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The Radio Buyer Doesn’t 
“Stay Sold”

he is always in the market for new hook-ups, devices, 
equipment. Every radio fan is something of a tech
nician, as well as a zealot in behalf of his favorite enter
tainment. Ele makes converts all about him.

Therefore, the best market for radio products is in 
concentrated areas of great population, where radio is 
firmly intrenched.

One of the greatest of these markets is Chicago. 
There are approximately 100,000 radio sets in Chicago, 
according to recent estimates—and there are 686,000 
homes.

What to do?
Reach the radio fans and prospective buyers through 

the medium to which the great majority of Chicago 
people look for buying information and guidance— 
The Chicago Daily News. Besides its interesting and 
authoritative daily radio departments, and Saturday 
radio section, which are closely followed by radio 
enthusiasts, The Daily News maintains close profes
sional touch with the radio public by means of its own 
broadcasting station, WMAQ. The Daily New s is the 
only newspaper in Chicago that ow ns and operates its 
own radio broadcasting station.

Radio advertisers in The Daily News are assured the 
attention of the great majority of buyers and prospective 
buyers in the Chicago market.

THE CHICAGO DAILY NEWS
First in Chicago

Published every other Wednesday by Advertising P •rtni^htly, Inc., !» East 3Slh St.. New York. N. Y. Subscription price $3.00 per 
year. Volume ’6. No. 3. Entered as second class matter May 7. at Post Office at New York under Act of March 3, 1879.
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Fighting
with their backs to the wall!

How the X . . . Company 
turned red sales figures 
into black through an un
usual kind of advertising

“That bad situation down in ... is not get' 
i ting any better,” said the X . . . Company, one 
1 of our clients, at a meeting one morning. “March 
I sales showed a drop of 17%. April is worse. 
I What do you suggest?”

A Richards representative left two days later. 
I Spent two weeks in the field. Traveled 1,600 
I miles. Interviewed scores of dealers, all sorts.

We got the facts: Sales competition keen but 
I clean. Advertising competition a campaign of 
I innuendo, misleading dealers as well as con' 
I sumers. Client’s salesmen, as fine a bunch as 
I any in the company, discouraged but not licked.

We made our recommendations: They were 
I accepted. The campaign that resulted was based 
I on local conditions. Frank talk. Nothing clever. 
I Just a plain and balanced diet for an 
I upset situation.

We followed through: Reported the 
I findings in the field at meetings with 
I managers and men. Showed the local 
I advertising manager ways to get the 
| most out of the advertising.

। The first advertisements appeared. 
I Sales right'about'faced. June, the month 

the advertising started, showed 52.5% 
gain over the same month in 1924. July

I a 46.5% gain. August a 46.4% gain.

Fight Tuberculosis 
Buy Christmas Seals

ACTUAL FIGURES TAKEN 
FROM THE X . . . COMPANY’S 

BOOKS
Sales Loss 
over 1924

March ................................. —17.6%
April............................................—24.5%
May ...................................... —19.0%

Sales Gain 
over 1924

*June............................................+52.5%
July ............................................+46.5%
August.......................................+46.4%

‘The advertising started June 7

An advertising campaign based on facts 
gathered first-hand caused the startling 
change in sales shown above.

And monthly records are still being broken!
* * *

Knowing the market, telling the story skill' 
fully, helping sell the goods—this is Richards 
advertising service. This same Richards service, 
which goes further than thorough research, 
which goes further than excellent copy, which 
is these plus a skilled and genuine sales coopera' 

tion, can help you.
Some facts about Richards service 

are in a booklet, “Coordinating Adver' 
tising with Sales,” which we have re' 
cently published. If you are a business 
executive, we will gladly send a copy.

JOSEPH RICHARDS COMPANY, 
INC.

253 PARK AVENUE, NEW YORK
An Advertising Agency, Established 1874 

Member American Association Advertising Agencies

CH ARD S “FACTS FIRST-THEN ADVERTISING”



ADVERTISING AND SELLING FORTNIGHTLY December 2, 1925

Indiana representative 
by Invitation, The 
100,000 Group of 
American Cities, Inc.

Eleven Important States came into the Union after 
The Indianapolis News was established as a news
paper. The News was born in 1869.
In these fifty-six years, since the first copy of The 
News first saw the light of day, many excellent news
papers have come and gone in Indianapolis. The 
News has remained, always Indiana's greatest news
paper, always first in the character and value of its 
service to the community, climbing each year to 
greater heights of achievement.
No other Indianapolis newspaper has ever even 
approached the tremendous advertising endorsement 
of the Indianapolis News. News results are so 
overwhelmingly superior.

$_________ ______________________________________ $
DheINDIANAPOLIS NEWS . — $ 

j DAN A. CARROLL FRANK T. CARROLL J. E. LUTZ
110 E. 42nd St., New York Advertising Director Tower Bldg., Chicago
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Page 5—The News Digest
['.astern Catholic Newspapers

Is the name of a combination of eight 
Catholic newspapers formed for the 
purpose of securing national advertis
ing as a group and offered at a com
bination rate. The group consists of 
The Catholic Nezvs, New York; The 
Tablet, Brooklyn; The Union & Times, 
Buffalo; The Transcript, Hartford, 
Conn.; The Visitor, Providence, R. L; 
Standard & Times, Philadelphia; The 
Observer, Pittsburgh; The Catholic Re
view, Baltimore. Joseph V Dorgan has 
heen appointed national advertising 
representative with offices in New 
York.

Lester Marcelis
Formerly with the trade division of 

the Butterick Publishing Company, 
has become associated with the local 
advertising staff of The News, New 
York.

M. J. Cohn
Has severed his connection as as

sociate director of Artemas Ward, Inc., 
New York, after having been with 
that concern for twenty-five years.

Roger L. Wensley
Was elected president and director 

of the G. M. Basford Company, New 
York, to fill the vacancy caused by the 
death of Mr. G. M. Basford. Mr. 
Wensley has been associated with the 
G. M. Basford Company for the past 
eight years.

Walter R. Hine
Has been elected president of Frank 

Seaman, Ine., New York advertising 
agency, to succeed Frank Seaman who 
has been become chairman of the board. 
Mr. Hine has been vice-president and 
general manager of the company for 
the past twenty years.

John Craig Healy
Recently associated with the Smith- 

Paulson organization, McCutcheon-Ger
son Service and Albert Frank & Co., 
has established himself independently 
as a copywriter, plan and merchandise 
man and counsellor to advertising 
agencies and service corporations.

Birch-Field & Company, Inc.
Rochester office, will direct advertis

ing for the Nye & Wait-Kilmarnock 
Corporation, rug manufacturers, Au
burn, N. Y., and for the Seneca Knit
ting Mills, Seneca Falls, N. Y.

II. II. Coleman
Formerly associated with Eastman 

& Company, has joined the executive 
staff of the Advertising Producers-As- 
sociated. Mr. Coleman will specialize 
in the handling of industrial advertis
ing to the oil trade.

The Thumbnail 
Business Review

By Floyd W. Parsons

THE last week has disclosed a noticea
ble slackening of activity in several 
lines of business. There has been a 

let-up in building contracts and automobile 
production, while freight loadings show a 
decline. The slump in the stock market 
has aroused some apprehension and is 
tending to restrict the exercise of excessive 
optimism. All of this should occasion no 
worry in the minds of careful and con
servative business men.
<[ There is a satisfactory seasonal rise in 
factory employment and encouraging de
velopments in the steel industry. Railroad 
buying is commencing to look up and the 
prospects are good for constructive action 
by Congress with respect to taxation. An 
increase in forward buying shows that 
confidence extends some months ahead. 
Building construction in the first 10 
months of this year was 8 per cent greater 
than the total value of contracts for the 
entire 12 months of last year. A slowing 
down at the end of the year is not only 
to be expected but is to be desired.
C, Let no one close his eyes to the un
favorable factors now looming on the 
horizon. The chief of these is the evident 
determination of labor generally to de
mand higher wages as its share in the 
general prosperity. It is not at all impos
sible that from a day of industrial calm, 
we will soon be entering a time of serious 
strikes. Also it is being disclosed that pro
duction in several lines has overtaken 
consumption. For these and other good 
reasons it is essential that we do not de
part from a policy of caution.

Ha-ard Advertising Corporation
New York, will direct advertising 

for the Snia-Viscosa Company, manu
facturers of Rayon and artificial wool 
fibre.

Paul P. Hu fiard
Formerly in charge of production of 

the National Carbon Company plants, 
has been elected vice-president and 
general manager of the company.

Robert R. lipdegraff.
Will join Ray D. Lillibridge, InC.,- 

New York advertising agency, as a 
partner on January 1, 1926.
Hal T. Boulden & Associates, Ine.

Publishers’ representatives, New 
York, announce the establishment of 
a branch office in Cincinnati. James 
H. Kennedy has been appointed an as
sociate and manager in charge of this 
office.

Albert Frank & Company
Chicago, will direct advertising for 

the Colorado Springs Chamber of 
Commerce which is inaugurating a 
campaign featuring the ideal all-year 
climate for those afflicted with tuber
culosis.

Kelly-Smith Company
Newspaper representatives, New 

York, announce the opening of their 
Boston office at 44 School Street. Mr. 
Joseph W. Cummings is manager of 
this office.
J. Walter Thompson, Inc.

New York, will direct advertising 
for the Bishopric Manufacturing Com
pany, Cincinnati, manufacturers of 
Bishopric base, Bishop stucco and 
Bishopric sunfast finish.
Retail Trade Publications, Inc.

Cleveland, announce that the Five 
and Ten Cent Merchandising Magazine 
has been purchased from the Lightner 
Publishing Corporation, Chicago, and 
that it will be consolidated with Var
iety Goods Magazine.

Tracy-Parry Company, Inc.
Philadelphia, will direct an adver

tising campaign to be undertaken by 
the Real Estate Board of Camden, 
New Jersey.

Oliver I/. Byor/v
Cleveland, will direct advertising for 

the Conneaut Packing Company, mak
ers of Conneaut and Metallic packing, 
Conneaut, Ohio.
Cantilever Corporation

Will be the new name, after Dec. 10, 
1925, of Morse & Burt Company, Inc., 
Brooklyn, N. Y., manufacturers of 
the Cantilever shoe. The change in 
name involves no change in ownership 
or in the personnel of the organization.
California Fruit Growers Exchange

Announce the appointment of Paul 
S. Armstrong, advertising manager of 
the Exchange, as general manager of 
the organization; W. B. Geissinger, 
assistant advertising manager of the 
Exchange, succeeds Mr. Armstrong as 
advertising manager, and J. O. Cook, 
manager of the dealer service depart
ment, becomes assistant advertising 
manager.

[ADDITIONAL NEWS ON OTHER PAGES]
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CLEVELAND
A Rich Industrial Market 
$1,700,000 Spent Every Day

That is the price paid for raw materials used in the industries of Cleveland every day in the year. The 
most important purchases are for foundry and machine shop products; automobiles, including bodies and 
parts; meat products, iron and steel, steel works and rolling mill products; printing and publishing; 
clothing; electrical machinery, apparatus and supplies, etc.

Cleveland business executives representing the above industries are, of course, interested in their own 
business.

But 2,470 leading Cleveland business men are sufficiently interested in business nationally to subscribe 
for and read Nation’s Business magazine.

They are the executives who control the spending of this million and seven hundred thousand dollars 
daily. They are the key men who must be sold—whose favorable knowledge of your product is necessary 
before the final O.K. can be given. You cannot sell the industrial market in Cleveland until these leaders 
are on your side. Reach them monthly in Nation’s Business.

And just as certainly as Nation’s Business covers the key men in Cleveland’s industrial buying—it reaches 
the controlling buying executives the country over.

More than 51,000 Presidents of Corporations read Nation's Business
More than 23,000 Vice-Presidents of Corporations read Nation's Business
More than 22,000 Secretaries of Corporations read Nation's Business
More than 10,000 Treasurers of Corporations read Nation's Business

. More than 16,000 General Managers of Corporations read Nation's Business
More than 160,000 Major Executives in 121,095 Corporations read Nation’s Business

You will find a detailed analysis of our 207,000 subscribers of interest. Let us tell you how other adver
tisers are using this magazine to make their advertising expenditures more productive. Get an executive 
“yes” when the order hangs in the balance.

NATIONS 
BUSINESS

WASHINGTON

MORE THAN 207,0 00 CIRCULATION. MEMBER A. B. C.
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“The Proof Of The Pudding 
Is The Eating”

In October, 1925, The Birmingham News carried the largest volume 
of paid advertising ever printed in a single month in the paper’s history

During October, The News, in addition to carrying the largest 
volume of paid advertising in the history of Alabama news
papers, broke all records for local advertising, all records for 
national advertising since 1920, and twice during the month 
broke the all-time record for total advertising carried in a 
regular week-day issue. The following figures tell the story, 
and prove beyond doubt, that The News produces results for 
its advertisers at minimum cost:

THE NEWS
1925 OCTOBER 1924
Lines Lines

Local................... 1,194,102 1,133,132
Classified............  166,152 154,266
National............  288,918 236,936

Total............... 1,649,172 1,524,334
Gain 124,838

AGE-HERALD POST
1925 OCTOBER 1924 1925 OCTOBER 1924
Lines Lines Lines Lines
501,578 541,044 436,590 272,230
136,892 137,032 29,260 21,364
114,380 122,514 59,640 45,388
752,850 800,590 525,490 338,982

Loss 47,740 Gain 186,508

Widening the Margin of 
Advertising Supremacy

The progress of The News has been steady and consistent. 
For five years, however, October, 1920, stood as its banner 
month. The figures below serve only to widen the margin of 
supremacy between The News and its competitors. The 
Birmingham Post was not established until January, 1921, 
hence no figures are shown on it.

THE NEWS
1925 OCTOBER 1920
Lines Lines

Local.............................1,194,102 1,076,404
Classified..................... 166,152 160,202
National...................... 288,918 363,580

Total........................1,649,172 1,600,186
Gain 48,986

AGE-HERALD
1925 OCTOBER 1920

Lines Lines
501,578 611,254
136,892 134,540
114,380 173,516
752,850 919,310

Loss 166,460

Net Paid Circulation now Qreater Than
75,000 Daily 87,000 Sunday

She Birmingham New#
THE SOUTH’S GREATEST NEWSPAPER

NATIONAL REPRESENTATIVES 
KELLY-SMITH CO. J. C. HARRIS, Jr. KELLY-SMITH CO.

New York Atlanta Chicago
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A/rUCH has been said of the 
mental attitude of the 

magazine reader.
Most of it is speculation.

Our people have only one atti
tude of mind in reading the 
Conde Nast Publications: the 
buying attitude.
They read the editorial pages to 
learn what is smart. They read 
the advertising pages to learn 
where they can buy it.
The Conde Nast Group Dis
plays, the classes demand, the 
merchant stocks, the masses 
buy, the advertiser profits.
Simple, isn’t it? Like most 
truths.

VOGUE
VANITY FAIR 

HOUSE & GARDEN

THE CONDÉ NAST GROUP
All members of the Audit Bureau of Circulations



WINNING AND HOLDING GOOD WILL

OAKLAND SI
Speaking always with dignity, sim
plicity, and sincerity, enjoying always a 
refreshing individuality of appearance, 
Oakland advertising has made a pro
found impression on the public.

As the following excerpt from a recent 
Oakland advertisement indicates, 
Oakland is now reaping the rewards of 
a sound product, soundly merchandised, 
and soundly advertised:

“With sales of the new Oakland Six 
mounting daily to new high levels, 
Oakland pauses to reaffirm this pledge 
.............Under no circumstances will 
Oakland depart from the ideals and 
policies which are winning and holding 
nation-wide good will.”
The Campbell-Ewald Company is 
proud of its association with the 
Oakland Motor Car Company which 
began more than four years ago.

Owned entirely by the men who operate it, with a volume of business 
placing it among the first ten agencies in the country, the Campbell-Ewald 
organization of over two hundred people is at your service to handle large 
or small accounts. At any time, anywhere, we'll be glad to talk with you •

CAMPBELL-EWALD COMPANY
H. T. Ewald, President
E. St. Elmo Lewis, Eire-Pres.
Guy C. Brown, Fice-Pres. and Secy
J. Fred Woodruff, Treat, and Gen. Mgr.

General OJJues: DETROIT, MICHIGAN

Advertising Well directed
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Buffalo—The Wonder City of America

Figures of Record Guide You to the

Buffalo Evening News

NEARLY EVERYBODY IN BUFFALO READS THE NEWS

New York State Census for 1925 shows 538,016 persons in 
the city of Buffalo.
The Federal Census of 1920 shows 4.4 persons to the family. 
On this' basis there are now 122,276 families in Buffalo.
Deduct 12,228 (10%) for non-English reading families and 
you have—

110,048 Families in Buffalo
91,002 Buffalo Families 

read the NEWS
Greatest Circulation in New York
State Outside of New York City

A. B. C. September 30, 1925, 128,455 
Present Average, 135,470

Buffalo Evening News
EDWARD H. BUTLER, Editor and Publisher 
KELLY-SMITH CO., National Representatives

Marbridge Bldg., New York, N. Y. Tribune Tower, Chicago, Ill.
Atlantic Bldg., Philadelphia, Pa. Waterman Bldg., Boston, Mass.
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How The SPENCER
Pictures Your Business

A YEAR ago the 
Spencer Auto
matic Delinea- 
scope was an
nounced. It was 
instantly recog
nized as a definite 
contribution to 
economical sell
ing. It offered a 
means of com
plete, accurate 
and economical 
picturization of a 
product or service 
for lecture and 
display purposes.

It has demonstrated that good pictures and a few 
words will tell any business story that human 
beings care to know.

The Spencer Automatic Delineascope tells a busi
ness sales story better than an individual can tell 
it. It attracts its own audience—and holds it.

Business clearly needed the service of the Auto
matic Delineascope. It assembles, for logical and 
consistent display, a carload of material on a 
roll of film that will fit snugly into your vest 
pocket. It projects this material in an interesting

panorama by use of a machine scarcely larger than 
a portable typewriter.
The adaptability of the Spencer Automatic Delin
eascope to business has created an unprecedented 
demand in three great fields of business and public 
service.

First: As an accessory to the lecturer, speaker, 
sales manager or teacher in public work or in 
business group meetings, the Automatic Delin
eascope projects all charts, diagrams and photo I 
material, giving as much or little of the lecture 
as the speaker wishes. It is at all times under 
control of the speaker himself, and can be 
started or stopped at will. It is entirely auto
matic and no operator is required.

Second: As a floor demonstrator at public exhi
bitions or in mercantile houses, it tells the story 
of the product or device accurately and enter
tainingly. It never gets tired—it leaves nothing 
untold and it attracts its own audience. Thou
sands of exhibitors at business shows tell it all 
and show it all with the Automatic Delinea
scope.

Third: As a window display fixture at night it 
is a crowd magnet during those hours when 
passing crowds are easiest to reach—easiest to I 
influence and easiest to instruct. The Spencer 1 
Automatic Delineascope needs no rest—it tells 
and sells with pictures every hour of every day. I

A glance at an abbreviated list of a few nationally known organizations 
who are already using the Spencer Automatic Delineascope 

will indicate the value of its service.

New York Times
Aetna Life Insurance Co.
Associated Tile Manufacturers
U. S. Department of Agriculture
U. S. Department of Public Health
Ford Motor Company
General Electric Company
National Dairy Council
Onondaga Health Association 
Board of Missions, M. E.
Luray Caverns
International General Electric Company
A. P. W. Paper Company 
American Institute of Baking 
Baltimore Dairy Council

Corona Typewriter Company
Condit Electrical Manufacturing Company
Creo-Dipt Company
Flintkote Company
Garlock Packing Company
General Electric Co. (Edison Lamp Division) 
Geo. H. Gibson Co. (De Laval Steam Turbine) 
Hammermill Paper Company
Jewett Refrigerator Company
Kardex-Rand Company
C. D. Kime (Agricultural Extension Agent)
The Lamson Company, Inc.
Arthur Little, Inc.
Chas. Tenny Company
Durant Motor Company

Chamber of Commerce of Los Angeles 
Metropolitan Life Insurance Company 
New Departure Manufacturing Company 
E. L. Patch Company (Cod Liver Oil) 
Simonds Saw &. Steel Company 
Edward H. Baker Corp. (MotorCars) 
Northeast Electric Company 
American Optical Company 
Cambridge Gas Light Company 
Park &. Pollard
Philadelphia Inter-State Dairy Council 
Safe Cabinet Company
International Business Machines Corp. 
Morris Plan Banks
Hathaway Baking Company
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Automatic Delineascope
$ Story Where the Business Is

It can be used alone or put inside a special dis
play cabinet of any size, thus converting it 
into a handsome display fixture. (Operating 
in booth of American Institute of Baking.)

It projects still pictures from film using no 
heavy, fragile glass slides. Displays 20 to 300 
pictures in sequence at less cost than a dozen 
good window cards. A carload of display 
material can be carried in a vest pocket.

Requires no attention, works automatically. 
Eliminates operator in lecture w’ork. Pictures 
always right side up and in order. (Lecture 
scene under auspices of U. S. Department of 
Agriculture. )

Assembles all the material of a sales and adver
tising campaign for quick, complete and 
understandable showing anytime, anywhere, 
to any number of people. (Sales group of 
Creo-Dipt Company.)

When product permits, the Automatic Delin
eascope makes a unique and effective display 
unit of the equipment itself. (Delineascope 
set inside Jewett Refrige rator.)

It can be hidden in a background of a special 
display or booth and used to project pictures 
that become a part of the display. (Travel
ing display booth of Metropolitan Life Insur*

It produces drawings, maps, charts, photos 
and displays in any number of colors. It has 
done for the projection of pictures what the 
film has done for the camera. (As a floor dem
onstrator in salesroom of Kardex-Rand Co.) 

Display units used as floor demonstrators 
during the dav are quickly turned into valu
able window displays at night. (Delineascope 
at work for Kardex-Rand Co. in cooperative 
display window.)

BUZ these are only a few of the hundred uses to which 
this versatile display unit may be put. The imagina

tions of sales and advertising directors America over, have 
devised a score of varied applications for this display system 
and fitted it into selling programs. It is moving merchan
dise for them.
The stories of some of these merchandise successes are 
available to sales executives on request. Write us.

SPENCER LENS CO.
For Half a Century, Makers of America’s Finest Optical Instruments

440 NIAGARA STREET BUFFALO, N. Y.

SPENCER LENS CO.
Buffalo, N. Y.
Gentlemen: We would be glad to have 
suggestions for the Use of the Automatic 
Delineascope in our organization.

Name........... ..............................................

Nature of business....................................

Street...........................City..........................

Address Mr...................................................
V J
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More Readers 
+ Pulling Power 
+ Real Service
The Baltimore News, strongly 
intrenched in the afternoon field 
of Baltimore (with its small 
factor of duplication taking the 
American), PLUS the Baltimore 
American, with its steadily grow
ing circulation in the morning 
field, reaches several thousand 
more readers than any other com
bination in Baltimore with the 
heavy duplication of circulation. 
The News and the American are 
NOT sold in circulation combina
tion. The other two papers are 
so sold and featured. The com
bination national rate of The 
News and the American is 35 
cents per line, and the combina
tion is optional. The combina
tion covers two fields once, and

NOT ONE FIELD TWICE, and 
reaches a greater number of 
readers.
The service of The News and the 
American is not a gesture. It is 
the putting into practice the be
lief that, being a sales expense as 
an advertising medium, it has a 
common problem with the sales 
departments of manufacturers of 
national products. Probably that 
is why, with circulation leader
ship of readers reached with 
duplications eliminated, jobbers 
and retailers find their products 
better served and faster moving 
—and the chain of merchandis
ing from the manufacturer to the 
consumer is complete, eager and 
functions smoothly and profit
ably.

The only thing any manufacturer is interested in — and this is true of 
any market—is the sale of more goods and a lover sales expense investment.

THE BALTIMORE NEWS
AND

NATIONAL ADVERTISING REPRESENTATIVES

G. LOGAN PAYNE CO. 
St. Louis—Los Angeles 

Chicago—Detroit

PAYNE, BURNS & SMITH 
New York—Boston

Atlanta
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“The Biggest r
Dollar’s Worth ♦ ”
Says a 70-Store Chain

An executive of the company writes:
“After reading through the copies of 
Womens Wear Magazine you sent us, the 
girls in my ready-to-wear department were 
very much enthused and each paid for a 
subscription. They all feel that it is the 
biggest dollar’s worth they ever received. 
“I am herewith enclosing check and ad
dresses where Women's Wear Magazine is 
to be sent.
“I will arrange so that every girl in our 
70-store chain will be a subscriber cheer
fully.

“I have been in the habit of having a little 
talk with the girls every week on merchan
dise and salesmanship.

“Women's Wear Magazine, while it may' 
not entirely supplant those talks, can give 
my saleswomen more complete and more 
authentic information than I can possibly 
hope to.

‘‘Your magazine is so written that it is a 
pleasure to read it.”

T/fAOMEN'S WEAR MAGAZINE gives a compact, authoritative, and up-to-the
' r minute fashion service which fits exactly the needs of the smaller merchants. In 
it they can see, in sketches and in photographs, just what New York and Chicago are 
buying and wearing. They can follow the market and pick out from tested merchandise 
the articles that will sell in their communities. And that is just what they are doing, as 
is proved by the flood of letters we get from them, after every issue, asking where thev 
can buy the garments and accessories we illustrate.

Because Womens Wear Magazine is a pleasure to read, it is profitable*to advertise in for 
wideawake sellers of women’s apparel and accessories who wish to reach the undersold 
merchants in the thriving,-, small communities throughout this broad land.

Investigate. Don’t take anybody's 
word for it. INVESTIGATE.

Advertising Department

Women/ vveap
MAGAZINE

8 EAST 13th STREET, NEW YORK

WOMEN’S WEAR MAGAZINE,
8 East Thirteenth Street, New York.

Please send me a sample copy of Women's 
Wear Magazine and information.

Name .........................................................................................

Address ......................................................................................
Cdy................................................... Stat-...............................
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GRAPH SHOWING INCREASE IN NET PAID 
CIRCULATION FROM A B C FIGURES

INCOME TAX LISTS ARE A PICTURE OF 
ATLANTIC CIRCULATION

PARTICULARLY the “Higher Brackets”—that imposing array of “Who’s Who” 
in finance, commerce and trade—reads like THE ATLANTIC subscription 
list. Moreover, this character of circulation holds good in whatever city, 
town or state might be selected. To visualize THE ATLANTIC, think of 
the unlimited buying power and tremendous influence of a circulation of over 
110,000 comprising the upper parts of the income tax lists from coast to coast.
The plain fact is that the average financial rating of the individual Atlantic 
subscriber is as high or higher than that of any other publication in the class 
field. The volume and character of advertising carried in each issue “proves 
the pudding” and a steadily increasing circulation portrays the growing esteem 
in which the publication is held by the truly representative citizens who 
comprise its readers.
If your market is in this class, The Atlantic offers you a direct contact and at 
an advertising rate which includes a liberal circulation bonus. Shall we wire 
you further facts now? Circulation 110,000 net paid, A. B. C., rebate-backed, 
guaranteed, plus a substantial bonus. (See Graph.)
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E
dward t. hall, for the 
past year a vice-president of 
the Association of National Adver
tisers, was elected to the presi

dency of that organization at the 
annual meeting held at the May
flower Hotel, Washington, D. C. 
He succeeds Carl J. Shuman, who 
held the position following the 
resignation of G. Lynn Sumner a 
few months ago.

