starts to cultivate this market 
through the printed word. In one 
group of his prospects are the En
glish-speaking inhabitants and trav
eling public—the latter a note
worthy market by themselves—in 
the other the French-Canadians, of 
farm, forest, village and city, a 
people apart, proud of their lineage 
and emphasizing their separation 
by continually referring to them
selves as “the French-Canadian 
race.” Not to employ French in ad
vertising to these people thus takes 
on the aspect of a gratuitous slur.

Assistant Trade Commissioner 
Walker J. Donnelly, Montreal, not 
only urges the use of catalogs and 
other literature in French but ad
vises that the colloquial French 
characteristic of the province be 
employed.

Nevertheless, if you will go down 
into the wholly French sections of, 
for instance, the city of Quebec, you 
will find elaborately designed posters 
carrying sales-messages phrased in 

[continued on page 45]
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The Charge Against the 
Department Store

A Manufacturer Indicts the Department Store 
for Questionable Business Practices

ARE the average de
partment st ore buy- 

.¿jLing practices and 
standards unsound, 
wasteful and below even 
the ordinary standards of 
business integrity?

This is the question 
being raised and argued 
frankly by a surprisingly 
large number of manu
facturers and even by 
some thoughtful depart
ment store owners them
selves. The subject has 
been simmering for a 
long time. In the last 
few years it has several 
times eome to a boil, and 
it is certain to pop over 
with a loud noise unless 
the needed reforms are 
made in this broad field.

It came to a boil re
cently in a group of New York sales 
managers. The sales head of an 
article of high national standing 
stood up and in a sober, restrained 
mood painted the picture. When he 
had finished, his fellow sales man
agers talked on for hours after 
regular closing time. They were 
unanimous in their opinion, and to 
a man had experienced the same 
thing. While some believed retail 
stores generally had some of the 
evils attributed to department 
stores, the opinion prevailed that 
the department stores were infinite
ly the more backward.

What, in principle, is the indict
ment against department store buy
ing practice? There is not one but 
there, are at least five indictments, 
which can be summarized as fol
lows (bearing in mind that possibly 
one-quarter of department stores— 
though not all the largest and best 
known ones—do not fall under these 
indictments):

(1) The average department store 
buyer is so keen after job lots, “dis
tress merchandise” and “close outs” 
that he (or she) has learned little 
or nothing of cooperation with

Is This Indictment True?

THE abuses cited by the writer of this article con
stitute the basics of a controversy of long standing. 
The Fortnichtlt feels that the time is ripe to bring 

the matter into the open for free discussion in the in
terests of all concerned. Realizing that the subject is 
a controversial one and thaï the accompanying pres
entation tends to be one-sided, we will welcome any 
replies or rebuttals which may be submitted. It is 
our belief that no business publication can serve the 
best interests of its clientele by covering up the sore 
spots of the trade and bursting into meaningless plati
tudes upon the first intimation of the existence of such 
a sore spot. Therefore, we submit this article at what
ever value it may have in the hope that, provided any 
deep-seated trouble exists in this case, it may be 
(nought into the open and cleared up in the shortest 
possible order by better mutual understanding.

manufacturers of good standard 
merchandise, and does not seem to 
want to learn. This is an economic 
waste and a vulture-like attitude 
which is subversive of sound busi
ness. It raises the question of 
whether a department store is to be 
regarded by manufacturers of good 
standing as a mere rummage sale 
store where the “cats and dogs” of 
merchandise, the obsolete goods, the 
seconds, the remainders, the forced 
sale and odd lot goods of factories 
are to be sold; or whether a depart
ment store means to be regarded as 
a distributor of goods with a known 
value, backed by the reputable, 
“going” manufacturers who form 
the mainstay of the American in
dustrial world; in other words, the 
responsible men of the country.

(2) The average department 
store buyer has no regard for his 
word and not the slightest courtesy 
or care for the time of sales repre
sentatives who call on him. He (or 
she) has built up a system and a 
hard shell which actually wards off 
profitable business possibilities, 
wreaking an injustice and a loss 
upon the store, the buyer and the 

manufacturer involved.
(3) Far too many de

partment store buyers 
have little or no knowl- 

• edge of sound funda
mental principles of 
buying, such as placing 
orders far enough in ad
vance to equalize produc
tion activity. A large 
proportion of buying is 
done in the fall months, 
resulting in serious mill 
congestion, overtime 
error, confusion, higher 
prices and disappoint
ment.

(4) Store buyers are 
continually endeavoring 
to use their buying 
strength on smaller man
ufacturers to force un
businesslike, off-stand
ard, unjust terms, and 

using devious, irritating, often dis
honest methods to accomplish their 
ends and force manufacturers to 
bear the capital burden properly be
longing to the store.

(5) An unexpectedly large num
ber of department store buyers de
mand just plain bribery and graft, 
in one form or another.

What is there to substantiate such 
indictments?

There is the fairly universal com
plaint of manufacturers. Let us 
listen to the tale of a very responsi
ble, moderate and business-like man, 
who for twenty years has been sell
ing an article (not clothing) largely 
to department stores.

“I got my first cold douse of de
partment store buyer’s treatment 
years ago when I made an appoint
ment with the buyer, carefully laid 
out my goods in the sample room, 
and waited long past the hour for 
the buyer. At last he came in, 
walked at a good pace around (he 
tables, ignored me and walked out 
of the room toward the elevator 
without a word. Aghast, I followed 
him out and accosted him. He re
plied that the line w'as the same as 

[CONTINUED ON PAGE 58]
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The Cub Salesman as a Sleuth
By Potter Hanford

S
OME day a fig
ure-frenzied stat
i s t i c i a n will 
publish an eye-arrest

ing chart proving 
that of the 548,329 
young men graduates 
pouring out of col
leges, normal schools, 
public and private 
high schools, 17 per 
cent enter the bond 
business, 23 per cent 
learn to sell insur
ance, 34 per cent be
come mere salesmen 
and the balance enter 
the business world 
gleefully as junior 
salesmen. Proving 
that the chief end of 
education is sales
manship.

The problem of the 
new salesman is, 
however, not merely 
one of psycholoan- 
alyzing the recent 
male graduate to 
prove that he has the 
intelligence of a boy 
of nine plus the pug
nacity of a bull-pup 
and the personality
of a Will Rogers. =
Nevertheless, the 
ranks of senior salesmen must be 
kept full, and many business houses 
find that this is best accomplished 
and with the least degree of waste 
of material, human and otherwise, 
by junior salesmen.

One student of the question has, 
after an eight year analysis of 
many and varied lines of business, 
placed the mortality figure of young 
salesmen within two years of their 
entrance into the field, at from 75 
per cent to 95 per cent, and the ex
pense of training anywhere from 
$200 to $2,000.

However, every newcomer in the 
sales field is not of that special class 
known as a junior salesman. A 
junior salesman may remain a 
junior for from six months to three 
or more years. There are many 
firms which, after a brief period of 
training, can, without too great 
waste, send forth its new met. as 
regular salesmen. The amount of

PROBABLY the greatest value of the junior salesman lies in 
his usefulness in making the sales approach. Since it does 
not vitally affect the immediate state of his pocketbook, the 

cold canvasw does not have the deadening effect on the junior 
that it generally has upon the veteran. ( )ne manufacturer states 
that his junior salesmen are able to arrange for an average of 
four demonstrations a day. whereas a high-priced man, working 
alone, is inclined to concentrate upon the actual selling and 
neglect the detail work of cultivating the potential market

wastage they will have to charge 
against their books depends largely 
upon their skill in selection and 
method and thoroughness in train
ing before actual saleswork is done. 
There are, too, many businesses 
which are not fitted or whose prod
uct does not lend itself readily to 
the employing of junior salesmen.

JUNIOR salesmen may be engaged 
by the home office, trained there 
and then assigned to a senior sales

man, or they may be left entirely to 
the senior salesman. The tendency 
among the better business houses, 
however, is toward a thorough 
training at the home factory and 
office and a happy combination of 
senior salesman, territory and the 
new man’s own personality and am
bitions, as far as this is possible.

This training at the main plant 
consists of actual schooling in sales
manship, based on talks by success

ful senior salesmen 
and officers, class 
demonstrations i n 
which the student 
takes an active part 
and factory inspec
tion, sometimes fac
tory tasks. It may 
last anywhere from 
two weeks to six 
months, depending 
largely upon the type 
of product and the 
specific market it 
must fill

There are three 
main questions which 
a manufacturer may 
well ask himself 
when considering the 
advantages or disad
vantages of junior 
salesmen. First: Is 
his market complete
ly covered by the 
salesmen? is it in 
any sense underde
veloped? Second: 
Is his product demon
stra table? Does it 
lend itself to sales 
propaganda prior to 
actual sale? Third: 
Are his senior sales-

= men capable and will
ing to work with 

juniors with the idea of training 
them, not of just having some one to 
oil the wheels of personal sales? , 

It is amazing how many manufac
turers hobble along on an under
developed market, how skeptical they 
remain regarding the truths which 
a scientific analysis brings to light. 
Few, indeed, really endeavor to 
analyze consumption possibilities 
with an effort to know the whole 
bitter truth. Sometimes it is be
cause of a genuine hesitancy to scan 
too closely’ the territory of senior 
salesmen who are getting excellent 
business and who may be quick to 
take offense. No one wants to up
set happy relationships that are 
already profitable unless there is 
more or less certainty of greater 
profits for manufacturer and sales
man alike.

A certain hardware concern was 
brought face to face with a difficult 
problem. With regret it saw one of 
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its best senior salesmen, refusing 
either to divide his territory or to 
take on a junior salesman, snap out 
of the office and sign up with a 
competitor for the same territory. 
However, the old salesman was, at 
heart, “sold” on the products of his 
former employer, and a few months 
later he returned and asked to have 
his territory back again, agreeing to 
accept a junior if the firm would 
guarantee his expenses.

He received the junior and in the 
first month he doubled his business. 
In less than three months he had as
sumed full responsibility for the 
junior salesman’s salary and was 

doing more business and netting 
himself greater profits than ever 
before.

Probably the greatest value of the 
junior salesman lies in his useful
ness in making the sales approach. 
One manufacturer uses its junior 
men entirely to dig up prospects. 
Usually it is a cold canvass, that dis
couraging phase of selling which 
takes the heart out of most sales
men. Since it does not vitally affect 
the immediate state of his pocket
book, it does not have the same 
deadening effect on the junior. It 
is a house-to-house, store-to-store, 
office-to-office canvass wherein the 

junior salesman endeavors to ar
range a demonstration of the prod
uct by his senior. It is never a sale, 
and no selling argument is pre
sented. This manufacturer states 
that his junior salesmen are able to 
average four agreements for demon
strations a day. Working without 
the junior, the senior salesman 
rarely equals that number when it 
has been a question of a sale as well 
as securing a demonstration. His 
high-priced men are able, thus, to 
give their entire attention to the 
selling end and are relieved of a 
multitude of detail work which 

[CONTINUED ON PAGE 50]

I Tcturize Your Letters!
Dictated by WBR/S

A
 ROUGH-AND-READY type of 
sales manager who has earned 
an enviable reputation for be

ing able to save traveling expenses by 
closing sales by correspondence, once 
initiated me into the mystery of his 
art.

This man sold machinery, and I 
had asked him how he managed to 
sell so many machines to companies 
in the Far West where his concern 
traveled no salesmen.

“There are two reasons,” he said. 
“One of them is, of course, that our 
competitors do not travel men in this 
distant territory, either, so I’m not 
competing by mail with persuasive 
personal salesmanship. The other is 
that I’ve discovered how to ‘pictur- 
ize’ letters in a way that makes 
sales.”

“What do you mean by the term 
—‘picturize’?” I asked.

He reached into the outgoing mail 
tray on his desk and lifted out a 
letter.

“This,” he said, detaching a page 
torn from the firm’s catalog.

While I examined it he went on 
talking. “I used to try to explain 
our machines and their operating 
advantages in my sales letters,” he 
said. “The result was three and 
four-page letters that were so in
volved that sometimes I had hard 
work following the arguments 
through myself when I read them 
over.

“Well, one day I had to catch a 
train, and as I was to be gone sev
eral days it was essential that I get 
all my correspondence off before I 
left, which meant doing nearly an 
hour’s fast dictating. As luck would 

have it, my secretary was home ill 
that day and there wasn’t another 
girl in the office who could stand up 
against my rapid fire; and besides, 
they weren’t familiar with the tech
nical jargon of the various indus
tries using our machines.

“In desperation I dictated a note 
to the inquiry on the top of the pile 
in which I quoted the price and then 
went on to say something to the 
effect that on a catalog picture of the 
machine which I was inclosing they 
would find some special notations.

“I thereupon doctored up that pic
ture with red arrows pointing to 
every outstanding feature or advan
tage of the machine, and in the mar
gin wrote brief explanations, also 
in red.

“This seemed such an easy way 
of getting my mail taken care of in 
the emergency that I went right 
through the whole basket of it, dic
tating short, non-technical notes and 
scrawling red ink notes on illustra
tions to be attached to them.

“Several weeks later I was inter
ested to note that we had secured 
several orders from concerns to 
whom these letters with red-inked 
pictures had been sent, I grew inter
ested and investigated further, and 
found that the number of orders re
ceived from that morning’s batch of 
letters was above the average of our 
returns from inquiries handled in 
the normal way, which had been to 
write a long letter and send a cata
log separately. Since then I’ve al
ways made it a point to send a pic
ture along with a letter whenever 
possible and to do as much selling as 
I can right on that picture. Of

course, I send n catalog separately 
at the same time, if it seems advis
able, but I want a picture to arrive 
in the envelope with the letter, and 
be a real part of the letter. It ‘pic- 
turizes’ the letter, as I said before.”

The picture magic which this sales 
manager stumbled upon will prove a 
real discovery to many others who 
face the problem of selling by mail, 
whether they sell machinery or mer
chandise or ideas. There is some
thing about a penned or penciled no
tation on a picture, or on the proof 
of an advertisement, attached to a 
letter, that commands an unusual de
gree of attention and consideration. 
Sometimes the mere circling of a 
paragraph on the proof of an adver
tisement will make a stronger im
pression than a whole page of type
written text on a letterhead; or an 
arrow pointing to the differentiating 
feature on a picture of a product, 
with a marginal note giving the 
reader a quick grasp of what the fea
ture means in results or benefits, 
will stimulate the buying impulse to 
an extent that no amount of type
written reasoning or coaxing 
would do.

Sales are not made with words, 
anyway. They are made with facts, 
impressions, ideas. The more quick
ly and effectually these can be flashed 
to the prospect’s mind, the surer the 
sale—or the desired response or ac
tion, whatever it may be. “Pictur- 
izing” speeds up a letter because 
pictures talk faster than text, and 
they express facts and ideas and im
pressions in a way that even a mas
ter letter writer can hardly put 
in words.
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YOU CANNOT TRUST HIM 
OR HIS RAw

PUT YOUR TRUST IN 
BRITAINS FLAG

^UNIONIST
POSTERS were particularly necessary previous to the last general 

election in England because there was no time allowed for per
sonal canvassing of constituencies. Those reproduced here are typi

cal of the Tory campaign, centering around the Bolshevist situation

Political Posters Swing
Britain’s A ote
By Clarence B. Lor ell

W
HEN Premier MacDonald’s 
Labor Government crashed 
after nine months of power, 
political England was thrown into 

a ferment. Tories and Liberals 
united in passing a demand for an 
official investigation and prosecution 
of James Campbell, editor of the 
Communist Workers Weekly, who 
was accused of inciting soldiers to 
mutiny. The opposition charged 
political pressure. The following 
day, King George dissolved the 
British Parliament after it had 
passed the Irish Boundary Bill and 
general elections were set for three 
weeks later.

We in America, removed from the 
political dissensions, have but little 
conception of the hectic three weeks 
that followed. Communist propa
ganda had bee;. insidiously sweeping 
England during all of the days of 
Labor rule and an alleged letter by 
Zinovieff, calling for the organiza
tion of a Red Army, had spread a 
specter over all of England. The 
British Foreign Office protested to 
Soviet Russia and then began the 
famous poster campaign.

Probably no greater deluge of 
posters and pamphlets was ever 
prepared in such haste in all the 
lithographing and printing shops of 
a nation to meet such a sudden 
emergency. The Conservative head
quarters in a few days’ time sent 
out twenty tons; the Labor Party 
almost over night sent forty million 
pamphlets and fly-sheets the length 
and breadth of the land.

POSTERS were particularly es
sential owing to the fact that 
few voters would even go near the 

soap box orators as they had in 
former times when the Labor Party 
used this method to swing the 
votes. There was no time for per
sonal canvassing in constituencies, 
which in cases ran as high as forty 
thousand voters.

The marvel of the poster campaign 
was the speed with which ideas 
originated, the little time required 
by artists graphically to portray the 
sense of the situation, the almost 
miraculous speed with which one- 
sheet posters passed through the 
lithographing plants.

The Conservatives, determined to 
strike a body blow at Labor, selected 
two posters, reproducing in gravure 
copyrighted works of art—one the 
famous picture by Hubert Herko- 
mer, Royal Academician, of “The 
Worker on Strike,” beneath which 
they emblazoned the words “The So
cialists I’romised Me Work, I’ve Not 
Got It.” The other, the painting by 
Harold Speed, of “The Old Dock 
Laborer,” glancing up from the 
Labor newspaper saying “Socialists 
haven’t done anything for me.”

The Tories believed their method 
of attack should center on the Bol
shevist-Communist situation, and 
probably never in all the history of 
art has such hatred been shown 
against the type as was breathed 
into the poster designs denouncing 
the Russians. Were it not for the 
venom displayed in the drawings 
and were it not for the intense situ
ation, these posters would have been 
caricatures.

One design pictured the return of 
a typical “Red” on his way home to 
his native Russia with a sack of 
currency on his back and bundles of

[CONTINUED ON PAGE 64]
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Juft ax Chippendale and Sheraton drew upon the Chinese for a touch 

of exotic grace in furniture design, the modem creator of vanity 

cases finds inspiration in the Chinese Spirit for form and color.

JCWELElUi VO*. «5 YEARS

FIFTH AVBNUE • CORNER 48™ STIEBT NEW YORK

X«/ every jewel meets the nquirtmtnis of a variety ef occasions. Bui pearls have the 

recommendation of being equally suitable for the ¡forts costume and evening.

A pearl bracelet with carved pendants of delicate pink coral is an especial favorite. -

JEWELERS FOR. 115 YEARS

FIFTH AVENUE CORNER 48th STREET NEW YORK

BL^CKeSTARB^ FROST
Tie Marquise . ... a grtttfui ¡tra ef 
diamond tatting fKaliatiy adapted fer a ring.

JEWELERS FOK US YEARS
rf»TM AV1NUI • COINXI 4 Sr« ITII1Y N«W YORK

NOT so very long ago it was a tradition in advertising chatter that no high-class jeweler 
dared advertise otherwise than by a plain “card” like Tiffany’s; the fear-corollary to 

this theorem was that only Tiffany could advertise as Tiffany did. Whereupon Messrs. 
Earnest Elmo Calkins and René Clarke went and proved different. Black Stair and Frost’s 

. campaign is as startling in its simplicity as a diamond against onyx; there isn’t the faintest 
suggestion of any other jeweler about it; and it casually destroys another lovable old bogie
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What Are a Publication’s Rights 
to Censorship?
By R illiam E, Cameron

M
AYBE there have been times 
when you could have thought 
of a dozen ways of disposing 
of the publication censor. Most 

likely your inventive genius found 
play after closing date and so near 
to press day that you had no time 
for changes of questioned state
ments. The piece had been approved 
by the client, who affirmed that 
every word was true—and wished 
that English were a stronger me
dium of expression for his matchless 
product.

But you phone him or wire him 
and accept the ultimatum of the 
autocrat of revision, with the adver
tisers’ reluctant consent. “Blah!” 
says the writer, likewise the ac
count-executive, ditto the whole 
office, and follows a long and indig
nant letter which starts a more or 
less prolonged and pointed discus
sion. If you are opulent and a 
stickler for a principle, the insertion 
is passed to the benefit of none of 
those concerned.

Let no one think that any pub
lisher finds joy in watching, say five 
thousand dollars for a page, go sail
ing into the limbo of figures in the 
red column. He has due respect for 
such bulk of cash. But the sincere 
and ethical proprietor does lose 
profits willingly in many cases in 
which to him there is justification 
for such procedure.

His attitude is based upon the 
idea that his first responsibility is 
to the subscribers and readers of his 
periodical and that its functions are 
editorial, fundamentally, and not 
commercial. His stock in trade is 
his monthly or weekly or daily fol
lowing which buys his wares be
cause the editorial content is to their 
liking. Because this following reads 
habitually, says he, it is good work
ing material for the advertiser, and 
he rents space in it for a considera
tion. He contends that those readers 
rely upon his publication because it 
is entertaining, instructive, inform
ative and helpful generally—and 
that the public expects the adver
tising in his columns to bear the 
same measure of probity as appears 
in his editorial. He declares that 

he sells influence only—not white 
space—and he claims the right to 
maintain his advertising statement 
on a par with his letter- press. So 
the censor works assiduously. He 
questions all statements which ex
aggerate the properties of commodi
ties—particularly claims of me
dicinal virtues in foods, drinks and 
toilet preparations. He objects to a 
grain of truth magnified into pro
portions which are made major 
talking points because they are good 
selling stuff.

HERE is a case in point. A 
syrup manufacturer insisted 
upon including in his announce

ments that a quart of his product 
contained as much bodily nourish
ment as do three pounds of beef. 
Said the censor, “Ridiculous! Any
one who knows anything at all about 
the chemistry of foods can tear that 
claim into shreds in five minutes. It 
must come out of the text.” It did.

There are some publications 
which guarantee the advertisements 
which appear in them, going so far 
as to offer reimbursement to any 
consumer who feels that he has been 
made the victim of misrepresenta
tion. And there are publishing con
cerns which state that they have 
paid out thousands of dollars in the 
keeping of their promises to the 
reader. Despite eternal vigilance, 
people and concerns of this ilk man
age to get into good company— 
often because they pay their bills on 
the moment.

But the censor is concerned 
mostly with over-enthusiasm in copy 
and with getting it made acceptable. 
He deals with many people who are 
sure that he is over-zealous and a 
hair-splitter into the bargain. He is 
first of all a diplomat; bland, mild 
in conversation and in his letters. 
He says he is the most disliked in
dividual in the advertising world, 
for he is damned within his own 
organization bv the solicitor on the 
account, and by agency and manu
facturer as well. He maintains that 
he is the only person concerned who 
can't run to cover.

Agency representatives tell him 

over the telephone and in letters 
that censorship is the bunk; that it 
sounds good and looks well in print, 
but that it is a hoax more or less, as 
a matter of fact. He retorts by 
pointing out specific cases in which 
exclusion from his pages has been 
maintained for years because his 
publication cannot accept copy run 
generally in others.

On the other hand, the agency 
man tells him that if the paper can
not be reasonable from the clients’ 
point of view it has no right to 
solicit the business: that space is a 
common advertising commodity and 
subject to the practices of every day 
selling. He says that if it were not 
for the advertiser, the publication 
couldn’t exist unless its owner was 
a complete philanthropist. All of 
which is tantamount to the never 
answered question of the priority of 
the hen or the egg.

MUCH discussion arises out of 
what the paper claims is delib
erate assault by one advertiser 

against another, for all users of 
space look alike to the censor who is 
bound that there shall be no dis
crimination.

So the battle rages. The adver
tiser and the agent spend huge sums 
in developing advertising ideas 
which are really profound. They 
want representation in good publi
cations. And all publications want 
business. Some want it only if it 
comes to them in their own form of 
prescription. There are others still 
existing which sell white space only 
and say so frankly. One publication 
says that a thousand handbills con
stitute white space, but that its in
fluence is the force which determines 
buying by its readers in every cor
ner of the land. If one periodical is 
right about this, others of its quality 
must be right too, it would seem. 
Can such papers go too far in their 
attitude of proprietorship of read
ers? Is it a reasonable attitude, gen
erally, or an unreasonable one? Is 
it a policy that is working out for 
the greatest good of the greatest 
number advertisingly ? Should the 
censor be hanged or not?
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A Literary Man Looks at
Advertising

A first hand report by a distinguished 
journalist and critic, who entered a mod
ern advertising agency, and was surprised 
by the clothes, the customs and the 
competence of the men he found there

By Robert Cortes Holliday
A DVERTISING and the ad- 
f\ vertising men, it’s quite

A.the fashion of the intelli
gentsia to slam them. Distin
guished novelists and beloved 
colyumnists get a great hand 
right along by making game 
of the advertising business. 
There's “Bunk” by W. E. 
Woodward. Wallace Irwin, in 
the best novel of his career, 
“Lew Tyler’s Wives,” has a 
lot of fun with an agency. 
Lew’s sensitive wife is horri
fied by the crass and awful 
place. Grant Overton, in his 
carefully wrought novel “Is
land of the Innocent,” showed 
readers around the low-lived 
works in an advertising house. 
Aldous Huxley takes a deli
ciously sophisticated fall out of 
advertising in his novel “Antic 
Hay.” And there are others 
all over.

And so? Well, friends who 
met the journalist who writes 
this report and asked him: 
“How do you like the advertis
ing business?” doubtless ex
pected some such jolly reply as 
this: “Oh boy, it’s where the 
money is. But holy cat, what 
hokum!” Instead, it is here 
to be reported that he said 
he found the whole thing ex
ceedingly interesting. More, 
he thought the advertising 
business very cood for the 
character. He got a laugh 
from his friends at this point, 
hut it was obvious that he really 
was in earnest.

How he got into the business doe« 
not matter. He was perhaps bring
ing to it a high-ideals complex. He 
was, after all/ in fiber an artist; his 
nature craved, above everything

Robert Cortes Holliday
luthor of: “Booth Tarkington,” 1918; “fl'alking- 
Stick Papers,” 1918; “Joyce Kilmer, a Memoir,” 
1918; “Peeps at People” 1919; “Broome Street 
Straws,” 1919; “Men and Books and Cities," 1920; 
“Turns About Town,” 1921; “A Chat About 
Samuel Merwin,” 1921; “In the Neighborhood of 
Murray Hill” 1922; “The Business of Writing,” 
1922; “Literary Lancs and Other Byways.” 1925.

else, excellence in any product of 
endeavor. He counted not the cost. 
And from this point of view, what 
more horrible thing could anybody 
get into than advertising?

Our friend was hardly prepared 
for what he found there; he was 

startled, astonished, right off 
the bat, by the body of ethical 
standards which he discovered 
had been erected among the 
leaders in this business. Did 
he run into a bunch of slick 
crooks? A loud, crash, flashy, 
over-dressed crew? (That’s 
the way they sound in the 
books.) Did he join one of a 
lot of cut-throat rival con
cerns ?

His colleagues in the agency 
were, indeed, more handsomely 
dressed than, he recalled, he’d 
usually found journalists to be. 
They were habitually better 
dressed, for instance, than 
Morley, Don Marquis, or (good 
heavens!) Heywood Broun. If 
one wanted to be stern, one 
could say that these advertis
ing men were immaculate. 
Probably there is point in look
ing successful, outside of the 
traditional arts and the peer
age. I remember in London a 
figure being pointed out to me 
as the worst-dressed duke in 
England. But the clothes of 
these advertising men were 
not so audible that you couldn’t 
see their faces. Indeed, the 
visibility of their garments 
was not so high as in the case 
of, say, A. Edward Newton, 
nor—certainly not—Joe 
Hergesheimer. And their 
faces, mostly youthful, struck 
him generally as countenances 
of earnestness and dignity, not 

infrequently of exceptional charac
ter, and in some cases even of pro
nounced distinction.

Another thing. This journalist 
had fancied that the advertising 
business consisted of advertising, 
and had supposed that his own par- 

[CONTINUED ON PAGE 52]
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“Make Ic Easy to Buy”

NO sales manager of a product that is sold to the 
general public has completed his job when he has 
disposea of a large volume of his firm’s product or com

modity. As a matter of fact the actual sale of goods 
to distributors is not in itself necessarily good sales 
management. There remain the important factors of 
buying ease and accessibility to the public. It is an old 
axiom, but one that needs repetition: Thoroughly to 
sell goods is to make them easy to buy.

Making a product easy to buy is more than a matter 
of getting it into many stores—more than a problem 
of geography of distribution. It involves, for one 
thing, providing the range of sizes or units that will 
serve the public’s needs and that the various classes of 
trade can conveniently pay for; it involves identifying 
it or individualizing it by means of shape or design or 
color of the container, or of the product itself, so that 
it is easy to see and recognize; it involves in some cases 
display racks or fixtures or cabinets; it often involves 
window and counter display materials; and generally 
it involves notice to the public of where the product 
may be bought—notice in the form of advertisements.

Too often sales plans are made on the basis of: “How 
shall we sell more f our product?” when if the ques
tion were turned around and put “How can we make it 
easier for people to buy our product?” much more in
telligent and effective methods, materials and devices 
might be developed.

The 1925 “Livery Stable”

IT is an interesting commentary on the almost uni
versal familiarity with automobiles, as well as the 
simplicity and standardization of the motor car itself, 

that John Hertz, of taxicab fame, is bringing back the 
old livery stable idea of renting equipages. Just as in 
the old days one could rent a horse and surrey for the 
afternoon and drive it one’s self, in certain cities one 
may now rent a car on the “Drivurself” plan. The 
only difference is that with the motor car the charge is 
based, not on the number of hours but on the mileage 
registered by the meter.

Misfit Advertising Accounts

THE president of a large company who has risen 
to a position of prominence stated recently that he 
owed his success to the fact that when he was twenty- 

five years old he had wakened to an important principle. 
Up to that time he had held several jobs but none with 
any particular credit except his first job after leaving 
school, which had suited his fancy. Ou his twenty-fifth 
birthday he resolved never again to try to make himself 
over Io fit any job; that he would never take a job in 
the future that did not fit him.

“I decided that I had certain talents and certain in
clinations,” said this executive, “and that if I capital
ized them I could make better progress because I would 
have natural aptitude as a foundation and spontaneous 
personal interest as a spur. Whereas, if I took a job

that required that I make myself over in any important 
respect, just because it was offered to me and it carried 
a good salary, I would be doing both myself and the job 
an injustice. Since then I have turned down three big 
jobs that were mighty tempting as to salary, but that 
did not conform to my principle; and today, in a job 
that fits me to a T and that I am very keen about I am 
getting twice as big an income as any of these three 
jots would have developed.”

We wonder if advertising agency service would not 
show a marked increase in effectiveness if more agen
cies would follow out this principle and take only those 
accounts that really fit them, instead of taking on ac
counts so far afield that their only spontaneous interest 
is in the billing.

Business Paper Advertisements Eligible

IT will be welcome news to many that this year ad
vertisements in business publications will be eligible 
for the Harvard Advertising Awards. Last year ad

vertisements in magazines and newspapers only were 
considered because of the many details in establishing 
rules and standards of judging copy submitted. As 
time progresses, we hope the board of judges will find 
it possible to include posters, streetcar cards and other 
form of advertising in this competition which is aimed 
to raise the standards and increase the effectiveness of 
all advertising.

The Proof of the Advertising Pudding

IT is a policy of this publication not to rush into 
print with stories of new advertising campaigns as 
soon as they appear on the horizon, for the reason that 

little of practical value can be said about them until 
they have been put to the test.

Often in following up some of these promising cam
paigns several months or a year later, we find that our 
caution is justified, for altogether too often we learn 
that the campaign that was launched in great enthusi
asm flattens out shortly and is abandoned. The copy 
was wonderful and the art work superb; but somehow 
it lacked that earnest, effectual something that makes 
sales.

As the old saying goes, “the proof of the pudding is 
in the eating " We aim to serve pudding containing 
real nourishment, and so rather than be too hasty in 
publication, we intentionally wait in most cases until 
the pudding has cooled a bit.

A Mailing List Statistic

NOT to open up thé old controversy, but as a matter 
of interest in connection with mailing lists, we 
pass along this piece of information vouchsafed to us 

recently by a student of direct-by-mail advertising: 
thirty-seven per cent of advertising men change their 
jobs each year.

If this figure be accurate, it means that mailing lists 
of advertising men should be carefully revised fre
quently.
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The Need for More Frankness
in Clien t Relat ionshi p

By Arthur Royce MacDonald

PICTURE a doctor telling his 
patient that if he doesn’t like 
castor oil he can just as well 

take lemonade and accomplish the 
same results; or a lawyer advising 
a client that if he doesn't particu
larly relish the defense he has been 
forced to establish to prove his inno
cence, that there are a lot of nice 
ones in the law library and that he 
can take his pick.

Advertising practice should be as 
ethical as law or medicine, and if 
the agency is worth two hoots and 
15 per cent, it should be sure of 
itself and what it recommends and 
be willing to battle for its plan or 
the component parts thereof. If 
not, the agency has no grounds for 
existence, except perhaps as a 
space-placing, art supervising, plate
buying adjunct to a manufacturer’s 
advertising department.

In my mind the only basis for 
client relationship from the agency 
standpoint is one of absolute frank
ness. If we could only make a 
dollar by being bitterly honest at 
all times there would be more let
ters written like the following, 
enclosing a polite withdrawal from 
the account:

“Dear Mr. ----- :
Where mutual confidence does not 

exist, advertising agency service is 
neither pleasant for the one nor profit
able for the other. The moment doubt 
or suspicion enters into an arrange
ment between agency and advertiser, 
that moment one of 'he parties con
cerned should gracefully step out.

We regret that it has been necessary 
for us to dictate the attached letter to 
your advertising department. Our re
gret is greater because we t'eel that 
we have failed to promote that har- 
mouy which would make our associa
tion profitable to both parties con
cerned. However, we can think of 
nothing that we have left undone in 
this regard, and cannot help but hol*i 
that the trouble in this case is that 
we did too much.

We enclose a copy of our letter of 
withdrawal that you may have access 
to certain recommendations and sug
gestions made therein. We suggest 
that your account be placed direct and 
that all work in connection there witli 
be handled by your own advertising 
department until such time as it be
comes reconciled to the agency system

Arthur Royce MacDonald.
Secretary, Lamport-MacDonald Company 

of operation and finds an organization 
in which it can place explicit confi
dence.

Assuring you of our continued good 
will, and the nking you for your own 
personal confidences in us and our 
methods, we are—”

It isn’t any disgrace to lose an ac
count. It may be slightly hard on 
the pocketbook, but what pleasure 
or real profit is there in “uneasy 
money”? When mutual confidence 
walks out of the conference room 
door, the account should be in its 
wake. When the agency finds it im
possible to lay its cards face up on 
the client’s desk, or when the ad
vertiser has positive evidence that 
the agency is playing with a marked 
deck, it’s time to write finis with a 
bold hand.

WHY beat around the bush about 
it? Why fear a show down? 
Why so much palaver, kow-towing 

and subservience? Why not call a 
spade a damned shovel once in a 
while and prove each other’s metal 
with fire ? Whether client or agency, 
if there is a relationship between 
two organizations it should be on 
the branch office idea, where the 
agency can speak of the concern he 

serves as “we,” and of its products 
as “ours.”

That situation existing, why can’t 
we respect and be respected? If we 
have a fault to find, whj’ can’t we 
voice it out in meeting without fear
ing dismissal? If we possess a fault, 
why can’t it be put up to us in plain 
words face to face instead of in care
fully phrased missives which deny 
the right of defense? And why 
aren’t we at home in the president’s 
office if we have business *hat con
cerns him as we are supposed to be 
in the office of his advertising or 
sales manager?

There’s too much pussy-footing 
and cautious and diplomatic selling 
of ideas in this business of adver
tising. There are too many yes-sir 
men on both sides of the conference 
table. There are good intentions 
aplenty, back there in the respective 
conference rooms, but they slip into 
place in the pavements of Hades 
over the skids of fear that frank
ness may cost the account.

A manufacturer must not expect 
too much of his agency. It is a 
human sort of an aide to the suc
cessful conduct of his business. 
Neither must he give it credit for 
too little. Responsibility and a 
right to represent and voice it is the 
making of the advertising organiza
tion, just as it is in the case of the 
individual.

If I were on the other side of the 
conference table today, I would want 
my agency thinking of me only as 
the kind of employer who knows his 
own business and is willing to give 
his associates credit for knowing 
theirs; who appreciates the fact that 
his agency is in business to make the 
same measure of profit he seeks and 
is entitled to it; who realizes that 
there is a valuable outside viewpoint 
and a difference of opinion for both 
of which one should have a large 
degree of respect.

On the other hand, I would want 
every member of my agency to feel 
that I had full confidence in him or 
her and that when that time came 
when that confidence was wavering, 
I would go direct with my protest, 

[CONTINUED ON PAGE 65]
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Bruce Barton Rot S. Durstine Alex F. Osborn
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What Will Re the
Newspaper's Next Move ?

Has the Advertiser Kept Pace?
By Andrew L. Carmical

Director of Promotion, Chicago Evening American

I
 READ with great interest in the 
July 1 issue of Advertising and 
Selling Fortnightly the arti
cle entitled “What Will Be the 

Newspaper’s Next Move?” by Mr. 
Charles W. Mears. While he dis
cussed with keen understanding cer
tain matters that publishers should 
consider carefully, he did not, in my 
opinion, go as deeply into other im
portant phases of the present day 
newspaper situation as the oppor
tunity offered.

Mr. Mears states that steps must 
be taken to improve the appearance 
of advertisements appearing in the 
newspapers. He objects, and right
fully so, to the constant use by cer
tain types of advertisers of those 
offensive “stud horse” presentations 
of cut-rate merchandise which 
makes competition difficult for the 
better class of retailer.

I know of many newspapers that 
are now attempting to solve this 
problem. Some of them have estab
lished separate composing rooms, 
aside from the regular newspaper 
plant, where special type faces and 
borders are available to advertisers 
interested in better typography. 
Publishers and advertising directors 
are urging upon their salesmen the 
importance of cooperating with the 
advertiser to the end that his copy 
may be more attractively displayed.

It is hard to believe, however, 
that the physical appearance of an 
advertisement is responsible to such 
a degree for Mr. Mears’ statement 
that newspaper advertising is not 
producing returns as readily as in 
past years. Go back over the files 
of a newspaper for several years; 
study the advertisements closely and 
I think you will find the answer.

Newspaper advertising, particu
larly department store advertising, 
has changed very little since 1914. 
The advertiser may be using bigger 
space but I refer to the physical ap
pearance of his sales message. The 
general make-up of a department 
store page advertisement of today is 
just about the same as it was ten 
years ago. The same border, the 

same type face, the same method of 
presenting the “big feature,” then 
following it up with numerous 
smaller items.

Now the tempo of life has in
creased materially since the war. 
This is an age of action. We want 
things and we want them quickly. 
We want things visualized for us. 
We like things that are vivid and 
spend no time on things that are 
dull and drab.

Every newspaper man knows the 
value of action headlines. Head
lines make or break the value of a 
first page.

S
TRANGELY enough the adver
tising world taught the news
paper world the value of big head
lines but there has been and still is 

a tendency on the part of advertisers 
to pay too little attention to its 
smaller or department headings.

“Summer Dresses,” for example, 
is not a head. It is merely a classi
fication. Something important about 
summer dresses is a head and the 
amount of importance will measure 
the amount of the attraction. And 
if that head is an action head it will 
create greater response. With the 
small advertiser this matter of 
headings is of tremendous impor
tance. The difference between a 
good head and a commonplace head 
will sometimes make a difference of 
50 per cent in the matter of returns.

Every retailer knows the impor
tance of the word “DISPLAY.” 
Stocks are arranged with this in 
mind. Windows are trimmed for 
the sole purpose of displaying mer
chandise, yet time and again adver
tisements appear in newspapers 
with no attempt made to display 
anything that will create interest 
and focus attention on the message.

The matter of position is the 
bugaboo of an advertising man’s ex
istence. However, the make-up of 
the present day newspaper has 
undergone a decided change. Where 
it used to be that there were only a 
few “live” pages, today practically 
every page is so enlivened with fea

tures and editorial matter that it is 
impossible to “bury” an advertise
ment. There are magazine pages, 
fiction pages, feature pages—all of 
them holding an appeal for some 
type of reader and all of them in
suring reader attention for the ad
vertiser.

And here is something else that 
should not be overlooked. News
papers today are devoting thousands 
of dollars of space every year to the 
promotion of creating more interest 
in advertising. They are constantly 
pointing out to their reader audi
ences the importance of reading tire 
advertisements and buying adver
tised merchandise

Back in 1914—or at least back of 
1914—there was no such reader 
group as there is today. A news
paper that had ten thousand cir
culation in a town of seventy-five 
thousand thought it had an enor
mous circulation. Today that same 
newspaper will have twenty-five 
thousand circulation in a city of one 
hundred thousand. The same is 
true in every community of every 
size. Our population growth has 
not been anywhere in comparison 
with circulation growths.

T
ODAY the American people are 
earning more money than ever 
before. Standards of life have gone 
up tremendously. We demand bet

ter merchandise. We have the 
money to obtain it. Luxuries of 
yester-years are necessities of today.

All of this means much to the ad
vertiser. He has in the newspaper 
the greatest sales force that it is 
possible to utilize. This generation 
doesn’t want what the last genera
tion wanted. They don’t want its 
styles, nor its literature, nor its 
plays. They don’t want the old- 
fashioned type of advertising.

The advertiser who has kept pace 
with the times, who has sensed the 
trend and changed his advertising 
accordingly, is not complaining 
about diminishing returns. On the 
other hand you will find him the out
standing success in his community.
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The Railway Service Unit
Five Departmental Publications serving each of the departments in the 

railway industry individually, effectively and without waste.

ABC and A B P

Railway
I Engineering«? Maintenance i

“"Railway I
Electrical Enfonce»!

I I Railway
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I N 1924, according to the Bureau of 
A Railway Economics, the railways of 
this country purchased 31.3 per cent of 
the coal, 27.5 per cent of the steel, and 
25 per cent of the total lumber produc
tion of American industry. Approxi
mately 2,210,800 barrels of cement were 
bought directly by the railways. Lubri
cating oil and grease cost the railways 
$13,158,000. They spent $39,049,000 
for brass, copper, zinc and other non
ferrous metal products needed in rail
way operation in 1924.

This great railway market can be 
reached effectively through the five de
partmental railway publications which 
constitute the Railway Service Unit.

Simmons-Boardman Publishing Company
“The House of Transportation"

Railway 
Mechanical Engineer I

30 Church Street
608 S. Dearborn St., Chicago 

Mandeville, La. San Francisco
6007 Euclid Ave., Cleveland 

Washington, D. C. London

New York, N. Y.

Railways Buy Substantial Part
Industry Output
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Crew Work Up-to-Date
By /I illiam L. Whittlesey

ABOUT the oldest 
thing in the 

/> business world 
is the sample. Tailors 
used to send criers 
through London 
streets armed with 
swatches; and the 
main delight of the 
crowds at exposi
tions, county fairs, 
etc., in generations 
gone by was the dis
tribution of samples 
of goods.