Mr. Hall is vice-president of 
the Ralston Purina Company of 
St. Louis and has been active in 
the Association for a number of 
years. He has long favored a pol
icy of cooperation in the advertis
ing field, and this stand was 
stressed in his address to the con
vention.

More detailed news of the meet
ing will be found elsewhere in this 
issue.
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phoenix
The Safest Quide To 

(Community ¿Advertising Success
ADVERTISING brought people to San Diego at a cost 

xk of $56.12 per family. To El Paso for $19-52. To 
Tucson for a few cents less. Yosemite National Park al
most doubled its number of visitors as a result of one 
season’s advertising. Hawaii had to build new hotels 
and a new steamer to accommodate the increased traffic. 
Advertising sent tourists flocking to the state of Maine 
this summer.

These are a few of the Community Advertising Campaigns 
planned and executed bv The H. K. McCann Company. 
It is a specialized form of advertising in which we were 
pioneers, and in which we have probably had more experi
ence than any other agency. To you who have the responsi
bility of seeing that vour community fund is spent to the 
best advantage we offer this experience as your safest guide 
to success. We can show detailed figures on results and costs 
of attracting tourists, home makers or business interests.THE H.K.MCCANN COMPANY
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Interesting the Salesman in New 
Additions To the Line

By James P. Morton

EVERY sales man
ager and every ad
vertising manager 
(knows that the merchan- 

I dising expenses of his 
enterprise are too high. 

I Certainly if there is a 
rare advertising manager 
or sales manager who 

I does not fully appreciate 
this fact, it is because 
the reigning management 

■ officials of his enterprise 
are both dumb and un
able to write. For “Keep 
Down Sales Overhead” 
has been the moral of 
every management 

[preachment since 1921. 
I That there is sound 
[wisdom behind this em

phasis, is unquestioned. 
' Merchandising overhead, 
I easily absorbed in the 
[boom war and immediate 
1 post-war years, assumed 

by necessity a height 
I from which, also by ne- 
Icessity, it must be re- 
.fuced.
I Naturally, the first thought of 
I both management officials and mer- 
Uhandising executives was to reduce 
I merchandising overhead by policies 
[involving rigid economies. But it 
Iwas soon found that, essential as 
(;hese were to the producing of evi- 
I fence at the end of the calendar

AN attempt to decrease merchandising overhead by 
.LA additions to a well-established line generally in
volves, what is to the sales force of an old organization, 
a new type of sales resistance. How several promi
nent concerns have overcome this resistance is 
explained in this practical article by Mr. Morton

year, even paring merchandising to 
the bone was not the only element 
needed to a successful solution.

For the sad fact was discovered 
that it costs more to sell than the 
margin of profit can stand, except 
with the most fortunate of manu
facturers.

The «xt logical step 
was to add products to 
the original line. If 
these were obvious and 
logical additions, so much 
the better—but if no 
thoroughly logical addi
tion could be found some 
added products were, 
nevertheless, needed, in 
so many cases as to make 
this presentation o f 
methods of outstanding 
general interest.

In Philadelphia there 
is a nationally known 
and nationally advertis
ing manufacturer. For 
three generations his 
lines of household neces
sities have been the 
standards in many parts 
of the United States, and 
at least many of “Six 
Best Sellers” in every 
geographical section of 
the United States. The 
products were four in 
number and closely allied 
in nature.

During the war years only one ad
vance in prices was made—a flat 
twenty per cent up and down the 
line. When sales slumped in early 
1921, even though costs were at that 
time at the highest peak in the his
tory of this enterprise, it was de
cided to reduce prices ten per cent 
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in order to stimulate stock move
ment, both from the manufacturers’ 
warehouses and from wholesalers 
and retailers. At the end of the 
year it was found that the sales 
volume was only forty-six per cent 
of 1920, and only eighty per cent of 
1913—the best year in the com
pany’s history prior to the World 
War.

Careful analysis proved that this 
was due to the fact that they had in 
1920 been subjected to the not un
common “dealer stimulation,” and 
that they had really sold at least a 
full eighteen months’ average stock 
of merchandise to their customers.

While there were still evidences 
of over-long stocks on the part of 
both wholesalers and retailers, this 
Philadelphia enterprise decided to 
keep the factory going—and at a 
faster pace than in 1921. So they 
embarked upon extensive national 
and local advertising campaigns. 
The net increase in sales was less 
than the added merchandising cost 
—a fact apparent so early in the 
summer of 1922 that new plans were 
at once formulated for 1923 execu
tion.

Since this enterprise had tried to 
stimulate their sales, both by an 

unwarranted price reduction and by 
heavy national advertising, and 
without success from the standpoint 
of the profit-column, the obvious 
next step was the addition of one or 
more products.

The latter half of 1922 was given 
over to the consideration of several 
scores of suggestions along this line. 
Finally three new products were 
chosen. It was decided to “stagger” 
the introduction of these—present
ing one new item to the trade in 
each of the three seasonal buying 
periods.

The first of these products was 
closely allied to the four which had 
become household words from coast 
to coast. It was chosen because, 
while products of this nature were 
already on the market, not one of 
the dozen brands had more than sec
tional appeal, and not one was manu
factured by a maker with large 
capital resources. In January, 1923, 
the first of these products was 
launched, accompanied by full-page 
advertisements in leading weekly 
and monthly publications. This was 
supplemented in seven “style cen
ters” by newspaper advertising.

The product itself was not only 
better than anything previously of

fered for the purpose. It was alsc 
far more attractively and conveni
ently packed. It offered both whole
saler and retailer definite advan
tages and a slightly more pleasing 
profit margin than any one of the 
original four lines.

But even in the face of thest 
efforts and these advantages, sales 
were disappointingly slow—only one- 
quarter of the quota set, after mosl 
careful market investigations.

The reason for the semi-failurs 
was quickly traced to the sales force 
The city salesmen, under the vigilanl 
eye of branch managers, were sue 
cessful in building up their quotz 
volume. This was unquestionablj 
due to the fact that these same 
vigilant branch managers were alsc 
directly under the eye of the sales 
manager and the advertising man 
ager.

But the field salesmen, with a fev 
sterling exceptions, were failures oi 
near failures. Consequently, the 
introduction of further new prod 
ucts was delayed, while new plans 
were made for the development oi 
sales on this item. So much of ai 
investment was represented in its 
launching that it was obviously nec 

[CONTINUED ON PAGE 46[

Speaking in (and of) Parables
By Earnest Elmo Calkins

IN spite of the efforts of Bruce Barton, adver
tising men of the present are not very fa
miliar with the Bible, either as a religious 
document or as a source book for advertising ma

terial.
Some years ago I made a speech on Copy be

fore the Advertising Club of New York, in the 
course of which I pointed out that the parable 
was a very effective method of teaching not only 
a moral lesson but also an economic lesson. I 
cited TEsop and his fables and Christ and his 
parables, and in order to give point to my analogy, 
I told the story of King David and his affair with 
Bathsheba—how he gave orders that Uriah her 
husband should be put in the front of the battle, 
where the arrows flew thickest, and then when 
the dispatches reported that Uriah had died for 
his country, he took the charming young widow 
over to the palace. I also told how God picked 
out Nathan to administer the rebuke which David 
so richly deserved. Nathan, it seems, had re
course to the parable, and told his story of the 
rich man, who took the poor man’s one ewe lamb, 
with such eloquence that David cried out, “Who 
is this man? I’ll fix him.” To which Nathan 
replied, “Thou art the man.”

I told the story in some detail, and with a few 
modern touches. I had not gone far before I 
realized that the whole room was listening, not 
with that air of recognition of a familiar anec
dote, but with genuine interest in the plot of the 
story. It suddenly dawned on me that most of 
them were hearing it for the first time. Up till 
then I had thought that those very human stories 
that make up the historical part of the Old Testa
ment were as familiar to everybody as they were 
to me.

So impressed was .1 with this experience that 
some weeks later, while lunching with a group of 
advertising men, 1 related the incident with all 
the gusto it deserved, assuming, of course, that 
this picked group would appreciate the point. 
After I had finished, there was a tense silence for 
a few moments, and finally one of the men spoke 
up with an apologetic and deprecating smile. “I 
don’t know how it is with the rest of you fellows,” 
he said, “but I am willing to admit that I never 
heard that story before.”

If it happens that my confidence is again mis
placed, you will find the whole story in II Samuel, 
xi, 2-27, xii, 1-14.
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Why Won’t Advertisers Talk 
Sense to Their Readers?

By W. R. Hotchkin

IF it were not for the pictures in 
most advertising half of the ex
penditure, at least, would be a 
total loss.

I dare any man or woman to take 
up any magazine or newspaper car
rying a good volume of advertising 
and try to read it all. It simply can’t 
be done—it would nauseate anyone 
who tried it. Reading the diction
ary would be a joy compared with it. 
But the biggest comedy that I can 
imagine would be to see the presi
dent of some big manufacturing con
cern standing up and reading the ad
vertising copy about his product to 
a group of people who might want to 
buy that commodity. Why, his hear
ers would think he was crazy.

I am one of the two million hoi 
polloi who read the Saturday Eve
ning Post, and I read it right thor
oughly—taking pains against the 
stout protest of my eyes, to learn 
what is intended by most of the 
“facing pages” ads. (How folks 
do struggle to make them readable 
and plausible!) But it is one of the 
hardships of an advertising man’s 
life—a duty, in fact, to read all ad
vertising—especially the costly kind.

I recently bought a new automo
bile. For six months I have been 
studying cars—getting all the infor
mation possible, before making my 
decision. But with that open chance 
to hammer home to me the merits of 
their cars, at that very great ex
pense, advertising had nothing to do 
with my decision or selection. I had 
to go and pick out a car without any 
idea of what car I wanted to buv!

Why?
Because most advertisers have one 

or two pet ideas about what will lead 
a man to buy a car, and they fiddle 
on these strings forever and ever.

The common plan for writing 
automobile copy seems to be to think 
of an ideal car and then write the 
ideal story, regardless of the quali
fications of the car that is to be ad
vertised. So we read great screams 
about more power — usually in a 
cheap car that really lacks power. 
Then we read a lot about glittering 
finish and rich upholstery, which

MANY advertisers have a ten
dency to endow their product 
with all the qualities of one of a 

much higher price. Mr. Hotchkin 
believes that if the actual merits 
and value at the price asked were 
stressed so much costly advertising 
space would not be whollv wasted

practically all cars possess today. 
Then about tire luxuri-now com
mon to all cars. There are delight
ful stories about the great open 
spaces and the right girl. Splendid 
copy, too. Lot of quite thrilling 
stories; but not on my wire.

Now a lot of this copy is good, if 
true; but only as one chapter of the 
story—and most of the copy will sell 
one car as well as another. Why 
does not the advertiser try to sell his 
own car, on its individual merits?

Perhaps some of them don’t have 
any, you say?

I don’t believe there is one such 
car—certainly not a half dozen. If 
there is any car made that does not 
have about it a number of very 
definite qualities of which its design
ers and makers are very proud, then 
my premise is wrong. But I don’t 
believe there is such a car.

Wherever there exists an adver
tising writer, or a sales manager, 
or a manufacturer, who does not 
have faith and pride in his product 
as it actually is, at its price, a piti
ful and hazardous condition exists. 
Any manufacturer who is not capable 
of producing a commodity that de
serves to sell among its competitors, 
at its price, is certainly in a danger
ous game; for there is sure to be a 
disastrous tumble some time.

There must be varying grades of 
most commodities, and the price 
range corrects the deficiencies of 
quality in most cases. Disaster im
pends when the maker of the com
modity of lower quality is unable 
profitably to produce it at a com
paratively lower price.

So, it would seem that successful 
advertising should be written by 
men and women who live close to the 
engineers who design and build the 
cars, or other such products, that 
they attempt to advertise. They 
should discover all the qualities 
about the car that gave a thrill of 
satisfaction to the makers.

It is sheer weakness on the part 
of any copy writer to have to resort 
to writing an ideal story about any 
commodity. This is not an argu
ment for truth in advertising. It is 
merely a statement about the kind 
of copy that will interest and sell the 
prospect. Who wants to be told that 
somebody said that a certain thou
sand-dollar car was the best car made 
for less than three thousand dollars? 
How can one escape the lie because 
it was quoted? But whether such a 
statement was a lie or the truth, it 
isn’t believable, hence it casts doubt 
on every other statement made.

There is perhaps no question that 
that car was splendid value—had 
many splendid qualities for its price. 
Why not stick to that strong story, 
without throwing in the slime that 
discredited the whole advertisement?

The best advertising in the world 
is to let the goods talk!

Show the goods in the copy and 
picture. Let the maker of the goods 
fill the copy writer full of the strong 
actual facts, so that you can not only 

[CONTINUED ON PAGE 51]
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What Plan for Paying 
Our Salesmen?

Profit and Loss in Salaries 
“Straight

By Will Hunter Morgan

THE sales manager for one of 
New England’s numerous con
fectionery manufacturers was 
talking. “If I have my way,” he 

said, “we will never again make the 
salary in our salesman’s remunera
tion plan so important a factor.” 
This sentence was the conclusion to 
his explanation as to why he was 
letting out several of his old sales
men. His problem was one which 
frequently comes sooner or later to 
the manufacturer who pays straight 
salary to his men.

The old timers had been put on 
the force many years before. Stall
ing with modest salaries each one 
had made good. As individuals each 
had inevitably won laurels deserv
ing of recognition. One had done 
wonders with chain stores. Another 
had barehanded and by spectacular 
selling turned the tide of impend
ing defeat in an off year into vic
tory. A third had developed a knack 
at taking over hopeless prospective 
lists of customers and converting a 
high percentage of them into active, 
permanent accounts.

Naturally these feats deserved 
recognition. Naturally also the house 
desired to reward loyalty from year 
to year. Loyalty alone is worth 
something. It costs good money to 
break in new salesmen or replace old 
ones. So to the best of his ability 
this manufacturer increased the sal
aries of his salesmen from year to 
year. But the day of reckoning, 
though postponed, came ultimately. 
Last fall the manufacturer had to 
shut off the telephone, shoo out call
ers and sit down alone with his 
selling costs and analyze them until 
he could find a way to make them 
definitely lower.

He made a discovery which others 
who pay salesmen’s salaries 
“straight” have made before him. 
He found that the percentages of 
his profits which were paid for both 
his manufacturing and his adver
tising had been constant. But the 

selling cost per dollar’s worth of 
goods was 50 per cent higher than 
it had been in 1918. It was plain 
that he could not go on in this man
ner, and yet the way out of the 
predicament involved moves about 
which he felt most unhappy. Here 
was the situation in its simplest 
terms:

(1) In point of loyalty and term 
of service the old-time salesmen 
were not overpaid.

(2) In point of sales results per 
dollar of salary, they were.

43) In justice to manufacturing 
expense and advertising expense the 
high sales expense could not con
tinue.

(4) To retain the high-salaried 
men imposed injustice on the other 
departments of the business; to dis
charge them was unfortunate in 
view of their loyalty, their standing 
among the trade, and the general 
effect of letting several good men 
out at one time.

(5) On the other hand the com
ing in of new, younger and cheaper 
men who had the world before them 
might mean a great deal to the com
pany in the way of new business as 
well as a lowered sales department 
pay roll.

THE foregoing presents in part 
the dark side to paying salesmen 
salaries straight. It explains why 

so many companies work out some 
other plan of remuneration. It 
shows too why many houses paying 
salaries are reconciled to rapid turn
over in their sales forces. And it 
accounts for the fact that many of 
the big companies, particularly those 
whose products are sold largely on 
an order-taking basis, say quite 
frankly to applicants for sales posi
tions, “We do not pay much to our 
salesmen. It is not hard to get 
orders for our goods. You can get 
only a moderate salary with us and 
our fixed salary limit for salesmen 
is so-and-so. That is all we can offer 

you. But if you want to come in 
and regard the job as good training 
for two or three years you will find 
us good people to work for. It is 
possible that we may be able to use 
you later in some bigger way in 
another department of the business, 
If we can’t you will find that it is a 
real asset in getting located else
where to be able to say that you 
have made good with us.”

AT the present time straight sal
. ary seems to be used mostly in 
the case of well-known, well-adver

tised articles which are staples.
Since we have approached the 

matter of straight salaries from the 
negative viewpoint, we might as well 
finish up with the other negatives 
before turning to the positive side 
of the matter.

There is a type of salesman tc 
whom an assured steady salary is a 
sort of over-stuffed sofa on which he 
is tempted to snooze. Away from 
direct supervision and not being 
under the eye of a boss he must relj 
on his own self-created incentive tc 
make him a hustler. Now nothing 
makes hustlers so much as the gam
bling chance to win—in the sales
man’s case, commission or othei 
profit-sharing arrangement. Con
trariwise, nothing may dull this in
centive to hustle so much as the safe 
berth of a fixed salary.

Allied to this difficulty is that 
presented by the visity, gossips 
salesman who just naturally loves tc 
string out his calls if given half £ 
chance. If on salary he may easilj 
convince himself that his major re
sponsibility is the mere act of ac
counting for his time. He may spend 
every possible moment with custom
ers but not see enough of them ir 
his average day. A different method 
of payment would have awakened 
him to the cash value of making 
more calls per week.

Straight salary has been found ar 
encourager of alibis. If it doesn’i 

[CONTINUED ON PAGE 78]
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V anishing Markets
Modern Inventive Genius Adds to the Hazards 

of Manufacturing

By Marsh K. Powers

THE man who macle wooden In
dians for cigar stores woke up 
one morning to find his market 
a thing of the past.

That is one of the disconcerting 
things about markets—they are not 
static and permanent, they refuse to 
“stay put,” and—on occasion—they 
vanish into thin air.

Does anyone still make hansom 
cabs? New York City, by itself, 
once provided a considerable market 
for them.

A skirt binding was once one of 
the best known of advertised names. 
Then Dame Fashion lifted skirts up 
from the floor and the pavement, and 
the raison d’etre of skirt binding

of hitching posts and stepping 
stones, their skill is valueless today, 
having no market.

There was a time when virtually 
ever}' adult male owned a strop. 
Then the safety razor came along 
and played its own particular havoc 
with the strop market.

Mr. Volstead dealt a body-blow to 
a certain well-known, elongated 
product of the brass fabricator’s 
shop. Store windows, however, fail 
to show that he was equally success
ful in quashing the sale of certain 
articles of silver and glass which, 
according to the letter of the law, 
should by now be almost equally ob
solete.

livering the ice through a copper 
wire.

The casement window is a silent 
antagonist of the window shade, par
ing a thin slice from a market that 
once seemed immune from competi
tion.

The gas furnace and the oil 
burner are stealing away customers 
from the coal shovel and the ash 
can.

Think how the market of home 
illumination has jumped around, 
throwing business first to one indus
try and then to another. Once the 
wax plant nearly monopolized it. 
Then the weavers of lamp wicks and 
the refiners of coal oil enjoyed their

was gone, apparently forever.
The coachman’s high hat, once a 

familiar sight, is now the chauffeur's 
visored cap. The long, be-tasseled 
whip is now an insignificant ignition 
key—or, perhaps more accurately, 
an accelerator button. If there were 
ever specialists in the manufacture

The incinerator invades the realm 
once set aside exclusively in fee to 
the garbage can and curtails the 
latter’s market. On some modern 
blocks the garbage disposal truck 
finds no welcome—its usefulness is 
past so far as that particular neigh
borhood is concerned.

era of active business. Then the de
mand jumped over and paid profits 
to gas companies and to those fac
tories which could produce gas jet 
tips. And today it centers in great 
factories which can combine glass 
and thin metallic filaments into in
candescent lamps.

Each week the Like a vast kaleidoscope, markets
brawny ice-man loses a 
few of his former cus-
tomers 
station,

to the central

are continuously changing, kept in 
constant revolution by the force of

the latter de-
changing 
changing

tastes, changing habits, 
demands and new inven-

THE cigar store Indian 
began to disappear a 
decade ago. It has already 

found its way into the an
tique shop. Bicycling parties, 
once so popular, are now as 
obsolete as the blunderbuss. 
Their market has vanished, 
even as those of today are 
changing and disappearing. 
The manufacturer must fol
low the trend of the times 
or sink surely into oblivion

© Brown Bros.
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tions. No manufacturer can in
disputably assert that there will still 
be a ready market for his particular 
commodity twenty years hence.

Only the producers of food and 
food stuffs seem completely unassail
able. Theirs are the commodities 
which have suffered the least change 
in the two huiyired and fifty years 
of this nation’s history. Oddly 
enough, it is the materials utilized 
in and the products of the decorative 
arts which probably rank second in 
their assurance of permanence of 
demand. That luxuries should out
rank basic staples in this regard is 
a fact of compelling interest.

From week to week newspapers 
print brief items telling of the sale 
of properties or of the actual bank
ruptcy of some once-famous, en
viably prosperous manufacturing 
institution. To the older inhabitants 
of the locality the news seems almost 
beyond belief, so vividly do they re-

© Brown Broa.

member the days when the very 
name of the concern was a symbol 
of entrenched, unassailable pros
perity. With casual, unconcerned 

eyes the rest of us read the colorless 
business obituary and turn the page 
to find news of greater moment.

Yet, behind the majority of these 
curt paragraphs, are stories that run 
the whole gamut of business ro
mance—the small beginnings, the 
painful, early struggles, the grow
ing pains, the period of prosperity 
at its flood, the first faint signs of 
shrinkage, the fight, growing steadi
ly more hopeless, against inexorably 
changing conditions, the melting 
away of former assets, and—finally 
—the end. The institution that 
was once the pride and envy of its 
neighborhood, once the bulwark and 
support of thousands of households, 
goes into receiver’s hands or its 
tangible property, at a pitifully low 
figure, is turned over to new owners 
to salvage as best they may.

No manufacturer looks forward to 
such an outcome for his efforts. Few 

[CONTINUED ON PAGE 80]

Frank Trufax’s Letters to
His Salesmen

By A. J, Newman
To My Salesmen:

The more a man THINKS about 
his job, the better he tackles his job. 
He may THINK wrongly and then 
do the job wrongly, but if he 
THINKS long enough, he’ll realize 
where he is in wrong and switch 
signals and get on the right track 
and be all the better man because of 
his experience.

The more you THINK, the more 
you accomplish. The better you 
THINK, the better vou accomplish.

We may have KNOWLEDGE but 
if we don’t THINK, our knowledge 
is excess baggage.

One of you boys turned in orders 
last week for two accounts which he 
KNEW could not be filled because of 
past due bills still unpaid.

“Jones,” says I. “didn’t you 
KNOW these two accounts owe us 
money long overdue?”

“Yes,” said. he. '
“And, Jones, didn’t you KNOW 

that we can’t fill those orders until 
the bills are paid?”

“Sure, I KNOW that, Mr. Tru
fax,” he replied.

“Well, why did you solicit the or
der before getting the money?”

And here are his exact words: 
“I’m sorry Mr. Trufax, but I didn’t 
THINK.”

Yes, that was his answer, but it 
wasn’t altogether the right one. He 
said he “didn’t THINK”—what he 
meant was he “didn’t WANT to 
think” because, boys, you CAN think 
if you WANT to THINK and if you 
can’t think when you want to 
THINK, tell ’em to have the pads 
soft and thick in the looney-lodge 
when you land there.

“You can lead a man to KNOWL
EDGE but you cannot make him 
THINK”—never did Longfellow or 
Ring Lardner, whoever it was, sound 
a truer axiom.

Knowledge comes from without; 
from study-books — from contact 
with fellow beings—from actual do
ings, but THINKING comes from 
within; from the miracle-made 
mechanism of your mind—from your 
thought-tank—from your old top
piece, if you wish to call it that.

You can’t enlarge your mental 
power by pouring in through the 
ears a thousand dollars or a million 
dollars worth of brain cells. All the 
brains you need or all you’re ever 

going to get you have right now, but 
a lot of cells will get dusty and rusty 
—some will get lazy and hazy and 
some will go deader than a mackerel 
if you don’t keep ’em working by 
THINKING!

Nurmi, the Flying Finn, runs 
with his feet but WINS with his 
head. He is a THINKER—he 
thinks fast and, oh boy, but he runs 
fast!

Let a man be earless, let him be 
tongueless, let him be eyeless—yes, 
let him be feetless, too, and still he 
can defy defeat so long as he isn’t 
HEADLESS! It’s the old Bean that 
puts it over, boys!!

So, my men, let’s get THINKING 
—I don’t mean unconsciously think
ing or thinking unconsciously, but 
real constructive, conscious THINK
ING. I mean let’s think about 
THINKING and actually all-by-our- 
selves THINK!

Think, I said, and then DO.
From our neck down, we’re pretty 

much automatic—from our neck up, 
let’s be thinkomatic.

What do you say?
Yours, heading ahead,

Frank Trufax.
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Harvard Announces Judges for 
Advertising Awards

AS this issue of the Fortnightly 
goes to press there comes the 

.announcement of the selection 
of judges for the Harvard University 

Advertising Awards. This year’s 
jury will consist of nine men, rep
resenting the various fields of adver
tising and the university itself. 
Their photographs are shown above. 
Henry J. Allen, one-time Governor 
of Kansas and the present publisher 
of the Wichita Beacon, has also ac
cepted a place on the jury, but no 
photograph is available at present.

This award was founded and en
dowed by Edward Bok two years ago 
with the aim to encourage merit and 
stimulate improvement in advertis

ing. The Harvard Business School 
administers the annual awarding of 
the prizes, and the jury is appointed 
each year by Dean Wallace B. Don
ham.

The method of administering the 
awards and the nature of the awards 
themselves will be the same this year 
as last, except that under a new pro
vision approved during the past few 
months business paper advertising 
will be eligible to compete on the 
same basis which pertains with the 
advertising in general publications 
and newspapers.

The Bok endowment provides for 
three types of award. First, a gold 
medal will be given to the individual 

who is considered by the jury tc 
have done most to raise the stand
ards of advertising during the year.

Second, three prizes of $1,500 each 
for the national campaign most con
spicuous for the excellence of its 
planning and execution, for the best 
local campaign and for the most 
noteworthy advertising research of 
the year.

Third, there will be four prizes 
of $1,000 each for the advertisement 
most effective in its use of English, 
for the one which accomplishes its 
purpose most effectively in a few 
words, for the one most effective in 
its typography, and for the one most 
effective in its use of illustration.
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7Will your family be in the 

clutch of cold 
---- again next winter?

Johns-Manville
»proved AsbeStOCCl «aves coal Improved AsbCSÍDCCl saves coal

Johns-Manville 
'p^ As bes to cel sa^ai

Johns-Manville '¿a
SAVES POWER \ /

IF you remember the winter when there wasn’t any coal at all, and you had to go down and stand in front 
of the smoking fireplace of the club because there was only room for your wife in front of the door of the 
gas stove—then you will “react"’ to the shivers of these Johns-Manville pages. The chances are that you will 

react anyway, if you have a pocketbook which is now concerned with coal. Incidentally, the Messieurs Johns
Manville have made good use of the camera to produce a cartoon of cold—the best use since that shock
absorber series in which the car stuttered over grade crossings and ruts with an effect which was similar
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Local vs. National Rates
A Justification of Higher Rates for National Newspaper Copy

By Marcellus Murdoch

WE all know what simple 
logic is. Yes, and we all 
know what the Volstead Act 
is. But how many practise it? 

How many find it applicable to their 
needs and desires?

The practical—the workable—and 
logic in its fascinating theories have 
a close relationship; are intertwined, 
interdependent and joined together 
inseparably. But in their surface 
appearance they are not facsimiles 

1 of each other; at least not in every
day life in any line of business I 
know of; not in advertising, and not 

,j in the newspaper business.
With a modest disclaimer of the 

plain simple and lucid logic of per
fection I proceed to give you what 

iy enlightenment I can on the reasons 
1 for the national advertiser being 

charged a little higher rate for his 
advertising than the local man. Of 
course there is a lot of simple logic 
in the difference for what, after all, 
is not logic but reason.