But these are dif
ferent days. These 
are days of the high 
cost of labor, of 
greater sophistica
tion and multiplied 
difficulties of many 
kinds. “To sample 
or not to sample” is 
enough to make 
pause any modern 
Hamlet, sitting in a 
sales or advertising 
manager’s chair. 
Still, something like 
$15,000,000 is spent 
yearly- in this man
ner.

The era of promis
cuous house-to-house 
sampling is pretty well done for— 
except in conjunction with special 
plans. It is wasteful and expen
sive. Most people over 30 years of 
age will remember the frequency 
with which mother paid a visit to 
the front door, returning with a 
cake of soap or a box of washing 
powder. Perhaps you were one of 
the children who begged the dis
tributor for a lot of samples—and 
often got them, it being human 
to dispense them as fast as possible!

Credit for swinging national ad
vertisers away from huge expendi
tures for samples is due to the 
earlier advertising agents who had 
broad merchandising experience. 
They closely analyzed the results 
and proved the wastefulness of the 
method, alongside of live advertis
ing. It came down to a contest in 
cost between the newspaper method 
of sample distribution and the 
house-to-house kind. The news
paper, in many important instances,

THE time-honored practice of “sampling” has largely 
fallen into disuse in these modern days. However, it is 
still in existence, modified and specially applied to suit special 

conditions. The most satisfactory method which is in use at 
present is that of demonstrating the product directly to the 
consumer. Demonstrations held in various retail store? have 
proved effective, as have house-to-house demonstrations in 
other lines. Some of the gas companies have seized upon the 
demonstration idea and have organized cooking classes for 
housewives. The discovery that men are also interested in the 
culinary art led one company extend its field to include them

won. In any event, the coordination 
of the sampling or local crew work 
with newspaper advertising was 
shown to be superior.

Then came the coupon plan, which 
it must be admitted, has shown 
great power and speed in some 
striking instances. Palmolive Soap, 
Pepsodent and other big sales suc
cesses were built up with the use of 
this plan. But its expensiveness 
and essentially special-tool nature is 
recognized even by the big com
panies whom it has made.

THE really modern method is to 
sample through the dealer. He is 
a distributor; why not let him dis

tribute, even if it be samples? This 
is the “philosophy” of the thing; 
and E. R, Squibb & Sons, for in
stance, have discovered that if such 
a sampling plan through dealers is 
handled with taste and skill, it can 
be a tremendously good sales stimu
lator. The dealer will actually buy 

the samples, in some 
instances, and a deal 
can be arranged en
abling the dealers to 
give the samples 
away, or even sell 
them as small size 
packages. Much de
pends on the desira
bility of the product 
in sample form, of 
course, but so many 
variations are possi
ble on the plan that 
almost any article 
for which a sample 
is logical and useful 
can be handled in this 
way.

An example of live 
sampling and demon
stration work is af
forded by a plan used 
by the National Bis
cuit Company. For 
many years this com
pany maintained a 
trained crew of sales
men whose business 
it was to work cities 
throughout the coun
try with samples, 
these being delivered 
by personal calls on 
the housewives. These 

men were uniformed, and the local 
newspapers were used to familiarize 
the consumers with the work and 
thus prepare an audience.

Each salesman of this company 
handles from one hundred to one 
hundred and fifty dealers, depending 
on the type of territory. These 
dealers are visited at least once a 
week, and sometimes oftener. It is 
the business of the salesman not 
only to take orders, but also to keep 
the stock in order, see that the goods 
are properly displayed and that the 
stands and containers are clean and 
well arranged. The salesmen, 
therefore, usually do the necessary 
work on the stand, containers and 
stock first -when they call.

While engaged in this work, they 
approach any customers who may be 
waiting to be served, and offer a 
sample of any special biscuit that 
may be new or specially featured, 
and, if possible, take an order for 
that or any other brands desired.

[CONTINUED ON PAGE 61]
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in America
Buy on a rising market.

THE a NEWS
York's Picture Newspaper

25 Park Place, New York 
Tribune Tower, Chicago



32 ADVERTISING AND SELLING FORTNIGHTLY July 29, 1925

Written by Our Readers
Mrs. Lathrop Calls 
Down Blessings

The Guild Program
65 W. 35th Street, New York City. 

July 18, 1925.
To the Editor:

May I again call down blessings 
upon the Fortnightly for the an
alysis of “A Home for Orphan 
Annies?”

The inattei is one that concerns not 
only the advertising manager, but the 
publisher of the special established 
medium for local advertising.

Away back in 1920 when we first 
introduced the Guild Program to Fifth 
Avenue advertisers, we spent 25 per 
cent of our time explaining what we 
were, and 75 per cent of our time in
sisting that we were not a souvenir 
program.

There is a wholly characteristic 
greeting with which the experienced 
advertising manager greets the soli
citor. It is born of long years of 
Orphan Annies and their representa
tives, and it begins, “You have doubt
less a most worthy proposition, but—”

Of course our immediate rebuttal is 
that we are not worthy and that we 
have no designs on the charity and 
miscellaneous appropriation. We are 
merely a simple weekly publication 
with established circulation and other 
commendable habits.

Most of this rebutting lies in our 
early past; but we spent the sadder 
part of four years hi the honest en
deavor to avoid being mistaken for a 
wealthy customer with a cause. I have 
an interesting collection of letters 
gleaned in those early days when we 
received form 17B instead of the cor
dial personal reason-why correspon
dence that now comes in. Four years 
is a long time to waste on a 75 per 
cent basis, however, and the souvenir 
program became in our office the sub
ject of a little daily curse long before 
Mr. Hollister set forth the matter upon 
your pages.

More power to the Fortnightly! 
Cordially, 

Cornelia P. Lathrop, 
Publisher.

The Value of a Columnist
“Re® Bluff Daily News,”

Red Bluff, Cal., 
July 20, 1925.

To the Editor:
Your “Quality Circulation” debate 

was better than anything of Mark 
Twain’s, George Randolph Chester’s or 
Robert Louis Stevenson’s, singly or 
collectively. Frankly, I’d rather give 
up all the magazines I take than to 
miss one issue of the Fortnightly.

Id the last issue Jainoc remarks on 
the “Columnist” and his value as a 

circulation builder and holder. E.O.W. 
is the first thing I read, and the 
Fortnightly would lose a good feature 
if they dropped it. When I get the 
Fortnightly, I start in at the begin
ning and leaf through to the back cover. 
Then I read from the back to the front, 
starting with E.O.W., the Editorial 
page or the 8-pt. page, and after that 
whatever articles strike me as neces
sary. I wouldn’t be surprised but what 
that’s the way a good many go through 
their Fortnightly. Features are as 
necessary to any publication as salt 
is to soup.

F. R. Moerke.

Retail Sales and 
Newspaper Advertising

“The Indianapolis News” 
Indianapolis, Ind.

July 11, 1925.
To the Editor:

The article in the current issue of 
Fortnightly by Charles W. Mears, 
“What Will Be The Newspaper’s Next 
Move?” is a very interesting mental 
stimulus for warm weather.

Since the days of Shakespeare, the 
moralists have been preaching about 
the decline of the stage. Since the 
days of Luther and before, reformers 
have been warning about the decline of 
Christianity and foretelling the im
mediate end of the world. Today par
ents are holding their hands up in 
horror when they contemplate the ac
tions of their “jazz” offspring.

There never was a time in the history 
of newspapers when the media, them
selves, and the advertising carried, did 
not come in for some criticism. Per
haps it is well to stop and take stock 
occasionally and to oil up the old ma
chine, and put in a new bolt where- 
ever necessary, but I do not believe 
there is anything seriously wrong with 
the newspaper as an advertising me
dium today.

I have just spent two hours check
ing over files of The Indianapolis News 
for April and May 1913. All of the 
statistics for present day values are 
based on 1913 which is the typical pre
war year. Advertising of today as con
trasted with the advertising carried in 
the columns of The News in April and 
May 1913 does not show up at all un
favorably. In 1913, it is true, the in
dividual advertisements were not as 
large as the units of space in vogue 
today, but if anything, the bargain ap
peal was even more in evidence.

The volume of advertising carried 
in 1913 was a little over 8,000,000 lines, 
less than half of the volume carried 
in 1924, and it is also true that in ad
dition to larger copy used by the larger 
stores, there has been a tremendous de
velopment of entirely new stores into 
the advertising columns of this and 

other newspapers. Whether or not the 
saturation point is being reached in 
newspaper advertising is to my mind a 
great deal like the discussion of the 
saturation point in the automobile in
dustry. So long as cities continue to 
grow, as long as banks continue to in
crease deposits, and as long as indus
try continues to increase the number 
of employes and the amount of wages 
paid out, it seems to me that people 
will continue to respond to newspaper 
advertising and continue to build for
tunes for the merchants who are 
shrewd enough to use newspaper ad
vertising to help build their business.

It may be true ihat retail business 
has not responded to sales effort this 
spring as it -was hoped it would. I 
think primarily, however, the trouble 
is that merchants have been figuring 
business on the basis of peak years and 
expect to increase sales each year re
gardless of nonnal or abnormal con
ditions.

It is true that many stores are reach
ing for new and untried methods of 
advertising to supplement newspaper 
space, but these are not diseases, mere
ly symptoms which indicate that the 
business of the particular merchant or 
merchants has not been conducted up
on lines which have sold the store as 
an institution, as well as sold adver
tised merchandise day by day; or that 
the newspaper is not measuring up to 
its opportunities.

Y ours very truly,
The Indianapolis News, 

Frank T. Carroll, 
Advertising Manager.

Improving Newspaper Copy 
Bureau of Advertising 

New York, N. Y.
July 12, 1925.

To the Editor:
Thank you for drawing my attention 

to the interesting article by Mr. 
Charles W. Mears in your July 1 
number.

Mr. Mears’ suggestions covering 
further study of methods to improve 
newspaper copy and the like have long 
had our approval and our close atten
tion. The books of this Bureau touch
ing many phases of this interesting 
subject are rather widely known.

The vast strides that have been made 
in newspaper, art and copy techniques 
show the influence and the value of 
this type of service. It is our inten
tion to continue and to extend this 
work. Each year since this organiza
tion was started we have contributed 
the results of our research. We have 
another important book coming from 
the press this month.

Sincerely yours, 
William A. Thomson, 

Director.
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The Basics of Advertising Copy

Putting Words Together for 
Memorable Effect

By Henry Eckhardt

NOT always is emphasis neces
sary to get phrases or sen
tences remembered.

John Publick’s brain—and Jane’s, 
too—has another peculiar kink. It 
is fascinated by happy word com
binations. It dwells on them as on 
catchy musical refrains.

Advertisingly, the best-known of 
these happy word combinations is 
alliteration.

Alliteration is the repetition in n 
phrase or sentence of certain vowel 
or consonant sounds. At least, so 
says the rhetoric. Actually, it is 
more than that.

Thus, this Hoover advertisement 
is using alliteration when it says 
“dangerous, destructive dirt.” The 
repetition of the “d” sound may gain 
speed, but hardly memorability.

On the other hand, the Quaker 
Oats people turned to alliteration in 
naming their new product. They 
produced: “Quick Quaker.” This 
phrase is a gem. It lives in the 
memory, and rolls off the tongue.

Folks call it “catchy.” Its catch
iness consists entirely of repeating 
two closely connected consonant 
sound in each word, the “Qu”— 
equivalent to “Kw”—and the “K.” 
Only the vowel changes.

In a Columbia Phonograph adver
tisement occurred three allitera
tions. The first came in this series 
of phrases, “ancient cities, oppressed 
serfs, ruthless royalty.” Ruthless 
royalty is the best of the trio. Yet 
only the “r”s repeat.

The second: “Scratch and scrape 
of needle noise.” This is more 
memorable; the first four letters of 
two one-syllable words repeat.

The third: “Higher, hotter, the 
madding rhythm beats.” Now we 
have a phrasing that truly sticks in 
the memory; the first and last 
sounds in two two-syllable words re
peat. Thus follows the rule; the 
more sounds repeated, the more 
memorable the alliteration.

Of course, the words in allitera
tion need not closely follow each 
other. The device often pulls to

gether entire thoughts and sen
tences.

A Holt Tractor headline illus
trates this: “Travel the Caterpillar 
Trails.” This begins and ends with 
“tra.” That makes it catchy.

Again, runs some Barbasol copy 
“Start the day with a frolic instead 
of a fight.” “Frolic” and “fight” 
are hitched together more closely 
through repetition of the “f.”

Steuben Glassware headlines 
“Cool colors and quaint contours.” 
This pleases the musical brain-cells 
mightily. Two phrases in parallel 
construction, and four words in 
alliteration. But such alliteration! 
Not only the “k” sound beginning 
each word—but note how the “o” 
sound runs through, how the tongue 
hangs on to the “1” sound in the 
first two words, and to the “t” sound 
in the last two. This is growing 
close to what a Keats might do in 
advertising.

And of course, the classic allitera
tion of all is that famous advertise
ment: “Roll ze zigarette wiz ze Zig
Zag.”

IF the copywriter has a subject 
which permits him a whimsy or 
two, alliteration leads to some lovely 

effects. That Peck & Peck copy 
often shines forth with them. 
Speaking of sport stockings, one 
piece declared “they decorate the 
blameless bystander beautifully.” 
Perhaps this usage is a sophistry 
more demonstrable in writing than 
in selling—yet, for some products, 
isn’t sophistry exactly the tone?

Alliteration, too, contains its 
“don’ts.” Alliterations can be 
mighty flat and tasteless.

“Pleasant because pure," “Famed 
for flavor.” So runs a certain class 
of bromides for which some adver
tising men still have a fondness. 
Alliteration undoubtedly makes 
them sound pat, but matching con
sonants does not make up for lack
ing meaning.

Again, do not let alliteration lead 
into temptation. It does, you know.

It did, in the case of the copywriter 
who wrote “driving on slick streets 
without chains.” “Slick streets” 
isn’t bad as an illiteration, but as a 
kind of street—well. Wall Street is 
generally supposed to be without 
rival for the honor.

Apt alliteration pleases. It is 
musical. It catches on. John and 
Jane Publick call their heroes 
“Dare-devil Dick,” “The Mighty 
Mauler.” There is the clue.

In yet another way can words be 
put together to produce this musical, 
memorable effect. A way perhaps 
more delightful, and even more apt.

As John Masefield puts it:
“Like rhvme-words, chiming aptly 

in.”
RHYME

Rhyme, unfortunately, has greater 
lure for the budding tyro than for 
the seasoned copywriter. I am only 
loo conscious of what happens when 
one of the former tries to achieve 
verse.

One ambitious recently handed me 
the following1

If around the town yoc’d wander, 
Seeking styles and fabrics Rood, 

Your path should lightly saunter 
To the proper neighborhood.

And sixteen more lines, progressive
ly more lovely, until these climatic 
four lines:
Suit or topcoat made to order,

By the world’s most famous house. 
All are guaranteed not to falter.

Come on down. Let’s prove our vows.
However, all of us who like copy 

have probably passed through a 
moon, movie, and versification stage 
Far be it from me to smile unduly. 
Yet equally far be it to urge the 
practice of copy in verse, for em
phasis. The emphasis, usually, is 
on the poet.

Nor does the device of rhyme, as 
emphasis, include the jingle, even 
when used as cleverly as in the Park 
& Tilford advertisements:

This is the bean of pedigree 
With royal cocoa family tree, 
Our secret blending turns the fellow 
Into chocolate called “Corello”------

—For “The White Box.” 
[CONTINUED ON PAGE 48]
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TELL AND SELL 
THE MERCHANT 

—and he’ll
TELL AND SELL 
THE MILLIONS

Some Migkty Structures 
Are ’Aïainly Framework

rm

Offices tn ten major ctiies.239 W. 39th St., New York

DRY GOODS ECONOMIST—National, Weekly 
MERCHANT-ECONOMIST—Zoned. Fortnightly

j IKEWISE, many advertising successes 
x. are entirely business-paper successes—

or were until the critical period was passed, 
until sales were safeguarded and consumer 
cultivation had a fair chance to produce

In our field, when the merchant has bought 
your product, your product is his business; 
and he throws all the push of his own 
prestige and promotion into the job of sell
ing for you.

In a single recent month, the department 
stores of Chicago alone spent more to ad
vertise their selections than the producers 
of the same goods spend all over the coun
try all through the year. Every week our 
stores place two million dollars’ worth of 
advertising in their local newspapers!

It is just good sense to win their buying 
favor—to keep their interest alive and 
growing—to stimulate their selling fervor. 

It is just good sense to build your adver
tising plan around the rugged framework 
of Economist Group ja/cj'-promotion. 
There is no other way to get the same 
safety and the same strength.

45,000 subscribers in 35,000 stores in more than 
10.000 renter»—stores that do over 75% of th. coun
try’s retail business in dry goods and iepi store lines 

f I -T ' - -
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WO or three weeks ago the ami
able editor of Fortnightly was 
absent from his desk for a couple 

of days. Upon his return his alibi was 
that he had been to the Strathmore 
Paper Company’s plant at Woronoko, 
Massachusetts. The occasion, it seems, 
was a visit planned jointly by the Still- 
son Company (fine printers), M. & F. 
Schlosser (paper distributors) and the 
Strathmore Paper Company.

Apparently the trip to the factory 
was exceedingly interesting. and a
shrewd piece of business promotion for 
the joint interests. But the thing that 
won F. C. K.’s admiration was the man
ner in which the social arrangements 
were handled. Here were perhaps 
thirty men—mostly strangers to each 
other—who were going to week-end to
gether. How could the rough edges of 
new acquaintanceship be rubbed off 
quickly?

The picture below tells a part of 
the story. This is a snapshot of a 
steak roast given on the lawn of Mr. 
Moses’ (president of Strathmore) 
home. One couldn’t act or feel very 
strange or aloof when one had donned 
a white apron and with a tin fork 
speared a luscious steak, to be later 
broiled by one’s self over a charcoal 
fire, could one?

Another detail, cleverly planned, was 
that after the steak roast the entire 
assemblage adjourned co the barn and 
a mock-election was staged, presided 
over - by - Cy Norton and C. W. Dear- 
don. Everyone present was elected to 
some office, ranging from Mayor to Dog 
Catcher, of Strathmore Town. A very 
good touch, indeed!

A friendly feeling is one of the first

THE ô-pt PAG
Cms Bodkins

essentials of a successful business con
ference, and I judge from the editor’s 
enthusiasm that this one was highly 
successful in every respect.

—8-pt.—
I see by the New York World that 

Andre Citroen—the “Henry Ford of 
France”—has discovered a new adver
tising medium: the Eiffel Tower! He 
has arranged to have “Citroen” flash 
from the top of this famous tower in 
letters visible to more than a million 
persons continuously.

I wondered last summer when I went 
up in the tower and saw what a terri
tory it commanded why nobody had 
attempted to buy space on it for ad
vertising. The price Citroen will pay 
—350,000 francs annually—seems quite 
reasonable to me for this preferred po
sition. I’ll bet Wrigley would snap up 
an opportunity to secure space on the 
American equivalent of the Eiffel 
Tower (if there were one) for the price 
of 350,000 packages of Spearmint!

—8-pt--
Why has it taken from the year 1 to 

July 8, 1925, for some candy manufac
turer to discover that the cloying qual
ity of candy gives it advertising possi
bilities as an aid to growing thin?

In the newspapers of this latter date, 
Frank G. Shattuck Company came out 
with this copy:

Eat Candy and Keep Thin!
Candy, unles» eaten in huge amounts, 
never made anyone fat and it never 
will. On the contrary, a little good 
candy eaten regu’arly just before meals 
takes the edge off your appetite and ac
tually helps you to keep thin.

Try this for a while and see if your 
weight doesn’t go down.

I think every man who has anything 
to do with writing advertising copy 
should read this gem from Victor Hugo 
at least once a year:

“Share your bread with little chil
dren, see that no one goes about you 
with naked feet, look kindly upon moth
ers nursing their children on the door
step of humble cottages, walk through 
the world without malevolence, do not 
knowingly crush the humblest flower, 
respect the nests of birds, bow to the 
purple from afar and to the poor at 
close range. Rise to labor, go to rest 
with prayer, go to sleep in the un
known. having for your pillow the in
finite; love, believe, hope, live, be like 
him who has a watering pot in his 
hand, only let your watering pot be 
filled with good deeds and good words; 
never be discouraged, be magi and be 
father, and if you have lands cultivate 
them, if you have sons rear them, and 
if you have enemies bless them—all 
with that sweet and unobtrusive au
thority that comes to the soul in patient 
expectation of the eternal dawn.”

In fact, I think every man. whatever 
his calling, should quicken his spirit 
with this great word-tonic, not annually 
but often
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Sound Investment
THE electrical industry offers 

sound investment values to 
large and small investor 

alike. This holds true whether 
money is invested in securities 
or in the cultivation of sales.
Electric light and power com
panies raised $797,000,000 during 
the first six months of this year, 
which exceeds by approximately 
$14C,000,000 the sum raised in 
the corresponding period last 
year, anil sets a record in utility 
financing.
Indications point to the financing 
of the electrical industry to the 
amount of about $1,300,000,000 
this year as against $1,222,000,000 
last year

Earnings
Despite a slight slump in certain 
industries, the light and power 
companies have continued stead
ily to increase their volume of 
business and their facilities for 
taking care of the demands of 
new business.

The amount of energy used for 
industrial power purposes during 
the month of April of this year 
exceeds by 14.2 per cent the 
energy used during the same 
month last year.

Development
Although the year so far has 
witnessed a large amount of 
stock financing to acquire and

T lie growth of customer-ownership

consolidate properties, a very 
large percentage of the new 
financing will go for additions 
and extensions to properties. The 
market outlook on production 
and distribution equipment is 
most favorable.

The large-scale financing pro
gram now in progress is essential 
to the natural growth of the 
electrical industry. There is 
nothing unnatural in this growth, 
nothing that is not based on 
sound values.
The sharp rise in the curve of 
electrical development is a natu
ral reaction to the rapidly-rising 
curve of demand. The country’s 
demand for electrical energy is 
pyramiding and the development 
of production facilities must keep 
at least one step in advance of 
this demand
Practically all new construction 
today is electrically-equipped in 
every town reached by central
station service OF the 72,450,
260 people living in communities 
of more than 250 inhabitants, 90.6 
per cent live in towns served by 
centra] stations. .
The electrical industry is in its 
biggest year. Sales data on any 
type of electrical equipment fur
nished on request.

ELECTRICAL WORLD—A McGraw-Hill Publication
Tenth Avenue at 36th Street, New York
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Trimming Sales Costs to Meet 
Today’s Competition

[CONTINUED FROM PAGE 16]

He began to show 
signs of uneasiness 
about now, probably 
because, not being a 
good poker player I 
have some difficulty 
in keeping a straight 
face under certain 
circumstances. T o 
make him still more 
uneasy I told him the 
worst at once.

“You may be satis
fied that your selling 
methods are all that 
they should be, but 
you may find food 
for thought in the 
fact that of nineteen 
manufacturers a 1 1 
making the same 
product and using al
most identically the 
same sales methods, 
it costs you 29 per 
cent as against 17 
per cent for the low
est and 21 per cent 
average. Based on 
the dollar of sales 
your cost is 70 per 
cent higher than the 
best and 38 per cent 
above the average.

He didn’t even try 
to laugh that off. It was too serious.

He was convinced beyond arguing 
that it was costing him too much to 
sell. His cost figures by themselves 
had not shown up the bad condition 
in the twenty years he had been 
spending good money to collect them, 
but compared with others, which in 
themselves may not have reflected 
the best possible selling methods, 
they showed that something was 
wrong. That is better than no in
formation, but the figures failed to 
have constructive value, for they did 
not tell what was wrong.

The high selling expense might 
have oeen due to any one of a num
ber of causes. The owner might 
have been using incapable or lazy 
salesmen; he might have been spend
ing too much to open new accounts; 
his customers may have been un
profitable for any of several rea
sons; his territories may have been 
injudiciously chosen.

Commonly when selling costs are

IN many cases high selling expenses may be laid at the door 
of lazy or incapable salesmen. However, in far too many 
cases the fault is assumed to lie with the men on the road 

when actually the fundamental selling policies of the company 
are to blame. First a flock of pep letters will be sent out to 
the drummers, then, when this fails, there will be a “drastic 
reorganization,” as the massacres of the innocent are called. 
But, unless selling policies are based upon definitely known 
facts, all such steps are bound to prove of little effectiveness

shown to be too high the fault is as
sumed as a matter of course to lie 
with the salesmen, rather than with 
the fundamental selling policies 
under which the men on the road 
are forced to struggle. The gen
erally approved first step is to send 
out pep letters to the hardworking 
drummers who are trying to sell 
clay pigeons to game preserve ward
ens. When these fail—as they gen
erally do—a “drastic reorganiza
tion”—as massacres of the inno
cents arc usually called—is in order. 
This, too, is bound to fail if selling 
policies are not first based on defi
nitely known facts.

TO select a selling policy by hunch 
is as precarious a way to make a 
living as to try to select the winner 

of a twenty horse race without be
ing possessed of inside stable infor
mation; yet more money is risked on 
hunches in business than in con
fessedly outright gambling.

No intelligent con
clusions can be 
reached as to how 
to reduce selling costs 
without rather de
tailed knowledge as 
to what it costs to 
open a new account 
and to sell in any 
territory, and what 
profit can be secured 
from various classes 
of customers. The 
cost of selling for 
the business as a 
whole does not give 
this information. 
Merely because a con
cern sells a total of 
$10,000,000 a year at 
a total selling ex
pense of $500,000, 
thus giving a figure 
of 5 pei' cent for the 
selling expense, it 
does not follow that 
that 5 per cent can 
be taken to mean any
thing when applied 
to any one part of the 
selling activities

In the old days be
fore the theory of 
gathering manufac
turing costs was 

thoroughly understood, it was as
sumed that it was the business as 
a whole which made the profits 
merely because it was the company 
as a whole which paid the dividends. 

Later when modern cost systems 
showed the profit and loss by lines 
the fallacy of the old assumption be
came apparent. Many more or less 
successful manufacturers found that 
such profits as they were able to 
garner were being made by a com
paratively small section of the entire 
business and that by discontinuing 
certain lines or activities which were 
voracious feeders at the profit 
trough they could make more money 
with a lower sales volume and with 
less trouble.

While it is possible in many busi
nesses to determine the cost of sell
ing each line of product, it is seldom 
worth while. What is needed is an 
accurate knowledge of what it costs 
to open a new account, to sell old 
customers and to «ell in various
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Mrs.Clifton Heights
... mother of two students 

and still o college girl herself

N.B.
• T h i j advertise
ment is one of a 
series appearing 
as a full page in 
The Enquirer. 
Each advertise
ment personalizes 
a Cincinnati 
suburb by describ
ing the type of 
woman character
istic of that sub
urb: tn each ad

", vertisement, too. 
The Enquirer’s 

coverage of the 
district is shown.

At football games she cheers as enthusiastically as the students. 
Esoecially when a certain husky youth carries the ball. She at
tends the college shows, and when a certain demure lass dances 
her eyes shine with pride.

She is Mrs. Clifton Heights, neighbor to the .University. The 
football player is her son, the dancer is her daughter. But in spirit 
she is really an undergraduate with them.

And she carries this youthful enthusiasm into all her activities. 
Her bridge club dotes on her presence. Attendance at Mothers' 
Club meetings is heaviest when she talks.

In keeping with Mrs. Clifton Heights’ active, modern life is her 
interest in The Daily Enquirer. And, of course, her neighbors 
follow her lead. To this thriving community, which includes 1,793 
residence buildings, 1,376 Enquirers are delivered every morning.

When you remember, Mr. Advertiser, that this coverage is 
duplicated in every buying district of the city, these figures become 
added proof that in The Daily Enquirer you get a full dollar of 
advertising value for every dollar yoU invest.

L A. KLEIN 
New York Chicago

R. J. BIDWELL CO. 
San Francisco Los Angeles

The CINCINNATI

ENQUIRER
“Qoes to the home, stays in the home”
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*HE proof of the 
pudding is in the 
eating ill

Actions speak 
louder than words <

Handsome is as 
handsome does *

----- The —---------------------------------------------

Powers * House
oAdvertising c°-

HANNA BLDG. E«. i»« CLEVELAND
Marsh K. Powers Frank E. House, Jr. Gordon Rieley

President V. Pre». & Gen. Mgr. Secretary

OS

territories. Sometimes it will be found 
desirable to determine the actual cost 
of selling to an individual.

In order to make an intelligent and 
worthwhile analysis of selling expense 
it is necessary to determine what each 
salesman costs and what he accom
plishes. The cost includes his salary, 
commissions, bonus and expenses as 
well as a proper share of the over
head of the sales department and the 
general office. His accomplishment— 
depending upon the nature of the busi
ness and the information desired—may 
be measured in terms of gross profit 
on his sales, number of calls made, or 
new accounts opened.

Sometimes it will be sufficient to de
termine a cost per salesman per day. 
At other times it may be desirable to 
calculate a cost per call. The cost per 
tall will differ with men and territories. 
It is to be expected that in a western 
territory where jumps are long and 
only one or two calls can be made each 
day, the cost per call will be greater 
than in New England where distances 
between towns are short and a half 
dozen calls can be made in a oay.

IF in your business the cost per call is 
the best measure, do not make the 
mistake of basing what it should be on 

what it has been over a period of 
years. In business past performances 
supply a poor basis for standards of 
what should Ire accomplished. You have 
no way of knowing whether what has 
been done was good or bad. The best 
plan is to turn loose, say, an assistant 
or a district salesmanager who has the 
interests of the company at heart to 
travel the territory with the salesman. 
He can tell in one trip how many calls 
can be made day in and day out. Then 
use tbat as the standard.

I am not going to describe in detail 
how to work out the cost per day or 
per call. Ratner, I am going to tell of 
the uses to which this method of calcu
lating selling costs has been put, and 
show how such an analysis acts as a 
sure basis on which to inaugurate rad
ical changes in selling policy which 
result in increased profits.

I shall choose a company which has 
for years sold its goods only to retail
ers who are, in reality, agents, inas
much as each has the exclusive sale of 
the product in his town and is not 
allowed to handle any competing prod
uct. It would not be fair to the client 
to tell just what the product is, but I 
can say that it is a trade-marked com- 
nfodity which enters into the construc
tion of buildings and is sold both to 
contractors and to owners who make 
their own repairs.

My study of this concern’s selling 
methods was precipitated by a condi
tion that has been common in many 
branches of industry since 1920. Al
though its sales had increased for three 
or four years at the rate of 10 per 
cent a year, the gross profit based on 
sales had been declining at the rate of 
4 per cent a year and the selling ex
pense in dollars had been going up out 
of proportion to the increased sales. 
The result was that the net profits ex-
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Gearing the News of One Day
to the Business of the Next

In any city having an efficient afternoon 
newspaper with Associated Press Serv
ice, news is no longer news, but history, 
before it is a day old. Cincinnati is such 
a city and the Times-Star is the news
paper. Six afternoons every week the 
Times-Star brings the news of the world 
into every native, white, literate house
hold in greater Cincinnati, sixteen hours 
before the morning newspapers are on 
the streets..
And in Cincinnati the day’s news is not 
complete unless it is geared to the busi
ness of the coming day by means of dis
play advertising that tells the people 
where they can purchase the merchan
dise and services essential to their com
fort and convenience.
Because the Times-Star has dominant 
family circulation, because it reaches 
these families in the reading hours when 
the shopping plans for the next day are 
being made, and because it has the con

fidence of its public, the Times-Star 
naturally has also the confidence of the 
advertisers who do business in this 
great market. Its dominance in display 
advertising is no less pronounced than 
its leadership in local circulation.
This advertising dominance is not con
fined to any one or two classifications. 
It is equally decisive in all the classifica
tions that make their appeal to the great, 
buying public—food, clothing, depart
ment stores, drug stores, dry goods 
stores, boots and shoes, men’s furnish
ings, electrical goods, hardware, gift 
shops, tires and automobile accessories, 
musical instruments, radio, furniture, 
household appliances and the like.
Neither is this advertising leadership 
confined to any cue year. It has been 
maintained consistently for eighteen 
consecutive years without a single break 
and it is more pronounced at the present 
time than at any lime in the past.

CINCINNATI TIMES-STAR
CHARLES P. TAFT, Publisher C. H REMBOLD, Manager Member of Audit Bureau of Circulations
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ADVERTISING AND 
SELLING EXPERIENCE

—at your fingers’ ends

IN these four great books on advertising 
and selling in all branches you get the 

benefit of the experience of scores of the 
most successful business organizations of 
America. Solve the problem of your ad
vancement by absorbing this clearly de
scribed experience. It may enable you to 
climb in a year or so farther than you would 
in five years’ plodding along by your own 
personal experiences.

S. Roland Hall’s 
Library of

Advertising and Selling
Four Volumes, 3323 Pages, 5^ x 8, 
Flexible Binding, 1090 Illustrations. 
$1.50 in ten days and $2.00 monthly 

for eight months.
The big. well-paying jobs call for men with 
all-around knowledge of the entire selling busi
ness—advertising, personal salesmanship, plan
ning, managing, etc. Add to your own 
experience a working command of the principles 
and methods that have been proved in the 
experiences of the most successful selling 
organizations. You get them—hundreds of 
them—in

The best experience of 
leading organisations

Covers as much ground as courses costing five 
or ten times as much. Complete campaigns 
of many kinds outlined. Thousands of sales 
ideas and plans, time-saving methods and stim
ulating suggestions for daily use in solving 
marketing problems of all kinds—manufacturer 
to small retailer. Examples taken from scores 
of such prominent concerns as Burroughs Add
ing Machine Co., Kuppenheimer & Oo., Morris 
& Co., National Cash Register Co., American 
Radiator Co., Conklin Pen Manufacturing Co., 
Eastman Kodak Co., Marshall Field & Co., 
Lord & Taylor, United Cigar Stores, J. C. 
Penney & Co.

Special Library Price 
$17.50 

No Mone; Down 
Small Monthly Payments 

Examine lh> Library 
fur 10 Dnvs Free

FREE EXAMINATION COUPON
McGRAW-HILL BOOK CO. INC. 
370 Soventi» Avenne. Ne« York

You may send me the HALL LIBRARY 
OF ADVERTISING AND SELLING for 
ten days’ free examination.

If the bucks are satisfactory, I will send 
$1.50 In ten days and $2 a month until 
your special price of $17.50 has been paid. 
If not wanted, I will write you for ship
ping instructions.
Signed ................................................................
Address ....................... ......................................
Position ............................................................
Company ................................A. F. 7-29-25 

pressed as a percentage of the sales 
was declining at a rate of about 5 per 
cent a year. Thus the net profit on 
sales for 1922 was 19 per cent, while 
for 1923 it was only 14 per cent. This 
is enough to make anyone rather 
thoughtful and lead him to wonder 
where the net profits will be four or 
five years hence.

In attacking the problem we first 
tried to determine how the volume of 
sales might be increased without sim
ilarly increasing the amount of money 
spent to secure the present volume; 
and, second, to see if there were not 
places where the money was being 
spent to such poor advantage that econ
omies could be put into effect in that 
particular section.

AS a first step we calculated the cost 
.per day of each of the fifty travel
ing men, including both the direct and 

the indirect, or overhead, cost. When 
this was determined for the first time, 
the effect on the owners of the business 
was almost amusing, they took it so 
to heart. While they had never both
ered much about a variation in selling 
cost expressed as a fraction of one per 
cent, or a few cents per item, they took 
a lot of notice of the same variation 
when it was expressed as a several 
dollar’s difference in the cost of one 
salesman for one day.

And it was well that they did, for 
the lowest cost per day was $35 and 
the highest, $140. While some of the 
men with a comparatively high cost 
per day had a lower cost per unit of 
sale, that was not always true. The 
discrepancy was too obvious to pass 
without scrutiny, yet the condition had 
existed for years without causing com
ment, buried from sight as it was in 
that potter’s field of selling mistakes, 
the per cent of sales cost of selling.

Another point provocative of thought 
was the fact that the indirect cost per 
salesman was much greater than his 
direct cost. The average daily cost of 
$80 was composed of $30 direct and 
$50 indirect, or overhead.

When it became evident that it cost 
an average of $80 a day to keep each 
of 50 salesmen on the road, it took no 
clairvoyant to see that it would be 
worth considerable effort to find a way 
by which the time of each salesman 
could be made more productive. Due to 
the company’s policy of selling to only 
one exclusive agent in each town it 
was impossible in most of the terri
tories for a man to make more than 
one call on an agent each day. The 
question was how, under such condi
tions he could use his time to better 
advantage.

The first recommendation we made 
was that the routing be taken out of 
the salesman’s hands and done by the 
branch sales managers. A study of 
the movements of the men in any sales 
organization will almost always show 
inefficient routing. They have favorite 
towns which they make regularly and 
frequently because they have girls 
there, or because of the good gang 
that hangs out at the barber-shop, or 
because there is a good hotel.

In order to utilize otherwise wasted 
time in boosting sales we suggested 
that what had been an occasional and 
desultory activity of the salesman be 
made a required task. That was calling 
on the owners of projected buildings in 
the effort to get the hardware order 
for the local agent and to make regu
larly the round of architects’ offices to 
keep them posted on new developments 
in the line and to pre juice them in 
favor of it.

An analysis of the way typical sales
men divided their time between the 
two activities showed that of 240 work
ing days in the year 200 were spent 
calling on established agents and 40 
in promotion work, as trying to open 
new accounts is called.

While for the sales department as u 
whole it cost an average of $1000 to 
open a new account, there was a tre
mendous difference in the cost between 
salesmen. The highest cost per new 
agent was achieved by a salesman who 
was highly thought of by his employ
ers. He succeeded in making a new 
agent cost the company close to $2000. 
Some others kept the cost below $500 
and a few were able to keep the av
erage down to around $200 per agent.

This showed in dollars and cents— 
than which there is no surer guide— 
what every one who knows salesmen 
ought to realize without figures; name
ly, that there are two distinct types: 
the high-pressure, promotional type 
who can sweep a prospect whom he has 
never seen before clean off his feet and 
get his name on the dotted line, and 
the plugger who wears well, who can 
make lasting friends and get and keep 
the trade of a customer year after 
year.

Seldom if ever do you find the two 
talents combined in one man. The pro
motional man is likely to be adventur
ous and temperamental. Steady grind
ing gets on his nerves, and if he is 
asked to cover a territory over and over 
he is apt to hunt another job. He wants 
to make conquests of new fields. It is 
this type that causes high turnover on 
the sales force. Provided they can move 
from territory to territory they will 
stick and more than earn their salt.

ANY business which sells through re
tailers—especially when the dealers 

are practically agents—can well afford 
to pick men of this type and give them 
nothing to do except to open new ac
counts. They will do it at a much lower 
cost than will the man who regularly 
covers a territory. Some concerns have 
had great success in employing in pro
motional work stock salesmen who have 
been put out of business by the blue 
sky laws or—and it sometimes hap
pens—who have a yearning to get into 
a respectable business.

Usually I find that the greatest mor
tality among customers is in the first 
two years after they have been sold. 
This is another argument for using 
special promotion salesmen who have 
been thoroughly schooled in the com
pany’s policies .-and products and in how 
to choose the best possible agent in a 
town. Then if they are of the right
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type they will so thoroughly sell the 
man that he will remain sold.

For several other reasons it has been 
found best to select promotion men 
from the regular sales force. From 
calling on the trade as regular sales
men they have become thoroughly ac
quainted with the dealers’ problems, 
and they know what makes dealers 
change their sources of supply.

Ono concern found when it gathered 
its selling costs along the lines I have 
suggested in this article that over a 
period of several years the average 
cost to open a new account was $850. 
The average gross profit on each agent 
for the first year was $220, leaving a 
net loss on each agent for the first 
year of $630. Considering that every 
year 120 agents dropped out, a large 
proportion of which were newly sold 
accounts, the high cost of ineffective 
selling was too apparent to dismiss 
lightly.

Another virulent cause of lost cus
tomers is a shortsighted credit policy. 
Credit men are as a rule seemingly in
capable of taking a humanly sympa
thetic view of anyone who fails to live 
up to credit terms on the dot. In one 
case, more than half of the old cus
tomers who left the company for a com
petitor did so because they had been 
foolishly antagonized by the credit de
partment.

A STUDY of the accounts lost 
through the efforts of the credit 
man showed that in the preceding three 

years these accounts had each earned 
for the company a gross profit averag
ing $500 a year. The net profit 
had been nearly as great because these 
old customers had required only a 
couple of calls each year from the sales
men. Many of these concerns had beer 
customers for many more than the 
three years for which the profits were 
tabulated.

Most of them were perfectly good 
credit risks which would have paid up 
as soon as business conditions got back 
to normal. In fact, more than a third 
of them were rated G3% or better and 
one stood AA1. It would have been 
better to lose all of the profit on an 
order and keep the customer than to 
lose him through the credit depart
ment’s refusal to ship needed goods 
until the old bill was paid in full.

The percentage cost of selling often 
leads otherwise highly intelligent busi
ness men into almost unbelievable 
errors and fallacies. This is probably 
at bottom due to the fact that nearly 
everyone except trained accountants 
look on figures as facts in themselves 
rather than a method for translating 
or representing facts. Thus figures 
have the peculiar effect of making some 
men forget the common sense business 
principles on which they based their 
success before they became enamored 
of figures for their own saket.

I would be the last one to speak 
slightingly of the value of figures in 
guiding a business, but I insist that 
they be used to clarify rather than to 
obscure business facts. If, instead of 
showing conditions as they are, they

Needlecraft Stability

(Guarantee 1,000,000 copies per issue)

3rd Quarter 1920 1,006,187 1st Quarter 1923 1,038,77^
4th " 1920 1,011.002 2nd 1923 1,047,456
1st 1921 1,030,930 3rd 1923 1,029,034
2nd “ 1921 1,027,957 4th “ 1923 1,031,918
3rd " 1921 1.064,538 1st 1924 1,016,020
4th " 1921 1,038,950 2nd 1924 1,013,104
1st 1922 1.052,396 3rd " 1924 1,012,789
2nd 1922 1,029,876 4th " 1924 1,025,857
3rd " 1922 1,027,006 1st ' 1925 1,026,183
4th " 1922 1,045,543 2nd 1925 1,030,941

Needlecraft does not call upon fiction to 
spur reader interest—does not concern 
itself with strenuous selling methods 
or “drives" to maintain guarantees.

Isn’t it mighty comforting to know 
that every issue of a magazine is going 
to give you just a little bit more than 
you pay for—every month—just as 
Needlecraft has done for five solid years ?

Robert B. Johnston
Advertising Manager 

New York

Member A. B. C.

JAMES A. ROBERTSON 
Western Manager

Chicago
ELIOTT D. ODFLL 

Eastern Manager 
New York

DORR & CORBETT
New England Representatives 

Boston
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Telling It to the Boy Scouts

It Could Be Your Product
Here’s a Scout admiring his 
axe. Substitute his bugle — 
knife — blanket — anything he 
nwns, and the picture remains 
as true. Why not have it your 
product? Boy Scouts are quick 
to buy advertised products. 
And their enthusiasm for these 
things is well known.