All of America’s great industries 
bear a relation of obligation and 
responsibility to the public, whose 
welfare, whose progress and almost 
whose salvation depends on them. 
Far be it from me to belittle by 
comparison or otherwise the great 
industrial commercial spirit of this 
age. With all its faults, I respect 
it as one of the greatest, if not the 
greatest, agent and force in ad
vancing civilization that as yet has 
appeared in the history of the world.

But the newspaper business is 
different. I would not immodestly 
claim that it was superior to other 
industry—it may be much lower in 
scale, but all must concede that it 
is different, particularly in its rela
tionship to the public. Its very 
foundation predetermined this fact. 

. That founding forecast a future role 
for the newspaper in human affairs, 

" which holds good today, individual 
instances to the contrary not with- 

ir|)nl standing.
’i1'1' The newspaper is not just a 
pili -------
abn?- Portions of an address before the Con
InA \ention of the Association of National 
1110 Advertisers, Washington, D. C.

Publisher, Wichita (Kan.) Eagle

counting house. It is not just a 
manufacturing concern. It is not 
just a business institution. It can
not be standardized like some busi
nesses to a predominating extent, if 
newspapers are to retain their char
acter and proper and effective place 
in the world’s affairs. If they could 
be standardized to the nth degree, 
or ever are, as great a calamity 
would result as would were you to 
standardize the character, initiative 
and genius of the world’s highest 
types of men.

Each newspaper is an exception 
to the rule. That fact is emphasized 
by the lack of uniformity in national 
and local advertising rates and the 
differentials existing between those 
rates; in circulations, subscription 
prices, and by a score of other dif
ferences to which I will later call 
your attention.

EACH newspaper is an exception 
to the rule of the newspaper 
business itself and by that very 

token a greater exception to the rule 
of general industry. Each newspaper 
is a part and parcel of the city in 
which it is published. It is bone of 
that bone, blood of that blood, flesh 
of the flesh of its home city and 
that city’s population and suburban 
neighbors.

But however exceptional news
papers may be, there is one funda
mental that must enter into all 
institutions that survive and is 
therefore equally applicable to the 
newspapers. Newspapers must se
cure a price for that which they 
have to sell which will net them a 
profit. .

Many of the factors of cost are 
the same in all lines of industry. 
Be these what they may, let me tell 
you some of the additional factors 
that do enter into the cost and re
sulting selling price of advertising 
in a newspaper.

There are all those expenses, such 
as raw material, labor and sales 
overhead which are common to us 
all. Then weigh in these factors: 
The size of the city of publication; 

the size of that city in comparison 
with the neighboring territory de
pendent on that newspaper; the 
obligation of the newspaper to its 
home city and to the neighbors in 
that dependent territory; the very 
foundations and avowed purpose of 
its existence to build its home city; 
its volume of circulation; the selling 
price of that circulation; the volume 
of local advertising and its poten
tiality for increases; the importance 
of preponderant local lineage as a 
selling factor, both locally and na
tionally; the volume of national 
advertising and its ever increasing 
cost to the publisher.

But why charge one price to the 
national advertiser and another to 
the local merchant? What have all 
these things got to do with the dif
ference in national and local adver
tising rates? How do they prove 
or justify the difference in selling 
prices ?

This is my answer. Every one of 
them has very much—almost as 
much as the price of newsprint or 
the wages of a compositor—to do 
with the determination of the adver
tising rates charged to the national 
and local advertiser. Every one 
enters into the justification or logic 
of the difference between the na
tional and local rate.

WE might take the Wichita Eagle 
as the example. We might take 
any paper, for any one of them 

would be typical in the main and in 
principle, only varying in minor de
tail and processes of determination.

With the building of a city and 
the development of commerce, ad
vertising comes to play an important 
part in the revenues of a publisher’s 
business. Then comes the problem 
of determining rates for advertis
ing. He has two general classes of 
display advertising: That from local 
merchants, and that from national 
advertisers. The advertising rates 
he started using in the beginning, 
with modifications as the years went 
by, were of the barter and trade 
kind.

[CONTINUED ON PAGE 56]
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Two Approaches to Literature
Which Is Right?—Or Is Either of Them Right?

By Earnest Elmo Calkins

HERE are two advertisements 
which appeared almost side 
by side in a recent issue of 

Harper’s Magazine. The author ad
vertised in each instance writes what 
is vaguely known as literature. Each 
set covers a wide range, novels, short 
stories, poems and essays, and it may 
be assumed they are practically 
equal in literary rank. It may be 
safely assumed that the books ap
peal to the same people. The only 
difference is a merchandising one. 
The Kipling set is being sold direct, 
the Stevenson through the retail 
stores.

The advertisements are curiously 
similar in purpose, and astoundingly 
different in character. They might 
be said to represent the zenith and 
nadir of book advertising.

Which is right? Or is either of 
them right? Does the truth lie 
somewhere between? Is there any 
more reason for advertising the 
works of Kipling in circus style than 

the works of Stevenson? Is the dif
ference due to differences in the 
temperaments of the publishers 
rather than in the character of the 
books advertised? Certainly these 
two advertisements, though appear
ing in the same medium, are ad
dressed to different audiences.

To an advertising man who ad
mires both writers it seems terrible 
that it should be necessary to pre
sent Kipling in such a guise as this 
page shows. He feels that this ad
vertisement could not possibly ap
peal to anyone of sufficient taste and 
intelligence to like Kipling.

The language is not that of Kip
ling. It is the language of the mail 
order advertisement. To describe 
the edition as a “miracle,” the oppor
tunity to buy it as a sensational 
bargain, reveals a poverty of ex
pression of which Kipling would 
never have been guilty. There is 
no miracle in using the plates of 
the de luxe edition to print another 

on cheaper paper. One wond 
what those who paid ten dollar: 
volume for the original edition i 
think of this announcement, A 
isn’t there something like a ca 
in the expression “twenty-six I 
umes bound two-in-one”? Does 
purchaser who sends in the coui 
realize that he is going to rece 
but thirteen volumes?

The Scribner announcement of 
new set of Stevenson is attract 
in typography and dignified in sta 
ment. It says all that anyone woi 
care to know who was likely to t 
Stevenson for its own sake. It c< 
tains nothing to make anyone buj 
set of Stevenson under any wro 
impression. It is apparently 
tended only to sell Stevenson to t 
kind of people who would li 
Stevenson.

Is it too cold? Too dignifie 
Must one in advertising books adc 
a standard of taste lower than tl 
of the books so advertised? Will

[CONTINUED ON PAGE 4
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Magazines versus Newspapers

SINCE advertising first began to thrive in America, 
we have had magazine and newspaper “camps”—in 
Nthe past often rather sharply opposed, but in recent 

years very much more liberal in their attitude toward 
each other.

The attitude of the magazine “camp” used to be that 
newspapers were purely local and therefore were not 
“national” mediums; while the attitude of the news
paper “camp” was that the magazines were not local 
and therefore not so immediately effective.

- Gradually the two “camps” have come to a realization 
that both classes of mediums are “national,” one in 
the sense of extensiveness and the other in the sense of 
intensiveness; while both are “local” in the sense that 
each carries the advertiser’s message directly into peo
ple’s homes.

In short, magazine men and newspaper men have dis
covered that they have a common interest in serving 
the national advertiser, and that they can walk in step 
with each other without treading upon one another’s 
toes.

This is shifting the selling effort from the destruc- 
>W tive practice of unselling the advertiser on the com

peting medium, to the constructive practice of helping 
. the opposing “camp” to sell the idea of true national 

advertising—extensive for breadth of market, intensive 
for depth of cultivation of that market: both focused 
on sales.

A Keynote for the Philadelphia Convention
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THE preliminary announcement of the plans for the 
Philadelphia Convention of the Associated Adver
tising Clubs of the World, to be held June 19-24, 1926, 

contains this paragraph:
“The entire convention atmosphere will be a Ben 

Franklin atmosphere. And just as the illustrious Ben 
was able to crowd more achievement and services into 
his lifetime than almost any other American, so will 
the convention in six days crowd a multitude of ideas 
for service and achievement into yours.”

The Philadelphia convention can be made the most 
helpful convention ever held by the A. A. C. of W. if 
those responsible for its planning will actually make it 
a Ben Franklin type of convention from start to finish 
—sound, practical, useful—with this key-note question 
dominating the planning of every feature: “How would 
Franklin have planned this?”

Such a convention would commend itself not only to 
professional advertising men but to the business men 
of America.

A Corn Belt Prophesy
T AST month a representative of the National Corn 

■'.|f j|. L/Growers’ Association walked into the office of the 
' Il Des Moines Register, put down $739.20 in cash, and 

. copy for a well-prepared full-page advertisement ad
’ Rising the farmers of the Corn Belt not to sell their 

. / corn until prices bettered.

The Fortnightly believes that in years to come all 
sections of society will learn to use advertising just as 
naturally as an expression of their needs and aspira
tions.

0^3

Eat More or Eat Less ?

THE American public has become familiar to the 
point of satiation with the “Eat More” campaigns.

(One of the latest is a campaign to eat more cold 
storage eggs!)

Therefore it comes as a refreshing bit of irony to 
hear that in Japan there is now in full tilt in the 
Nipponese newspapers a campaign on “Eat Less Rice." 
It seems there is a rice shortage. As America consumes 
a greater amount of calories of food per person than 
any nation except pre-war Germany, it would seem de
lightful to import from Japan this seemingly topsy
turvy idea and make practical use of it. Unfortunately 
every purveyor of a food is interested in feeding us 
more rather than less; and it would seem as if we 
were headed for the pre-war German standard. We 
may reach even the Strassburg goose standard if the 
“eat mores” prevail and no “eat less” campaigns are 
introduced as antidotes.

There is unquestionably value from a practical edu
cative point of view in talking “eat less.” We eat too 
much fried food, we eat too much poor food, and we 
eat too much generally. Many of the greatest names 
in advertising have been built up on the idea of wean
ing the public away from old and bad food habits (like 
Postum, Shredded Wheat, etc.). There is plenty of 
room for similar successes, for despite cautions as to 
the use of the negative appeal in advertising, there is 
no gainsaying the fact that to make room for modern 
ideas, old ideas must first be dynamited from the pub
lic's psychology.

The Badge of the Amateur

WE mentioned recently that in four of the adver
tisements of Kohler bathtubs the word quality 
appeared but once. Now comes the National Bettei 

Business Bureau with the report that in a single ad 
vertisement of a middle Western retail store the fol 
lowing words appeared:

Times
Beautiful .................. 4
Charming ................ 1
Exquisite ................. 1
Extraordinary........... 1
Fascinating .............. 2
Exceptional ............ 1
Gorgeous .................. 5
Luxurious ................ 1

Times
Marvelous ................ 1
Magnificent .............. 2
Miraculous .............. 1
Phenomenal ............ 2
Sensational .............. 2
Splendid ................... 1
Tremendous ............ 1

The Kohler advertisements were designed and writ
ten by experts. Evidently the retail advertisement 
referred to was written by an amateur. If every copy
writer realized that the extravagant use of superlatives 
was a badge of the amateur he would be less anxious to 
parade it in public.
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Picturizing the Impossible to 
Emphasize a Sales Point

By Frank Hough

E
xaggeration in advertis
ing is a dangerous thing. Too 
easily may it mislead the 
reader, falsify the product and vio

late the spirit if not the letter of 
the “Truth in Advertising” move
ment. But its proved attention
getting value is too great an at
tribute to be easily overlooked or 
set aside, and as a result many ad
vertisers have attempted it with 
results of varying nature. That it 
may be used effectively and at the 
same time remain well within the 
bounds of the best advertising 
ethics is amply demonstrated by a 
certain school of exaggeration which 
has attained a degree of popularity 
within the past year.

In these advertisements the ex
aggeration is confined to the illus
tration, and even here has little to do 
with the actual service of the prod
uct. No supernatural powers are 
attributed to it; neither is the 
reader misled in any way. But 
there is no doubt that his attention 
is caught and held most effectively. 
That he will read the copy and 
think about the product is nearly a 
foregone conclusion.

There is a certain element of im
pressionism about this type of ad
vertising. Not impressionism in the 

artistic sense of bold-line dashes or 
futuristic monstrosities whose sig
nificance—if any—is entirely eso
teric, but rather impressionism 
which will appeal to the mass mind 
with far more forcefulness than 
subtlety. It visualizes something 
which no words, no matter how cun
ningly they are strung together, 
can adequately picture, and it brings 
to the reader’s mind with a new 
slant, a stimulating freshness, a 
subject which may have become 
hackneyed and threadbare through 
constant association.

FOR instance, when the American
Optical Company wishes to call 

the public’s attention to the fact that 
many persons are, consciously or 
unconsciously, abusing their eye
sight, it does not go into detailed 
statistics regarding the prevalence 
of blindness during the past twenty 
years with curved lines to show the 
exact ratio of astigmatism to con
junctivitis. Instead the picture at 
the top of this page on the left is 
used with the simple caption, “This 
may be you—lashing your eyes 
without knowing it.” Could a copy
writer or a corps of copywriters 
duplicate or even approach the tre
mendous effect produced here, with 

seven, seven hundred or seven thoi 
sand words? And who would cai 
to read such a gruesome descriptio 
even if it could be effectively po 
trayed ?

HERE there is no need to reai
The illustration strikes the ej 

instantly and with a power whi( 
there is no denying. And it striki 
home. The more one looks at i 
the more powerful its effect become 
And its implication to the individu 
is nothing which may be lightly s< 
aside. Even those of us who hai 
been under the observation < 
opticians for years may well feel 
qualm upon first glance.

The other photograph at the tc 
of the page represents one hundrt 
and fifty pounds of butter, it havir 
been estimated that this is tl 
amount used by the average famr 
of four people in the course of 
year. This is not, however, adve 
tising any buttei- producer or ar 
such cooperative group. It is 
member of a series of similar adve 
tising illustrations of a campaig 
for Gibson refrigerators. Oth( 
members of the series feature egg 
milk and such products which n 
quire good refrigeration in the 
keeping. The function of the pi
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ture is simply to attract the reader’s 
attention by the visualization of 
some little known facts. The copy 
is devoted to selling the refriger
ators, and the tie-up between the 
two is much closer than one might 
imagine at first glance. Of especial 
interest in this series is the 
photographer’s conception of one 
hundred and twenty-five dozen eggs, 
represented by four gigantic speci
mens which tower above the figure 
of the contemplative housewife like 
the domes of an Ottoman mosque.

In the reproduced advertisement 
of the National Paving Brick Manu
facturers’ Association the actual 
product appears in the illustration, 
magnified to dominate a town land
scape in the background. But even 
here the huge vitrified brick is not 
the center of interest. Instead the 
reader notices first a strange looking 
beetle-like creature, humorously re
ferred to in the headline as a “Tax
Bug,” which is attacking one side of 
the brick. After all, it is not the 
size of the product but its durability 
which is the big selling point.

“It takes a long time for the Tax
Bug to eat through a Vitrified 

Brick,” says the headline, “—and in 
the meantime the bonds are paid 
off.” The copy goes on to state that 
“Scores of brick pavements laid 
twenty to thirty years ago are in use 
today—the bonds which built them 
long ago retired.”

This, it might be said, is not 
exaggeration. At one time before 
acquiring a white collar and a 
typewriter the author had a hand 
in building several miles of brick- 
paved road. That is, he, together 
with five colored gentlemen and 
a fellow named Burns, carried 
the paving blocks for one “Hand
some” Brown (also colored), who 
laid them in place—“dropped,” I be
lieve, is the technical term. Hand
some once took said author on a 
personally conducted tour and 
pointed out with justifiable pride 
certain other roads which those same 
able hands had “dropped” at a time 
when I was receiving nourishment 
from a glass receptacle with a rub
ber top. Handsome, it seemed, 
claimed a record for dropping forty- 
five thousand bricks in one ten-hour 
day--------But that is another story. 
The fact remains that the bricks long 

outlasted the bonds and it is only 
question of whether they will or 
last Handsome.

Johns-Manville makes use of 
slightly different form of exagger 
tion in advertising Improved A 
bestocel. This is humorous 
“amiable” as the case may be, but 
is undoubtedly exaggeration of 
sort. Hurling epithets at our fu 
naces is something most of us ha 
tried at one time or another, b 
certainly we never pictured t 
action exactly in this manner. The 
lies its charm; there is where it 
different; and by being differei 
exaggerated and possessed of a ct 
tain whimsical quality it attracts i 
tention and sells Asbestocel. T 
copy is terse, forceful and sparklin 
Once the page gets the necessa 
attention, it is almost a forego 
conclusion that it will be read ai 
the reader sold. Here the illusti 
tion certainly does not feature t 
product, but rather the negative a 
peal. However, in catching t 
reader’s attention and putting hi 
at once in a receptive frame of min 
this amiable whimsey constitutes 
ideal approach.

lb people who hurl epithets 
• at their furnaces

“ Johns-Manville
Improved AsbCStOCCl saves coal

/t takes a :h a ¡¿time for the Tax-Bu^ji tuhes ariongJime jur ine Hix-Du^ 
to eat thrtjuAi a Vitrified Brick’

-- and in the meant inn
the bonds are paid oj]

WHEN an advertising illustration can catch the reader's attention instantly and cause him to read tl 
text, it serves as an ideal selling approach and mav be said to justify its existence. The above advertis 
ment of the National Paving Brick Manufacturers’ Association accomplishes this by exaggeration and at tl 

same time emphasizes one of the strongest sales points of their product. The Johns-Manville advertisemei 
us?s exaggeration of a different sort and features the negative rather than the positive appeal of their produc 
There is little doubt in either case but that the layout will be noticed and the copy read with interes
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A New High Record Predicted 
for 1925 Railway Earnings

PREDICTIONS based on earnings so far this 
year place the net railway operating income 
for 1925 at a new high record, and every indica

tion points to larger railway purchases in 1926.

In selling to the railways, the five departmental 
publications in the Railway Service Unit can aid 
you effectively. They select the railway men you 
want to reach—for each publication is devoted 
exclusively to the interests of one of the five 
branches of railway service. All five publications 

are members of
A. B. C. and A. B. P.

Simmons-Boardman Publishing Company 
"The House of Transportation”

30 Church Street New York, N. Y.
608 S. Dearborn St., Chicago 6007 Euclid Ave., Cleveland
New Orleans, Mandeville, La. San Francisco Washington, D. C. London

The Railway Service Unit
r-i i Five Departmental Publications serving each of the departments in the

railway industry individually, effectively, and without waste.



THE OPEN FORUM
WHEREIN INDIVIDUAL VIEWS 
ARE FRANKLY EXPRESSED

Agency Invoices

A CAUSE of constant trouble and 
time consumption, to us at least, is 
the failure of publishers uniformly to 

figure either gross or net on their 
agency invoices.

I wish you could stir up something on 
this. Most of the big papers figure 
net; some show gross and net. It is a 
pleasure to handle the invoices of the 
New York Herald or the New York 
American, for instance, for the lineage, 
gross amount and net amount for each 
ad is shown, as well as the net and 
gross totals. Everything is plain and 
easy to check.

Why can’t more papers and maga
zines follow this custom of showing 
gross and net?

Marvin Small, President, 
New York Advertising Agency, 

New York City.

The Problem of An Industry 
WE in the upper leather industry 

have a perennial problem on our 
hands which I think will be of interest 
to advertising men. If there are any 
among the readers of this publication 
who have even encountered something 
similar or who have any ideas on the 
subject, I should be glad to hear from 
them.

Believing that efficient selling should 
be coupled with efficient advertising, 
we have attempted this feat with re
sults which, while fairly gratifying, 
are in no way spectacular. At every 
turn we run up against this stumbling 
block: Upper leather is not subject to 
identification, and the tanner who 
creates the market has no protection.

Many ideas have been advanced but 
all have proved impractical. Marking 
of the back is insufficient, as this side 
is covered by a lining. The supplying 
of labels, stickers or similar tags has 
been rejected because the manufac
turer holds that the cost of applying 
these in a highly competitive market 
increases his cost of production and, 
further, restricts his field. The outer 
surface cannot be marked since this 
would injure the grain, which is the ■ 
most valuable thing there is to sell. 
Colors and finishes can be and are 
copied. In fact, every conceivable 
method of identification is copied 
readily, and the tanner who sets out 
to create a national market is subject 
to the competition of inferior articles 
of identical appearance.

This is our problem. I wonder if 
anyone else in the advertising frater
nity has ever encountered a similar

situation in connection with their own 
problems.

F. X. Wholley,
Barnet Leather Company, Inc., 

New York

“Great Rewards — and Bitter 
Penalties”

I READ with interest your article in 
your November 18 issue on “I want 

to break into the Advertising Game.”
How to handle and help the raw 

material from which we must draw for 
the future is certainly a real problem.

There is one question that I always 
put up to such an applicant—“Have 
you an itch to sell?” If he says “No,” 
then I explain to him that advertising 
in any of its phases is only selling and 
that unless he likes the idea of moving 
merchandise he cannot hope to succeed 
in advertising and that he had better 
try something else.

If he says “Yes,” I feel around to 
find if he has any special bent, whether 
it is acquisitiveness, which might de
velop into making him useful for 
research, imagination, which might 
help in planning, or a desire to write 
or a pleasing personality which would 
make him rub elbows well with cus
tomers. If he has come from college, 
I try to find out if he has been a leader 
either in class or fraternity or sport.

Sometimes all this leads to an out
standing trait which can be used effec
tively in some branch of the advertis
ing business other than the agency. I 
then “pass him on” in a direction that 
I think may lead to a connection.

Sometimes it is hard to get such a 
fellow to tell you what you want to 
know. One young man who called on 
me told me all about his success in 
college, of the number of business 
courses he had taken, and the degrees 
he had acquired on the way. It was 
only by hard pumping that I learned 
that his father was the proprietor of n 
large grocery store and this young 
man knew all the details of the grocery 
business. This made further procedure 
less difficult.

When any young man wants to break 
into the advertising “game” seriously, 
I think a desire to sell, or experience 
in selling should be the starting point 
of the discussion. If he has the itch 
to sell but not the experience, I usually 
counsel the youngster to join some or
ganization where he can dispose of 
goods either on the road or in the shop.

And when one of these kids mentions 
the advertising “game,” I always think 
of what my friend Bill Corman says— 
“Advertising is a business of great 
rewards—and bitter penalties.”

In talking with these people I use t 
word “profession,” not to be snobbis 
but because advertising is too strenuo 
an occupation to be called a “game 
More than mere “playing” is necessa 
if one would succeed in breaking in 
it. Very truly yours,

M. L. Wilson, Vice-President, 
The Blackman Company, Inc.

New York.

Mr. Hustace Disagrees
‘ yOU certainly have a valual 

T magazine. At times I disagr 
violently with some of your artich 
but they are always productive of ne 
thought.
A. M. Hustace, Advertising Managi 

Edison Storage Battery Compar
Orange, New Jerse

Too Busy to Fight

WHEN problems, even to t 
greatest differences which m; 
arise between the greatest nations 

the world, can be decided in a mann 
that is fair, equitable and satisfacto 
by an amicable and frank meeting 
the interested parties, it is my opini 
that the most vexing problems of t 
business world can be settled in mu 
the same way.

The Association of National Adv« 
tisers is too busy to fight. We are co 
stantly growing in membership ai 
spreading out in our activities. T1 
year promises to be the biggest ai 
most prosperous we have ever enjoye 
and we do not wish to have it marre 
to have our progress impeded, by en 
less controversies which in the loi 
run net neither of the contestan 
anything.

Such fruitless struggles constitu 
one of the greatest sources of was 
in advertising. I feel, and the whc 
association which I represent feels, f 

. need for a little study, a little more 
the “get together” spirit among tl 
organizations which represent the o 
posite and often opposed parties to t' 
proposition.

Such a study must be construct? 
and not destructive and can only be 
be realized when all of the parties co: 
cerned are working toward the san 
end with a minimum of lost motio 
Obviously this calls for clear mutu 
understanding and confidence. It 
toward the attaining of this conditic 
that we are aiming, and as a proof । 
our good faith we will take the initi 
steps, confident that we shall be m 
half way by every truly broad-mind< 
and unselfish man in advertising.

E. T. Hall, President, 
Association of National Advertiser
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What's Regional Advertising!
Look at This Map

“BUY JEHAT YOU CAN USE”

To the National Advertiser whose product has only Regional 
Distribution—

To the Agency representing such Accounts—
The Christian Science Monitor’s plan of “Regional Advertising 

at Regional Rates” is well worth your early attention.

For Regional Rates See the Map
Ask Any Monitor Advertising Office for Full Information

The Christian Science Monitor
BOSTON

NEW YORK 
PHILADELPHIA

ADVERTISING OFFICES
CHICAGO SAN FRANCISCO

CLEVELAND LOS ANGELES
DETROIT SEATTLE

KANSAS CITY PORTLAND

LONDON
PARIS 

FLORENCE

An International Daily Newspaper Publishing SELECTED ADVERTISING
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Goodrich Launches Drive to 
Sell Bad Weather Merchandise

By George Burnham

F
ortunate indeed 
is the manufacturer 
who has a whole 
year in which to market 

his product. There is 
scarcely any single line 
which does not have its 
sales peaks and valleys. 
Much can be done by edu
cational effort to promote 
the use of the product 
during seasons previously 
considered impossible, but 
there is a limit to the 
commodities to which 
this remedy may be ap
plied.

Thus it is that manu
facturers are faced with 
the problem of a swift, 
intensive drive over a 
period which is strictly 
limited by the laws of na
ture. During this period 
they must make or break 
their product; on one 
short, hectic drive they 
must stand or fall for an 
entire year.

To the manufacturer 
who finds himself con
fronted by such a situ
ation, nothing can prove 
of greater value than the 
experiences of others. So 
herewith is presented a 
digest of the steps of a 
campaign of national 
scope, designed to sell a 
bad weather product—
rubbers and galoshes—the single 
peak period for which must neces
sarily come before Christmas and 
which, experience had taught, will 
only last approximately thirty days.

When The B. F. Goodrich Rubber 
Company decided to put on the cur
rent campaign for their “Zippers,” 
they planned to make it nation-wide. 
Their schedule of insertions not only 
called for newspapers, national 
magazines, farm papers and posters, 
but was extended to take in college 
papers and radio broadcasting as 
well. In fact, it was estimated that 
this program would bring their 
product to the attention of every

Rain» Snow-
^mart fashion Says 'Zippers .

The best dressed women have defi
nitely proclaimed Zippers the correct 
footwear attire for wet and slushy 
underfooting.

Here is a boot that not only pro
vides a quick, convenient method of 
fastening and superfine quality but 
grace and youth in foot line—love
liness from slipper to frock hem.

Observe how it follows the natural
THE B. F. GOODRICH RUBBER COK

lines of the foot, curves under the arch 
and obeys the dictum of the fashion
able narrow heel.

Contrast its shapeliness and trim
ness with the heavy, old-fashioned

Good taste is woman's fondest 
possession. Make fashionable Zippers 
a part of your season's wardrobe

PANY. EitoMUhed 1870. AKRON. OHIO

cases the papers were 
sold fully on the plan and 
promised complete sup
port.

The nature and aim of 
the campaign are best de
scribed in a letter to deal
ers from the headquar
ters of the Goodrich 
company in Akron, Ohio. 
Here it is described as a 
“high-powered, quick-act
ing, concentrated sales 
force.” The dealers’ sup
port is then urged: “This 
campaign, built for you, 
planned to bring business 
to your store, is as much 
yours as you make it—no 
more. Capitalize it to the 
fullest — display Zippers 
—advertise them in your 
own way—tie up with 
oui- major effort and your 
sales will mount.”