Boys’^Life
_________ THE BQ » si Obi a MA,-AZINE________

200 Fifth Ave. 
New York, N. Y.

Union Bank Bldg 
Lo* Angelet, Cal.

Boys’ Life reaches many thou
sands of the 550,000 Boy Scout 
membership. Advertising in it 
will teach its readers to use 
and prize your product just as 
our young friend above prizes 
his axe.

Let us tell you more.

37 So. Wabaah Ave. 
Chicago, 11L 

show them as they are not, or if they 
cause a man to forget what he knows, 
they are worse than useless.

It takes no super-human intellect to 
realize that dollar for dollar it costs 
less to sell a single order amounting to 
$5,000 than one for $1,000. Oar hoss- 
trading grandfathers knew that with
out cost figures.

But what do cost figures tell grand
pa’s grandson who happens to sell 
underwear at a selling cost of 10 per 
cent for the business as a whole?

They tell him, contrary to common 
sense and to age old experience, that it 
costs $500 to sell a $5,000 order and 
$100 to sell a $1,000 order, in spite of 
the fact that both were sold on one 
call of an hour’s duration to merchants 
on opposite sides of the street. Actu
ally, of course it did no such thing. 
The cost was that of one call—the same 
for both.

Actually the result in net profit per 
dollar of sale was five times as much 
on the large order as on the small one. 
The cause for the disparity in the size 
of the two orders can be found either 
in the greater business done by one 
merchant or in the fact that he con
centrated his purchases of underwear 
with one manufacturer instead of scat
tering his patronage.

In either event his business is worth 
keeping and the part of wisdom is to 
make it worth his while to continue. 
Is it not self-evident that he can be 
given a lower price based on his larger 
purchases and still return a greater 
net profit to the manufacturer?

The one-price policy adopted by 
many concerns is a fallacy based al
most entirely on the misinformation 
given by the percentage cost of selling. 
When the cost of selling is once de
termined as a cost per call it becomes 
logically unthinkable for a manufac
turer to do anything but offer a sub
stantial quantity discount based on the 
size of individual orders or on the total 
purchases for a year. Many progres
sive concerns have adopted that plan 
when once they have learned the truth 
about selling costs.

Literally there are hundreds of facts 
about selling that properly gathered 
figures can tell, which if listened to will 
call the executive’s attention to present 
mistakes and show the way to more 
profitable policies and methods.

Industry Researches on

Radio, Hosiery, Tires, Candy, 
Perfume, Washing Machines— 
each one abont 75 typewritten page» 
of real fact and figure, of the hard-to- 
get kind; with intimate detail, and 
with hand-drawn graphic charts.
Price: 8150.00 each.

THE BUSINESS BOURSE
15 West 37th St., New York City 

Tel.: Fitzroy 672*

ANIMATED PRODUCTS CORP.
«9 WEST 27» ST. NEW YORK.

WINDOW, 
C COUNTER, 
^EXHIBITS

Effective-Dignified.
Planned Inexpensively

CONSULT WITH EXPERTS

ELECTRICAL 
ANIMATEDAND 

STILL

Gordon B. Muma
Has been appointed sales manager 

of the Cutler Desk Company, Buffalo, 
N. Y.

The John S. King Company
Cleveland, will direct advertising for 

the Columbian Hardware (ompany, 
same city, manufacturers of garage 
and household vises.

Louis IL G. Rubin
Has resigned ns head of the me

chanical production department of 
The Class Journal Company to join 
the sales staff of the Triangle Engrav
ing Company, New York.
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Normandy Over the 
Border

[CONTINUED FROM PAGE 17]

English and long-worded English, at 
that. True, these bill-boards are con
spicuous by contrast to the overwhelm
ing proportion of French around them, 
hut that very fact should make the 
firms which pay for them suspicious as 
to the wisdom of the policy. My own 
observation on this point would indi
cate that manufacturers from the 
United States are the only ones to fol
low this policy.

Obviously the cost of two sets of 
posters, store signs, window placards, 
etc., is probably the explanation of 
such procedure. At least one adver
tiser, however, has cleverly surmounted 
the difficulty so far as it applies to bill
board advertising.

THIS particular advertiser har so 
arranged his poster design that all 
of the descriptive wording is concen

trated into one portion of the design. 
A separate strip has then been litho
graphed which carries the sales-mes
sage translated into French. One 
poster, therefore, serves all needs. 
Where the postei will be read by En
glish inhabitants and tourists from the 
States the original is used. Where t 
will be read by the French population 
the strip is pasted over the English 
words and a French poster is produced 
at negligible cost. ' _

Not all advertisers from this side 
of the line make the mistake of limit
ing themselves to English.

You can hardly ride five miles in any 
of the more available parts of th» 
Provinces without learning that one of 
cur most popular beverages is “deli- 
cieux et rafraichissant,” and is avail
able in a surprisingly large number of 
places “sur la glace.” A trip through 
Quebec, by the way, is decidedly “ra- 
fraichissant” to whatever French may 
have been yours in school and college 
days. .When a sign reads “Sucre 
d’erable a vendre” and, immediately 
below, “Maple sugar for sale,” it is an 
easy and painless way to be taught, or 
retaught, a little French.

Quebec is a market close at hand 
and one which must almost certainly 
offer increased possibilities as the 
years pass. The Eighteenth Amend
ment is proving a wholesale money
maker for our neighbor, and, while this 
harvest as yet has benefited only a 
small portion of the whole population, 
in the end it will be reflected in in
creased buying power of all classes.

If you seek this market, however, 
don’t visualize it in the terms of the 
Ritz-Carlton, Mount Royal or Chateau 
Frontenac, nor of Sherbrooke West or 
Mountain Hill. Think of it as St. 
Denis and St. Foye, as La Prairie and 
Trois Rivieres and think of its people 
as Pierre De’orme and Marie Louise 
Irbeau, as Guillame Lagasse, Napo
leon Dore and Maxime Trudeau Make 
your advertising “Canayen."

City Quality
City Service 
City Speed

BUT-
OUR location outside the zone of 

high production costs gives you 
Quality Service on your publications, 

catalogues, house organs, bound books 
and direct mail matter—at prices you 
cannot expect from city printers.

Some of the publications we are now 
punting have been handled by us tor 
more than twenty years—a striking 
tribute to quality, service and economy. 
We offer complete facilities for printing, 
electrotyping, color work and binding.

Let us estimate on your next order. 
Call our New York Office and let us 
show you how Lancaster Press can co
operate with you.

Lancaster Press, Inc.
Fisk Building, 57th Street & Broadway 

New York City
Telephone Circle 3795-3796 

Plant at Lancaster, Pa.
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CanTouSell Industry
S

elling to industry is no game of 
blind man’s buff. Reaching out 

blindly to sell every factory, offers no 
assurance either that you will find the 
real buyer, or that the prospect will be 
worth while.

To ignore the known facts of how in
dustry buys and what will influence the 
buyer, is but putting blinders on selling.

With the widespread demand for lower 
costs of distribution there is need for the 
application of scientific methods in sell
ing. No longer can the efficient and the

The Four Principles of 
Industrial Marketing
1 Market Determination

Markets should be analyzed, worth while pros
pect« located and eSort concentrated on thern-

2 Buying I labits
The buying habits of industry are definitely 
known. Sales and advertising plaus should take 
these buying habits into account.

3 Channels of Xpproach
Then' are direct means of reaching the indus
trial buyer which cnn be used effectively and 
cmnumically.

4 Appeals that Influence
The industrial buyer is influenced by certain 
known appeals. lie should be approached 
through these appeals. 

inefficient both meet profitably the com
petitive conditions ahead.
The dividends of the future will be 
wrested from savings effected by the use 
of more efficient methods.
Truly this is no time to be blindfolded 
by past performances or present profits. 
Smug complacency is commercial ether.

The Direct Hoad 
to the Industrial Buyer

In no field of marketing is the opportun
ity for efficient selling more certainly 
present than in the industrial field. The 
possible buyers for any product sold to 
industry are comparatively few and are 
definitely located.
To reach them efficiently four basic facts 
—the four principles of industrial mar
keting—should be determined: (1) The 
potential market should be analyzed 
(2) The buying habits of the market 
should be ascertained (3) The most 
direct channels of approach should be 
employed (4) The appeals most effective 
should be developed.
Any manufacturer who will organize 
his selling and advertising upon these 
four fundamentals will place himself in 
a fair position to meet competitive con
ditions ahead.
No great difficulty need attend the 
gathering of specific data on any given 
market, provided properly informed 
sources of information are consulted.

To the McGraw-Hill Company, indus
try is an open book. For fifty years it 
has been a vital part of industry itself.
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Ever its interpreter, at times its critic, 
always its friend, the McGraw-Hill 
Company has acquired through continu
ous, close contact an intimate knowledge 
of industry—its needs and its reactions.

A Unique Service 
to Industry

This knowledge, kept current by
McGraw-Hill through the publishing 
of fifteen publications essential to in
dustry, is available to manufacturers in 
formulating their sales and advertising 
plans. It will be a pleasure to assist 
manufacturers and their advertising 
agents in their efforts to lower costs of 
distribution.

Selling to 
industry is 
no game of 
blind mans 
buff.

As a preliminary, it would be well to 
read “Industrial Marketing,” which 
graphically covers the results of a recent 
survey of the buying habits of industry. 
This will be sent upon request to any 
manufacturer whose market embraces 
any of the industries covered by the 
McGraw-Hill Publications.

This advertisement is the fourth of the series which is appearing in the following news
papers—New York Times, Philadelphia Public Ledger, Pittsburgh Gazette-Times, Cleveland 
Plain Dealer, Detroit Free Press, Chicago Tribune and New York Herald-Tribune; in the 
following advertising papers—Printers’ Ink, Advertising and Selling Fortnightly, Class, and 
in the McGraw-Hill Publications. The purpose of these advertisements is to arouse a 
national appreciation of the need for improving industrial sales efficiency, and to awaken a 
keener interest in the correct principles of industrial selling.

McGRAW-HILL COMPANY, Inc, NEW YORK, CHICAGO, PHILADELPHIA CLEVELAND, ST. LOUIS, SAN FRANCISCO. LONDON. PUBLISHERS OF

Mc GRAW-HILL PUBLICATIONS
REACHING A SUBSTANTIAL MAJORITY OF THE POTENTIAL BUYER’ TN THE INDUSTRIES THEY SERVE

Mining 
ENGINEERING fit MINING JOURNAL PRESS 

COAL AGE 
Radio 

RADIO RETAILING 
RADIO TRADE DIRECTORY

Electrical
ELECTRICAL WORLD 

JOURNAL OF ELECTRICITY 
ELECTRICAL MERCHANDISING

Industrial
POWER « AMERICAN MACHINIST 

CHEMICAL & METALLURGICAL 
ENGINEERING 

INDUSTRIAL ENGjNITR

Overseas
AMERICAN MACHINIST 

(EUMOFEAN EDITION)

INGENIERIA INTERNACIONAL

Construction & Civil Engineering 
ENGINEERING NEWS-RECORD 

Transportation 
ELECTRIC RAILWAY JOURNAL 

BUS TRANSPORTATION
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Factory equipment pur
chased by furniture factories 
runs into millions of dollars annu

ally.
New factories and new additions 
are taking the place of older plants. 
Branches are being built in the 
South and in the Northwest.
Old machinery is being discarded 
and modern equipment is taking 
its place. ■
Building engineers and manufac
turers of equipment that is used in 
making furniture find they can 
reach, through this journal, the 

- men who have a great deal to say
about where the money is spent.
This is the only audited circulation indus
tr J paper published that serves the furni
ture -manufacturer. We’ll gladly send 
you sample copies and talk things over.

Manufacturer & Artisan 
GRAND RAPIDS, MICHIGAN 
A B. C. A- $ P

In

SOUTH BEND
It’s the

NEWS-TIMES

Our local advertis
ing rates are 10% 
higher than the 
second paper.
We lead in local 
advertising.

Member of A.B.C.

Represented by

Lorenzen & Thompson, Inc. 
New York

Chicago San Francisco

Putting Words Together 
for Memorable Effect

[CONTINUED FROM PAGE 34]

The device of rhyme, as emphasis, is 
probably the device of rhyme-words. 
And rhyme-word? have emphasis. They 
do stick in the memory. Witness the 
little child learning its Mother Goose. 
On which words does it join in? On 
the rhyme-words. Witness the memory 
systems based on rhyme-words.

HOW many a clothier has asserted 
that he fitted thin men, stout men, 
regulars? Arnheim stated that he fitted 

“men angular, regular, globular.” Now 
that is a phrasing, I maintain, which 
gets remembered. “Angular, regular, 
globular.” Our mental tongue—we 
have one, you know—revels in rolling 
that about. Out of exactly such mate
rial did Gilbert and Sullivan build their 
famous natter songs. Who can hear 
“The Mikado” and not go away, phono
graphing for the rest of his life: 
“Kingdoms animal, vegetable and min
eral?”

So, when John and Jane Publick find 
a fabric described as “shimmering, 
glimmering,” or “airy, fairy,” they are 
far more likely to remember it.

Often, rhyme can be used to make an 
antithesis even more memorable. Blue 
Jay uses it this way: “A corn isn’t just 
a pain—it’s a drain.” The two-key 
words in rhyme. “Pain,” drain,”— 
hooked together. Certainly, that line 
has a hundred times better chance of 
being remembered. Much the same 
strengthening is put by rhyme into the 
contrast.

Arnheim copy is full uf this device. 
Summer fabrics are described as “bear
able and wearable.” Fit is defined as 
“a study in peculiarities and regulari
ties.” _

Listerated Gum, in a poster, advises 
John Publick: “Keep bright, both men
tally and dentally.”

The rule would seem: The more 
memorability devices, the more memor
able the result. Thus, it probably is 
possible for the copywriter to write 
as does the poet, and consciously 
strive for colorful effects. If he mas
ters his art, the result will be neither 
forced nor mechanical; it will be those 
copy gems for which every advertiser 
hopes and every advertising man 
strives.

To refer again to Chateau Frontenac 
copy. Its main emphasis is always on 
the contrast between romantic old 
Quebec and the baronial flavor of the 
Chateau. This key thought was re
cently summed up in a sentence of ten 
words, which introduced six different 
emphasis, clearness and vividness de
vices. These were: Rhyme, Contrast, 
Parallelism, Alliteration, Inversion, 
Exclamation.

The sentence'is worth discussing be

cause of the effect thus obtained: “To 
roam in realms romantic, to dwell in 
halls gigantic!”

The main theme is the contrast be 
tween the place “to roam” and the 
place “to dwell.” This contrast is 
heightened by an exactly parallel con
struction. The two key adjectives “ro
mantic” and “gigantic” are emphasized 
by being put at the ends of their re
spective phrases—inversion! They are 
still further emphasized by rhyme. The 
first phrase has e lovely alliteration; 
note the “r” rolling through. The sec
ond has “1” and “g” sounds holding it 
together. Both phrases have the 
heightened dramatic effect of exclama
tion, and even own the swing of a 
marked rhythm.

This sort of copy-writing, desirable 
though it may seem, looks more diffi
cult than cross-word puzzling. Yet, it 
isn’t difficult. It is mostly the result of 
a cultivation of certain habits of writ
ing. If copy-writers would only “spot” 
their sentences as visualizers do their 
layouts! The mixy sentence and the 
dull sentence should be as great a crime 
as the inixy layout and the dull layout.

BONWIT-TELLER, in typical retail 
style, had this:

“The smart woman assumes mascu
linity in her daytime attire, but is all 
the more gloriously feminine in the 
evening.”

Any copy-writer with a feeling for 
word craftsmanship would here imme
diately see an opportunity. Let us be
gin by getting the two key words into 
rhyme and direct antithesis. This gives 
us “masculinity” and “femininity.” Let 
us heighten the antithesis by opposing 
an adjective to “glorious”; “severe” 
goes well, with its “s” sound. Now, the 
thought of changing costume needs em
phasis. Again, an opportunity for 
rhyme-words in contrast; we v 11 op
pose -assumes” with “resumes.” “In 
her daytime attire” is too long a phrase 
to tag onto the end of the main 
thought. Shorten that to “in the day
time" ; oppose it with “in the evening”; 
invert and separate the compound sen
tence into two separate sentences.

We have: “In the daytime, the 
smart woman assumes severe mascu
linity; in the evening, she resumes an 
all the more glorious femininity.”

However, for that supreme skill in 
playing with words, which makes John 
Publick's ear tingle with delight I 
must refer to what some one has called 
“Coleridge’s splendid bit of foolery”: 
In Xanadu, did Kubla Khan

A stately pleasure dome decree, 
Where Alvh, the sacred river ran, 
Through caverns measureless to man,

Down to a sunless sea.



July 29, 1925 ADVERTISING AND SELLING FORTNIGHTLY 49

T
This is one of the 
3 or 4 most im
portant outlets in 

America

HERE’S a unified, stable 
market in which a 
sound balance is 

maintained between in
dustry, commerce and 
agriculture.
It comprises the world’s 
greatest iron ore market 
and lake port district.
It is Ohio’s greatest coal 
producing area.
In its agricultural devel
opment it rivals all other 
markets in the United ’ 
States. Cleveland, the 
pivotal point of this area, 
is the second city of the 
United States in diversi
fied industries, and the 
fifth in population.

. Today, sales executives 
are thinking of distribu
tion in terms of markets.
They are spotting their 
worthwhile markets, and 
in them are concentra
ting their major sales 
efforts, coordinating sales 
and advertising with 
powerful effect.
Can you think of a more 
propitious market than 
Northern Ohio in which 
to conduct such an ag
gressive campaign?

Easily Reached Through 
One Newspaper °

etOQ cjQQ

The Plain Dealer can 
help the manufacturer 
and seller of any product 
to determine his poten
tial distribution a n y - 
where in this market. It 
has recently published 
the 1 9 2 5 edition of its 
highly instructive book 
“Cleveland’s 3,000,000 
Market and How to Sell 
it”
This book divides the en
tire Northern Ohio area 
into 11 merchandising 
zones. It gives the num
ber and class of manu
facturers, jobbers and 
retailers in each town of 
1,000 or more population. 
It gives the population 
characteristics embracing 
the number of families 
and dwellings, the divi
sion between males and 
females, and a vast 
amount of information 
of invaluable assistance 
to anyone either possess
ing or seeking distribu
tion in this market. It 
will be sent gratis to any 
responsible executive.

'Ihe

Naturally, you are in 
business to make a profit.

Naturally, loo. profits come big
gest in sections where sales are 
large and selling costs compara
tively small.
The Northern Ohio market offers 
you 3,000,000 people in an area 
that’s compact, easily reached 
and economically handled. Its 
people are prosperous and strik
ingly responsive to advertising. 
And—you can do an adequate 
advertising job throughout this 
entire market in one newspaper, 
at one advertising cost.
Many concerns, already well es
tablished, use the Plain Dealer 
to stimulate their sales—to give 
their product new life in this 
territory. Their experience has 
taught them that this newspaper 
reaches and sells the buyers of 
advertised merchandise of every 

kind and price, not only in 
Cleveland but throughout ihe 
rich district of which Cleveland 
i- the buying center.
Others, marketing new products, 
use the Plain Dealer as a lever Io 
help win distribution and public 
acceptance for their goods.
All of them have found that the 
Plain Dealer is not only one of 
the country’s greal newspapers 
but that it is also one of the great
est of advertising mediums.
The Plain Dealer is the only 
newspaper that reaches or even 
taps the buying power of the 
whole great Northern Ohio mar
ket. W ithout it you cannot do 
justice to your advertising anil 
selling program in this district. 
" ith it you have the most 
powerful lever for sales you can 
possibly buy in Northern Ohio.

Cleveland Plain Dealer
^Cleveland’s Greatest Salesman of ANY-Priced Merchandise

J. B. WOODWARD
110 E. 42nd St. 

New York

WOODWARD & KELLY 
350 N Mich. Ave., Chicago 

Fine Arts Bldg., Detroit

R. J. BIDWELL CO. 
Times Building 

Los Angeles

R. J. BIDWELL CO. 
742 Market Street 
San Francisco, Cal.
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Financially Strong
Advertisers have a right to know the financial condition of 
a publication in which they are being asked to invest 
thousands of dollars.

People’s Popular Monthly
Owns its own building and plant worth $250,000.
Has built the institution entirely from profits.
Is entirely owned by officers of the company.
Has a thirty years’ history of consistent, conservative 

growth.
Has never missed an issue.
Is published under very favorable labor conditions.
Has a low overhead and manufacturing cost.

Is a Sound Investment
for advertisers anxious to send their story year after 
year into the small towns of America through the 
pages of an influential publication.

People’s Popular Monthly 
Des Moines, Iowa

CARL C. PROPER, President GRAHAM STEWART, Vice-President
A. M. PIPER, Secretary-Treasurer

* it has a plan 
back of it— 

it's an

EIN/ONFMEM/IN 
WINDOW DI/PUY

W hen You're in the Rough—
And the words 

just won’t come, 
use a Cram Cut. 
It will liven up 
your message 
and help you 
drive it home.

The Cram 
proofs heets are 
just loaded with 
good Ideas for 
Illustrating your 
house organs, 
booklets, sales 
letters, etc.

Cuts are One 
Dollar each,
cheaper in quan

tities. Free proofsheets from Dept. B 109.

The CRAM STUDIOS 
Mw-kcgon, Michigan

The (’uh Salesman as 
a Sleuth

[CONTINUED FROM PAGE 20] 

otherwise would have been necessary.
Cold canvassing for prospects, as

sisting at the demonstration, final in
stallation and, sometimes, a general 
supervision after the product has been 
installed—all lie in the province of 
the junior salesman.