The newspaper sched
ule calls for thirteen in
sertions—three full pages 
together with ten smaller 
single advertisements. All 
of these are planned to 
appear coincident with 
the coming of bad 
weather and to appear in 
quick succession within 
the space of a month.

Before the first inser
tion, the cooperating 
newspapers will have 
paved the way in their

territories, and on the day that the 
first full page advertisement breaks, 
the service men from these publica
tions will have window stickers 
posted. They will make every effort 
to see that all merchandising in
structions are carried out, and as 
the campaign progresses will have 
proofs of the actual advertisements 
posted in the store windows where- 
ever practical. In the towns where 
newspaper service is lacking, the 
company will attempt to carry out 
the work through the mail.

A number of the newspapers pub
lish smaller monthly or weekly mer
chandising papers which they send 

[CONTINUED ON PAGE 52]

possible type and most of the in
dividuals who might find logical use 
for it. In all it is estimated that up
ward of 25,000,000 will be reached 
by circulation alone.

By far the most elaborately mer
chandised of these media were the 
newspapers. Long before the sched
uled date of the initial insertion this 
field was thoroughly investigated 
and the individual newspapers made 
acquainted with the proposition. 
Their cooperation was sought to 
merchandise the product and the 
campaign with the dealers in the 
territories that these publications 
covered. In the great majority of
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NEW YORK

CONNECTION
IS ESTEEMED AN ASSET

N THE AFFAIRS OF ITS CLIENTS

¿Because'

1. Its staff comprises experienced marketing authorities.
2. It finds out all the facts before it spends the money.

It handles no advertising of any objectionable character.
It bases all recommendations on carefully considered plans with well 
defined objectives.
Its retail accounts provide helpful trade and consumer contacts for 
national clients.

6. It is willing to wait while advertising beginners grow into large 
advertisers.

7. Its copy and art departments are brilliant in performance and practi
cal in execution.

8. It favors no particular form of media —using direct mail, trade
papers, magazines, newspapers, outdoor advertising—each according 
to the advertiser’s needs.

9. It practices the Interrupting Idea which gives every account its own 
individuality and carries through to the point of sale.

10. It pays particular attention to the application of national advertising 
to the selling job—on the road, in the windows and behind the counter.

11. It utilizes on each account the group experience of the entire Feder
ation with three continuous contacts—executive, creative and detail.

12. Its organization is thorough and efficient to the smallest detail and 
concentrates united effort on every client’s problems.

FEDERAL ADVERTISING AGENCY, Inc.
SIX EAST THIRTY-NINTH STREET
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The Health of Salesmen on
the Road

By Dr. TTilliam Bierman
Medical Director, National Council of Traveling Salesmen

WHAT happens when a sales
man out on the road gets any 
of the minor ailments to 
which flesh is heir?

I find that there has been a curi
ous negligence of this subject. Large 
companies have elaborate parapher
nalia for the welfare of factory and 
office employees, but the salesman is 
“out of the picture” entirely.

What does happen to the sales
man on the road? I have made it 
my business to find out, and I have 
uncovered the reasons behind what 
sales managers call “weather re
ports,” “grouches,” “lack of pep” 
and “soldiering.” I have discovered 
that the salesman has not had quite 
a fair deal at the hands of the medi
cal profession (due to circum
stances), and that the salesman’s 
health is a matter which should con
cern us a great deal more than it 
does.

Here is a typical picture of what 
happens on the road: Jack Smith, 
salesman, travels in a stuffy Pull
man train one early winter night. 
A fellow passenger sneezes continu
ously, and the air is filled with 
coryza germs. The next morning, 
on arriving at Peoria, Ill., Jack 
Smith feels rather minus in energy, 
but as he gets a letter from the sales
manager sternly abjuring him to put 
“pep” into his job, he steps lively, 
but his sales work has not the full 
quota of “go” in it. By evening he 
feels worse.

“If I were home,” he says to him
self, a bit sourly, “I would go to a 
doctor, or the wife would fix me up 
some of her home remedies. But 
what can I expect, leading this dog’s 
life on the road? The doctors are a 
bunch of robbers. If I went to any 
of ’em here they’d size me up at 
once for a transient and soak me the 
limit. I've got to hang on to my 
coin. I’ll fight this sickness down.”

But you can’t fight a cold down. 
Treatment is very necessary and ad
visable; the general public has a lot 
to learn about these supposedly 
innocent and insignificant colds. So 
Jack, to take his mind off his sick

Dr. William Bierman

feeling, goes to a movie theater— 
another germ-laden, airless place, 
which only brings him “down” all 
the sooner. The next morning he 
feels definitely worse. He now de
velops a “neurosis”; he is baffled, 
angry, grouchy. He berates his 
house, after reading his mail; he 
goes out to sell and does it badly. 
His mental state that night as he 
makes out a poor report is worse 
than ever. He knows he will hear 
from his chief, but he “doesn’t give 
a darn.” He foolishly takes a “shot” 
of liquor that night with some false 
notion that it will cure him.

THE next day in Springfield, he 
goes doggedly to the hotel doctor 
and gets some sort of treatment. The 
hotel doctor is—well, often a hotel 

doctor. Need more be said? Jack 
scarcely realizes the distinctions be
tween doctors; and even if he did, 
what means has he for making dis
tinctions? He remembers a time 
when he got into the hands of
quack for treatment, and he is very 
shy of strange doctors—quite justi
fiably.

When he arrives at Bloomington, 
he is pretty well licked. He wires 
the house, goes to bed in the hotel,

and—having asked the corner drug
gist, in pleading tones, “Tip me off 
to a good doctor, will you?”—one 
arrives and tells him something 
quite different from what the Spring
field doctor told him.

Now this is not an exaggerated 
story—it is startlingly usual. The 
same story is repeated as to teeth, 
indigestion, etc. The salesman’s 
mode of life has placed his health 
at the mercy of a disorganized and 
disconnected medical system. He 
has not been able to select medical 
advisers intelligently, to keep with
in moderate fees or to secure con
tinuity of treatment from town to 
town and avoid duplication of effort 
and cost. Some salesmen I know— 
and some who could ill afford it— 
have paid two and three times over 
for X-ray photographs, examina
tions, tests, etc., all because they had 
been made for these salesmen in 
different towns.

Perhaps you will by this time see 
why the National Council of Travel
ing Salesmen appointed a medical 
director with the plea that he work 
out a solution to the problem which 
salesmen have felt very deeply 
about. The Council has encouraged 
me to endeavor to secure the cooper
ation of medical authorities in mak
ing available an authenticated list of 
high grade, moderate fee doctors in 
all traveled cities and towns, and 
also to develop a plan for continuity 
of treatment from town to town.

Both of these ends have now been 
accomplished. The country’s medi
cal authorities have willingly aided, 
and a national list of doctors and 
specialists has been developed, the 
selected doctors agreeing to give the 
salesmen their best attention at 
moderate fees; and to provide for 
continuity of treatment where advis
able by using a history form which

a the salesman can carry with him to 
the next town and give the doctor 
there his authentic basis of continu
ation.

Knowing the interested feeling 
which good sales managers have for 
their men, I believe that this de- 

[CONTINUED ON PAGE 86]
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IN THE METAL TRADES FIELD

Significant Figures for Industrial 
Advertisers Who Would Reach the 
Largest Market at the Smallest Cost

CHARTER MEMBER
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How Advertising Is Building 
a New Church for Us

And How It Is Paying Our Expenses

By H. J. Sherman
Toledo Scale Company, Toledo, Ohio

MOST of the church 
advertising has 
been to increase 

attendance. But we are 
convinced that advertis
ing can accomplish one 
other great task for the 
church, and that is to 
furnish it with the neces
sary financial support. 
We have tried advertis
ing in our own congrega
tion to this end, and it is 
because of our experience 
that we are moved to 
make this statement.

We first turned to ad
vertising in an emer
gency. We wanted and 
needed a new church au
ditorium. We had talked 
of it for a long time. But 
our talk had led to no 
particular action. Finally we put 
the matter up to the general board 
of our denomination, from whom we 
had received certain assistance since 
the time of our organization, and 
under whose jurisdiction we were. 
At their direction their architect 
studied our situation, and began to 
prepare plans. The treasurer of the 
board called on us to discuss ways 
and means.

Our completed plant would cost 
approximately $85,000. We had 
about $15,000 in cash available. We 
could borrow $30,000 from the bank. 
The board expected to be able to 
give us $15,000. We would have to 
raise the remaining $25,000 our
selves. The meeting of the general 
board at which our proposition 
would receive consideration was 
scarcely three months away. If we 
were ready then, the board, in all 
likelihood, would give its approval. 
If we were not ready, our project 
probably would be deferred another 
year.

We turned to advertising to raise 
the necessary $25,000 in pledges,

CHURCHES are coming to realize that advertising is 
invaluable in aiding them to carry on their work.

A direct mail campaign enabled Grace Church, in 
Toledo, to raise $25,000 on short notice, and its annual 
budget is regularly oversubscribed as a result of 
the use of similar methods of direct mail advertising

and advertising did the job. Just 
why we chose this means, and why 
it was so successful may be under
stood better, perhaps, in the light 
of a little of the history of our par
ticular congregation.

We have a relatively small con
gregation, our membership number
ing about 295. When we built our 
first building we went into debt 
heavily. When we rebuilt 12 years 
ago we were still in debt on our 
original building. But our people 
prospered, and we wiped the entire 
debt out without any special effort. 
Then, still without special effort, we 
began to accumulate a new building 
fund, laying aside small amounts 
from the surplus in our current ex
pense funds, and certain organiza
tions begain designating their treas
uries as building funds.

Perhaps you may have experi
enced a slight feeling of surprise at 
the casual way we referred to a sur
plus in our current expense fund 
which could be laid aside. We are 
aware that this is a somewhat un
usual situation in church finances.

But we have always had1 
the most careful manage
ment for our church bus
iness. Up until this year, 
the only mention made of! 
finances to our member
ship was an annual every-i 
member canvass. O u r i 
budget for the year was 
announced, explained, and 
discussed at the annual 
congregational meeting 
preceding the canvass. 
Then, at a time appointed 
and previously announced, 
two-men teams called at 
the homes of our mem
bers, and collected the! 
signed pledge cards. 
There was no pressure on 
anyone to sign, and the! 
amount of the pledge was 
left entirely to the indi

vidual. The remarkable fact was; 
this—we usually oversubscribed our 
budget.

You will understand, therefore, 
the willingness of our people to give, 
without urging and without pres
sure.

Remember we had scarcely three 
months in which to secure pledges 
of $25,000 for our new building. To 
call a congregational meeting re
quired two weeks’ advance notice. 
To organize canvassers seemed like 
a considerable task, and we were 
afraid that the personal canvass 
would lead to high pressure methods 
in some cases. This we wanted to 
avoid. We had faith in our people, 
and we felt the sacredness of our 
task. So we decided to use a direct 
appeal, without personal solicitation, 
and to make the plan one of volun
tary subscription.

We printed a four-page an
nouncement. On the first or cover 
page we printed a picture of our 
proposed new building. Beneath 
the picture we printed the following 
text:

[CONTINUED ON PAGE 72]
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No sales plan on a radio pro* 
duct can be 100% productive 
without a space schedule in

Through the effective character of its circulation, 
through alert and reliable service to the reader, and 
because of its direct appeal, THE RADIO DEALER, 
published monthly for the Radio Businessman, leads 
all publications in Radio Advertising and in results 
to Radio Advertisers.

The only semi-monthly in 
its field, the leading au
thority since 1904 and the 
publication of greatest 
influence in its field.

TOBACCO
The weekly trade journal 
of the tobacco, cigar, cigar
ette, snuff and allied indus
tries.

BKPERTRM»EJOURNAL
Established 1872

Published weekly. The 
technical authority of the 
paper and pulp industries.

AMERICAN 
STATIONER

Office Outfitter

The weekly trade journal 
of the stationery, office out
fitting and kindred fields.

Rates, Circulation Data, etc., upon request

10 East 39th Street New York, N. Y.
Telephone—Caledonia 0560
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Keeping That Ten Per Cent 
Margin 

By A, L, White

® Publishers Photo Service, Inc.

IN its national expansion, the 
United States has passed from 
the agricultural stage into the 
industrial, and now is gradually 

turning to the commercial. With 
the development of industries, it is 
natural that manufacturers should 
look abroad for new fields into 
which to extend their sales, and as 
they have done this, the foreign 
trade of the country has grown rap
idly. The exports of the United 
States in 1924 amounted to four and 
one-half billions of dollars, and the 
1925 figures are even greater.

Exporting, taking an average, ab
sorbs ten per cent of the production 
of the United States, and this ten 
per cent is an important factor in 
taking care of the country’s surplus 
farm products and in keeping mills, 
packing houses and factories run
ning fifty-two weeks in the year, 
year in and year out, and every 
man on the job. Foreign trade, 
moreover, helps to keep an even flow 
of production, inasmuch as, except 
in abnormal times, depressions are 
seldom international but are usually 
due to local causes. While the wheat 
crop in the Dakotas may fail, bring

ing on a slump in buying there, 
Australia and Argentina may have 
bumper crops which will cause good 
business in those countries.

For these reasons, foreign trade 
is important to the United States. 
To the European countries, it is 
vital. Their industries depend for 
their life upon exporting a large 
proportion of their output. Un
doubtedly, as the European nations 
again build up their industries, in 
their struggle for life they will put 
up keen competition with American 
firms in foreign fields, particularly 
in the undeveloped fields such as 
Latin America.

In fact, Latin America has for 
many years been a bone of conten
tion among the industrial nations. 
Before the war the European coun
tries had a big trade there, and since 
the war they have been exerting 
strenuous efforts to regain their 
foothold. The United States, how
ever, has a good share of business 
with its southern neighbors. It has 
the preponderance of trade with 
Cuba and Mexico, and runs neck to 
neck with Great Britain in Brazil 
and Uruguay. Argentina is the 
most important market in South 
America and there at present Great 
Britain leads. The British, Ger
mans, French, Italians and Japanese 
all are becoming active in the South 
American field.

No reason exists for any fear on 
the part of American firms that they 
cannot do business in face of this 
competition. They have many fac
tors in their favor, and with a 
thorough knowledge of the markets, 
which may easily be acquired, they 
should be able not only to hold what 
they have, but to work up new busi
ness. It is, of course, natural to 
devote most effort to the larger 
countries and to those which appear 
to have the best purchasing power, 
but while doing this, some of the 
possibilities offered for sales in the 
smaller markets may be ignored.

A market should not always be 
judged by its size. From its size 
and its four hundred million inhabi
tants, China might be believed to be 

an excellent market, and its great 
numbers do have something to de 
with making it a market worthy of 
consideration, but at the present 
time it does not rank as high as a 
purchaser of exports from the 
United States as the little island of 
Cuba, and its per capita trade is 
only a small fraction of that of New 
Zealand with its 1,300,000 people. 
In 1924 China had a per capita 
trade, import and export, of about 
$4 against New Zealand’s $390.

One should not jump to the con
clusion, either, that because a field 
has not at present a very good pur
chasing power, it cannot be de
veloped into a good market. There 
was a time when Cuba was not con
sidered a good market. But 
through the opening up of its nat
ural resources and the education of 
its people, Cuba has been developed 
into the sixth largest market in the 
world for goods from the United 
States.

Other small countries in Latin 
America, some of which are now 
much further advanced than Cuba 
was when Americans first entered 
it, are well worth consideration and 

[CONTINUED ON PAGE 70]
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There’s still time to “make it/”

closing date for the Annual 
Statistical and Progress
Number of Electrical 
World.

The Copy Appeal
most effective for advertising in the Janu
ary 2nd issue is obviously that which 
ties up definitely with the editorial theme 
of this Statistical number. The progress 
of a manufacturer’s business; its develop
ment along certain definite lines; statisti
cal information concerning the manufac
turer's contribution to this basic industry 
—these can be used to make effective 
copy for this important number. With 
the use of this issue as a reference 
number, advertising copy should also in- 
ctede an index of products manufactured.

At the right are shown the ten sections 
under which the advertising pages will 
be classified. Manufacturers and readers 
alike have endorsed this idea as a de- 

R'ided help in both the selling and pur
chasing of equipment.

January 2nd—that's the date for the Annual 
Statistical Number of Electrical World. You 
still have time to “make it.’’

There’s valuable market data in this annual 
issue. Much time has been spent by Electrical 
World in gathering statistics and data of value 
to the financial, executive, manufacturing and 
sales branches of the electrical industry. Confi
dence built up over a period of years makes it 
possible for the Electrical World alone to secure 
confidential statistical data as presented in each 
statistical issue.
That there is a great demand for this issue (out
side regular subscription list) at $1 per copy, 
is ample testimony of its value as a reference 
number. It has become a “necessity” with 
executives in the field.

—The Ten Advertising Sections—
1. Engineering and Financial 5. Wiring Supplies 
„ . , ,J .... 6. Materials and Parts
2. Load Building Transmission and Distri-
3. Illumination bution
4. Searchlight 8- Motors—Control—Drive

9. Generating Station Equipment (Electrical?
loi Generating Station Equipment (Mechanical)

For 51 years Electrical World has been serving 
the electrical industry as its “weekly news
paper.”

Forms close Dec. 23rd. 
Reserve space now!

" " ' ELECTRICAL WORLD
Tenth Avenue at 36th Street, New
BOSTON PHILADELPHIA SYRACUSE

ST. LOVIS CLEVELAND SAN FRANCISC

A McGraw-Hill Publication

A. B. P-

Y ork
CHICAGO

Consult us freely. Possibly we can help 
in the preparation of copy.



44 ADVERTISING AND SELLING FORTNIGHTLY December 2, 1925

A RECENT experience with an artist 
of note, in which happily I was 
able to prevent the floundering 

of a costly art commission, reminded 
me of the advice a very successful 
agency art director gave me several 
years ago which has proved invaluable.

Said he, “When you go to an artist’s 
studio to see the picture he has done 
for you, leave the picture you have in 
your mind outside his door. Go in to 
see what the artist has done, not what 
you thought he was going to do. No 
two minds ever think the same picture, 
and it isn’t humanly possible for the 
artist to paint or draw the picture 
that is in your mind. Therefore leave 
your mental picture entirely out of the 
consideration, as though it had never 
existed. Judge the picture he—or it 
may be she—has done entirely from the 
standpoint of: ‘Will this picture serve 
to tell the story or bring out the point 
I am aiming at?’

“Generally you will find that it will 
do just as well as the picture you had 
in your mind; and often it will prove 
much more effective. In any event, 
if revision is required the picture will 
revise much more successfully if you 
start with his picture instead of with 
your own.”

-8-pt-
The morning mail brings me a yel

lowed newspaper clipping of uncertain 
date, and from what paper I know not 
(else I should give credit in printing 
it), which relates an incident concern
ing the time when the B. B. & R. 
Knight mills, which make the well- 
known “Fruit of the Loom” sheeting, 
were owned by the Knight brothers.

The Knights were perhaps the ablest 
textile makers in the country, says 
this clipping, but their conservatism 
was notable even in New England.

They never used traveling salesmen. 
Their sales manager, who had been 
with them fifty-nine years, once hired 
a star salesman. As the two were 
sitting out in front of the offices, as 
was the old custom, the salesman spied 
one of his customers. He ran after 
him, stopped him and sold him a bill 
of goods straightaway. When he re
turned, the sales manager discharged 
him.

“When this company has to run after 
its customers to sell them goods,” he 
announced, “it will stop doing busi
ness.”

-8-pt-
Perhaps the idea is old, but I hap

pen never to have seen it worked out

until this week: Daggett & Ramsdell, 
in sending out a beauty booklet, inclose 
a form letter which is folded to fit 
into the booklet and tipped in on the 
first page so that when you open the 
book you can’t miss the letter, and it 
can’t lose out.

-8-pt-
“I understand that along the Nile 

River laborers work all day drawing 
water from the river by hand and pour
ing it into the irrigation ditches, while 
all along the river’s bank are stationed 
pumps for doing the same thing more 
cheaply and efficiently. However, the 
Egyptians do not know how to operate 
or care for these machines. Some con
cern had sent out salesmen, who sold 
the pumps, but did not take the time 
to see that they were being put to use, 
apparently feeling that their responsi
bility stopped with the sale of the ma
chines. If we will think of our own 
experience in buying and look around 
a bit, we will realize that such mis
taken ideas regarding selling are not 
confined to Egypt.”

This, by F. H. Beveridge of the 
Fuller Brush Company, contains a 
whole flock of germs of thought for 
industrial sales manager, as well as 
for the sales managers of household 
specialties of many kinds.

-8-pt-
I contend that Smith Brothers have 

discovered how to use farm papers. 
Witness a reduced facsimile of their

SMITH BROTHERS 
COUGH DROPS UtSPXS

October farm paper copy. To the man 
on the farm an almanac is always hard | 
to resist, and this particular almanac 
has a delightful whimsicality which 
makes it particularly irresistible.

-8-pt-
Very interesting, some figures re

cently issued by the Chamber of Com
merce of the United States, based on 
a survey made by the Department of 
Labor.

It seems that to approximate the 
buying power of a city or community 
in dollars you have only to multiply j 
the population by the magic number 
217.

If you would know the amount spent 
on foods, take 30.8 per cent of this; 
wearing apparel, 15.4 per cent; furni- I 
ture, 5.5 per cent; fuel and light, 6.7 
per cent.

A fine fresh scent, this, for the “data 
hounds” to follow up!

—8-pt—
W. Arthur Cole, vice-president of 

The Corman Company, writes a letter 
which interests me greatly.

“Another theme,” says he, “is the 
question as to whether or not the 
‘mass’ audience is always to be con
sidered moron—lacking imagination— 
by sophisticated advertising men.

“For instance, haven’t the movies 
had a tremendous influence in enkind
ling the imaginations of this class 
labeled moron? Does copy have to be 
prosaic in presentation of facts for ’ 
this audience?

“While I am opposed to the wholly 
fairyland style, I do feel that there is 
a place for enlivening facts with im
agination, even when the audience is 
what has been labeled moron.

“Have we not reappraised the use 
of words since Christ and Lincoln and 
his famous simple-word speech, and 
the Psalmists?

“Have not the common people grown 
in their appreciation of word symbols? 
Has any one made a recent survey of 
the vocabulary of the common pee-pul? 
Let’s do it—as of date 1926—or get 
the Russell Sage Foundation or some 
other monied group of students to do 
it for us!”
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The Farm Journal 
Has Always Had 

a 
Small Page

To have originated ideas 
that have lived for half 
a century and still remain 
as sound as ever is the 
achievement of The Farm 
Journal.
Among these ideas, ger
minated back in 1877, 
was the small (450-line) 
page farm paper. With 
this small, compact, easily- 
held page, The Farm 
Journal stood alone in its 
field for over 25 years.

Then other farm papers 
saw the merits of The 
Farmjournal’s unique size 
and form, and endorsed it 
by their imitation.
The 450-line page is of 
obvious convenience to 
the reader. To the adver
tiser, it has meant lower 
rates for page units and 
greater visibility for less 
than page units—more 
profit per dollar invested 
in advertising space.

The Farm Journal has always been a monthly, always 
been brief, always had a small page, always maintained a 
low subscription price, always sold multiple subscriptions.

PHILADELPHIA NEW YORK CHICAGO BOSTON SEATTLE SAN FRANCISCO LOS ANGELES
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Interesting the Salesman in New 
Additions to the Line

essary to build volume on it before 
complicating matters still further by 
any launching of any other addition 
to the line.

It soon became clear that the prob
lem did not involve this newly added 
product itself, its put-up or its price. 
The very salesmen who could not “put 
it across” with their trade seldom hid 
behind any flimsy attacks against any 
one of these three major elements.

But in their letters, and particularly 
between the lines of their letters, it 
was clear that the difficulty came in 
a type of sales resistance so new to 
these particular salesmen that they 
were unable to advance.

The only problem which these men 
had faced in their entire history 
with their company was with the vol
ume of sales. Three generations of 
successful selling had made their prod
ucts better-known to every dealer than 
the birthdays of his own children. 
Two generations of consistent national 
advertising had made them known in 
every hamlet, as well as in every city 
and town of these United States.

CONSEQUENTLY, the sales force 
of this organization had been con
cerned only with the task of added vol

ume on these four products. They had 
never known the burden of introducing 
a new article to their customers. They 
had grown tremendously skillful in 
showing a dealer how to sell more of 
their four articles through adroit use 
of mailing lists, window, counter, aisle 
and shelf displays, and in interesting 
dealers’ salespeople to offer them over 
the counter, with an explanation of 
newly discovered uses.

Consequently, it was a novel and de
cidedly surprising experience when 
dealers bluntly told them that they 
“were not putting in any new lines”; 
“would stock when they had calls for 
it”; “were more interested in cutting 
out slow movers than in anything 
else,” and the host of cut-and-dried ob
jections which every retailer, for his 
own protection, springs on the sales
man who offers a new product.

Today that company is still strug
gling to gain more than a precarious 
foothold for this added product. For 
so good were these salesmen in build
ing volume on the four original prod
ucts that their services were too valu
able to lose, even when they were found 
all but wanting after a hurried sales 
convention had told them precisely 
what to do—and how to do it.

In the three years which have 
elapsed, this company has been forced 
to put on specialty men to introduce 
their product and to back local dealer

[CONTINUED FROM PAGE 20]

campaigns to secure demand from the 
buying public. This cost has increased 
rather than decreased merchandising 
overhead, and though the top of the 
peak has been reached and the ten
dency is marked towards lower selling 
costs of this new product, it will be 
at least another year before it will be 
fully self-supporting.

NOW let us look at the silver-lining 
side of the cloud. Literally hun
dreds upon hundreds of American man

ufacturers have successfuly added prod
ucts to their lines, and have been 
equally successful in making these ad
ditions reduce merchandising overhead.

The mechanical side of the introduc
tion of new products is by far the 
easiest. The use of magazines, news
papers, billboards, street car advertis
ing, illuminated signs, direct mail 
advertising—the whole range of “head
quarters selling” has been well charted. 
The veteran sales executive or the vet
eran advertising executive knows how 
to use these compelling merchandising 
forces. He knows when to use them 
singly and when to use them in com
bination. By experiment he has 
worked out the forces and the com
bination of forces which yield the 
greatest return per dollar of invest
ment.

But the average sales manager is 
dealing, not with a field in which the 
technique has for long years been a 
matter of careful and open considera
tion. He is dealing with human sales 
forces and not with white space to 
be filled, rates and media.

One of the soundest sales and ad
vertising executives in the East faced 
a most perplexing problem. Not only 
did his company make but the slight
est of advances in prices during the 
war and post-war years, but it met 
with stubborn resistance on the part 
of every cost factor when it endeavored 
to reduce its costs so that it could re
duce its selling prices in 1921.

At the same time the subsidiary of 
a large New England enterprise, in 
facing the same problem of decreas
ing overhead through added products, 
deliberately invaded the field which 
this Eastern manufacturers’ one prod
uct had long dominated.

This newcomer had plants laying 
idle on its hands. It had splendid new 
mechanical equipment which would 
rust if not used. The ingredients which 
cost the ordinary manufacturer the 
most could be secured by the newcomer 
almost without cost, as they were the 
by-product of one of its mills.

To cap the climax, the newcomer 
brought out this competing product in

an eight-ounce convenient and attrac
tive package at the same retail price 
at which the original manufacturer 
had marketed a six-ounce package.

Instead of becoming panic-stricken, 
this eminent sales and advertising ex
ecutive and his ranking officials did 
themselves credit by facing the situa
tion squarely. Investigation showed 
them that this newcomer could manu
facture and sell his eight-ounce article 
at a slightly lower price than their own 
six-ounce package, and still make at 
least the same profit. So they wisely 
decided that an addition to the line 
was imperative. They felt that it 
would be several years before the new
comer could become the dominating 
factor in the industry. But they felt 
that it was entirely possible that ex
actly that situation might result with
in a few years’ time.

They selected a product which could 
be made to advantage with their exist
ing equipment. They selected a prod
uct which at the same time could be 
marketed through the same wholesale 
and retail outlets as their original 
product—and by their own sales force.

A sales convention was called at a 
time which took advantage of the an
nual seasonal sales depression. At that 
conference the sales and advertising 
executive took the situation to pieces 
and showed each man in individual con
ferences exactly what this new com
petition meant on the old line, and 
pointed out exactly why the new prod
uct had been selected.

THEN in a general session the pres
ident made it clear that each man’s 
earnings in the future inevitably must 

depend upon his ability to resist to the 
utmost the inroads of this new com
petitor, and on each salesman’s ability 
to build up volume sales on the new 
product. While these salesmen were 
still at the factory each was given 
carefully prepared memoranda en
abling each to write individually dic
tated letters to each of his customers, 
announcing the new line. Each letter 
was accompanied by a demonstrator 
sample. In these letters, and in their 
own language, each salesman told each 
customer how to test the new item, 
and told him exactly when he would 
call upon him.

When the salesman called, he had 
with him specimens of all sales helps 
and sales promotion plans, even down 
to copy for local advertisements. 
While the company had never partici
pated in the cost of dealer advertise
ments in local newspapers, a sliding 
scale of cooperation, based on two 
elements, was offered. The salesman
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“Beyond the horizon”

with Mrs. North College Hill

UNTIL a few years ago, the land along 
Hamilton Pike beyond College Hill 
was mostly woods and waving fields.

It was then that a young couple, weary of 
apartment "cliff dwelling," looked "beyond 
the horizon" and found this beauty spot.
Here they built a home that fairly sparkles 
with smartness. And inside, Mrs. North 
College Hill conducts her housekeeping just 
as smartly. She has looked "beyond the 
horizon" for every possible housekeeping 
aid; mechanical servants save her time at 
ever turn.
And she dearly needs this time. Her com
munity is growing rapidly; there are con
stantly new activities to take part in. Not 
to mention the demands of the city proper,

with its dinners and dances, its theatres and 
concerts, its blocks of inviting shops.
But in regard to this last—the shops—Mrs. 
North College Hill has found another way to 
save time. Every morning, The Enquirer 
is delivered to her home, as well as to 273 
more of the 354 residence buildings in her 
community. Over the breakfast coffee, she 
scans the columns of this paper, seeking "be
yond the horizon" for the new, the stylish, 
the efficient. When she finds what she wants 
—which is very oftB-T’it is only a few min
utes by bus or motor car to the store whose 
announcement she has read.
Chances are, Mr. Advertiser, that your an
nouncements are among those she reads and 
heeds. If not—they should be!

ND This advertisement is one of a series ap- 
«O* pearing as a full page in The Enquirer. 
Each advertisement personalizes a Cincinnati suburb 

by describing the type of woman characteristic of 
that suburb; in each advertisement, too, The Enquirer’s 
coverage of the district is shown.

I. A. KLEIN
New York Chicago

R. J. BIDWELL CO.
San Francisco Los Angeles

THE CINCINNATI ENQUIRER
“Goes to the home, stays in the home”
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A book for those who use 
direct advertising

Are you spending enough 
money or too much money for 
direct advertising?

Here is a book that may help 
you to answer that question. If 
you hope to receive adequate 
returns for the money you in
vest in advertising, this book 
merits your serious attention.

To executives who use, or who are in a -posi
tion to use, direct advertising as a definite 
advertising medium,1'The Direct Advertis
ing Budget” will be gladly sent free upon 
request. To others the price is one dollar.

Evans-Winter-Hebb Inc. Detroit
822 Hancock Avenue West

The Evans-Winter-Hebb organization has within itself complete facilities for 
the planning and production of direct advertising and other printing: Analysis 

Plan - Copy - Design - Art - Photo-Engraving - Letterpress and 
Offset Printing - Binding - Mailing

pointed out that, if the dealer would 
agree to give so many days’ full win
dow display and so many days’ part 
window display, coupling this with 
other displays and sending out letters 
on his own letterhead which would 
be multigraphed without charge, his 
company would stand 25 per cent of 
the local advertising, provided mutual
ly acceptable copy were decided upon. 
If the dealer would stock specified 
quantities, a further advertising con
tribution would be made, bearing from 
5 to 25 per cent of the total local 
newspaper advertising cost.

From the very start this campaign 
was successful, because it enlisted the 
salesmen’s cooperation and the deal
ers’ cooperation. The added fact of 
two prize contests for dealers—one 
based on window and store displays 
and the other based on over-the-counter 
sales, was needed only to make the in
troduction of this new article a greater 
success than this veteran sales and ad
vertising executive had dared hope.

A MISSOURI manufacturer, faced 
with the necessity for taking over 
a new product, discovered that his ma

chinery was hopeless for any use other 
than the manufacture of his highly 
specialized, highly standardized single 
article which he had been manufac
turing for years. But the necessity 
was urgent, and he met it by buying 
out an entirely different line—one as 
far removed from his old one as bed 
linen from portable heating equipment.

The education of the sales force was 
accomplished by a two weeks’ conven
tion held at the plant which this Mis
souri company had purchased. The 
company which it bought out had op
erated solely through jobbers, and 
“traveled” only five salesmen, all of 
whom were retained. It was rightly 
the belief of the general manager of 
the Missouri corporation that these 
men’s services would be invaluable 
from the standpoint of coaching the 
sales force in the field, and that by 
using these men later as technical 
salesmen, calling only on the largest 
type of consumers in behalf of the 
largest of retailers, sales expenses 
would be lowered per dollar of sales, 
rather than increased. Again it is 
pleasing to be able to say that this 
plan worked out decidedly successfully.

A novel feature of the merchandis
ing of the newly added line by the sales 
force of the original product ■ was a 
“Ranking Sheet” sent to each sales
man each month, showing his compara
tive standing with every other sales
man. A personal letter supplemented 
this “Ranking Sheet,” telling each 
salesman how far he was behind the 
two men ahead of him, and how far 
ahead of the two behind.

These examples bring to light the fact 
that the greatest problem in success
fully adding new products to a line is 
the salesman, himself. By taking him 
into your confidence, by showing him 
the problem, and his part in the solu
tion, the battle is more than three- 
quarters won!
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Two Approaches to 
Literature

[CONTINUED FROM PAGE 28] 
literate advertisements sell litera
ture to literate people? And if so, 
why should books differ in this re
spect so greatly from beans, or face 
powder, or stockings? Why use ty
pography and art and literate copy 
for foods and cosmetics, and adver
tise Kipling as if it were a brand of 
mental chewing gum?

It may be proved that the Kipling 
advertisement will sell most books. 
What of it? Is that all there is to 
advertising? Is that all there is 
to publishing? Does it make no 
difference to a publisher how he sells 
his books, or to whom he sells them ? 
One cannot escape the inference that 
this Kipling advertisement is not in
tended to sell Kipling to people who 
want to read Kipling, but merely 
those who want a set of books to 
furnish the parlor and have heard 
Kipling as a good name to conjure 
with.

It is quite possible the Kipling ad
vertisement will sell more books than
the Stevenson advertisement, but 
equally possible that the Stevenson 
advertisement will sell all that it is 
possible to sell legitimately.

Department of Commerce
Has called a conference of direc

tory publishers, prominent statistical 
bureaus, advertising agencies, and 
trade associations generally, embracing 
practically all commercial lines, to 
consider the standardization of business 
classifications. The meeting is called 
for Dec. 14, 1925, in Washington, D. 
C. The purpose of this conference is 
to give added momentum to a move
ment, already under way, to reduce 
business and professional classifica
tions, as far as possible, to their 
simplest elements.

j, . Dick Jemison
Formerly associated with the United 

States Advertising Corporation, Toledo, 
Ohio, has purchased an interest in the 
firm of Hal T. Boulden & Associates, 

F Inc., publishers’ representatives, New 
* York, and has been elected vice-presi- 

K- dent. Mr. Jemison has opened an office 
>s in Cleveland to direct the company’s 

activities in the West.

Business Publishers
International Corporation

Announces that the three men who 
will represent the organization in 
Argentina, Mexico and Cuba have 
sailed for their posts. The represen
tatives are James F. Downey, A. R. 
Cota and Paul Malenchini. They will 
establish their offices in Buenos Aires, 
Mexico City and Havana, respectively.

When you come 
to analyze a big 
market, you 
realize that no 
one newspaper 
can cover it alone— 
but there’s a lot 
of resultfulness in a 
medium like 
the Detroit Times 
which, in addition to 
big circulation 
is also the especial 
choice of the 
population between 
the ages of 17 
and 45
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The consistent volume ot 
CLASSIFIED ADVERTISING 
constantly to be found in

NUGENTS
is the most reliable indica
tion that it commands 
unusual

Reader Interest 
and

Responsiveness

Published by

THE ALLEN BUSINESS PAPERS, Inc. 
1225 Broadway New York

—and Now
Concerning Copy

Why can’t all headlines be as good 
as Prophylactic’s—

“Is your toothbrush hitting on all 
32?”

«70

There was an apt and cheerful 
thought in Columbia Mills’ idea of call
ing window shades the “lampshades of 
the finest light of all.” Until we read 
that, we always thought of window 
shades as things that flop just before a 
thunderstorm.

Colgate is doing the magazine-read
ing public a favor worthy of the best 
editors in using Arthur Rackham’s ex
quisite color drawings for Cashmere 
Bouquet soap.

There was once a famous ad man 
who said: “The man that pays the bills 
knows better than anybody else how 
the copy ought to be written.”

“Many a tradition of honored dignity 
has been shattered by a frivolous 
phrase. Many a cherished business 
policy has been a martyr to fuzzy- 
thinking cleverness,” says an agency 
advertisement to the cherished, honored 
and dignified readers of the Harvard 
Business Review.

As, for instance, exactly what, when 
and how? Or in this an attempt to 
rouse the skittish fear on the part of 
the corporate personality that to run 
any copy but a “card” is undignified.

When is someone going to sell the 
modern bathroom for the exquisite 
laboratory, hospital, barber-shop, Ro
man bath, and laundry that it is, in
stead of a Jake-and-Lee idea of a 
glimpse into the star dressing-room?

«7i

If there must be slogans, let them 
be as good as “next to myself I like 
B V D best.”

«70

If makers of carbureters, acces
sories, axles and other intestines real
ized that the average motor car owner 
holds firmly to a policy of “live and let 
live” with respect to his car-engine, 
there wouldn’t be so many cross-sec
tional disembowelments in advertise
ments.

ez»
There is some good sense and calm 

pleading in the Phoenix hosiery adver
tisements, but it is getting harder and 
harder for these old eyes to extract it 
from the Schubert-Serenade border 
decorations.

The Provident Mutual Life Insur- | 
ance Company, venturing into zoology, J 
announces that “there are two kinds 
of wolves”; one that symbolizes I 
POVERTY, and one that “howls on 
the trail of the widow for the get-rich- I 
quick investment of funds.” There are 
two more kinds: one is the American 
Radiator’s “wolf of winter” which is 
advertised every winter, and the other I 
is the naughty naughty wolf who eats I 
up copy writers who ride other people’s I 
wolves.

•zw
Victor paid $4,800 to say, in one 

magazine, this:
“This general property of sound 1 

has been understood, but the tech
nique of designing a high quality 1 
sound transmission which would not 
interfere with the evenness of the 
flow, and which would not obviate 
deflection, has not been understood.” 1
And another thing that has not been 

understood is the paragraph just 
quoted—at least by one humble reader.

eon

“930 representative New York state 
doctors” prescribe one kind of baking , 
powder; “352 stars at Hollywood” 
wash with so-and-so; “Mrs. William E. 
Borah believes” in something; “Wis
consin says to New Mexico” that both ( 
buy the same brand; the “expert who 
revolutionized the manicuring habits 
of the world perfected” a new one; and 
Roger W. Specific is back with his 
statistics and testimonials. Summer 
is over.

But it is a relief to know that 
“BEAUTY ... in a gun-metal petti- I 
coat” is still a lipstick. Summer is not 
wholly dead, after all.

Zz-

The poor nut thinks that copy has 
some control over the impression made 
by the advertisement. He lays down I 
the Digest and says:

“I have just tried, once more, to 
read the copy in the upside-down I 
keystone of a Mimeograph advertise- I 
ment, and I can’t do it, and I’ve I 
never read it yet, any more than I 
have a Hupmobile page, and I think 1 
it’s a typographical affectation, and । 
if they don’t like it they can send 
me a Mimeographed letter about it.” 1

eon

There is a legend still loose on the । 
town that in order to write plain I 
United States to them it is necessary 
to use the word “like” as a conjunction. I 
Like is not a conjunction and it will 
take more than lazy writing to make 
it one.
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Why Won't Advertisers 
Talk Sense?

[CONTINUED FROM PAGE 21 |

sell your own goods, but make the con
i' sumer happy in getting the goods for 
f 'what they are; and not expecting 

something that will never be found— 
.thus killing the hope of repeat sales.

Of course, the big cause of poor ad- 
■ vertising is usually the fact that the 
president of the company , or the vice

, president in charge of sales, doesn’t be
lieve that the truth will sell his prod
uct. He admits his lack of faith in his 

| production department; yet doesn’t im- 
‘ prove it. So when the able advertisers 
I 'present layouts and copy that really 

tell the strong story of the product, 
that dignitary frowns on the campaign 
as planned—tears out a magazine page 

I 'exploiting a car of much higher value 
and wants his advertising like that.

I Then the advertising agent hires the 
, same artist who pictured the higher
. priced car, to make an illustration as 

nearly like the other as details of eon- 
f struction will permit. Then the copy 

writer must follow the writing style 
of the fine advertisement, with much 
the same story. The result is a costly 

I advertisement that doesn’t advertise 
that car at all, and about which the 
intelligent reader says: “That’s the 
bunk. Why don’t they tell us some
thing about the car as it is, instead of 
telling us what they wish it was?”

| If a car is not as good and powerful 
and as well finished as cars at double 
the price, why not write honest copy 

> about it, and show some enthusiasm 
for what the car really is? Why not 

”■ make the reader say: “Well, that con- 
■. cern isn’t afraid of its car. It must 

be worth its price.”
Why not say it something like this: 

| Here’s a Car to Give You Real Joy 
for $800!

The New OAKMONT.
D Designed for the man who wants a 

good car at a moderate price.
No reasonable man will ever com
plain about the speed and power of 

I the Oakmont engine. It won’t 
I climb Schooley Mountain on high 
| —that’s why it has a second speed.
F But it will spin you and your fam
I ily over the road as fast as any 

law-abiding man who values his
I life will want to go.
I The wife will be delighted to own 
1 a car so good-looking and comfort- 
I able. The Sedan body is modern 
| in every way; handsomely finished 

and nicely upholstered. Who would 
think that $800 could buy so good 
a car?

■ Not an exaggeration in that copy; 
I >ut a lot of genuine enthusiasm for 

vhat the car really is.
But vastly better copy than that may 

>e written, if the writer will interview 
a he designers and makers. Not to get 

i lot of hot air; but to learn facts that 
he writer can see are true, and then 

I et the goods talk for themselves.

Xilitt bePeadi^UiMe
THE long winter evenings are just ahead. The nuts, apples 

and eider still find a place on the farm living table, also a 
good reading lamp. By it lies the Dairymen's League News

best loved and most read of farm papers.

Every member of the family scans its pages with interest. Dad, 
of course, reads the market reports, the Savage Feed Service and 
the dairy articles. Mother dotes on the Home and Poultry Depart
ments. The children watch for the Kiddies’ Korner. And then, 
there's George Duff’s side-splitter which is read aloud, punctuated 
with laughter.

The Dairymen’s League News has a firm hold upon the dairy 
families of the New York City Milk Shed because it is their own 
paper, published for them and by them. Its advertising columns 
are the gateway to one of the most prosperous farm markets in 
America—a market you can be sure of reaching in no other way.

Every month throughout the winter, the milk checks continue to 
come, supplemented by the liberal earnings of the farm poultry flock. 
The income never stops on the dairy farm and Dairymen’s League 
members are protected by favorable marketing contracts.

Get your sales message before these farm folks this winter when 
there’s time for reading, discussion and planning. If the Dairymen’s 
League News is not already on your schedule, it will pay you to 
put it there. Let us submit the evidence.

A request will bring you Sample Copy and Rate Card

NEW YORK 
120 W 42nd Street
. M. Tlbblttt. But. Mar. 
). E. Everett. Adv. Mar. 

Phene Wisconsin

Dairymens
agu e yNews CHICAGO: 

IO S. La Salle Street 
John D. Ross 

Phone State 3662

"The Dairy Paper of the 
New York City Milk-Shed"
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AMERICAN SHOEMAKING
Is the Most Successful 
Shoe Factory Paper

The above chart illustrates graphically the advertising 
growth of American Shoemaking for ten years. The fol
lowing facts are evident:

At the end of the decade extending from 1915 to 1925, 
American Shoemaking now indicates a healthy gain, 
carrying

Four times the advertising volume of 1915
Were the two war profit years eliminated, namely, 1919 

and 1920, and an imaginary line drawn from 1918 to 1921, 
a steady, upward trend would be recorded.

Not a single other trade paper in the field can approach 
this record.

Most firms like to do business with a successful trade 
publication. For this reason, we ask an opportunity to 
prove all our claims of superiority as a shoe factory 
medium.

AMERICAN SHOEMAKING 
683 Atlantic Avenue Boston, Mass.

MEMBER a. b. c.

PLAIN, PRINTED OR LITHOGRAPHED 
FOR EVERY PURPOSE

Send for Samples—Prices that are Interesting 
HESSE ENVELOPE AND LITHO. CO. 
4161 North Kingshighway ST. LOUIS

House Organs
We are the producers of some of the 
oldest and most successful house 
organs in the country. Write for copy 
ofTHE William Feather Magazine.

The William Feather Company
605 Caxton Building :: Cleveland, Ohio

Goodrich Launches | 
Drive

[CONTINUED FROM PAGE 36] '

out to dealers. In many cases thesi ( 
have agreed to cooperate with th« 
Goodrich Company by carrying write 
ups of the campaign, while some wil 
do even better and reproduce one of 
more of the advertisements. In thi: 
way it is assured that each dealer oi 
these lists will have the entire cam 
paign brought home to him in a de 
tailed way, thus assuring a better tie 
up. In many cases the newspaper: 1 
have agreed to follow this up with I 1 
letter prepared by them to the dealer: 
in their territories, urging that th< 
latter cash in on his excellent oppor 
tunity. Frequently this is being don« 
without charge, while some of the pub 
lishers bill the company only for post 
age.

ALL in all, the campaign is admir! 
/\ably calculated to strike swiftl; 
and with full impetus at the center o 
the target. Practically every phase o 
aggressive merchandising has been util 
ized and perfectly coordinated, and ii 
addition arrangements have been mad« 
to keep a complete and up to the mi nut 
check upon every step attempted. Onl; 
a big, farsighted national advertiser 
working hand in hand with the ful 
power of the newspapers, could eve 
attempt it.

A direct tie-up with the newspape 
work is the radio broadcasting whicl 
the company is undertaking. Hen 
again they are prepared. The Good 
rich Silvertown Cord Orchestra ha 
long been known to radio fans far am 
wide and has won for itself and it: 
company a very high esteem. So popu 
lar has it become, in fact, that th' 
company saw fit to release it until Jan 
uary first to fill concert engagements 1 
As a result their program time, ever: 
Thursday night from ten to eleven a 
station WEAF, New York, has beei 
turned over to a new Goodrich organ 
ization known as the “Zippers.” Thi 
troupe is made up of a group of stag 
stars and will broadcast origina * 
musical comedy at the time specified I 
Thus the campaign is brought direct!: 
to the attention of the customers.

This radio program is featured i: 
the newspaper advertisements, an, 
every effort is being made to coordinat L 
the two. WEAF is connected with sta 
tions in Providence, Philadelphia, Bos 
ton, Pittsburgh, Detroit, St. Pau 
Minneapolis, Davenport, Cincinnat 
Buffalo, Worcester, St. Louis an 
Akron, and the program is relayed o 
from these at the specified time. Thi 
falls in admirably with the plan of th 
Goodrich Company to center the cair 
paign in the five key cities of Nei 
York, Chicago, Cleveland, Detroit an 
Boston, which are judged to be s 
strategical points and from whic 
greater concentration and more intens 
effort may spread profitably for a cor i 
siderable distance around each.
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Are You With Us?

HINCE TRUE STORY has shattered so many 
precedents—let’s shatter a few more!
Let us no longer talk of “buying power”— 

but only of “buying desire?’ The wealth of the 
world is every year becoming more and more 
equally distributed, so that the words “buying 
power” must be changed to “buying desire.” Ask 
us about TRUE STORY’S standing in groups two 
and three.

Let us hear the last of “reader 
interest.” These words never 
really meant anything. Unless 
a person is interested in a 
magazine, he never would buy 
it. Let us suggest “reader par
ticipation,” and use TRUE 
STORY as an example, 
because the readers of this 
magazine actually share in 
and shape its editorial policy.

Let’s throw out the word 
“duplication” and in its place 
speak of “over-lapping” circu
lation. The advertiser’s dollar 
shows diminishing returns 
when one circulation over

laps another. Instead of pro
gressing in his advertising 
policy, he finds himself on a 
merry-go-round and not on a 
limited train. TRUE STORY 
reaches an original market!
We make these suggestions 
in all sincerity, as a contri
bution to the progress of 
advertising as a science.
And when we speak of TRUE 
STORY as “The Necessary 
Two Million^”, we do so 
because TRUE STORY 
shows buying desire among 
readers who participate in the 
shaping of its policy—and the 
market is original.

True Story
I “The Necessary Two Million + ”

“GREATEST COVERAGE—LOWEST COST”



ALDERMAN, FAIRCHILD COMPANY
ROCHESTER,N.Y.

DISPLAYOLOGISTS
DISPLAYOLOGIST—One who designs and executes display materials that 
exhibit goods in a manner that compels attention and causes the beholder to buy
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Two million Newsstand 
Group magazines are on 
the newsstands today— 
1,200,000 Men's magazines 
and 800,000 Women’s 
Magazines.

Men’s List—1,200,000
Members A. B. C.

Page rate $600 Line rate $3
Ace High Lariat Stories
Action Stories North West Stories 
Black Mask Ranch Romances 
Cowboy Stories Wit of the World

Women’s List—800,000
Members A. B. C.

Page rate $400 Line rate $2
Breezy Stories Love Romances 
Droll Stories Snappy Stories

Young's Magazine

Both Lists—2,000,000
Page rate $1000 Line rate $5

Where else, *while these rates 
last, can you talk to so many 
people—men, women, or men 
and women—at anywhere near 
so low a cost?

Sell your advertising and 
your goods on the same 
counter—read alike by 
clerk and customer.
Of the 52.800 newsstands in the United 
States 48,800 are in stores; 26,400 in drug 
stores.

Why not put some, at least, of 
your advertising money into 
the kind of magazine most 
shopkeepers, as well as most 
of their customers, actually 
read?

Newsstand
Group

Management of

E. R. Crowe & Company, Inc.
New York Established 1922 Chicago

*The above rates were based on a distribution 
estimate of only 1,500,000

Local vs. National Rates
[CONTINUED FROM PAGE 27]

He has recourse to his costs. Cir
culation receipts, the subscription 
prices varying during the years as 
mainly determined by competition, are 
subtracted from the gross expense. He 
must have so much money to meet his 
costs and enough above it to net some 
returns on the capital invested. Find
ing such figures, shall he apply them 
to all advertising, regardless of all the 
differences of conditions, differences of 
volume of each classification of adver
tising, differences in value of classes 
of advertising to circulation, and to 
other departments of the newspaper? 
No; it would be neither logical, prac
tical nor fair.

HE decides to establish different 
rates for national and local adver
tising. He has been brought to this 

conclusion by many factors, mathe
matical .and unmathematical. He has 
consulted whatever national advertis
ing costs he has and he reconsults 
them year after year for possible 
adjustments. He has found that these 
are high. They include 15 per cent 
to a general agency, whose services 
in the main can be legitimately counted 
as a part of the newspaper selling 
expense only by the wildest stretch of 
imagination or tradition. He has paid 
10 or 15 per cent to special repre
sentatives to work at selling the 
national advertiser. He has spent 
thousands of dollars of expense for 
work from his own office direct. And 
to all this he has added the merchan
dising department, which is costing 
him fifteen or twenty thousand dollars 
a year. He has found that the total 
lineage of national advertising has 
been one fourth or one fifth of his 
total volume, one third or one fourth 
of his local advertising, and because 
of this volume and despite his local 
rates being lower in 1924 his national 
advertising has cost him a greater per 
cent than his local. In one instance, 
disclosed by my survey, the cost of 
national amounted to more than the 
total cost of the local advertising 
department, salaries and expenses 
combined—yet the local advertising 
amounted to three times the national 
in volume.

Not only does volume of national 
advertising enter into the finding of 
cost, but so must all other considera
tions. The national advertiser is not 
an all year round advertiser. He is 
seasonal—in the paper a few weeks 
or a few months out of each year. 
He does not carry the load like the 
local advertisers. He does not provide 
the potentiality of continuity nor the 
potentiality of ever increasing patron
age to the newspaper. Whether it be 
a 1,000 line contract or a 20,000 line 
contract, the national advertiser must 
be taken care of. The newspaper must 

stand ready to give him service when 
he wants it and how he wants it.

The national advertiser’s copy—with 
all its requirements and demands— 
does contribute to the stabilization of 
the newspaper business and to the 
raising of that newspaper into a higher 
class medium and institution, but not 
to any such degree as do the local 
advertisers with their voluminous 
space and their constant perennial 
patronage. Indeed the national adver
tiser owes much to the local advertiser 
for furnishing the former with such 
an effective local medium for the dis
tribution of his goods. Aside from the 
desirability of a local newspaper car
rying such a representation of local 
copy as will add its pulling power for 
the national advertiser, a factor which 
none of you underestimate, the local 
advertiser by his greater ever constant 
patronage helps keep national adver
tising rates as low as they are.

The Wichita publisher or the Des 
Moines publisher or any other pub
lisher takes these facts into his 
calculations.

BUT over and above them all he is 
controlled by one irresistible fact. 
He knows that practically all national 

advertisers receive value from his 
newspaper’s total circulation. There is 
no waste. The national advertiser’s 
producing and selling power is not de
termined by the size and trade volume 
of that newspaper’s home city as is 
the buying, selling and merchandising 
power of the local or retail merchant. 
His position is unlike the retail mer
chant in other vital particulars. The 
national advertiser does not depend on 
special prices and sales days. His 
obligation to the public is not the of
fering of special bargains that must 
be viewed personally and purchased at 
certain hours. The local advertiser 
has but one outlet for his merchandise. 
The local merchant’s outside territory 
is determined by the size of adjacent 
towns, hard surfaced roads, transpor
tation facilities as well as his own 
capacity.

After all and in conclusion, is the 
fairness or logic of the national adver
tising rate dependent on comparison 
with the local advertising rate, even 
though the differential is justified by 
these many factors? Is there any 
question of the national advertiser not 
being satisfied with an advertising rate 
that constitutes a fair price for the 
goods he buys, when such fairness is 
based on costs, proved by comparison 
with other advertising media and jus
tified by sales results obtained?