Close and intimate supervision of the 
junior’s work by someone, either main 
office or senior salesman, is absolutely 
essential. While he may be useful to 
relieve the high-priced man of petty 
detail work, it must not be forgotten 
that he is a senior in embryo. He is 
there to see how it is all done, to watch 
the sales approach, to hear the sales 
argument. Unless the junior shows 
growing ability to handle sales him
self, to take on the offices of senior 
salesman some day with a territory of 
his own and possibly a junior sales
man under him, he might better be 
replaced at once, for he will never be 
more than a salaried clerk.

JUNIOR salesmen arc almost invari
ably put on a straight salary basis. 

This may be paid by the company or 
its agency during the first month or 
so of training, and then taken over by 
the senior salesmen. Each senior is, 
in effect, a salesmanager. He assigns 
the work and the territory the young
ster is to cover, watched, of course, 
more or less closely by the home office. 
Some home offices consider it of suffi
cient importance to establish extremely 
close relations with the junior men. 
They insist on careful weekly reports, 
both from the junior and from the 
senior over him. Other companies give 
but casual supervision from the home 
office.

The question of who bears the salary 
expense of the junior salesmen is more 
important than it may seem on the 
face of it. It is a peculiar fact that 
chose companies most successful with 
junior salesmen, make their senior 
salesmen assume this charge. One 
manufacturer who failed miserably 
with his first experiment with juniors, 
laid the failure to the fact that the 
company assumed this expense, with 
the result that its senior salesmen did 
not find it entirely to their own ad
vantage to watch and train the junior 
and used him for detail work instead 
of in the selling end. Later, this com
pany took on a number of junior sales
men and guaranteeing their salaries 
for a certain period only. This time 
the junior work proved advantageous 
to both the salesmen and the company, 
and they found themselves building up 
an excellent force of young salesmen, 
carefully and practically trained in 
demonstrating and selling the product.

Those companies who do not pay the 
junior salesman a fixed salary usually 
arrange for a fifty-fifty commission 
basis with the senior salesmen. In one 
case the senior salesman of a specialty
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The Beacon Journal 
AKRON, OHIO 

(Evening)

and the

Springfield Sun
. SPRINGFIELD, OHIO

I Morning and Sunday)

Announce that

Story, Brooks &. Finley, Inc.
New York Chicago Philadelphia

San Francisco Los Angeles

now represent them both in the 
East and West 
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house pays only a $10 weekly salary 
and 10 per cent of his own commission 
on sales. Another company permits a 
fair salary plus a fifty-fifty commis
sion basis.

The assumption of junior salesmen 
requires considerable advance planning. 
Both the market possibilities of the 
product and the character and caliber 
of senior salesmen must be considered. 
It means actual money investment by 
company and senior salesmen alike. 
As the mortality is high it is an invest
ment which must not be entered into 
rashly. And yet it must be remembered 
that the best senior salesmen evolve 
from these juniors. They have passed 
through an intensive period of train
ing, a training which is practically pro
hibitive if applied to high-priced sales
men who must chafe at slow results. 
It is a practical means of reducing 
selling expense while training and 
promoting individual efficiency.

Lieut Col, Edward F. Lawton
Assistant managing proprietor of the 

London Daily Telegraph, was elected 
chairman of the Fourteenth District of 
the Associate i Advertising Clubs of 
the World (British Isles) to succeed G. 
Harold Vernon, also of London, at the 
first annual British advertising con
vention at Harrogate, Yorkshire, Eng
land. Arthur Chadwick, managing di
rector, Amalgamated Publicity Ser
vice, London, was elected honorary 
treasurer, and Andrew Milne, also of 
London, was reelected honorary secre
tary. C. K. Woodbridge, president of 
the Associated Advertising Clubs of the 
World and president of the Dictaphone 
Corporation, New York, was a guest of 
honor Plans were announced for an in
ternational made-in-Britain advertis
ing campaign. This plan was suggested 
by Ramsay MacDonald, former prime 
mnister, with the aim of restoring 
British trade to its pre-war position.

Edmund S. II hitten, Inc.
Is the name o* a new general adver

tising agency ivhich has been estab
lished at 141 Milk Street, Boston, Mass 
The officers of the new concern are: 
president and treasurer, Edmund S. 
Whitten, formerly account executive 
with the Boston office of Albert Frank 
& Company; vice-president, Roland R. 
Darling, formerly with Brown & Sharpe 
of Providence; assistant treasurer, 
Cheney L. Hatch, formerly with C. W. 
Whittier of Boston, and, secretary, flay 
F. Emerton.

“Fairchild’s International 
Magazine”

Is being printed in English in Paris, 
France. The first issue of ten thousand 
copies was recently placed in circula
tion. The magazine will appear month
ly from now on and will be devoted to 
résumés of the international textile and 
apparel worlds, both men’s and women’s 
apparel, together with world-wide news 
events in these industries.

Kenneth B. Groser
Who recently joined the staff of 

Columbia Magazine, will have charge 
of the New York State territory for 
that publication.

Reliable
Counsellors

The president of a great textile manufacturing concern 
near Philadelphia asked us to name the man who was 
best fitted to become their New York representative at a 
salary of $15,000 a year.

We named the man who is now vice-president and agent 
of the corporation in question. We didn't do it for money. 
No bill was rendered to the man or the corporation for a 
service of this kind. The only thing we have to sell is sub
scriptions to and advertising space in the American Wool 
and Cotton Reporter.

We get hundreds of jobs for men in the course of a year, 
but we don’t run a commercial employment agency and we 
don’t make any money out of it, so we don’t recommend a 
man unless he is worthy.

Nor do we solicit or carry any advertising in the American 
Wool and Cotton Reporter that doesn’t belong there. We 
don’t tell a man that there are opportunities for him in the 
textile industry unless the opportunities are patent. If you 
can’t make a success in the textile industry, we don’t want 
your advertising.

Within a year, a manufacturer of wooden cogs—that is, 
wooden teeth for big gears—asked us about the possibilities 
in the textile industry. We told him it offered no outlet for 
his product. We turned down this advertising—but another 
textile paper accepted and published it.

If you have something for the textile industry, if your prices 
and qualities are competitive, come along with us and we 
will show you »omething.

Standard 7 x 10 Page Established 1887
Charter Member A. D C.

American
Wool and Cotton Reporter

BENNETT SERVICE
Recognized Organ of the Great Textile Manufacturing Industries of America 

The Oldest Textile Paper of Continuous Publication in the United States 
Largest Circulation in the United States of any Textile Publication

530 Atlantic Avenue 518 Johnston Bldg.
Boston Charlotte> N C.

$23,000,000 PLUS!
The Womans Press, official Y. W. C. A. magazine 
reaches those whe specify and say O.K. to the 
$23,000,000 Y.W.C.A. organization budget.
And in addition, it reaches the 600,000 Y.W.C.A. 
members, all of whom buy luxuries and necessities 
for their daily use.
There is a sales opportunity for you. Write for rates.

The Womans Press
600 Lexington Avenue New York
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Distinctive 
Service

Distinctive features 
of POWER PLANT 

ENGINEERING, which 
have proved their value 
throughout its 29 years’ 
service to the power plant 
field, are :

First, it gives to men who 
directly control the coun
try’s foremost power plants 
the authoritative informa
tion necessary to the in
stallation and operation of 
their plants.

Second, the sole activi
ties of its entire organiza
tion are directed toward 
making this <ine publication 
most helpful to the influ
ential clientele it serves.

Third, its frequency of 
issue, the first and fifteenth 
of each month, correctly 
meets the professional needs 
of its subscribers, and ef
fectively and economically 
serves its advertisers.

High quality circulation, 
close reader contact and low 
cost are assured to adver
tisers in POWER PLANT 
ENGINEERING

Member Associated Business Papers, Inc. 
Member Audit Bureau of Circulations.

POWER PLANT 
ENGINEERING 
537 So. Dearborn St., Chicago, Ill.

A Literary Man Looks 
at Advertising 

[CONTINUED FROM PAGE 24]

ticular performance would be to write 
copy. Somewhat startled, then, he was 
when early among his duties was put 
up to him such proolems as finding peo
ple to fill jobs, at very sizable salaries, 
with various clients; considering such 
questions as editing books by highly 
distinguished authors; making speeches 
before audiences of business librarians 
and sundry other congregations; study
ing the carrying value of scientifically 
wrought-out juxtapositions of colors; 
pondering a possible improvement for 
typewriters; seeking an attractive 
name for a new brand of—well, any
thing you please; and much more.

For, you see, an advertising house 
of the first rank nowadays functions as 
a business counsellor generally to its 
clients and holds a confidential relation
ship to them.

HONESTLY, now, isn’t a lot of ad
vertising copy absurd and ridicu
lous stuff’ And is not a considerable 

amount of advertising now current, 
even when sensible enough in thought, 
very poorly written? Quite so. And 
anyone at all sensitive to the quality 
of writing will find, all around, a good 
deal of other copy of which he could 
say the same thing—in countless Sun
day stories, many magazine articles, 
numerous editorial columns, book re
views in various quarters, and in more 
or less of the most flourishing fiction.

The writer of first-rate advertising 
can make ns much use as almost any
body else of a full mind. The hobby 
of one of the most successful advertis
ing writers going, our friend learned, 
is biography; and he is reputed to have 
assembled in this field a remarkable 
library for a young man. His shelves, 
marshalling the lives of men eminent 
in every field, are among the prime 
tools of his trade. An outstanding re
cent advertisement, you may have no
ticed, led off with a quotation from 
Herodotus. At any time, something of 
the best that has been said or thought 
in the world may serve as a cue for 
the writer of advertising, well or in
deed ill, according to the degree of his 
literacy and taste.

Does anyone doubt that the produc
tion of advertising presents an oppor
tunity for the play of the alertest kind 
of news sense? I^t’s see. Our friend 
turned through the proofs of advertise
ments published by one department 
store, and came at haphazard upon 
such items as these, among innumer
able others of a like kind, which had 
fed the mind of the copy writer: A 
remark by Rudyard Kipling about “de
cent and wary economy” which he made 
on the occasion of his installation as 

Lord Rector of St. Andrew’s Univer
sity; the announcement of the authori
ties at Princeton of their estimate of 
the necessary expense of a four-year 
course; a moi by Frank Tinney; an 
excerpt from H. G. Wells calling atten
tion to a story by John D. Rockefeller 
concerning a lesson he learned while 
digging potatoes; the appearance of a 
certain cartoon by Rolin Kirby, and 
also one by J. N. Darling; a letter 
printed in H. I. Phillips’s column in the 
New York Sun; a railroad ruling af
fecting Long Island commuters; a re
lation by Mrs. Tom Mix in Photoplay 
concerning diamonds as insurance; a 
reference to a point scored years ago 
by Joseph H. Choate in summing up in 
court; an editorial in the New York 
Times; an allusion to Death Valley 
Scotty, one time king of spenders, in 
his old age reported broke; the title of 
“The Seventh Heaven;” and a recollec
tion of President Coolidge by one of his 
fellow graduates of Amherst.

This harvest of the world’s daily go
ings on was employed in a highly mod
ern form of advertising called “insti
tutional” in which is now expended an 
amount of talent and skill quite com
parable to that employed in the best 
journalism current. It wouldn’t be a 
bad idea at all for the academic courses 
in English composition to consider, as 
examples of clean-cut, clear-headed, 
high-class writing of the day a selec
tion from among the best specimens of 
our modern advertising. I say that 
Stevenson would not scorn to acquaint 
himself with such samples of lucid, 
nervous (in the nice meaning of the 
word) and well-groomed writing.

AN amount of preparation which will 
considerably surprise anyone on the 

outside often precedes the composition 
of an advertisement. In the library of 
the advertising agency where our jour
nalist friend got hi.» job. there is a 
staff of seven people; the library con
sists of more than a thousand volumes, 
more than five hundred different maga
zines and trade journals are received, 
and the clipping file consists of thou
sands of articles, reports, surveys and 
so on. When a great newspaper, as 
venerable almost as the hills, was to be
come the client of an agency as fresh, 
in a slight figure of speech, as the 
morning, the agency gathered data that 
measured up into forty pages of com
pact information. In this was recorded, 
among much else, such concrete matter 
as exactly the number of columns and 
lines of foreign news, of financial news, 
of sporting news, and so on, printed by 
the newspaper within a specified time; 
the number of news beats secured by
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PRINCIPLES
to which we adhere
In this agency the advertiser’s interests are un
der the constant supervision of the executives. 
The clientis always in touch with the principals. 
His problems and plans have the serious atten
tion of executives and servicemen alike, and are 
discussed and analyzed by them at all times.

Advertisers served by our organization may 
be sure that any plan presented is the deliber
ate, matured conviction of several trained mer
chandising men. We are constantly working to 
make the advertising and merchandising efforts 
of our clients produce greater results.

With us, an advertiser is made to feel that we 
are a unit of his own organization, functioning 
with his sales department, his advertising de- 
department,—in fact with his entire organiza
tion, but in an infinitely closer way than is usual.

Our policy is to render a service of a close 
personal nature and fundamentally sound; a 
service that warrants years of association.

If you would like to talk ’with one of the owners 
of an agencyfounded on theseprinciples—write us.

Lamport 'Macdonald company
ADVERTISING [Mq MERCHANDISING

J M.S. BUILDING 

SOUTH BEND, INDIANA
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000,000 people— 
nearly half the popula
tion of the country— 
are served by gas thru 
10,000,000 meters. The 
scope and size of this 
industry is tremendous. 
And it can be covered 
99.47% by Gas Age
Record.

Gas Age-Record 
j 9 East 38th Street,

We also publish Brown's Directory of 
American Gas Companies and the Gas 
Engineering and Appliance Catalogue.

New York
A. B. C. A. B. P.

i W fÀe Gas Industry

the newspaper, all within that time; 
the number and 'ocation of its corre
spondents abroad and at home, and so 
on. Then? From all this was dug out 
by a man who has written goodness 
knows how much for, at one time and 
another, every important paper in New 
York City, what might reasonably be 
assumed to be the points most effective 
for emphasis. This he did not do with
in the twinkling of an eye. And every 
one of these terse statements was en
tirely rewritten by a colleague, also a 
former newspaper man. Then the first 
writer criticized minor points in the 
work of the other man, and the para
graphs were again revised in proof.

Take a look, too, said our friend at 
this picture:

Three professional writers of repu
table standing and years of experience 
(all of them, by the way, former edi
tors of magazines of large national cir
culation) spending, altogether, hours 
over one piece of copy—highly paid 
men, valuable time going by all the 
while. They work in one of the most 
rapidly growing advertisement houses 
in the field; would not almost anybody 
he likely to think that they would say 
to themselves: “What’s the matter with 
our copy, it’s successful enough, isn’t 
it?” But no, this business house is not 
satisfied with merely being successful. 
It hires a journalist from the outside, 
and, in heaven’s name, what for? In 
good measure, to jack up the copy of 
the establishment generally, and bring 
it nearer to the pure milk of the writ
ten word.- ————
Hal. T. Boulden & 
Associates, Inc.

Publishers’ representatives, have been 
appointed eastern advertising man
agers of All-Sports Magazine of Ch: 
cago. This publication will be handled 
from the New York office under the 
direction of Don. F. Whittaker, vice
president of the Boulden organization.

Joseph Ewing
Until recently in business for him

self as merchandising counsel, has been 
appointed vice-president in charge of 
sales for the Simmons. Company, manu
facturers of beds. He will maintain 
offices both in New York and Chicago.

Lnited Advertising Corporation
Has purchased from Henry Engel 

the poster advertising plants in 
Middletown, Conn., and East Hampton, 
Conn. These will be operated from 
the New Haven office of the United 
Advertising Corporation under the 
management of Oliver V. Ober.

Charles C. Green
Advertising igency, Inc.

Philadelphia office, will direct news
paper advertising for Bown Ai Com
pany, investment bankers, same city.

T. A. McMillan
Advertising manager of the Knox

ville (Tenn.) Journal, has been ap
pointed advertising manager of the 
Knoxville. News, succeeding P T. 
Fogarty.
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Showing tfiat ; |

A Rope Must Also Be Long
5 TT was one of the best wells in the country. And so he i
5 A tied a bio-, mronff rone on to his verv best bucket and Itied a big, strong rope on to his very best bucket and

let her down. But when he pulled up and measured the 
results, Jie said out loud: “Somebody has lied about that 
well. I’ve tried that same rope and that identical bucket 
elsewhere and they always brought up the stuff.”
If lie Jiad used a longer rope, everything would have been

On the lower portion of the map of these United States is 
a market of vast resources—the South. A market that can 
be easily reached through the right medium. But you can’t 
reach the South through magazines alone. Even the biggest 
of the magazines fall short—giving a circulation equal to 
barely more than 1 % of the total population of ten wealthy 
Southern States.

On the other hand, newspaper advertising in this section shows 
wonderful results. The South reads newspapers — READS 
them. Not merely scanning them and throwing them aside.
The new South with its ever-increasing earning power presents 
the most virile market at hand. Southern newspapers not only 
cover the territory, nook and corner, but also offer a merchan
dising service specialized to local conditions.
For detailed information as to the possibilités of the South as 
a market, write to the Southern Newspaper Publishers’ Associa
tion at Chattanooga, Tennessee, or to any of the newspapers 
listed below.

THESE NEWSPAPERS COVER THE SOUTH FROM TOP TO BOTTOM
GEORGIA

Albany Herald
Atlanta Constitution 
Atlanta Journal 
Augusta Herald 
Columbus Ledger 
Moultrie Observer 
Savannah News 
Thomasville Times-Enterprise 
Waycross Journal-Herald

KENTUCKY
Paducah Sun

Charlotte Observer 
Concord Tribune 
Elizabeth City Advance 
Fayetteville Observer 
Gastonia Gazette 
Greensboro News 
Henderson Dispatch 
Hickory Record 
Kinston Free Press 
Raleigh News and Observer 
Raleigh Times 
Rocky Mt. Telegram 
Salisbury Post 
Winston-Salem Sentinel

ALABAMA
Anniston Star 
Birmingham Age-Herald 
Birmingham News 
Huntsville Times 
Mobile Item 
Mobile Register 
Montgomery Advertiser 
Montgomery Journal 
Opelika News

FLORIDA
DeLand News
Fort Myers Press 
Gainesville Sun ■ 
Jacksonville Journal 
Jacksonville Times-Union 
Lakeland Star-Tel eg ram 
Miami Herald
Miami News
Orlando Reporter-Star 
Orlando Sentinel
Palm Beach News 
Sanford Herald 
St. Augustine Record 
St. Petersburg Independent 
St. Petersburg Times 
Tampa Times 
Tampa Tribune
West Palm Beach Pest

LOUISIANA 
Baton Rouge State-Times 
La Fayette Advertiser 
Lake Charles American Press 
Monroe News-Star 
New Orleans Daily States 
New Orleans Item-Tribune 
New Orleans Times-Picayune 
Shreveport Times

MISSISSIPPI
Greenwood Commonwealth 
Gulfport and Biloxi Herald

NORTH CAROLINA
Asheville Citizen 
Asheville Times 
Charlotte News

SOUTH CAROLINA
Charleston News & Courier 
Columbia Record 
Columbia State 
Rock Hill Herald 
Spartanburg Sun 
Sumter item

TENNESSEE
Chattanooga News 
Chattanooga Times 
Clarksville Leaf-Chronicle 
Columbia Herald
Greeneville Democrat-Sun 
Knoxville Journal 
Knoxville Sentinel
Memphis Commercial Appeal 
Memphis Press 
Nashville Banner

VIRGINIA
Clifton Forge Review 
Danville Bee 
Danville News 
Danville Register 
Fredericksburg Daily Star 
Lynchburg Advance 
Lynchburg News 
Richmond News Leader 
Roanoke Times
Roanoke World News 
Staunton Leader
Staunton News-Leader 
Winchester Star

VIRGINIA-TENNESSEE
Bristol Herald-Courier 
Bristol New*

SeUit South TAroutfA Newspapers'^



56 ADVERTISING AND SELLING FORTNIGHTLY July 29, 1925

Size
YOU remember that old crack 

about: “How long should a 
man’s legs be?” The trick 
answer wa«: "Why. just long enough 

to reach the ground.”
There has been a lol of discussion 

about the sizes of magazines and the 
standardization of sizes. We, our
selves, are not at all convinced that 
one size for all media (as some ex
treme advocates of ‘’gone-to-Kecd” effi
ciency urge) would be a beneficial 
thing. Of course, it would greatly 
lighten the work of the copy and 
production department. But that is 
about all the benefits discernible

A race of men all of exactly the 
same size might temporarily be a 
good thing for the ready-made cloth
ing trade. But. the benefits to the 
trade would soon fade and then think 
how monotonous the matter would 
become to the dear girls. Those 
whose heroes simply had to be tall 
would be equally as despondent as 
the sweet things whose gentlemen 
friends had to be short and fat.

Variety is the spice of life and, 
verily, it is the breath of advertising. 
By all means, let the sizes of the 
media be various.

Last year, a tin manufacturer tells
They’ve Been Hit Pretty Hard

The United States Immigration Law 
has hit the trans-Atlantic steamship 
companies pretty hard—so hard that 
some of them are finding it difficult to 
“carry on.”

The last time I crossed the Atlantic 
—thal was in 1913—the steamer on 
which I traveled from Naples to New 
York had 2200 passengers in the 
steerage. The steerage rate at that 
time was $50. So, from the third class 
alone, that steamer’s revenue was 
more than $100,000 for the voyage.

The steamer on which I am travel

Now, for onrselves, we are com
mitted to the small, pocket size—the 
homeopathic dose, if you will.

Set a man down to a mass of coarse 
food and he must be ravenous if it 
does not turn his stomach. But, serve 
him a tasty thin-cut sandwich, on a 
snowy doily, as the saying goes, and 
he must be cloyed indeed if he does 
not give it at least a nibble.

Not only does the pocket size help 
ito avoid the fatal overdose, but it is 
convenient as well. When we wish 
mie to do our will, our chances of 
inducing him to do it are helped by 
making it convenient for him Con
venience is an inducement.

ing at the present time, has only ten 
third-class passengers; and its earn
ings from that source are less than 
$1,000. On its last westbound voyage, 
this same vessel had only 93 third- 
class passengers.

No wonder first and second cabin 
rates have been doubled—and more. 
The movement of freight to and from 
Europe is still far from normal. Fact 
is, many of the passenger steamers in 
service on the north Atlantic are 
carrying no cargo at all.

Waiters Afloat!

All publishers must strive to get 
their magazines read. That’s what the 
magazines are for. Fnil in this and 
you fail in all.

440 So. Dearborn St.
Chicago, III.

INdUSTRIAL POIVEP. is pat «* in con
venient pocket net That's just >ne reason 
why it gets such a thorough reading by the 
snore than lOO.OOu industrial officials whom 
it reaches each mossth.

I can understand why a man who 
has music in his soul should decide to 
be a ’cello-player; but why anyone 
should deliberately select a double
base—a “dog-kennel,” as the light- 
minded call it—as his life’s companion 
is quite beyond me.

In like manner, I can understand 
why men of a certain type become 
waiters; but why anyone should choose 
to be a waiter aboard a trans-Atlantic 
steamship—that, too, is a mystery to 
me.

Yet most of the men who act ns 
stewards on the great liners impress 
one as considerably above the average 
in intelligence—rather more so, as far 
as surface indications go, than the 
majority of the men and women 
they serve. At my table on the-------- 
are two stewards who seem to me to 
have qualifications which many a 
millionaire lacks. That makes it all 
the harder to understand why they are 
what they are. No advertising agency 
“contact man” of my acquaintance has 
half—or a quarter—their tact. None 

me, he made millions upon millions of 
ice cream spoons in the belief that the 
demand for them would be at least as 
largo as in previous years. He was 
mistaken. Paper spoons had the call. 
He got rid of his tin spoons, but at a 
price so low that he decided not to 
make any more.

This year he is Hooded with orders 
for tin spoons. H» could, he says, sell 
twice as many as he made last year 
and at entirely satisfactory prices.

How do you explain such things?

Well Bred!
I have been in correspondence, late

ly, with several English and Scotch 
steamship companies and London ho- ' 
tels. And I have been greatly im
pressed with the “tone” of their let
ters.

Every question I asked them—no 
matter how trifling it might be—was 
answered completely and to my entire 
satisfaction. And apparently without 
effort on the part of the writers, I 
have been made to realize that I am a 
man whose patronage is desired.

Such letters are more than “efficient” 
—they are well bred.

Only (.ods Are Good
Enough for It

On rather more than half of the 
(about) 125 steamships in service on 
the North Atlantic, excellent accommo
dations can be had for $175 a berth.

Is the everyday American who goes 
abroad satisfied with the accommoda
tions he can secure for that amount of 
money? Not at all! For some rea
son which I have never been able to 
uncover, he insists on paying any
where from $500 up. "What difference 
does it make?” is his attitude.

The trans-Atlantic steamship com
panies, knowing this, act accordingly. 
With this result: The largest and fin
est of the express steamers on the At
lantic are overpowering in their mag
nificence. Never do I go aboard one 
of them without saying to myself, 
“Really, this sort of thing is alto
gether too splendid for human beings. 
Only gods are good enough for it.”

Jamoc.
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Every Agency Man knew what every hardware man 
knows,HdrdwaroAge would be on every hardware list.

The Human Side
of a

Great Business 
Publication

Back of every great enterprise is 
a human element contributed by 
those men whose experiences 
and personalities are reflected 
in that enterprise.

This is the element that molds 
opinion, creates good will and 
makes or mars its success.

Frank Mappes, Contributing Editor 
(Store Management and Store Arrangement)

O Frank Mappes the hardware 
field is indebted for the in
tensely practical counsel he so 
freely gives in his HARDWARE 
AGE articles on the arrange-

ment and management of hardware stores.
Mr Mappes brings to his editorial work a 
broad experience of twenty years as store 
engineer. In this capacity he has analyzed 
and reorganized many retail businesses. He 
has rebuilt equipment as well as organiza
tions; he has re-designed many store* and 
has put systems in many others.
Some of the best designed and most ef
ficiently organized hardware stores in the 
country stand as monuments to his genius in 
his calling.
During his connection with the Winchester

Company he acted as adviser and store 
engineer for the five thousand Winchester 
dealers.
Mr. Mappes is now giving the readers ci 
HARDWARE AGE the benefit of his ex- 
'perience, both through his published articles 
and through his personal attention to the 
many problems dealers submit to him.
His enthusiasm for efficient store arrange
ment is catching. Thousands of dealers are 
bettering the appearance and selling power 
of their stores by following his suggestions
Mr. Mappes’ work is an important feature 
of the well-rounded, business-building ser
vice to its readers that has placed HARD
WARE AGE in the forefront as me of 
America’s most influential and successful 
business papers.

“The Most Influential Hardware Paper”

239 West 39th Street
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The Charge Against the 
Department Store

always and he was not interested. In
asmuch as the line was entirely new, 
I remonstrated, but got only a shrug in 
reply.

*T I THIS was merely a slight fore-
| taste of the things I was to ex

’ perience, reaching a climax not long 
ago. We had tried for six years to 
reach a certain buyer, who simply 
would not be seen. Four of my sales
men tried and failed, and then I tried. 
Five times I made a definite appoint
ment, and five times word was sent out 
‘not today.’ There was not the slightest 
regard for appointment or courtesy. I 
went to the head of the store finally, 
and he hardly could believe such a 
story possible; a story of a reputable 
high grade concern trying for six years 
with five men, including the sales man
ager, to secure an audience to show 
that store how to make more money on 
our type of goods. The owner of the 
store called the buyer in, and we got 
an order.

“There is, however, vastly more to 
this matter of uneconomic buying prac
tices by department store buyers. Take 
the fundamental matter of equalizing 
production by means of cooperation 
between buyer and seller; a matter 
which Herbert Hoover has stressed in 
his writings and speeches on waste.

“I saw a certain department store 
buyer in May or June and had our 
holiday lines ready. She was inter
ested, even admitted that she intended 
to order, but said: ‘I’ll see you on my 
return from Europe in August or Sep
tember.’ I pointed out how, if the 
order were placed now it would be fi
nancially to the store’s advantage; how 
it would eliminate overtime hurry, dis
appointment due to orders all coming 
in with a rush in one season. She only 
repeated dully, ‘I’ll see you when I 
come back from Europe.’ I stuck to the 
argument, agreed to guarantee prices 
against decline. As a responsible sales
manager, I had my vision of the mill 
operating wastefully on part time, 
idling until the grand fall crush. I 
could get nothing more intelligent out 
of this buyer than ‘I’ll see you when I 
come back from Europe.’ This is en
tirely typical. There is a mad depart
ment store rush to place orders in the 
latter part of the year. Labor costs 
are boosted up, labor troubles fomented 
and factory workers’ lives made chaotic 
by such practice. But reason is not in 
these buyers; they follow their narrow 
paths regardless.

“If you have an idea that after all 
they may simply be following what is 
good merchandising principle for them, 
just contrast these department store
buyers with the chain store buyers.

[CONTINUED FROM PAGE 18]

In March the chain stores have already 
placed their orders; everything is all 
signed, sealed and arranged. But there 
is not a sign of life from department 
store buyers, nor will there be for 
many months to come. The chain store 
should be entitled to a price advantage 
for such fundamental buying. If the 
department stores were as business
like, a 10 per cent reduction in full, all 
around, would easily be possible.

“But, with all the department stores 
great palaver and excitement over 
price, they fail to look at the larger 
issues of merchandising. I once worked 
out a plan whereby a certain large de
partment store could save $5,000 a 
year on our line of goods. It was a real 
saving and a capable merchandising 
analysis, as was later fully proved. But 
do you suppose I could get the $40 a 
week buyer in the store to examine 
carefully and act on this plan which 
would save her store more than her 
salary? ‘I’ll take it up six months from 
now,’ was the answer. And six months 
later it was postponed for another six 
months. Here was I, earning at least 
five times her salary, an expert in my 
line of goods, giving her store the 
chance to save $5000 a year, and I 
was obliged to cool my heels for a total 
of about 10 hours to no purpose during 
the course of an entire year! When 
you tell me that department stores are 
our keenest merchandisers, you will 
pardon me if I laugh—after making 
the right exceptions, for of course there 
are plenty of such exceptions. But they 
are exceptions, and not the rule. The 
chain stores are far and away the coun
try’s keenest merchandisers; no won
der they are the fastest growing dis
tributors in the country, by long odds. 
They put real brains on the job of 
buying.

“TXTOW I am going to make the in
dictmen t more truly serious—the 

indictment of lying and cheating and 
taking bribes. I make no blanket ac
cusation, and I do not even insinuate 
that these dishonest practices are gen
eral. But any fair-minded man who 
has had experience with department 
stores will certainly agree with me 
that they are so widespread as to be 
a business scandal of no mean propor
tion in this field. Certainly here they 
are much beyond the proportion in 
which they are found in most other 
lines of business.

“I regard it as downright lying 
when, as has happened to me a number 
of times, under promises of other Inui 

. ness, I have sold goods at no profit or 
even a loss because the buyer insisted 
he wanted goods to retail at 25 cents. 
After making the sacrifice, and later 

checking up the store, I found that it 
was being sold not at 25 cents, but at 
35 cents. When faced with the facts, 
the buyer said brazenly the article was 
too good to sell at 25 cents. That he 
lied to me was of no consequence to 
him; he had ‘put it over’ and that sat
isfied him.

“Innumerable other examples can be 
given by manufacturers who have re
ceived one promise or another to induce 
them to part with goods at cost or less; 
which promises were never kept nor 
were the orders placed which were held 
out as bait. I recall one instance even 
more downright than this. I took a 
buyer to our factory, entertained him 
and on his earnest request made up a 
‘job lot’ for him which he could feature, 
as a bargain to accompany a bill of 
goods he said he would take at our reg
ular line. The job lot was kept but the 
regular goods returned. I maintain 
that such methods constitute lying and 
cheating; I am not satisfied with the 
more gentle term ‘sharp practice.’

“ AS for bribery, it certainly does 
exist, and it is an ugly, secret, 

festering sore which is hard to get at. 
Bribery, you will understand, takes a 
variety of subtle forms, but stays brib
ery just the same. The seriousness 
of this situation you may judge when 
I tell you that a certain New York 
department store requires all its orders 
to carry a notice, which is printed on 
the order blank, stating that buyers 
accepting any emolument will be dis
charged and sellers offering any will 
be blacklisted.

“There are a great many minor off- 
standard practices I might speak of, 
such as the conscienceless abuse of con
signment and negligence of customers’ 
goods. I know one store which returned 
a certain valuable garment jammed up 
like a rag in a common shoe box! You 
are probably already familiar with the 
brazen misuse of consignment by some 
of our best stores, who try to get manu
facturers to carry the risk until they 
sell, thus aiming to make the manufac
turers supply the store’s working cap
ital. The organized garment trades 
have courageously fought this ten
dency.

“On the department store’s side it 
is only fair to saj that they have a 
hard job. In New York department 
stores have about 900 salesmen per day 
calling on them, and you can imagine 
what kind of salesmen some of them 
are!”

The specious, double-faced attitude 
of some department stores is shown by 
the following facts, related by one of 
the biggest national advertisers in the 
country: A certain department store
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In view of certain 
rumors, we wish to 
emphatically state 
that the Lejaren a 
Hiller Studios, Inc., 
have absolutely no 
connection with any 
other photographic 
organization.
We will continue to 
produce the highest 
quality of art work.

. Lejaren à Hiller Studios, Inc.
461 Eighth Avenue

New York City
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By 1.210,736 Lines
First six months 1925, The Col
umbus Dispatch exceeded the 
next largest Ohio Newspaper by 
1,210,736 lines—and all other 
Columbus newspapers combined 
by 1,952,515 lines.

Net Paid Circulation
City . 54,851
Suburban .........  28,024
Country ....................... 22,944

TOTAL CIRCULATION . 105,819

uhr (folumbu& jOispaldi
OHlr. S CBytTEST HOME OAUy

ST Poster
S' advertising will w 

add a teal punch to y 
your advertising 
campaign.

Learn the facts about 
this hardhitting medium 
as interestingly told each 
month in >

POSTER!

< 307 S, Green St..Chicago 16
Sample copy 30* ÖJ 

'IhreeDollanYeariy

National Miller
Established IBM

A Monthly DuiIbsm and Technical Journal eev- 
•ring th« Flour, Feed and Cereal Mills. The 
ealy A. 0 C. and A. B. P. paper In the field. 

030 W. JACKSON BLVD., CHICAGO

demands of its harassed buyers that 
they secure at least 26 per cent on 
every item they buy, that being their 
“cost of doing business.” The question 
of turnover is entirely obscured nnd 
side-tracked. The buyer of this depart
ment store, unsuccessfully tried to get 
special terms from this advertiser on 
this specious argument, and the head 
of the national advertiser’s research 
department went to see the head of 
the store, who repeated the specious 
argument, fulminating indignantly at 
the 3 to 5 per cent profit which this 
national advertiser’s terms offer. It’s 
outrageous to expect us to sell on such 
terms when our cost is 26 per cent,” 
was the complaint. '

“But you have been selling our goods 
for several years,” mildly said the re
search man, who eats figures; “do you 
claim to have lost money on our goods 
which have a turnover of 12 to 20 times 
a year?”

The head of the store began to hedge.
“According to your story,” continued 

the research man, “you lose 21 per cent 
every time you make a sale of our 
goods! Be a good fellow and let me see 
the figures of what your profit on our 
goods was last year.”

AFTER a little further hedging and 
dodging the department store man 

admitted that 42 per cent was the profit 
made! The “26 per cent” stuff was 
simply a club held over the buyers; a 
story to use on manufacturers who 
would fall for it.

It is a further fact that many de
partment stores insist on and get a 
3, 4 or 5 per cent additional allowance 
for advertising; which — unless the 
manufacturers’ price is increased to 
meet it—or unless he does no adver
tising— is an unfair and unsound 
charge; as unsound as for the depart
ment store to ask the manufacturer to 
pay his rent. It is only further evi
dence of the general unsoundness of 
department store-manufacturer rela
tionships; in particular an unsound
ness to national advertisers.

The fault, I believe, lies with de
partment store management. It puts 
terrific pressure on low-salaried buyers 
to get bargain merchandise, and gives 
them no really sound guidance in buy
ing. The “merchandise managers” are 
aloof somewhere in a sanctorium and 
are out of touch with manufacturers. 
There oi<ght to be a real salesmanager 
in every department store, who does 
nothing but study manufacturers.

Dr. Melville Copeland of Harvard 
has pointed out how the department 
store’s cost of doing business is 1.5 
per cent higher with the stores doing 
$1,000,000 annually or over, than with 
the stores doing less than a million 
volume. This is one reason why the 
pressure on buyers is so excessively 
keen in larger institutions. But it is 
an o;>en question whether the basic 
merchandising policies followed by such 
stores have not been growing more and 
more unsound as the supply of distress 
merchandise has become less and less 
by reason of greater modern manufac
turing efficiency.

experience
What will appeal to the majority is 
learned only by long experience.

For many years I have 
produced illustrations for 
magazine and newspaper 
advertising; also for 
booklets and window dis
plays. These illustrations 
have been productive of 
results.

Fred’k Lowenheim
Illustrator

226 WEST 47th ST. 
NEW YORK CITY

c H I C K E R 1 NG 8 8 8 0

beautiful!g furnished hotel -
^accomodating 1034 Quests

Broadway at ^3-Straof 
PR1 VATe?
S250 0/^

ROOM WITH PRIVATE BATH

ALL OUTSIDE ROOMS z

You cannot effectively place your 
Canadian Advertising by merely ” 

consulting a Newspaper Directory. You 
need an Advertising Agency familiar 
with "on the spot" conditions. Write.

AJDENNE C. Company Ltd-
Krford Bldg. TOROMTO A

~~Jhe Only"Denm in 
Canadian * ’-----*

THE JEWELERS’ CIRCULAR, 
New York, has for many years pub
lished more advertising than have 
seven other jewelry journals com
bined.

*

A TAYLOR THERMOMETER 
ADVERTISES 24 HOURS EVERY DAY
Agents whose clients’
keeping x 
recommend

products are in
with thermometer advertising 

I Taylor Outdoor or Indoor
Advertising Thermometers. AI! year round 
Sublicity, because of universal human 

itereet in temperature.
Write for catalog and Quantity prices.

Jaytor Brothen
»curtu. -ox, N-SS 

(Division of lay lor instrument Companiee)

The Standard Advertising Register 
li the beet In 1U field. Aik «ng user. Supplie» 
valuable Information on more than 8,BO8 ad- 
verMsen. Write for data and pricea.

National Register Publishing Co.
Incorporated

15 Moore St., New York City
IL W. Ferrel» Manager
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Crew Work Up to 
Date

[CONTINUED FROM PAGE 30]

These orders are turned in to the 
grocer. A considerable number of per
sons may thus be reached in a very 
short time if the store is full.

When the grocer is not busy, the 
man calls to his attention such stocks 
as may be short, and takes the grocer’s 
order. In many cases, the salesman 
takes such complete charge of the stock 
that he writes his own orders for the 
grocer. Usually on Saturday an all 
day demonstration is put on in some 
grocer’s store. Selection of the store 
depends both on the results possible to 
obtain and on grocer’s own sales.

The Shredded Wheat Company has 
used another plan which has proved 
successful. It offered the grocers a spec
ified number of samples for free dis
tribution with ali orders over a certain 
size, so that when the grocer desired 
to get samples he was compelled to 
order a stock large enough to cause 
him to use effort to move it. This plan 
is open to considerable, abuse, however, 
as overstocking might easily result in 
a loss of good will to the manufacturer. 
The Shredded Wheat sample consisted 
of a package containing two full ize 
wheat biscuits. This tended to offset 
the disadvantages in that it was valu
able enough to interest the consumer 
and thus concentrate attention on the 
product

DEMONSTRATIONS are quite 
common, during which the product 
is either given away in miniature size 

or its use demonstrated and orders 
taken for the grocer. The makers of 
Jello are among the largest users of 
this type of sampling. The Jello is 
made up and offered to consumers in 
completed form, and this product makes 
an attractive display. The manufac
turers of Gold Medal Flour have also 
used this plan, giving away miniature 
sacks, each containing about a cup of 
flour. Domino sugar also has been 
demonstrated in this way, the sample 
being two loaves of sugar in an attrac
tive package.

In giving such a demonstration in 
the dealer’s store, the samples must be 
small enough not to interfere with sales 
in order to get the dealer’s cooperation.

The house-to-house sampling plan, 
up-to-date and de luxe, is used by some 
of the direct-to-consumer salesmen. 
They have capitalized shrewdly the old 
time sampling tradition, and played up 
to the very human desire for a sample. 
The Fuller Brush Company, operating 
thousands of carefully trained sales
men. uses a sample of its product in the 
shape of a vegetable brush; and the 
fullest psychological advantage is taken 
of the woman’s interest in this sample.

Some food advertisers still use the 
house-to-house method, but also on a 
very modernized basis. The Calumet 
Baking Powder Company is using 
women with some domestic science

C. A. Stinsck, Pres.

Object 
photography 
is a fine art 

. we have 
mastered to 
the satisfac
tion of many 

critical 
advertisers.

Courtesy 
Bonwit 

Teller Co.

FREDERICK BRADLEY
«5 FIFTH AVENUE, NEW YORK

Photography for Advertisers
TELEPHONE CALEDONIA 564?

Your Story in PICTURE leaves 
Nothing Untold

MAN buys what he used to 
make—for his home — for 
his play. And the urge to 
buy, often even the sale it
self, is made by pictures.

You are probably using 
pictures right now. in your 
catalogs, in your advertis
ing. But afteryouhave wisely 
spent good time and good 
money ai getting the right 
pictures—don’t forget roget 
the right engravings.

GATCHEL & MANNING, Inc.
Thoto-8ngravers

W. Washington Sq. 230 South 7th St.
PHILADELPHIA
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“WHO IS THIS FELLOW?”
He’s a ROTARIAN—He’s a man of YOUTHFUL SPIRIT—He’s 
a man of PERCEPTION—He’s a PUBLIC-SPlRITED MAN—He’s 
a SPORTSMAN—He’s a FAMILY MAN—He’s a BUSINESS 
MAN—He’s a WELL-TO-DO MAN—He’s a SUCCESSFUL MAN. 
He represents a class of men who are leaders in nearly 200 busy communi
ties. They are men who are looked up to 99% of them belong to from 
one to thirty other organizations and 60% are officer» in other organizations. 
85% of them own their own homes—96% of them are married and 
have a total of upward of 200,000 children.
They own and operate 300,000 motor trucks costing conservatively 
$300,000,000.
Verily they are fellows worth talking to—talk to them through their 
magazine.

• Advertising Manager:

Frank R. Jennings
221 East 20th Street, Chicago

THE ROTARIAN
The Magazine of Service

Pacific Coast Representatives: Blanchard-Nichols-Coleman, San Francisco, Los Angeles, Seattle 
Cincinnati, Ohio: A. Q. Gordon, 28 Pickering Bldg.

Member Audit Bureau of Circulations

DISPLAY advertising forms of Adver
tising and Selling Fortnightly close 

two weeks preceding the date of issue.

Classified advertising forms are held 
open until the Saturday before the publi
cation date.