That the price is thus fairly de
termined there is no doubt. The na
tional advertiser can rest assured of 
this. Costs cannot be loaded to his 
disadvantage in determining a fair
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“—but our field is 
different, we sell gears” 
(...or grease, or gas producers)

YOUR highly technical product selling to a 
specialized industrial field cannot stump an 
organization that for almost ten years has special

ized in advertising and selling to industry.

During this time we have found the profitable mar
kets for many manufacturers with new industrial 
products to sell. For others, we have increased 
their sale on old established products by uncover
ing new methods of selling and advertising. Our 
industrial sales surveys form the backbone of many 
of today’s successful conquests of industrial mar
kets.
This is an advertising agency—and more. We 
handle only those accounts that sell to the indus
trial field. Because of that specialization, we have 
been able to develop unusual methods of advertis
ing and selling which have produced unusual re
sults for our clients.

Your copy of the booklet, “the 
advertising engineer,” will tell 
you more about this organiza
tion. It will tell you an inter
esting story about the advertis
ing of machinery, tools, building 

materials, electrical equipment, 
railroad supplies, and other prod
ucts selling to various industrial 
fields. It will pave your way to 
a profitable acquaintance, if you 
wish.

RUSSELL T. GRAY, Inc.
Advertising Engineers

1500 Peoples Life Building 
CHICAGO

Telephone Central 7750
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Your
Salesmen

should have as good tools 
as these—

GEM BINDERS are built right to 
hold Testimonial Letters. Sales 
Bulletins, Photographs, Price 
Sheets and similar material. 
GEM BINDERS aid the Sales
man in conveying that Good 
First Impression.
GEM BINDERS are not just cov
ers, they are expanding loose leaf 
binders fitted with either our pat
ented flexible staples, binding screw 
posts or paper fasteners.
They are easily operated, hold their 
contents neatly and compactly, fit 
nicely into a traveling man's brief 
case.
GEM BINDERS in Style “GB” are cov
ered with heavy quality Art Fabrikoid; 
they can be washed, if necessary, for the 
removal of hand stains, without affecting 
the surface color or finish of the material.

May We Submit Specimens 
for Inspection Purposes I

THE H. R. HUNTTING CO.
Worthington Street 

SPRINGFIELD, MASS.

price. He is not paying an exor
bitant price. If in the instances of 
some newspapers local retailers with 
four or five hundred thousand line 
contracts are paying too little, the dif
ferential is coming out of the profits 
of the publisher, who thus sees fit to 
contribute further to the development 
and welfare of his own home town 
through its retail merchants.

You might as justifiably contest his 
right to make a direct donation or 
bequest to his city as to question his 
right to do this. The natural adver
tiser has the right to refuse to carry 
such of his burdens, and the assurance 
that he is not doing- so is in these 
factors I have mentioned and the in
evitable processes of economic law.

E. J. Smythe
Formerly advertising and sales pro

motion manager for the Fuller & John
son Manufacturing Company, Madison. 
Wis.. has been elected vice-president 
of The F. W. Bond Company, Chicago.

L. S. Gillham. Company, Inc.
Los Angeles, will direct advertising 

for the following organizations: Great
er San Fernando Valley Association, 
California; Los Angeles Paper Com
pany, manufacturers of roofing; South
ern California Editorial Association: 
Kierluff & Ravenscroft, distributors of 
radio sets and equipment; Pacific 
Wholesale Radio, Inc.. Pacific Coast 
distributor for Freed-Eisemann radio 
sets. Albert C. Essig, a free lance 
artist for the past eight years, has been 
appointed art director of the company.

The Poor Richard Club
Philadelphia’s advertising organiza

tion, announces that the annual dinner 
will be held on Jan. 18, 1926. The 
Poor Richard Players, an organization 
within the club, will take a prominent 
part in the entertainment of the guests. 
The formal opening of the club will 
take place from Nov. 30 to Dec. 5, 1925.

League of Advertising Women 
of New York

Held their regular November dinner 
meeting at the Advertising Club, New 
York, on Nov. 17, 1925. Among the 
speakers were Miss Mae Shortle, Miss 
Norah H. Golden, Myers-Beeson- 
Golden. Inc.; George O. Hays, Penton 
Publishing Company: Jesse H. Neal, 
Associated Business Papers, Inc.

Hicks Advertising Agency
New York, will direct advertising 

for Jomark, Inc., dress manufacturers; 
J. Heit & Sons, Inc., manufacturers 
of women’s coats: Dorothy Junior 
Frocks, and Burndept Wireless Cor
poration of America, all of New York 
City.

Frank Presbrey
President and treasurer of the

Frank Presbrey Company, Inc., New 
York advertising agency, has been 
elected a director of the White Rock 
Mineral Springs Company.

Sweater "News

Cunpajgn 
with Trade Publicity 

for Sample Copies address
KNIT GOODS PUBLISHING CORP.

93 Worth Street New York City

“INCREASING DIRECT 
ADVERTISING RETURNS”

A New Book by Flint McNaughton 
Here is a book YOU need. Filled with practical, result-producing information. Outlines plans for increasing returns in 
inquiries and sales; winning jobbers, 
creating demand, etc. Shows advertising fundamentals. Explains right practices and winning methods. How to increase pulling power in inquiry and order cards, coupons, order blanks, etc. Analyzes coupons in magazines and trade papers. Just the information all ambitious advertisers want and can turn into profit. Illustrated bv 
reproductions of 201 advertisements. 220 pp. Cloth. .41 Live Bookstores.

Selling Aid, 1304 Jackson Blvd., Chicago

PROVE IT!
SHOW THE LE I fER

stnan could show skeptical prospects the 

in your files—give them to your men and increase 
your sales thru their use.

Bakers Weekly New fcAciS 
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-

Tj CO Promotion 
\ BALLOONS

J Toyco Promotion Balloons have a I 
/ powerful child appeal. Ask us how I 

J to hitch this force to your sales. I 
Write Sales Service Dep 't.

► The TOYCRAFT RUBBER CO.

Folded Edge Duckine and Fibre Signs 
Cloth and Paraffine Signs 

Lithographed Outdoor and Indoor 
Displays

THE JOHN IGELSTROEM COMPANY 
Massillon, Ohio Good Salesmen Wanted
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THERE is only one industrial journal, 
having A.B.C. circulation, devoted en
tirely to the interests of the furniture 

manufacturing industry. That is The Fur
niture Manufacturer & Artisan.

You will find this journal in practically 
every worth-while furniture factory in the 
United States, and it reaches a number of 
the large plants in foreign countries.
For considerably less than $1,000 it will 
carry your sales message to these manu
facturers on a full page basis eacn month 
for a year. We'd like to tell you more about 
it and show you a copy. May we’

EltiE^niluK 
Manufacturer & Artisan 
GRAND RAPIDS. M. 1 C H 1 GA N

STANDARD 
ADVERTISING 
REGISTER,

Gives You This Service:
L The Standard Advertising 

Register listing 7,500 na
tional advertisers.

2. The Monthly Supplements 
which keep it up to date.

3. The Agency Lists. Names 
of 1500 advertising agen
cies, their personnel and 
accounts of 600 leading 
agencies.

4. The Geographical Index, 
National advertisers ar
ranged by cities and 
states.

5. Special Bulletins. Latest 
campaign news, etc.

6. Service Bureau. Other in
formation by mail and 
telegraph.

Write or Phone

National Register Publishing Co., Inc.
R. W. Ferrel, Mgr.

15 Moore St. New York City 
Tel. Bowling Green 7966

Successful Convention 
Held by A. N. A.

NEARLY two hundred delegates, 
members of the Association of 
National Advertisers, assembled 

in the Mayflower Hotel in Washington, 
D. C., for the annual convention of 
that body. The meeting lasted for 
three days, November 16-18, and had 
as its keynote “Tying up advertising 
with sales.”

Among the subjects which came up 
for more than usually detailed discus
sion was the perennial problem of 
newspaper advertising rates. Just as 
at last year’s meeting the magazine 
representatives were invited to speak 
upon their side of a circulation contro
versy, so at this convention, many prom
inent newspaper advertising men were 
invited for the discussion. Prominent 
among the speakers on this subject 
were L. E. McGivena of the Daily News 
(New York); Don Bridge, Indianapo
lis News; J. Thomas Lyons, formerly 
of the Baltimore Evening News; Don 
Seitz, New York Evening World, and 
Marcellus Murdock, Wichita (Kan.) 
Eagle. The greater part of Mr. Mur
dock’s address is reproduced elsewhere 
in this issue.

Strongly manifested throughout the 
convention discussions was a spirit of 
cooperative, constructive striving to 
overcome difficulties and misunder
standings with as little friction as pos
sible. This spirit was clearly brought 
out in the address of Edward T. Hall 
of the Ralston Purina Company, the 
newly elected president of the associa
tion who succeeds Acting President 
Carl J. Shuman, incumbent of the of
fice since the resignation of G. Lynn 
Sumner. Mr. Hall was outspoken in his 
desire for progress along this line and 
announced that advertising coopera
tion with the other groups in the field 
has now become a fixed policy with the 
A. N. A.

Also elected at the convention were 
three vice-presidents: W. K. Burien, 
New England Confectionery Company; 
S. E. Conybeare, Armstrong Cork Com
pany, and A. D. Welton, Continental 
and Commercial National Bank of Chi
cago. The new directors of the asso
ciation are: Carl Gazley, Yawman & 
Erbe Manufacturing Company; Ber
nard Lichtenberg, Alexander Hamilton 
Institute; E. E. A. Stone, Standard Oil 
Company of New Jersey; P. B. Zim
merman, National Lamp Works, Gen
eral Electric Company; W. A. Hart, 
E. I. duPont de Nemours, and G. R. 
Dickinson, Hupp Motor Car Corpora
tion.

The full texts of some of the resolu
tions passed by the convention were:

Whereas, the Association of National 
Advertisers has found among news
papers no consistent practice in the 

establishment of rates as between local 
and national advertisers, be it

Resolved, that this convention recom
mend to the association’s directors that 
they continue their efforts by and with 
the cooperation of the A. N. P. A., the 
A. A. A. A., and other organizations 
interested to bring about a more logi
cal and equitable newspaper advertis
ing rate structure to the end that this 
valuable medium may be utilized by 
national advertisers in larger measures 
as a factor in more economical selling 
and distribution.

■ Whereas, the members of the Asso
ciation of National Advertisers are ex
tensive users of newspaper advertising 
space, and

Whereas, their use of such space 
should be determined by scientific study 
and be limited by economic considera
tions with interest to eliminate waste, 

Therefore, be it resolved that the 
A. N. A. by vote of its membership in 
annual convention assembled expresses 
itself as unalterably opposed to the 
practice of newspaper publishers of 
both evening and morning papers of 
selling these two separate and distinct 
publications to national advertisers 
only as one unit; and be it further

Resolved, that it seriously objects 
to the discrimination shown by pub
lishers of such combinations in selling 
local advertisers either unit of their 
combination separately, while refusing 
to sell them to national advertisers.

Another resolution was passed with 
regard to the postal situation. Citing 
the fact that the Post Office Depart
ment is producing a substantial profit 
above the cost of carrying the mails, 
and that the recent increase acts as an 
unjust tax upon those businesses which 
are the most frequent users of this ser
vice, the association advocates a return 
of second class rates to those in effect 
in 1920 when the department derived 
the greatest volume of revenue from 
this class of mail, and the return of 
third and fourth clas.s rates to the 
standard of those in effect in 1924.

In full, it reads:
Be It Resolved, that the Association 

of National Advertisers composed of 
leading manufacturers of American in
dustry, by vote of its membership in 
annual convention assembled, protest 
the increases as adopted, and

Resolved, that we advocate the re
turn of second class rates to those in 
effect in 1920 for the reason that the 
1920 rates produced the greatest vol
ume of revenue from that class of mail 
for the department, and

Resolved, that we advocate the re
turn of first, third and fourth class 
rates to those in effect in 1924 for the 
reason that those rates, long in effect, 
were scientifically arrived at by the 
Post Office Department from the stand
point of the cost of carrying the mail, 
the proper balance of the mail and the 
service the Post Office Department 
should render to American business.
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“Which Paper?”
Here is a Reliable Foot Rule

“Yes, we have decided to go into 
that field, but—which paper?”

There are many bases on which 
to make comparisons. Here is 
just one—but it is a very impor
tant one, as every advertising 
man knows—“classified adver
tising.”

Take the textile field. One paper 
—Textile World—contains more 
classified advertising than all 
other textile papers combined.
Most of these advertisements 
are inserted by textile men who 
want to buy or sell used machin
ery, equipment, etc. They place 
these advertisements where they 
know the best results will be 
secured.

With most products advertised 
to industry it is difficult to 
measure results because, due to

- — -

the nature of the product and the 
conditions under which it is sold, 
the “results” seldom appear im
mediately in tangible form.

The advertiser, however, wants 
some proof that the paper reaches 
the field—that its advertising 
pages are actually read—and the 
size of the “classified” section is 
a reliable foot rule.

Have You a Copy of “How 
to Sell to Textile Mills?”

Largest net paid circulation in the textile field

Audit Bureau of 
Circulations

Associated Business 
Papers, Inc.

BRAGDON, LORD & NAGLE CO.
334 FOURTH AVENUE NEW YORK CITY
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“I don’t know,” said the architect, 
“why some people suppose 
architects have certain ‘off’ 
months in the year, in which 
months advertising to the pro
fession may safely be omitted. 
Off days, perhaps—but that’s an
other story. The average archi
tect is as busy in midsummer 
or midwinter as any other 
time, and frequently more so.”
Ask us for the latest statistics on building activity—and for data 
on the circulation and service of The Architectural Record.

(Net Paid 6 months ending June, 1925—11,660)

The Architectural Record
119 West Fortieth Street, New York, N. Y.

By Henry Holt and Company, New
York.—“Modern Salesmanship.” By
J. George Frederick. A scientific anal
ysis of modern selling written to be of 
everyday help to the salesman. The 
book acquaints him with modern sell
ing methods and conditions and gives 
him the advantage of years of accumu
lated experience in selling fields.

By The Ronald Press Company, 
New York.—“The Principles of Adver
tising.” By Harry Tipper, H. L. Hol
lingworth, G. B. Hotchkiss and F. A. 
Parsons. A revised and enlarged edi
tion of a text previously published by 
this company. Discusses the various 
arts and sciences that enter into adver
tising, explains the fundamentals of 
each and their relation to each other. 
Includes the essential principles of ar
tistic arrangement as applied to the 
construction of the advertisement. 
Price $4.50.

Only 15c. per lint

DISPLAY advertising 
forms of Advertis

ing and Selling Fortnight
ly close ten days preceding 
the date of issue.

CHURCH MANAGEMENT
634 HURON RD. CLEVELAND Classified advertising 

forms are held open until

By A. W. Shaw Company, Chicago. 
—“Principles of Personal Selling.” By 
Harry R. Tosdal, Ph.D., Professor of 
Marketing, Graduate School of Business 
Administration, Harvard University. 
A work undertaken from the viewpoint 
of attempting to reconcile sound econo
mies with practical business procedure. 
Discusses economic wants and their na
ture and the efforts of buyers and sell
ers to satisfy these wants through per
sonal selling effort. Contains a detailed 
analysis of personal selling processes I 
as applied to buyers in general, and 
deals with the problems and relation- I 
ships of the salesman and his employer 
in the direction of personal selling as a 
business activity. Price $6.

By The Butterick Publishing 
Company, New York.—“The Story of a 
Pantry Shelf.” An outline history of 
some of the better known sealed pack
age grocery specialties. Deals with the 
various aspects of the business enter
prise that has built these great com
mercial successes and the part adver
tising has played in their development. I 
Free upon request.

AmpruaniurnBmikui
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

the Saturday before the 
publication date.

Thus, space reservations 
and copy for display ad
vertisements to appear in 
the December 16th issue 
must reach us not later 
than December 7 th. 
Classified advertisements 
will be accepted up to 
Saturday, December 12th.

By The Saunders Drive-It-Your- 
self System, Kansas City.—“Motor I 
Car Advantages Unscrambled.” A con- | 
sideration of the advantages and dis
advantages of the use of automobiles 
for covering sales territories. Dis
cusses the various features of the drive- 1 
it-yourself system and the ownership | 
of automobiles by private concerns.

By “Goodhousekeeping,” New York.
—“Where to Find Goodhousekeeping i 
Homes.” An analysis of the distribu- I 
tion of Goodhousekeeping by States, I 
counties and cities and towns of more ! 
than one thousand population. Figures 
are based on an actual count of the dis
tribution of the issue of March, 1925. 
Is of interest to advertising executives, 
sales executives, and salesmen in mak
ing sales plans or in establishing sales 
quotas. Distributed free upon request.
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OVERTISING literature is often sent 
'MWA out into the great arena of competition 

handicapped by the unimpressiveness 
of mediocre paper. You can protect 
and capitalize to the limit every cent 

of your investment in expensive art work, 
splendid engravings and convincingly written 
text by specifying a Cantine coated paper.
Nothing less than Cantine quality can give the 
finished job the impressiveness and sales value 
it needs—today.

For details of monthly contests and book of sam
ples, address your nearest jobber or The Martin 
Cantine Company, Dept. 181, Saugerties, N. Y. 

Since 1888, producers of fine coated paper 
exclusively.

COATED 
PAPERS

Can fold AshokanSUHUME nxXHNO Esopus Velvetone Litho CIS
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A Big 1925 for
Oral Hygiene

ORAL HYGIENE’S ad
vertising sales for 1925 

have exceeded any in the 15- 
year history of the magazine. 
No funny rates -no nothing 
—except real value in 
exchange for the dollar of 
the advertiser who wants to 
reach every dentist every 
month.

ORAL 
HYGIENE

Every dentist every month 

PITTSBURGH. PA.
CHICAGO: W. B. Conant, Peoples Gas Bldg.» Harrison 8448.
NEW YORK: Stuart M. Stanley, 53 Park Place, 

Barclay 8547.
ST. LOUIS: A. D. McKinney, Syndicate Trust Bldg., 

Olive 43.
LOS ANGELES: E. G. Lenzner, 922 Chapman Bldg., 

Vandike 5238.

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

In Sharper Focus
Charles W. Hoyt

CHARLES W. HOYT first made his 
presence known to the world 
back in 1872. His advent oc

curred in New Haven, Connecticut, 
which city also saw him through his 
school days and off on his business 
career.

After graduating from high school 
Mr. Hoyt spent two years on the road

in the employ of a wholesale concern 
selling to grocery stores, general stores 
and meat markets. But in 1891 he 
harkened again to the call of the 
higher erudition and entered Yale, 
from which he was turned loose on 
the eagerly waiting world with the 
coveted sheepskin in 1894.

At this time his father was inter
ested in a large wholesale concern, and 
in this natural channel were turned the 
talents of young Charles W. So well 
did these talents function here that he 
was made secretary and treasurer in 
1899 when his father bought out the 
company. By this time his advertising 
instinct was well developed and he was 
eager to go into this sort of work.

Opportunity, however, was slow in 
coming and he turned to sales work 
in the meanwhile, gaining invaluable 
experience over a number of years as 
sales manager in the New England 
territory for Armour & Company, 
where he developed some highly effec
tive and successful methods for train
ing and directing salesmen. Then, 
sixteen years ago, came his Big Oppor
tunity. He organized the Charles W. 
Hoyt Company, Inc., of which he is 
still the president and active head, and 
starting from scratch has succeeded 
in building it up to its present ex
alted position among the ten highest 

ranking agencies of the United States
Mr. Hoyt is the author of “Scientific 

Sales Management,” a book which has 
been widely read by sales and adver
tising executives throughout the coun
try, and also “Training for the Busi
ness of Advertising.” He is a cleai 
thinker and analyst, and a speakei 
par excellence. His talks are always 
characterized by a wealth of practi
cal examples and illustrations gleaneo 
from his own wide experience in meet
ing and solving selling and marketing 
problems.

The photograph shows him in a not 
altogether conventional array at the 
Winter Golf League Tournament at 
Pinehurst last year, where his imper
sonation of Will Rogers (another 
advertising man) called forth more 
praise than abuse.

Paul E. Kendall

IWAS born in Lansing, Iowa, and 
divided my education between Wis
consin, Missouri and Arkansas. After 

this rather cosmopolitan beginning, I 
reverted, in the natural course of 
events, into the lumber business. 
I say “in the natural course of 
events,” because I come from a family

of lumbermen and have followed that 
business in capacities which have 
given me experiences that range 
from the surveying of timberland to 
the actual manufacturing, retailing 
and advertising of the finished lumber.

A one man lumber yard in Oklahoma 
furnished the advertising experience 
and started me off firmly in that direc-
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als happened

SILVER Up! Up! goes the price of metals as in
dustry continues to buy in ever increasing 
volume.
All over the world metal mines are tak
ing on new life. Operating mines are 
looking to new processes and new equip
ment to speed production and reduce 
costs. Old mines are being reopened and 
equipped with modern machinery. The 
metal mining industry is reflecting the 
buying mood of its consumers.
What has happened to mining, and what 
may be expected to happen in the light 
of the last year’s activities, will be 
fully covered in

The 57th
Annual Review Number of 

ENGINEERING & MINING 
JOURNAL - PRESS

The editorial pages of this special issue will re
view and forecast the trend, the needs and the 
opportunities of the mining industry—will place 
in the hands of mining executives essential facts 
and figures months in advance of their availabil
ity from other authoritative sources.

The mining man will find the advertising pages 
of this number of equal value in the purchase of 
his operating equipment. It is the year’s biggest 
opportunity for manufacturers in this field to 
interest men who are faced with the necessity for 
investing in new equipment.

The date of issue is January’ 16th. A special 
color rate of $15 a page is offered for red. orange 
or blue. Early reservations will ensure good 
positions.

A.B.C. ENGINEERING & MINING A.B.P.

JOURNAL-PRESS
Tenth Avenue at 36th Street, New York 

A McGraw-Hill publication
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Imvhichwill 
be told stories 
of direct-mail 
campaigns he 
has created

Lightning strikes twice 
in the same place

Several weeks ago, this column 
told of unusual results obtained for 
Repetti, Inc., of Long Island City, 
N. Y , in a Direct-Mail Campaign 
exploiting their 
well known cara
mels in new ter
ritory.

Today another 
story can be told 
which even excels 
in results the re
cord of the for
mer merchandising effort.

Repetti is just now making known 
to the public its new product, 
■'Orange-juice Crystals," a delight
ful combination of pure orange 
juice and sugar in crystal form.

Although several mailing pieces 
are being prepared on this product 
to be mailed to jobbers and dealers 
—but one piece, so far, has been 
placed in the mail. For a new 

product, yet un
heard of, a 2% re
turn would prob
ably be considered 
good — but this 
mailing piece has 
up to the present 
exceeded 0% in 
inquiries from job

bers interested in the product.
If your product is right—and your method 

of selling is right, you can secure business 
profitably through Direct-Mail Advertising. 
If you will tell us something of your prob
lems, we shall befglad to make recommenda
tions as toja campaign for your own business.

Watch for the story of ¿weetiand Sel-o- 
grams.

SWEETLAND ADVERTISING 
INCORPORATED

DIRECT MAIL CAMPAIGNS
25 WEST 43rd ST.

NEW YORK 

tion. Now a one man lumber yard has 
a way of keeping the one man pretty 
well occupied during the working 
hours, but I bought myself a mimeo
graph machine and turned to in the 
evenings, literally bombarding the town 
and farm customers with letters on 
building subjects. It was while run
ning this same yard that I contributed 
some articles to the lumber journals 
which they were good enough to con
sider worth the printing.

Some of these articles came to the 
attention of the Ferry-Hanly Adver
tising Company which was then about 
to inaugurate the national advertising 
campaign of the Southern Pine Asso
ciation. They wanted somebody with 
lumber experience, and as I happened 
to turn up about that time, I was hired. 
That was in 1915. I spent three and 
one-half years with that company, 
writing much literature for the above
mentioned association, including their 
first Saturday Evening Post insertion 
—so far as I can discover the first page 
the lumber industry ever occupied in 
that respected medium.

During this period I also handled the 
trade paper advertising of the Long
Bell Lumber Company, a concern which 
had been in existence for nearly fifty 
years but which had never progressed 
beyond this medium in their advertis
ing. In 1918, however, I learned that 
they were cooperating with an inven
tor who was experimenting with a 
machine which would successfully and 
economically trade-mark lumber. I im
mediately obtained permission from 
the agency to spend a few hundred dol
lars on research anent the possibilities 
for advertising this commodity nation
ally. Three volumes of this research 
material were submitted to the Long
Bell Company, together with another 
volume which presented the apparent 
practicability of their entering the na
tional field now that they had perfected 
their trade-marking device.

They saw the light and in January, 
1919, appeared the first insertion of 
their national campaign. They had no 
advertising department and had never 
had an advertising man in their em
ploy up to that time, but in March of 
that year I was offered the opportunity 
of establishing such a department for 
them. I accepted and automatically 
became advertising manager, which 
position I still hold.

Robert II olfers
Formerly associated with The Auto

mobile Trade Directory and the Chilton 
Automobile Directory, has joined the 
McGraw-Hill Company and will be in 
charge of directories, lists and the di
rect mail department.
Direct Mail Departmental

Of the San Francisco Advertising 
Club, held its regular monthly meeting 
on Nov. 12, 1925. Among the speakers 
were C. King Woodbridge, President of 
the Associated Advertising Clubs of 

I the World; William A. Hersey, the 
[ Hersey Agency, New York; James E. 

Holbrook, advertising manager of the 
I Paraffine Companies, Inc.

CHATTANOOGA
“Dynamo of Dixie”

Good location with excellent 
railroad and motor highway 
connections to all principal 
Southern points makes Chat
tanooga an ideal sales and 
distributing center in the 
South.

tion about Chattanooga* a 
advantages as applied to 
your particular business.

CHATTANOOGA 
Clearing House Association 

890 James Building 
Chattanooga, Tennessee

VISIT
CHAIT ANOOGA

See famous Lookout Mountain, 
Signal Mountain, Chickamauga 
Battlefields and many other 
points of interest in and about 
the “Scenic Center of the South.*’

ONE of our business 
friends gave us copy for a 
series of advertisements, 
the other day. He was 
leaving town that day for 
three weeks. “Just set these 
as good as you did the last 
bunch and shoot ’em right 
on to the publications.”
Blind trust? Not much! 
Confidence bom of experi
ence.

Ben C. Pittsford Company
431 South Dearborn St.

Phone Harrison 7131

TESTIMONIALS
Speaking of testimonials here’s one we appreciate 

•‘1 don’t see how you do it. Our photostats are back 
almost before we realize the letters have been turned 
over to you. Real service.”
Let us prove that for you. You want photostats when 
you want ’em. We get them to you.
Commerce Photo-Print Corporation 
80 Maiden Lane New York City
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Keeping That Ten Per 
Cent Margin 

[CONTINUED FROM PAGE 42]

■ j an attempt to develop trade relations. 
* The axiom of trade, of course, is that

I sales depend upon the desire to buy 
together with the wherewithal with 

’I which to do so. In all markets, and 
’A particularly in those which have not 

reached a high degree of cultivation, 
the desire to buy is affected primarily

I by certain natural factors. Since these 
* [factors interlock, they cannot be con- 
#j [ sidered entirely separately.

nts, 
ns 
for 
ese 
last 
ght

CLIMATE is the most important 
and the most unchanging natural 
I factor. But even its influence cannot be 

considered alone. A manufacturer of 
zinc roofing who was attempting to 
build up a market for his product in 

I Nicaragua carefully reasoned out his 
field from the standpoint of climate. He 

I found that on account of the salt laden 
air from the sea and constant rains, 
the climate of Nicaragua is particular
ly hard on roofs. The roofing general
ly used in Central America is cor
rugated galvanized iron, which deteri
orates rapidly and has to be painted 
about every year or eighteen months 
because it rusts around the nail holes 
so that the roof leaks. Consequently, 
a roofing, such as zinc, which has last
ing qualities, should find a good market 
in Nicaragua once the merchants can 
be convinced of its durability. But its 
durability would have to be emphasized 
in a sales campaign, because on ac
count of the low purchasing power of 
the people, the cheaper galvanized iron 
would be preferred unless it could be 
shown that in the long run the zinc 
roofing would be more economical.