Thus, space reservations for display ad
vertisements to appear August 26th must 
reach us August 12th. Classified advertise
ments will be accepted up to Saturday, 
August 22nd.

The American Architect 
A. B C. Eat. 1876 A. B. P 
Compare the editorial contents of aH the architect
ural journals, then you will understand why Thb 
American Architect's circulation is constantly 
Increasing and why It holds a high renewal per
centage.
Also why It annually carries the largest volume 
of advertising in its field.

Further information »ent on request.
243 Wert 39th Si New York

Bakers Weekly New York
NEW YORK OFFICE—45 West 45th St. 
CHICAGO OFFICE—343 S. Dearborn St. 
Maintaining a complete research laboratory 
and experimental bakery for determining the 
adaptability of products to the baking in
dustry. Also a Research Merchandising De
partment, furnishing statistics and sales analy
sis data.

Eastern Representatives:

Constantine & Jackson 
7 W. 16th St., New York

ATnM’teanfumberman
Est. 1873 A. B. C. CHICAGO

With over 100 paid correspondents in 
the largest producing and marketing 
centers the American Lumberman- 
published weekly—effectively

COVERS LUMBER FIELD

BOOT AND SHOE RECORDER
BOSTON

"The Great National Shoe Weekly." The Indis
pensable adviser on shoe styles and shoe merchan- 
dlsln* of the best-rated retail shoe merchants of 
(his country. Circulation 13.423 copies weekly. 
(Member A B. C.) Pint choice of the advertiser 
of shoes, leathers, hosiery or shoe-store goods. 
Member Associated Business Papers, Inc. 

training, who go from house to house 
and demonstrate the baking powder 
test, which is done with a small alcohol 
stove carried with them. The house
wife is thus instructed as to the rela
tive chemical value of baking powder 
ingredients. The dembnstrators are 
equipped to make anything that seems 
necessary. If the woman is baking, 
they sometimes make up a batch of 
biscuits for her, or some similar food 
products. This has proved very suc
cessful, and the Calumet Company has 
profited in increased sales in spite of 
the high cost per call. These demon
strators take orders whenever possible, 
delivery to be made through the 
woman’s grocer. If the grocer is not 
prepared to take care of all these 
orders immediately, he is supplied at 
once from the demonstrators’ stock. 
This company estimates that it pays 
from seventy-five cents to one dollar 
for each thirty-five cent can of powder 
sold in this way, but that increased de
mand makes this worth while.

A curious new way of sampling and 
getting paid for it is the use of the five 
and ten cent stores, which now have so 
great an outlet. The advertising value 
is high, and in most cases it is possible 
to put up miniature packages that will 
offer some profit even at the limited 
resale price. The article must be widely 
known and advertised, however, to reap 
good from this method of sampling. 
The purchase of the small size pack
age is usually for the reason that the 
name is known, and the small size is 
convenient. Thus Pebeco tootli paste, Col
gate’s toothpaste, Williams’, Colgate’s 
and other shaving soaps, Cutex prep
arations, Bathasweet, Hind’s face lo
tion, Pond’s face creams and many 
other advertised products are pur
chased, for special use, to carry in the 
purse or traveling bag and for many 
other reasons that would not otherwise 
be bought. This plan has greatly in
creased the distribution, and oftei 
brings the product to the attention of 
a class of persons who would not other
wise sample it.

It is evident that sampling is not 
only more difficult to make pay today, 
but that unusual success may be 
achieved when it is done on a more 
dignified merchandising plane in care
ful synchronization with advertising 
and dealer work.
- —-
Walter F. Wyman

General sales manager of The Car
ter’s Ink Company, has been appointed 
chairman of the export group session 
of the Direct Mail Advertising Asso
ciation Convention to be held in Boston 
October 29.

G. W. Sherin
For the past six years advertising 

manager of the American Bosch Mag
neto Corporation, Springfield, Mass., 
lias resigned from that organization. 
Previous to the war Mr. Sherin was 
Fasten manager for the Davey Tree 
Expert Company and later sales man
ager for the Foreign Tool and Ma
chinery Company.
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Advertising Calendar
September 21-24—Advertising Spe

cialty Association, Chicago, Ill.
September 22-25—National Better 

Business Commission, Indianapolis, 
Ind.

October 1-4 — International Con
gress of the Business Press, Paris, 
France.

October 2-3—Conference of Adver
tising Club Executives, Indianapolis, 
Ind.

October 5-6—National Advertising 
Commission. St. Louis, Mo.

October 6-8-—Convention of Win
dow Display Advertising Association, 
Chicago.

October 12-13—First district con
vention of Associated Advertising 
Clubs, Springfield, Mass.

October 14-16 — Financial Adver
tisers' Association, Columbus, Ohio.

October 15-16-—Audit Bureau of 
Circulations, Chicago, Ill.

October 19-21—Industrial Adver
tisers Association Convention, Atlan
tic City, N. J.

October 26-27—Convention of Mail 
Advertising Service Association Inter
national, Boston, Mass.

October 26-28 (tentative)—Insur
ance Advertising Conference, Boston, 
Mass.

October 28-30—Convention of the 
Direct Mail Advertising Association, 
Boston, Mass.

November 16-18—Annual Meeting, 
Association of National Advertisers, 
Inc., Washington, D. C.

November 22-24—Seventh District 
Convention, Associated Advertising 
Clubs of the World, Oklahoma City, 
Okla.

June 19-24, 1926—Twenty-second 
Annual Convention, Associated Ad
vertising Clubs of the World, Phila
delphia, Pa.

The Editor will be glad to receive, 
in advance, for listing in the Adver
tising Calendar, dates of activities of 
national interest to advertisers.

George C. Lucas
Formerly director of transportation 

for the National Publishers’ Associa
tion, has been appointed executive sec
retary of thai organization to succeed 
Frederic W. Hume. William I. Den
ning, for many years connected with 
the Post Office Department in Wash
ington has been retained by the asso
ciation as counsel and adviser on mat
ters pertaining to postal rates.

John L. Irvin
Formerly manager of the classified 

department of the Des Moines Register 
and Evening Tribune, has been ap
pointed classified manager of the New 
Orleans Item-Tribune.

Clinton B. If illey
Has been appointed export sales man

ager of The Carter’s Ink Company, 
Boston.

The Chambers Agency, Inc.
Louisville office, will direct advertis

ing for the Bronchotone Manufactur
ing Company, Shreveport, La.

Charles S. Holbrook
Formerly on the advertising staff of 

bhe New York Herald Tribune, has been 
appointed to represent the- Engineering 
News-Record, one of the McGraw pub
lications, in the New England territory. 
His headquarters will be in Boston.

The

Book Cadillac
DETROIT’S FINEST HOTEI

All Guest Rooms Above 
Sixth Floor

Guest rooms of the Book
Cadillac begin on the seventh 
floor, thus obtaining unusual 
advantages in light, air and 
freedom from traffic noise.

All rooms have full 
outside exposure, giving 
magnificent views over 
the city or the Detroit

River. Six express elevators 
afford rapid access to lobby 
and public rooms

Your stay at Book-Cadillac 
is further made enjoyable 

by a wide variety of 
restaurants, serving sub
stantial food at moderate 
prices.

In warm weather all air supplied to restaurants 
is automatically cleaned and cooled

THE BOOB -CADILLAC HOTEL COMPANY, DETROIT
ROY CARRUTHERS, Preriient

I2OO ROOMS WITH BATH, *4 AND UP- 475 ROOMS AT *4 AND *5

Shoe and Leather Reporter
Boston

The outstanding publication of the shoe, 
leather and allied industries. Practically 
100% coverage of the men who actualy 
do the buying for these industries. In its 
67th year. Published each Thursday; $6 
yearly. Member ABP and ABC.

Folded Edge Duckine and Fibre Signs 
Cloth and Paraffine Signs 

Lithographed Outdoor and Indoor 
Displays

THE JOHN IGELSTROEM COMPANY 
Massillon, Ohio G*od Salesman Wanted

Topeka Daily Capital
■ The only Kansu dally with circulation

thruout the state. Thoroughly covers 
Topeka, a midwest primary market. Gives 
real co-operation. An Arthur Capper 
publication.

Topeka, Kansas

BUILDING AGE and
The BUILDERS' JOURNAL

Subscribers have proven purchasing power at 
nearly two billion dollars yearly. Reaches con
tractors, builders, architects, etc., of known 
responsibility. Published monthly for 46 years.

Member A. B. C. and A. B. P.
239 West 39th St, New Yark; First National Bank 
Building, Chicage; 320 Market St, San Francisca.
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Political Posters Swing 
Britain’s Vote

[CONTINUED FROM PAGE 21] 
bank of England notes in his hands. 
The text was almost nursery rhyme in 
effect, but skillfully designed through 
its rhythm to stay long in public con
sciousness.

Bolshevik, Bolshevik, 
Where have you been? 
Over to England 
Where the Reds are still green.

Another design of an unemployed 
laborer showed him watching Pounds 
Sterling running across the sea to 
Russia. These colorful posters in pink, 
blue, red, green, mustard and the vivid 
scarlet of the red flag of Communism, 
held the attention of all England on 
every fence, wall, tree and post 
throughout the “tight little isle.”

A simple, effective poster showed at 
one side of the picture a Bolshevik with 
the red flag and the inscription “You 
can’t trust him or his Rag” and at the 
other side the Empire worker with the 
Union Jack above the heading "Put 
your Trust in Britain’s Flag.”

The Labor Party fought back with 
a clever appeal to the British love of 
football with a player heading the ball 
and the slogan “Use your Head and 
Vote Labor.”

Another series in pastel shades pic
tured Mr. MacDonald as the “Hope 
of the World” being taken in hand by 
the Angel of Peace, while tiny figures 
representing Germany, Russia, France 
and other countries look up admiringly.

For three desperate weeks political 
posters claimed the attention of every 
man, woman and child and by their 
radical colors, their vivid picturization, 
and their adept choice of few and sim
ple words carried the political situa
tion deep into the minds of the people.

On the morning of the general Par
liamentary elections the Labor Govern
ment was overturned and the Conserv
atives (Tories) were restored to power 
with the aid of Liberal votes.

Political posters are not a new fea
ture in Europe, but never before have 
they wielded such a vital and tremen
dous power; never before have they 
been able to arrest and hold the atten
tion of people in all walks of life; 
never before have ideas so hastily 
thought up proved so effective, and now 
that it is all over, we wonder what 
could have happened had not the 
power of poster advertising been util
ized. It is for the future to say if these 
lurid posters spread on the highways 
and byways have effectually stopped 
the great shadow of Russian Commu
nism that has threatened the very 
vitals of the British nation.

'U1 1  —g—Uy?

Irvin, Cobb
Will write an advertising campaign 

for Sweet Caporal Cigarettes for the 
William H. Rankin Company, New 
York.
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More Frankness in 
Client Relation ship

[CONTINUED FROM PAGE 26j 
prove or disprove it, take whether 
action was proper and call the incident 
closed.

Let a client become a confirmed 
kicker on copy, plates, art work, com
position or the cost thereof, and his 
agency isn’t worth a tinker’s damn to 
him. Let him bleat about what he is 
going to ao and then do something 
else, and the service he gets isn’t even 
worth crabbing about. Let him refuse 
credit for the agency’s part in a cam
paign oi disregard or turn a deaf ear 
to suggestions or recommendations 
made in good faith and after honest 
analysis, because they aren’t his own, 
and he takes the very heart out of 
not one man but an organization that 
is costing him real money, and that 
can work him either great good or 
greater ill.

These are things clients could learn 
with the aid of a little magic now and 
then. These are things that they 
should be willing to learn without the 
need of the fairy wand. These are 
things they should know.

Oh, the joy of working with the for
mer agency executive who remembers 
his trials and tribulations when he sat 
where you sit; the pleasure of handling 
the account of that type of executive 
who says “You know the game or you 
wouldn’t be on the team; take the ball 
and run with it.” What a joy to sub
mit a tentative plan, to go over it with 
a man in authority, to alter and per
fect it; to complete the details, and 
then to start it through with reasonable 
assurance that it won’t be changed with 
every whim or every rise or fall of the 
market. What a joy to have a defi
nite appropriation, a set goal, knowl
edge of what you are going to do, what 
you are doing it for and that every 
agency at the command of the concern 
you are serving will turn to and help 
you do it!

No bed of roses, mind you, but mac
adam at least part of the way; and a 
lot of good gravel with some steep hills 
on which you can test both your pull 
and your brakes.

But above all, frankness on a 
strictly business basis, with due respect 
for recommendations and due respon
sibility for results!
t - j——

Carlisle Company
New York, will direct advertising 

for the Morri White Leather Goods 
Company and White Luggage Goods, 
Inc., New York, and for Gilbert & 
Company, manufacturers of Birth
flower engagement and wedding rings.

O. S. Tyson & Company, Inc.
New York, will direct advertising for 

the Oil Jack Company, same city, man
ufacturers of the Pederson Oil Jack, a 
new product about to be placed on the 
market.

Rate for advertieementi i »e-tei m th'« Jepa-tmenT ¡a 36 eat» a U-e—f nt. type. 
charge *1.80. Forma doae Saturday noon before date ot usue

Business Opportunities

An unusual mail order opportunity reaching 
40,000 of the best consumer buyers in the 
United States. The entire cost is only 1c. a 
name including postage direct to the consumer. 
John H. Smith Publishing Corporation, 154 
Nassau St., New York City.

FOR SALE
Stock on hand and Copyrights of Mail Order 
Publishing Business, of extreme interest to Re
tail Merchants, especially those who have busi
nesses in smaller Communities. Also Film 
Rights of these Publications, which have un
limited possibilities for rental of Films to 
Chambers of Commerce, Rotary and Kiwanis 
Clubs and other Business Men’s Organizations 
to campaign for “BUYING AT HOME” and 
keeping business in their towns. Can be sold 
separately or together. This proposition has 
great Economic value, and will bring tremendous 
returns upon the investment. Legitimate reason 
for selling. Address—C. M. Lansing, Room 
759, McCormick Bldg., Chicago, Ills.

Miscellaneous

AGENTS' names neatly typewritten from our 
one day old inquiry letters. Price right.

K. WORLD
166 W. Washington, Chicago

NEW YORK MAIL ADDRESS $2.00 
MONTHLY .

Other services $3.00 up. Office services. Tele
phone messages taken $5.00. Write for circular. 
Room 501, 32 Union Square, Telephone Stuy- 
vesant 8300.

Service

LET ME WRITE YOUR LETTER!— 
IT WILL PAY YOU BETTER!

I write letters that produce profits, business, 
orders, remittances, collections, positions!— 
Reasonable. Write—HENRY BAUMANN. 
1936 Grove St., Brooklyn, N. Y.

Quality and Quantity Multigraphing, 
Addressing, Filling In, Folding, Etc.

DEHAAN CIRCULAR LETTER CO., INC.
14 West 40th St., New York City.

Telephone Penn. 3566.

Position Wanted

EXECUTIVE
College man, 35, Christian, 10 years’ experience, 
business getter and copy man, wants position on 
salary and commission, with established agency 
having real service to sell. Controls several 
accounts. Familiar with toilet requisites, indus
trial and radio accounts. Box 288, Adv. and 
Selling Fortnightly, 9 East 38th St., New York 
City.

Vice-President and General Manager for manu
facturing concern wishes new connection with 
live organization ; 7 years’ sales and advertising, 
6 years’ accounting and credit experience; age 
32. Box 291, Adv. and Selling Fort., 9 East 
38th St., New York City.

Position Wanted

DESIGNER AND LETTERER
of exceptional ability. Layouts and dummies. 
Intimate knowledge of type. Fifteen years’ ex
perience. Specimens. Box No. 292, Adv. and 
Selling Fort., 9 East 38th St., New York City.

COPY WRITER
University Graduate; 5 years’ agency experience; 
know art and can buy; understand production, 
altho primarily a copywriter. Age 25; Christian; 
single; references. Box 293, Adv. and Selling 
Fort., 9 East 38th St., New York City.

MARKET AND 
MEDIA ANALYST 

University graduate, M.C.S.; consistent 
and conscientious in the pursuit of 
factual bases for plans, choice of media, 
and solicitation, seeks broader scope. 
“M. C. S,” care Box 286, Adv. and 
Selling Fortnightly, 9 East 38th St., 
New York City.

ADVERTISING AND SALES MANAGER 
Technical school graduate. Organized and main
tained a sales organization of my own. Metro
politan selling experience. Assistant sales 
manager with a very large hardware concern. 
Have planned and carried out salesmen and 
dealer conventions. Have managed a sales office 
of seventy people. Originated display material, 
dealer bulletins, consumer booklets and sales 
letters, contacted prospective dealers, etc. At 
present employed as advertising manager for a 
very successful major household appliance manu
facturer. Isn’t fifteen years of unusual sales 
and advertising experience worthy of your con
sideration? Box 287, Adv. and Selling Fort
nightly, 9 East 38th St., New York City.

We know a good man for a concern that wants 
its advertising geared up. Personally—He’s 35, 
married, owns his own home, Christian, keen, 
likable. In business—For years he’s been ad
vertising manager of a large corporation who 
sold nationally and advertised the same way. 
The corporation is fading from the picture, due 
to a revolution in the industry, but the experi
ence gained by this man is available and valuable. 
Mr. L. will let you make your own terms for 
the first 90 days. Let us put you in touch with 
him. Address Box No. 284, Adv. and Selling 
Fort., 9 East 38th St., New York City.

Help Wanted

Solicitors for advertising in publishing field for 
New York City, Boston, Philadelphia and other 
cities. New trade paper with rapidly growing 
circulation. Good opening for men who know 
field in their cities. Book Dealers’ Weekly, 730 
Fifth Ave., New York.

. SALESMEN
To call on Agencies, Publishers, Advertising and 
Sales Managers; part or full time. Prospects 
know us. The suggestion is all that is neces
sary to secure orders; liberal commission; state 
territory you cover. Box 289, Adv. and Selling 
Fortnightly, 9 East 38th St., New York City.
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If you owned your dealers’ stores 
would your present advertising suit you?

SURVEY after survey proves lliat retail merchants want 
newspaper advertising Io back up the products they 

stock and sell. Whenever their vote is taken, their answer 
is, •'Give us newspapers.”

0 The manufacturer may lake 
issue with this verdict. He may 
say that dealers do not under
stand his sales and advertising 
problems. Ele will admit that 
the dealer has the opportunity 
to know, first liand, what kind 
of advertising mediums create 
the largest number of sales over 
the counter.
But, the manufacturer may ask, 
What about dealer influence, 
pre-tige. expense, coverage?

Answer These Questions from 
the Viewpoint of Your Dealers
Suppose, however, that he owned 
the stores that sell his products 
to the ultimate buyer.
Then wouldn’t the only kind of 
advertising that c ounls be the 
kind that his experience had 
proved would sell the most mer
chandise ? W ouldn’t consumer 
demand be the yard stick by 
which he measuied the prestige 
of his advertising?
Wouldn’t commun sense urge 
him to confine advertising circu
lation to area, where he had 
established retail outlets?

advertising in newspapers every 
year than they spend in thirty- 
one leading magazines.
Smaller advertisers also are find
ing newspapers to he the most 
profitable medium- ihey can 
use. For example, three manu
facturers. with scattered distribu- 
lion in three different fields of 
selling, decided against stretch
ing a limited advertising budget 
across the country. Instead, 
they Mould pick compact, rich 
arcs» and concentrate their sale, 
anti advertising efforts on them 
—building them up one at a 
lime.
lor their first drive, these three manu 
lecturers selected The Chicago I'trn- 
tory—Illinois, Indiana, Iowa, Wisconsin 
and Michigan. Their reasons «-ere defi
nite tnd four-fold: (1) It has 17% 
of the country's population. (2) It 
makes 19% of the total income tax . ■ 
returns (3) Yet it covers less than 
9% of the country’, area, and (4) A 
single newspaper dominates and in 
Huences the entire five states.
The first year. The Chicago Territory 
sales of _ these manufacturers (which 
totaled in the million- before the 
drives began) jumped 57%, 77% lind 
175%. Then dealer forces were in 
crensed during the same period in this 
area, 89%, 43% and 414% respec
tively.

Wouldn’t he build his business 
faster and more safely by con
centrating his stores within rich 
areas instead of spreading them 
over wider territory? Wouldn’t 
this make possible more power
ful and intensive advertising at 
a lower cost per store than if 
distribution was spotted?
Many manufacturers have been 
asking themselves these ques
tions, and finding the correct 
answer. The latest tabulations 
show that the country’s fifty-nine 
leading advertisers, with annual 
appropriations ranging upwards 
of a half million dollars, spend 
$3,400,838* more for national

Isn’t This the Kind of Prestige 
and Dealer Influence You Want?
There is nothing intangible about that 
kind of dealer influence. Here is pres
tige put into the concrete form of 
amazing gains in sales volume and 
profits.
These are but three examples from a 
volume of evidence proving that the 
kind of advertising you would choose 
if you were in your dealer’s place is 
the kind that will pay you best as a 
manufacturer.
If you are interested in advertising 
that will sell your goods in a larger 
volume at a lower cost per unit of 
sale, a Chicago Tribune man has a 
story that will interest you. He has 
a sound, workable plan to put before 
you that is producing astonishing re
sults for other manufacturers. It may 
be as profitable to employ in your 
business. Why not send for him?

*This figure is based on the estimates compiled by the Bureau of Advertising of the 
American Newspaper Publishers’ Association and on estimates compiled by Crowell Publishing 
Company, which included all space used in thirty-one leading magazines during 1924-
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The 1925 Book of Facts on market! and merchandising is now ready and will be sent 
to any selling organisation requesting it on business stationery