Because of the low purchasing power 
in Venezuela, the attempt of a manu
facturer of curry combs to sell his 
goods there was wasted effort. The 
manufacturer reasoned with some cor
rectness that Venezuela would be a 
good market for his product, since 
plenty of horses are bred and used 
there. But he did not take into con
sideration that the people of the coun
try, in general, have only a low buying 
power and can hardly afford to give 
their horses the careful attention and 
grooming given horses in the United 
States. To an impecunious owner a 
curry comb would seem an unnecessary 
expense, when with a corncob he can 
get sufficiently good results to suit his 
taste and the prevalent style among 
his associates.

But purchasing power is the least 
fixed quantity of any of the natural 
factors affecting trade. Again Cuba 
is a clear exponent of the possibility of 
changing the buying power of a people. 
Through the cultivation of sugar, its 
purchasing power was wonderfully in
creased in just a few years. Sugar 
has made the country and everything 
there revolves around the sale of the 
sugar crop. If an exporter wishes to 
know whether or not he is going to 

■ have a good market in Cuba in a cer-

$150,000.00
is the amount of advertising refused by Amer
ican Wool and Cotton Reporter and allied pub
lications during the past twelve months.

We feel a certain moral obligation whenever we are 
offered any advertising to make sure as far as is humanly 
possible:

First—That the textile industry offers a proper mar
ket for the commodity offered.

Second—Is the firm offering the commodity of suf
ficient standing to justify our advising our subscribers 
to do business with them?

If you have something you would like to offer, which 
you believe will meet these qualifications, and want to 
submit it to us for a frank opinion, we will tell you ex
actly what we believe.

You cannot buy space in the American Wool and 
Cotton Reporter unless we are convinced that these two 
qualifications are satisfied.

May we advise you?

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.

380 Bourse Bldg. 154 Nassau St., Room 902,
Philadelphia New York

ira
There’s Dealer Interest in Our Advertising Pages

Our advertising pages reach not only the consumers in this highly 
lesirable market, but inspire dealer interest and confidence in the; 
product advertised as well. We have always claimed this. A
well-known advertising agency, in a recent letter, 
truth of our statement.

The Era covers Bradford, th« city in which 
receive more than $3,500,000 in wages each 
for a detailed survey of the Bradford market.

THE BRADFORD ERA
Bradford, Pa.

BRADFORD,

vouches for the

2,000 workers 
year. Write

PBNNH ¿¿J.
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tain year, ill he needs to do is to study 
the sugar -narket. When there is a 
good crop in Cuba and prices of sugar 
are high, it will follow, in all prob
ability, that the Cubans will be ready 
to buy all sorts of mar”^ tured goods, 
even luxuries. But with its
greater general prosp ba has
a fluctuating purchasi.it pox from 
year to year according to th<_ ">ndi- 
tions of the crop and the sugar 1 ket.

THE natural production of a । 
try not only affects the purcha 
power, but it also has a decided in. ■ 

ence on the kind of articles for which a 
demand will exist. As a general state
ment, it is obvious that a mining coun
try will need mining implements and 
tools, an agricultural country, agricul
tural machinery. But in an agricul
tural country, the demand for tools 
depends very greatly upon what the 
product is. In the cultivation of coffee, 
the usual agricultural implements are 
not required, and no implements are 
used in harvesting, but a “trillador” is 
used for husking and cleaning.

In addition to the direct demands for 
tools and implements needed for cul
tivation of crops, natural production 
leads to a secondary demand such as 
the demand in Salvador for jute and 
burlap bags. The principal products 
of Salvador are coffee, sugar, cotton, 
rice, corn and beans, and coffee and 
sugar are sold abroad. For exporting 
these commodities, jute and burlap 
bags are required, and these bags com
prise one of the largest items in the 
imports of Salvador.

For the manufacturer who wishes 
to keep an even flow of .production in 
his factory by extending his sales into 
foreign fields, the Latin American 
countries are well worth study and 
consideration, both on account of their 
present needs and because of their 
potentialities. Just as many factors 
affect sales in the domestic market, so 
do they in the foreign markets, but 
the three great natural factors to be 
considered in dealing with the Latin 
American markets are climate, pur
chasing power, and the natural produc
tion in each country, and of these the 
greatest is climate, which is the one 
unchanging influence.

Direct Mail Advertising Association
Has announced a special Western 

Convention and Exposition April 7, 8 
and 9 in Los Angeles. Charles W. 
Collier, field secretary and convention 
manager of the association, will man
age the convention in cooperation with 
the Los Angeles committee and will 
establish headquarters in that city on 
or about Dec. 1, 1925.

I David R. Erwin •
Has resigned his position as head of 

the expansion division of the Bur
roughs Adding Machine Company and 
has become associated with the adver
tising department of the Cadillac 
Motor Car Company.

purchasi.it


'Che EMPIRE STATE ENGRAVING COMPANY
165-167 William Street. New YorK"^
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Incorporated 
Finance Huildii

^MAGAZINE 
-/WAII STREET

announces
the appointment 

of

DICK JEMISON
Uice '•President

Hal T. ‘Boulden & Associates

Cleveland, Ohio

as its
Representative

for the
States 

of
OHIO and MICHIGAN

The Largest paid circulation of 
any financial or banking publi
cation in the world.

Picture of a Surprised 
Advertising Man

He never knew how much he didn’t 
know about engraving. Neither will 
you until you read “The Process and 
Practice of Photo-Engraving.” And 
then you’ll be surprised to learn how 
much in time, money and temper 
this book will save you.

Note These Contents
Basic principles of photo-engraving, Mak
ing a photo-eng  raving. Principles of photography. Lenses and light. The 
camera. Making a line negative, making 
a halftone negative. Negative turning and 
inserting. Photographic printing on metal. Etching. Routing, Halftone finishing. 
Laying tints. Color work, Photography of colors. Proofing and presses, Blocking, 
Electrotyping, Stereotypes, Repairs and 
corrections, Preparation of copy. Special 
methods and other processes.
The Process and Practice of 

Photo- Engraving
By Harry A. Groesbeck, Jr.

260 Pages 280 Illustrations—$7.50

Doubleday, Page & Co.
Carden City, New York.

Send me a copy of Harry A. Groesbeck, 
Jr.’s, authoritative work, "The Process and Practice of Photo-Engraving." If, at the 
end of ten days. I find it unsatisfactory. I will return it to you. If not. you may 
bill me for $7.50.

Name .............................. ................................
Address........................ .................... ..............
City..................................... State..................
Position ..........................................................
Company ..........................................................

1
Advertising Is Building 

a New Church
[CONTINUED FROM PAGE 40]

“TO THE GLORY OF GOD AND 
THE GOOD OF GRACE CHURCH

“Being a call made to the Members 
and Friends of Grace Reformed Church 
for Voluntary Subscriptions of $25,000 
toward the Building Fund for the erec
tion of a new Church Building.

“Sent oiit during Thanksgiving week, 
in the year of our Lord, one thousand 
nine hundred and twenty-four, with a 
fervent prayer for a generous and 
prompt response.”

On the inside pages we stated our 
case and made our appeal. We quote 
the text from these pages:

“TO THE GLORY OF GOD
“Members and Friends of Grace Church:

“The opportunity is now presented to 
you to perform a splendid Christian 
Act.

“The Consistory, proceeding under 
the direction of the Congregation, as 
voiced at a congregational meeting 
October 28th last, have determined upon 
taking steps toward the erection of a 
new building. To do this adequately 
will involve the expenditure of $85,000 
—$25,000 of which must be pledged at 
once in order to present our proposi
tion to the Mission Board at its Janu
ary meeting.

“How is this $25,000 to be secured?
“BY VOLUNTARY SUBSCRIPTIONS

“Without Active Campaign—Can
vassing—Personal Solicitation.

“We simply present the plan pro
posed in this statement to all Members 
and Friends of Grace Church, and, with 
the creating of the right spirit and loy
alty, rely fully upon the voluntary 
giving.

“IS THIS THE RIGHT TIME? Em
phatically, yes! The psychological mo
ment has arrived. For years we have 
hoped and talked. Now the longed-for 
time has come.

“WHY SHOULD I GIVE? The 
Church is a vital necessity. I ought to 
make a contribution as a loyal Member 
and interested Friend of the Congre
gation. And I, myself, am not in the 
habit of passing up an invitation to 
me to do my share. For the sake of 
children, young people, men and 
women, who need the influences of 
Christianity; for my own sake, and for 
the sake of Grace Church and for God’s 
Glory, I want to be counted in on this. 
I want to give according to my means. 
I want to give liberally, to make a 
pledge that will satisfy my conscience. 
I want to please Almighty God.”
FOR THE GOOD OF GRACE CHURCH 
the Consistory is confident that pledges 
covering a three-year period will be 

made somewhat in the following way:
1 of $3,000............................ $3,000
1 of 2,000............................ 2,000
1 of 1,500............................ 1,500

10 of 1,000............................ 10,000
7 of 500............................ 3,500
5 of 300............................ 1,500
6 of 250............................ 1,500

10 of 200 ............................ 2,000
18 of 150............................ 2,700
20 of 100............................ 2,000
20 of 75............................ 1,500
20 of 50............................ 1,000
40 of 25............................ 1,000

159 pledges Amount. .$33,200
We have already received several 

voluntary subscriptions of substantial 
amounts. We sincerely believe that 
with the help of each and every one 
the above amount can be realized. We 
feel that all our Members and Friends 
will be glad to DO THEIR BEST.
FOR THE GOOD OF GRACE CHURCH

It is hoped that pledges will be 
mailed promptly. The Subscription 
List will remain open until Christmas 
Day, when the total amount pledged 
will be announced.

This is a great and glorious oppor
tunity for us to show our gratitude to 
Almighty God for His Goodness to us. 
It will also evidence our love and loy
alty for the Church which cannot do its 
full duty in the Community until it is 
fully equipped to do so.

So we simply place this plan before 
you, confidently trusting that when you 
make your subscription, you will not 
fail Almighty God and our beloved 
Grace Church.

Make your pledge on the enclosed 
numbered blank and mail at once in the 
stamped, self-addressed envelope also 
enclosed.

The opportunity is now before you. 
THE NEW CHURCH WILL BE BUILT 
because YOU with all the others will 
loyally, lovingly and self-sacrificingly1 
do your part.

Manifest and Spirit and inspire oth
ers to act.

TO THE GLORY OF GOD AND 
THE GOOD OF GRACE CHURCH.

The Consistory of Grace Reformed 
Church.
The folder was well printed, in two. 

colors, on good stock. The illustration; 
of the building was a halftone tip-on. 
Special envelopes were printed to carry 
our message. Included with the four- 
page folder were a subscription blank 
and a stamped, self-addressed return 
envelope. The subscription blank was 
printed in the same colors as the folder.
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Come Along With A Dominant Newspaper
In A Growing City

THE AKRON BEACON JOURNAL
First in Advertising, First in Circulation in 

Akron, America’s First City in the Man
ufacture of Tires and Rubber Products

/Akron Facts
Akron is the home of 166 fac

tories.
25 rubber factories with a pay

roll in 1924 of $83,000,000.
14th industrial city in the 

United States.
32nd in population.
Population, 1920 census, 208,

435.
Largest tire, cereal, fishing 

tackle, clay products plants in 
the United States.

Akron grew 201 per cent be
tween 1910 and 1920.

Ten banks with combined de
posits $77,000,000.

44 per cent of families own their 
homes.

Eight thriving suburban cities 
and towns in radius of 17 3i 
miles reached bv the AKRON 
BEACON JOURNAL.

City, second in nation in postal 
receipts gain during October. 
Gain was 31.05 per cent.

Grow With Akron!

GROWING! THE CIRCULATION OF 
THE BEACON JOURNAL 
ONE YEAR AGO WAS

43,489 —TODAY 49,057
(October Daily Average)

You Too, Can Grow With 
Akron's Prosperity

Reach the Prosperous Manufacturers and 
Workers in Akron and Vicinity Through 

The BEACON JOURNAL

STORY, BROOKS & FINLEY, Representatives
Pershing Square Bldg., New York City London Guarantee & Accident Bldg., Chicago, HL

Colonial Trust Bldg., Philadelphia 305 Higgins Bldg., Los Angeles, Cal.
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Press-Tested 
Electrotypes 
The Test Proof Tells

It’s no longer nec
essary for you to 
hope your plates 
will print.
With the Reilly 
Test Proof you 
know it.
The Test Proof Tells

REILLY 
Electrotype Co.
209 West 38th Street, New York 
TELEPHONE FITZROY 0840

it really ties up 
with a campaign—

it’s an

EIH/ONFREEMZIN 
WINDOW DI/PL/IY

Research-Built 
Advertising Copy 
We are now prepared to provide ad
vertising copy which has been put 
through the test of field research, so 
that its drawing power is calculated and 
tried out in advance. This is already 
a well-proved method and will be heard 
much from' in the future. It increases 
returns from 20 to 50%.

THE BUSINESS BOURSE
J. GEORGE FREDERICK, Pres.

15 West 37th St., New York City
In London, represented by Business Research Service. Aldwych House, Strand 

and its message was carefully worded 
so as to be in the same spirit as the 
folder. This material was mailed to 
our list the last week in November.

Two weeks later we sent out our first 
follow-up bulletin, with a report of 
almost $16,000 voluntary subscriptions 
already received. In this bulletin we 
printed the names of those from whom 
subscriptions had been received, al
though we most emphatically did not 
print the amount of each individual 
subscription. These we divided into 
Honor Groups. The first Honor Group 
comprised the smallest contributions 
and under it was this statement:

“Subscriptions received less than $25 
are placed in the highest Honor Group 
for the reason that, as a rule, the 
smaller the amount given, the greater 
the sacrifice.”

The last Honor Group comprised the 
largest contributions and under it was 
this statement:

“Lowest in Honor Grouping but 
highest in amounts, and placed last, 
because large givers dislike promi
nence.”

AT the close of this bulletin we re
minded our people that this was a 
plan for voluntary giving. Those who 

intended to subscribe, but had not yet 
done so, were urged not to delay, be
cause of the great amount of detail 
work to be done by the Trustee, before 
he could make his final report.

Two weeks later we issued our second 
follow-up bulletin, which carried an 
announcement of a little more than 
$19,000 in pledges. Frankly, some of 
us were anxious as to the success of 
the plan right at that point. The first 
report had exceeded our hopes; the 
second fell somewhat short, but we 
stuck to our original plan, and the sec
ond bulletin again carried the promise 
that there would be no personal solici
tation, all giving was to be voluntary.

The detail work delayed the publica
tion of our last bulletin until about 
three weeks after the publication of 
the second follow-up bulletin. But when 
our work was completed, and all 
subscriptions had been checked and 
acknowledged, we had pledges totaling 
more than $26,800. And we had asked 
for $25,000!

When we took up the subject of 
our annual budget, we decided to use 
the same kind of a plan to secure 
pledges. We sent a letter to our mem
bership, with pledge cards enclosed. 
We had a budget of $4,500 for the year. 
We received in response pledges for 
more than $4,700—and remember we 
are in the habit of overpaying our 
pledges. Of course we had to send a 
follow-up letter to a few, but even then, 
not a single person was solicited, or 
was asked to give, and no one, by the 
most remote suggestion, could feel that 
he was being told how much to give, 
or even that he was expected to give.

We know what advertising has done 
for us. We believe it will work equally 
well for others. Although we are not 
Methodists, we are ready to stand up 
in meeting; and offer our testimony.
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Ray D. Lillibridge

ANNO UNCES
WITH PLEASURE THAT

Robert R. Updegraff

WILL JOIN
THIS 0 R GANIZA TI ON 

AS A PARTNER

ON JANUARY I, I 926

Ray D. Lillibridge Incorporated 
advertising

NO. 8 WEST 40TH STREET, NEW YORK



The Peace Pact 
at Locarno—

forever bans war by setting up a safety zone 
between two traditional enemies. Neither 
can cross the “dead line” without bringing 
to the other’s aid the arms of great neutral 
nations.

Why not a safety zone in industry beyond 
which the seller may know he cannot go with
out penalty of loss?

If every manufacturer who sells to industry 
would set up a safety zone which would 
clearly mark the border between profitable 
and unprofitable selling, he would take a step 

as momentous to his own business as Locarno 
is to world peace.

The McGraw-Hill Four Principles of Indus
trial Marketing are industry’s safety zone. 
They safeguard profits as surely as the new 
Rhine barrier insures peace.

1926 is approaching. Some manufacturers will 
enter it with sales plans based on hunches. 
Others will enter with markets determined 
and programs outlined that will produce sales 
at the lowest cost.

Which plan will you follow?
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IF YOU ELECT to apply the McGraw-Hill 
Four Principles of Industrial Marketing, 

here are the steps to take:

1. Market Determination. Study each mar
ket for your product. Weigh its poten
tial. Determine which industries are the 
profitable ones to cultivate. The place to 
start is with your own books. Classify 
your sales by natural buying groups. 
Then compile data on each industry in 
which your product can be used. Com
pare the two and you will see clearly 
where your biggest opportunity lies.

2. Buying Habits. Study the buying habits 
of the industries you decide to sell. Find 
out who are the buyers and how they 
buy. This will save the expense and 
wasted effort of “barking up the wrong 
tree.”

3. Channels of Approach. Having located 
the real buyers direct your selling on 
them. Support your sales effort with 
advertising in the publications which 
have the greatest influence with these 
buyers—the ones they look to for in
formation.

4. Appeals that Influence. Don’t talk gen
eralities in your advertising. Talk shop 

in the buyers’ own language. Tell them 
how your product will increase the pro
ductiveness of their plants or will reduce 
costs. Performance facts are what in
terest them most.

Here you have a plan for successful selling 
which is simplicity itself. There is no patent 
on it, for the McGraw-Hill Four Principles 
of Industrial Marketing are plain common 
sense, coded and applied to the job of selling 
to industry.
1926 is approaching. If you want to apply 
the McGraw-Hill Four Principles of Indus
trial Marketing to your 1926 program, follow 
the above formula. If you need guidance, the 
McGraw-Hill Company may be able to help 
you. Obviously we cannot develop sales 
plans for many, but we can supply informa
tion and suggest methods which will make 
simpler a manufacturer’s own plan building.

Fifty years of intimate contact with industry 
have given us a knowledge of markets and 
buying habits which is proving of great value 
to many manufacturers.

1926 is approaching. If we can be of service 
to you, please feel free to call on us. Our 
book “Industrial Marketing” will give you a 
good start. It will be sent gratis to any 
manufacturer who sells to the industries 
covered by the McGraw-Hill publications.

This advertisement is the seventh of 
the series which is appearing in the 
New York Tinies. Philadelphia Public 
Ledger, Pittsburgh Gazette-Times, Chi
cago Tribune, Cleveland Plain Dealer, 
Detroit Free Press, Chicago Journal of 
Commerce and New York Herald-Trib
une; in Printers’ Ink, Advertising and 

Selling Fortnightly, Class, Sales Man
agement, and in the McGraw-Hill Pub
lications. The purpose of these ad
vertisements is to arouse a national 
appreciation of the need for improving 
industrial sales efficiency, and to 
awaken a keener interest in the cor
rect principles of industrial selling.

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

vIcGRAW-HILL PUBLICATIONS
REACHING A SUBSTANTIAL MAJORITY OF THE POTENTIAL BUYERS IN THE INDUSTRIES THEY SERVE

. Mining Electrical Industrial Overseas Construction & Civil Engineerinj
.INEERING & MINING JOURNAL PRESS ELECTRICAL WORLD POWER . AMERICAN MACHINIST AMERICAN MACHINIST ENGINEERING NEWS-RECORD

Rad JOURNAL OF ELECTRICITY CHEMICAL & METALLURGICAL ieukopean edition, Transportation
RADIO RETAILING ELECTRICAL MERCHANDISING ENGINEERING INGENIERIA INTERNACIONAL ELECTRIC RAILWAY JOURNAL

Radio trade directory industrial engineer bus transportation
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Regular Price, $20.00;
Special Price for Set. $17.50 

Smalt Monthly Payments

If advertising and selling 
are your business— 
these are your books

This is the indispensable advertising and sell
ing reference and home-study set. Hundreds 
of men and women are using it to push them
selves ahead. Hundreds of experts in all 
branches of marketing have it handy for refer
ence. Agencies throughout the country have 
these books in their libraries. Colleges and 
universities use the books as texts. If you’re 
in advertising, or selling, or any branch of 
marketing, don’t be without the good this set 
can bring you.

S. Roland Hall’s 
Library of 

ADVERTISING 
and SELLING 
Four Volumes. 3323 Pages. 514 x «, Flexible 
Binding, 1090 Illustrations. $1.50 in ten 
days and S2.OO monthly for eight months.

rdans, time-saving methods and 
st ions. For daily use in solving 
js of all kinds—manufacturer to

Co.. Marshall Field & Co.. Lord & Taylor, United 
Cigar Stores, J. C. Penney & Co.

Over 3000 pages of facts
Gcnrue French, an advertising expert, says of 

Vol. I: "So much material has been gleaned and 
handled so well that he would be a bold, if not 
reckless peisiai. who would attempt to compete." 
Dr. Dig nan, of LaSalle Extension University, says 
of Vol. II: "Destined to be the Bible of the 
movement to set letters in their rightful place." 
Sales Mtnmgrmtnt says of Vol. Ill: "Without 
question the most complete and comprehensive vol
ume thus far published on the broad subject <>f 
sales management.” Hundreds of other similar ex
pressions by prominent business men and publics-

Special Price, $17.50

FREE EXAMINATION COUPON

McGRAW-HILL BOOK CO.. INC..
370 Seventh Avenue. New York

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

If the books arc satisfactory, I will send 
81.50 in ten days and $2 a month until your 
special price of $17.50 has been paid. If not «mti'd, 1 «ill write you for shipping Instruc-

Address ..........................................................

Company ......................................A.F. 12-2-25

Profit and Loss in
Straight

FROM PAGE 22]

Fourth, it is often desirable for a 
salesman to do work other tnan mere 
dispensing of merchandise. Where he 
is paid wholly or largely in salary it 
is usually easier to require that he 
secure credit information, make demon
strations, put in window trims, etc. 
Since his employer is paying him for 
his time the house has a more obvious 
right to make such demands.

A FIFTH factor lies in thef act that 
under salary there is less tempta
tion to overload a dealer or jobber in 

order to augment a poor month’s earn
ings. “Desperate” selling laden with 
overstatement need not be resorted to 
since the salary goes on as usual.

Sixth, there is less resistance when 
the house decides that a shift to a new 
territory may be in order. Under the 
commission plan such a shift may 
threaten real loss in earning power 
and so be opposed by the salesman.

Seventh, salesmen under commission 
often strenuously oppose any reduction 
in the size of their territory because of 
fear of lowered earnings. The salaried 
man has no such objection to offer.

And, eighth, the salesmen may be 
called in from the road at any time 
for conference or instruction since their 
salaries go on as usual.

The ninth advantage is often very 
important. It comes out of the fact 
that the sales expense for a year ahead 
may often be forecasted with a much 
greater degree of accuracy than where 
the commission plan is used.

Ten, a known range of salaries often 
prevents trouble arising from jealousy 
among salesmen and other employees oi 
the company. The salesman who by 
lucky stroke of business earns fabulous 
commissions and brags about them may 
encourage an “Oh, what’s-the-use” at
titude on the part of his fellows.

Probably one of the greatest advan
tages of salary has been reserved for 
this closing paragraph of our considera
tion of salary. With a fixed, known 
salary the salesman, particularly the 
one who has family responsibility, does 
not have to worry over his ability to 
provide during dull periods or from 
week to week. While worry may some
times add to a salesman’s incentive a 
chronically worried sales force is no as
set at all to a business. The coming 
of dull business periods has often dis
rupted sales forces which were paid by 
commission. The men felt the need to 
be off at once to greener fields.

This is the first of a series of articles] I 
by Mr. Morgan dealing with the compel® I 
sating of salesmen. The second will ap
pear in an early issue.

Salaries ‘
[CONTINUED

actually mean money out of the sales
man’s pocket, why make such strenu
ous efforts to sell?

Again, under the straight salary 
form of remuneration an increase in 
contents of the pay envelope is the only 
means of recognizing exceptional work. 
Several striking feats of salesmanship 
may easily seem to justify frequent 
raises in salary. But it occasionally 
happens that the salesman then gets 
an enlarged sense of his value and rests 
on his laurels, actually sagging in his 
selling ability. His salary is then dis
proportionately large.

A major difficulty in the salary 
methods of paying salesmen entirely 
or largely by salary was encountered 
by many houses in the slump which 
followed the post-war inflation. The 
se’ling cost was entirely too high be
cause it was based upon favorable busi
ness conditions which no longer existed.

And finally, among the main possible 
outs about salary for salesmen is the 
fact that the red-hot go-getter type of 
man is rarely a person who will be con
tent with a salary as all or the major 
item of his remuneration. It is too 
tame. He wants adventure. He aims 
to win big or lose big if need be. For 
this reason the “super-salesman” is 
more commonly found in such fields as 
life insurance and other fields where 
commission is the whole thing—or 
nearly so.

FROM our survey of salaries so fai' 
we might think that the negative 
side was unanswerable. Such is not the 

case. From the management stand
point there are many almost priceless 
advantages in the salary method of 
payment.

For one thing, the salesman under 
salary is a soldier under orders. He 
cannot say, as straight commission men 
sometimes do, “I’ll call on whom I 
please—and when I please. The busi
ness I don’t get is more my loss than 
yours!” So the salary man can be more 
easily routed in a definite way and 
made to live up to his itinerary. He 
can be made to cover the small towns 
as well as the large cities. He can 
offer no reasonable objections to call
ing on every desirable customer or 
prospect—small as well as large.

In the second place, regular and com
plete reports of all calls made may be 
more easily secured.

Thirdly, the salesman is more apt 
to adhere to house policies. Being paid 
a salary like the other employes in the 
business he is more apt to feel that he 
is morally obliged to share his em
ployer’s outlook and measure up to it.
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APAINT BRUSH 
COMEDY Pathescope 

PRODUCTION

“Life is real, life is earnest” and folks take a 
lot more interest in the doings of live people, 
or those that fancy makes to live, than in 
any tedious treatise on “how to do it.”

The Hercules Powder Co. teaches painters, 
contractors, architects and home owners the 
advantages of a special product, “Wood 
Turpentine,” by vitalizing its already well 
known trade characters. In a Pathéscope- 
made motion picture “Turp” and “Tine” 
graphically enact the turpentine drama, and 
compel as much interest and conviction as 
the latest productions of Hollywood’s most 
luminous stars. You cannot see this film 
through without learning a lot about tur
pentine, and retaining what you learn.

- 1 
r

felloB J
- 1
■ r-served Í

fjed, W

Pathéscope Industrial Motion Pictures are designed 
to fit the product advertised, to help solve its 
peculiar sales problems. They make every device 
of the motion picture art aid in portraying the 
main idea. Some of the leading concerns that have 
found in Pathéscope Service something out of the 
beaten track and eminently successful are listed at 
the right. These names tell a conclusive story of 
the character of our work.

his at®
We invite an opportunity to show, either at your office 
or the Pathescope Salon, what we have done for 
others in your industry, and what we can do for you.

Another Pathéscope 
Business Film 
is described here

Some of the other clients 
we have served:
ENGINEERING AND 

MECHANICAL 
Alpha Portland Cement Company 
American Brass Company 
A. M. Byers Company 
General Electric Company 
Layne & Bowler Co. 
Linde Air Products Company 
Lock Joint Pipe Company 
Mosier Safe Company 
National Slate Association 
National Tube Company 
Okonite Company 
Otis Elevator Company 
Plymouth Cordage Company 
Reading Iron Company 
Robins Conveying Belt Company 
John A. Roebling Company 
Chas. A. Schieren Company 
The Superheater Company 
Tide Water Oil Sales Corporation 
U. S. Cast Iron Pipe & F’dry Co. 
Westinghouse Lamp Company

FOOD PRODUCTS
Franklin Baker Company (Coconut) 
E. F. Drew & Company (Spredit) 
Frontenac Breweries, Ltd., Canada 
Hills Bros. (Dromedary Dates) 
C. F. Mueller Company (Macaroni) 
Comet Rice Company

TEXTILES 
Bigelow-Hartford Carpet Company 
Boston Woven Hose & Rubber Co. 
The Standard Textile Products Co. 
U. S. Finishing Company

SERVICE
American Gas & Electric Company 
Atlantic City Electric Company 
Commercial Cable Company 
International Mercantile Marine 
Ohio Power Company 
Postal Telegraph Company 
Radio Corporation of America 
United Light & Power Company 
Chattanooga Gas Company

MISCELLANEOUS 
Brooklyn Commercial Body Co. 
Foamite-Childs Corporation 
Kirkman & Sons 
McGraw-Hill Company 
Owens Bottle Company 
Charity, College and Community

INDUSTRIAL FILM DIVISION

THE PATHESCOPE CO. 
of AMERICA, Inc.

Suite 1829 Aeolian Building, 35 West 42nd St., New York
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Spokesman
of the Industry

All but two of the important radio manufacturers sent 
specifications in time for the first issue of Radio Merchan
dising in which this data appeared.

Powel Crosley, Lee De Forest, J. D. R. Freed, David Sarnoff, 
Walter Eckhardt, William Priess and many others of similar 
standing in the industry wrote us their opinions of our pro
posal to rate the operating characteristics of receiving sets. 
(See November issue.)

More than 500 newspapers have already agreed to run the 
ballot which is part of Radio Merchandising’s National 
Referendum on Sunday Broadcasting.

Why I—
BECAUSE four years of conscientious service to the radio 

industry has brought to Radio Merchandising a reader 
confidence and regard which few trade papers enjoy.

Every radio manufacturer, every radio jobber, every radio 
dealer to whom a well-rated jobber would care to sell reads 
Radio Merchandising—Spokesman of the Industry. 25,000 
controlled circulation, guaranteed by post office receipts, ac
complishes this. Radio Merchandising does not overstep its 
market.

243 West 39th Street 
New York City

Pacific Coast Representatives Western Representatives
The Fred L. Hall Company Wheeler & Northrup, Chicago

A Member of the Trade Division

Western Newspaper Union 
Offices an all principal cities

Vanishing Markets
[CONTINUED FROM PAGE 24] 

believe such an outcome possible. I 
Fewer still take any precautions to j 
avoid it. There is where the real trag
edy enters into such histories.

When a market vanishes it virtually I 
always finds some of the manufactur- I 
ing concerns which once served it un
prepared for the emergency, left high 
and dry and futile like a fishing \ 
schooner aslant on a beach after the 
tide has gone out.

There is a business history of a 
Cleveland company which aptly illus
trates both the uncertainty and change
ability of markets and the character of 
foresight and ready adaptability to 
changing conditions which is the only 
defense against change.

IN the decade preceding the Civil
War a young carriage maker, Jacob 

Rauch by name, came into Cleveland, 
then a town of forty-three thousand, 
and set up a shop for the manufacture 
of fine vehicles. As the city grew and 
expanded into the metropolis of Ohio, 
the company, now bearing a partner
ship name, grew and prospered with it. 
The finest carriages that graced that 
Euclid Avenue pictured in your school I 
geography were from its shop.

When the automobile appeared on 
the business horizon, these carriage I 
builders did not pooh-pooh the threat
ened competition but went seriously to 
work to hold their patrons by giving 
them a modernized product. All of 
their carriage-making skill went into 
producing electric passenger cars, with 
luxury emphasized, at a time when the 
gasoline car was frankly not a safe 
place for dainty, feminine finery. The 
first closed car of any kind came from 
this shop.

As time went on and conditions rap
idly changed in the automobile indus
try, the perfection and particularly the 
increasing cleanliness of the gas-driven 
car began to limit seriously the market | 
for electric vehicles, by winning away 
feminine motorists.

Then came the second step in the 
company’s history which again proved I 
the foresight and adaptability possible I 
in emergencies.

Instead of fighting a heroic but hope- J 
less fight against a changing demand, I 
the management, after a sufficient 1 
season of preparation, again made a I 
radical revision of its activities.

The carriage-building part of its or
ganization and equipment it set to 
work, at making bodies for other auto
mobile manufacturers, especially for 
those which had long looked with 
envious eyes at the superior. comfort 
and quality of body given to the pur- I 
chaser of the electric car. •

The electrical branch of its organ- I 
ization and plant then announced its 
entry into the field of electrical indus- I 
trial tractors and trucks for shop use.

In seventy-five years that company 
has seen its market vanish'twice, yet
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L 1 has not allowed either disappearance 
'“•NT to wreck its future. Either change in 
, market could have proved disastrous 

had the management, even for a year 
or two, marked time and permitted a 

, .. costly delay to dissipate its assets. In 
I. each instance it took time by the 
. ' forelock.

. The day of changes is not past—in
.. fact, it is more than probable that the 
, next twenty years will see more fre

quent and more radical changes affect
. ing more lines of business than the 

, preceding fifty have contributed.
Invention is moving faster than at 

, any previous time.
“stay of I F

rjEOPLE have become accustomed to 
,, r jythe prompt acceptance of new 
' ideas, new methods, new habits and 
Vis the (4 Fommodities-

I Purchasers are less conservative in
their suspicions of new things offered

wr,, 
sio Ctad

for sale.
Markets can be changed more rapidly 

than ever before, because the force 
and power of advertising is more 
widely understood and is used more 
promptly and effectively to hasten the 

1 introduction of new articles.
It is a day when it behooves manu

facturers to be ready for surprising 
market changes—some limiting or wip
ing out an established demand, others 
multiplying existing sales-opportuni- 
ties many times over. The manufac- 

/ ' turer who has something up his sleeve 
tee cams Bfor such an emerirency makes no 

¡mistake.
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Some day the radio, hooked up with 
the moving picture, may make serious 
inroads into the domain of the text
book publisher, particularly in the fields 
of history and geography. A single 
national speaker, selected for his art 
'and ability in making one or the other 
sof these topics absorbingly interesting 
to juvenile minds, may broadcast his 
lecture from Kansas City while millions 
of school children from Maine to south
ern California listen and watch the 
screen on which a synchronized film 
throws a visualization of the lecturer’s 
talk. A nationally-standardized sched
ule of education may result!

Or take other fields.
I "" " | 
again pwj il 

MP*®

Will motor fuel and motor lubricants 
always be derived from crude oil 
Orought from beneath the earth’s 

.. its 
ent it ;et

a® 
etoW

surface?
A lamp not connected to any wire, 

so newspaper reports say, has been 
made to throw light by the use of radio 
waves. Will this lead some day to the 
elimination of electric cables and feed 
wires?

The man who made cigar store In- 
iians lost his market through a change 
n style. The maker of brass rails 
ost his through legislation. The maker 
of fine carriages lost his through in
centive genius applied to the internal

- combustion engine.
All three forces are still at work and 

- che third today holds out more prom
- se of far-reaching developments than 

it any other time in the world’s

Halt This Shopping Frenzy!

WHAT shall I give him . . . and him . . . and him ? Over 
and over again that eternal question that never seems to be 
answered quite satisfactorily. A last minute rush for a gift, 
distinctive and yet one that will not require an overdraft.

DON’T you dread it all? Well, you needn’t. What 
could be more appropriate than a subscription to the FORT
NIGHTLY for a fellow executive—a friend—a business 
associate. A gift that will be a happy reminder—twenty- 
six times during the year—of your friendship and 
thoughtfulness.

USE the coupon now. Additional names can be attached 
on a separate sheet and each will receive a card inscribed 
with your name, announcing the gift. The cost—a mere 
$3.00 for each name. [Canadian Postage 50 0 and Foreign 
$1.00 extra yearly.]

YOUR Christmas worries are over when you mail this 
coupon.

ADVERTISING AND SELLING FORTNIGHTLY
9 East 38th Street, New York City

Please enter the following name to receive the Fortnightly for the next year. My 
check for $3.00 is enclosed.

--------------------------------------------------------------------------------

Address.------------------------------------------—-------------- - - --------------------------------------

City and State----------------------------------------- - --------------------------------------------------------

¿My Name----------------------------------------- --------- ----------------------------------------------------

Address------------------------------------------------------------------------------------------------------- —

listory.
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Oversold

T
HE state of being oversold is 
rarely of any good to anyone.

If the output of a factory is 
oversold, the customers are inconve
nienced, annoyed; sometimes serious
ly injured financially or physically.

The manufacturer who permits his 
output to be oversold suffers in the 
long run. So, it isn’t being done so 
much now-a-days.

But, the kind of overselling I have 
particularly in mind at this writing 
is overselling the product or service 
itself—claiming too much; promising 
too much.

That, indeed, is grave. For it not 
only hurts the buyer and the seller, 
but it hurts the whole group to which 
the seller belongs.

Overselling is misrepresentation. 
Every business suffers from it. Right 
now, the real estate business seems to 
be “enjoying’" a particularly severe 
attack of overselling. And, no doubt, 
there will be a painful morning after.

Often, the indulgence in overselling 
is foolish becaus< it is unnecessary. 
In their eagerness to clinch the busi
ness, or in their own lack of faith in 
their product, salesmen will claim the 
world. Whereas, the customer may 
not want or expect so much. The 
simple truth about the product might 
easily answer.

Publications are not immune from 
the scourge of overselling. If any
thing, they are more frequently than 
average the victims of this disease, 
because their value is so intangible.

So, the salesman has more or less 
of a free rein to let his imagination 
run riot. And, the fear of competition 
certainly stimulates his imagination.

Here, too, overselling is often fool
ishly unnecessary and the plain, un
adorned truth would serve to better 
purpose.

A misrepresentation of one maga
zine hurts the whole group because 
it shakes the confidence of the cus
tomer or prospect.

Overselling is almost universally 
done on behalf of weak or inferior 
media.

440 So. Dearborn St. 
Chicago, III.

INDUSTRIAL POWER is not oversold. 
All claims made for it ure susceptible of 
exact proof.

w

Mediums of Expression

A man whose contributions to high- 
class publications are read with wide 
interest, was scheduled to speak a few 
evenings ago, on a subject with which 
he is identified. He faced an audience 
of several hundred men and women, 
all or almost all of whom, I imagine, 
believed that an intellectual treat was 
ahead of them.

They were mistaken. If X had a 
“message,” which the chairman of the 
evening’s proceedings assured us he 
had, he failed to deliver it. For more 
than an hour, he lost himself in a maze 
of words—so much so that when at 
last he finished, most of us breathed 
a long sigh of relief. “Thank Heaven, 
he’s through,” we said to ourselves.

Yet this man, when he expresses 
himself on paper, does so with a 
clarity, a beauty, a vigor and a sense 
of order which arouse one’s admiration.

To most men has been given the 
ability to express themselves in one 
way or another—by tongue, by pen, 
or, it may be, by the skillful use of 
tools. Why, in the name of all that 
is holy, don’t they stop there? Why do 
they employ a medium of expression 
which is foreign to them?

The American Invasion

Twelve or fifteen years ago, one 
heard a lot about the “American Inva
sion” of Europe; and if one had ac
cepted the statements then current, at 
half their face value, one would have 
believed that Europe’s sun had set— 
that, thereafter, only goods made in 
America were in demand overseas.

The fact is that, outside of food
stuffs, there was, until a very few 
years ago, no real American Invasion 
of Europe.

Take my word for it, there is today. 
You don’t hear much about it, but it 
is worrying these people more than a 
little.

Ford automobiles are relatively—not 
actually, of course—as common in Brit
ain as in America. Dodges and Buicks 
are plentiful. American shaving soaps 
and lubricating oils and “tinned” meats 
and typewriters and dollar watches are 
on sale everywhere. The Ladies’ Home 
Journal and The Saturday Evening 

Post are as prominently displayed on 
the railway station newsstands of Lon
don, Glasgow and Edinburgh—and, I 
have no doubt, many other cities—as 
in New York. In His Majesty’s Sta
tionery Office in Edinburgh I saw a 
National Cash Register! I tell you, 
we’re getting there.

The Little De-ars!

Didn’t Shaw say, somewhere, that in 
the Ideal State, men who do the most 
disagreeable work—removing garbage, 
for example—will be paid the highest 
wage?

I am beginning to think he is right.
Here is why: Recently I was asked 

to “keep an eye” on two children—a 
boy of five" and a girl of three—while 
their mother went downtown. When 
she got back I was a nervous wreck, 
for if there was anything those young
sters did not try to destroy, during 
their mother’s absence, it was because 
they could not get at it. The little 
de-ars!

If I have anything to do with fixing 
the wage-scale which will prevail in 
the Ideal State, nurse-maids will have 
nothing to complain of. Their compen
sation will be considerably higher than 
that of bank presidents.

What Would Become of Them?

More than anything else, the thing 
which impresses the observant Ameri
can who visits Great Britain, these 
days, is the enormous wastage of man
power which is the rule in almost 
every department of human activity. 
Three or four or five men are employed 
to do what would be done by one man 
in America.

The railways are perhaps the worst 
offenders. They seem to be tremen
dously overstaffed. At a railway sta
tion in a city of, say, 15,000, there will 
be four or five times as many em
ployees as at a station in a city of 
that size in the United States—a small 
army of porters, ticket sellers, ticket 
collectors and gatemen. These men, I 
need not say, are paid very low wages 
but the aggregate amount paid them 
runs into tens of millions of pounds 
yearly. Directly and indirectly, the 
public pays.

To fellow-travelers, I have, more 
than once, commented on this matter 
of wasted effort. All I get, in reply, is 
a lifted eyebrow or the query, “What 
would become of these men if the sys
tem were changed?”

What would become of them?
Jamoc.
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Manufacturers— 
Send Us Your Catalog
Help Us Solve the Collegiate Question 

“Where Do We Buy?”

WE are endeavoring 
to answer the 
daily question of hun

dreds of colleges and 
prep schools which are 
themselves too small to 
be proper buying units 
and which are located 
in towns too small to 
afford proper buying 
facilities.

The Intercollegiate 
Sales Service is organ
ized to help these schools 
and colleges get what 
they want with the 
least amount of trouble. 
We save them time, 
money and correspond
ence. They write to us 
and place all of their 
orders at once. Or they 
can write to us and get 
all the information they 
desire about a number 
of different products at 
the same time.

We do not handle the 
merchandise. The Inter
collegiate Sales Service 
acts only as a clearing 
house for information 
and orders, working on 
commission or accept 
wholesale prices when
ever our orders are large 
enough to justify the de
mand of wholesale prices.

In order to make this 
service efficient, we must 
have the cooperation of 
those who make articles 
sold to the collegiate 
trade (male and fe
male). Send us your 
catalog-—and also, tell 
us of your credit terms 
(C.O.D., etc.), price 
quotations, and mini
mum order accepted. 
This is absolutely neces
sary so that we can be 
in a position to answer 
any inquiry that a client 
may ask.

In sending us this in
formation, you do not 
obligate yourself to do 
business with us. If you 
should still choose to 
attempt to do business 
direct, that is your affair. 
But we would like to 
have your sales infor
mation on hand because 
an essential part of our 
service is the rendering 
of information even 
should the organization, 
student, or faculty mem
ber decide to place the 
order directly. All in
formation will be held 
confidential.

Cooperate by sending 
your data now—please!

intercollegiate Malesi é>erbice
“The Campus Clearing House’’ 

P. O. Box 59 Watertown, N. Y.

No Panacea for 
Business Ills
By Marco Morrow

Assistant Publisher, Capper Publications

IDO not know of any agricultural 
publisher who is so bigoted, so 
narrow-minded or so dishonest as 
to say that the farm paper is the only 

means of reaching the rural market. 
Undoubtedly the daily newspaper and 
the magazines reach some of these 
people, and undoubtedly the much criti
cized bill-boards and road-side signs 
are seen and are read by country folk. 
Farm paper publishers know that di
rect mail is an indispensable adjunct of 
the farm paper advertising of many 
of their best and largest customers. 
They know that men have made profit
able sales in the rural market by direct 
mail, without any farm paper adver
tising at all. And they realize that 
a frank acknowledgment of all this 
does not lessen the value of the medium 
they offer nor make it any the less 
necessary to the man or the house seek
ing to cultivate and expand its rural 
trade.

Frankly we have sometimes felt that 
the Direct Mail Advertising Associa
tion and many of its individual mem
bers have not always been as ready as 
we hope we are, to take a broad, cath
olic view of other media and other 
methods of advertising. We have some
times felt that the oldtime job-printer, 
who has evolved into a “publicity- ex
pert”—there are no more “job print
ers”; job-printing has become “adver
tising service” and the job printer an 
expert, ready, willing and professedly 
capable of managing and directing an 
advertising campaign of any sort, kind, 
nature and magnitude. Well, as I said, 
we have sometimes felt that these ser
vice experts, together with the men 
with calendars or rulers or fans or 
pocket-books or lists of names, or what
not, to sell, have a firm conviction that 
they have discovered and hold patent 
rights to the one certain way to success 
in advertising; and that the day of all 
other forms of advertising is nearing 
its close. We may be in error, but oc
casionally, at least, you indicate that 
you are ready to jump out of your 
bath-tub like the ancient Greek philos
opher and rush down the street in your 
shirt-tail crying “Eureka! Eureka!” 
or whatever the modern equivalent of 
that word. That is natural, for we 
all have our prejudices.

And that’s all right. Magnify your, 
calling. Have faith in what you are 
doing. Put everything you have into 

■ your punch. But don’t, I beg of you, 
lose sight of this: the elixir of life for 
business has not yet been discovered; 
there is no panacea for business ills; 
advertising is a mighty force and so 
far we know mighty little about how 
to employ it.
■Portions of an address before the'Direct 

Mail Advertising Association Convention, | 
Boston, Mass.
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Everybody is helped—
everybody should help!

Stamp Out Tuberculosis 
v-ith tilts

Christmas Seal

Tuberculosis in this coun
try is a threat against your 

health and that of your family. 
There are more than a million cases 
in this country today.

The germs from a single case of 
tuberculosis can infect whole fami
lies. No one is immune. The only 
sure escape is to stamp out the 
dread disease entirely. It can be 
stamped out. The organized work 
of the tuberculosis crusade has al
ready cut the tuberculosis death 
rate in half. This work is financed 
by the sale of Christmas Seals.

Everybody is helped by this great 
work—and everybody should help 
in it. Let every member of your 
family stamp all Christmas parcels, 
letters and greeting cards with these 
able little warriors against disease. 
Everybody, everywhere, buy Christ
mas Seals—and buy as many as you 
can.

THE NATIONAL, STATE, AND LOCAL TUBERCULOSIS ASSOCIATIONS 
OF THE UNITED STATES

Salesmen’s Health on 
the Road

[CONTINUED FROM PAGE 38] 
velopment must be of interest to all 
sales executives. They have not only 1 
the humane interest in salesmen, but 
also the dollar and cents interest. The 
low-energy time, the sick-time, the pep- 
less time of a salesman on the road 
costs a house a great deal of money in 
a year. This time can definitely be 
cut by improving the medical facilities J 
available to travelers, and thus the 
cost of selling generally, about which 
everybody complains, may be shaded by 
attention to this subject.

The Clark Collard Company
Chicago, will direct advertising for 

the American Chemical & Engineering 
Company, same city, manufacturers of 
“Full Speed” pulley covering.

McGraw-Hill Company, Ine.
New York, announces the purchase \ 

of the F. Af. F. Electrical Year Book, 
published by the Electrical Trade Pub
lishing Company, Chicago. Head
quarters for the Year Book will be at 
the offices of the Electrical Trade 
Publishing Company until the comple
tion of the 1926 edition.

Paul Grant
Formerly associated with the Chi

cago office of Ruthrauff & Ryan, Inc., 
New York advertising agency, has been 
appointed to the staff of contact execu
tives of the Campbell-Ewald Company, 
Detroit advertising agency.

George Batten Company, Inc.
New York, will direct advertising 

for the Jones-Dabney Varnish Com
pany. Louisville, Ky., manufacturers 
of Twenty Minute Lacquer.

Norman F. D’Evelyn
San Francisco, will direct advertis

ing for the General Mortgage Company 
and the General Pacific Corporation, 
same city.

E. M. Burke, Inc.
Has been appointed by The Duluth 

News Tribune as special representative 
in the national field.

Meridith & Company, Inc.
Troy, New York, will direct adver

tising for the Harder Manufacturing 
Corporation, Cobleskill, N. Y., manu
facturers of Kleen-Kold refrigerators.

Arthur Rosenberg Company, Inc.
New York, will direct advertising for 

the Trinity Six Radio Receiver, made 
by the Beacon Radio Manufacturing 
Company, Brooklyn, N. Y.

The H. H. Reber Company
New York, has been appointed pub

lishers’ representative for the Army 
and Navy Journal, Washington, D. C., 
in the Eastern territory.
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Selling 100% In Metropolitan Zones 
By Saunders “Asset” Mile Plan

Wide metropolitan areas require motorized selling. Company cars are a dis
tinct liability to traveling salesmen. But they can rent “ Drive-It-Yourself ” 
cars when an “asset”only, covering each market quicker, cheaper, completely.

Metropolitan markets are wide trade areas—not just 
pities. The adjacent territory invariably has 50% to 
.75% of each in-city population. Newspaper circula- 
ion and jobbers’ sales show the same picture; to sell a 
:ity 100% your men must cover its trade territory.

You can do this now with one man or a crew— 
. letter, faster, more economically—by using motor cars 

ented on the Drive-It-Yourself basis.
For instance, consider the Baltimore—Washington 

—Richmond districts. For many businesses, these 
:ities and their trade territory is the most fertile mar- 
ret south of the Mason-Dixon line. At Saunders 

= system Stations in each city your men can rent clean, 
t lew cars, paying only for the exact mileage each 
! drives. They work the city trade in these cars quickly 

ind thoroughly and spend more time in productive 
¡elling and less time on sidewalks and street cars. The 
esult is more calls and more sales at less cost for each. 

J Dutside the city, your men can profitably cover each 
narket completely in a driving radius of 50 miles.

" By combining rail and Saunders System service, 
rou achieve the lowest possible sales and traveling 
ixpense and preserve the real advantages of motorized 

r telling. Company car investment, upkeep and super-
zision on your part is eliminated. Your men arrive by 
•ail at each sales center with planned routes and fresh 
iales vigor and then discard the car for rail again

,. when it ceases to be an “asset.”
“ The 81 Saunders System Stations cover the best 
¡sales centers of 20 states. Both Gear-Shift and Ford 

Zoupes, Sedans and Touring Cars are rented at low
. per mile rates. Each salesman drives privately a 

One of the most complete road systems in America 
radiates from Washington and Baltimore through
out Maryland and Delaware, into rich southern 
Pennsylvania and northern Virginia. Road condi
tions out of Richmond also are now favorable to 
motorized selling. New sales history is now being 
made in these oldest of American markets.
Three Saunders System stations are now serving 
Washington, one downtown on D Street near the 
Post Office Dept. Bldg., another on Irving Street 
in the North West residence district and another 
on Capitol Hill just back of Congressional Library 
—handy to Union Station and the South East 
residence district. The stations in Baltimore. 
Richmond and Philadelphia are also well located 
for covering grocery, drug and other trade factors 
scattered throughout the city. Saunders System 
cars, used for intensive metropolitan merchandis
ing, will give your newspaper and display adver
tising more nearly 100% effectiveness.
Other eastern branches are opening as the needs 
of each sales center are determined.

dean, new, splendid running car with standard insurance protecting you against liability, fire,
heft, collision and property damage.
lay we send our Traveler's Identification Cards for your Salesmen and our manual, "Motor Car Advantages I’nscrnmbled I

SAUNDERS DRIVE-IT-YOURSELF CO., Inc.
EXECUTIVE OFFICES: 313 Saunders Bldg., KANSAS CITY. MO.

Lincoln 
Louisville (3) 
Macon, Ga. 
Memphis 
Milwaukee (2) 
Mobile 
Moline 
Montgomery (2) 
Nashville (2) 
New Albany, Ind. 
Oklahoma City 
Omaha (3) 
Peoria (2) 
Philadelphia 
Pueblo

Richmond, Va. 
Rockford 
Rock Island 
Sioux City 
Springfield, Ill. 
Springfield, O. 
St. Joseph, Mo. (2) 
St. Louis 
Toledo 
Tulsa 
Tuscaloosa, Ala. (2) 
Vincennes, Ind.
Washington, D. C.(3 ) 
Waterloo 
Wichita
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The following letter has been sent to 
leading publishers by Albert Russd 
Erskine, President of the Studebaker 
Corporation of America.

AS the publisher of a newspaper, I 
you have doubtless read, listened I 

-to, and possibly been the author 
of, denunciations of the “Free Public

ity Evil.” In such discussions (among 
publishers, editors and advertising 
managers of newspapers) the automo
bile industry usually figures as chief 
culprit.

This letter is to express the attitude 
of The Studebaker Corporation of 
America on this subject.

Newspapers have done a splendid 
patriotic work in promoting good 
roads, improved traffic control, ete. 
Newspapers render great service to 
their readers by suggesting routes for 
pleasant tours, and by collecting and 
distributing road information. As long 
as this material is not associated with 
the boosting of any particular car, ac
cessory, manufacturer, or dealer it is 
not “free publicity.”

At times, of course, there are items 
of real news connected with a business 
institution the size of Studebaker. 
These should find a place in the main 
news or financial sections of every 
paper regardless of advertising sched
ules. But such genuine news can 
stand on its own feet with city editor 
and financial editor. It is not what we 1 
mean by “free publicity.”

“Free publicity” is the material 
which newspapers print about automo
biles, accessories, dealers, factory offi
cials, only because it is sent to them 
by the advertising department of an 
automotive advertiser. It is designed 
merely to get the name of an automo
bile, a man, or an accessory in the 
news columns.

We are as much opposed to “free , 
publicity” as any editor. We consider 
it an evil and would be glad to see it 1 
eliminated. There is no more reason 
why you should print pictures of auto
mobiles than of pianos and washing 
machines. Gossip of the automotive 
trade is no more entitled to space than 
gossip of the department stores.

The practice of giving free publicity 
along with automobile advertising has 
been instrumental in increasing the 
rates for automobile advertising with
out proportionate return. It seems to 
us wasteful from the standpoint of ad
vertiser as well as publisher.

Therefore, we assure you that we 
shall not discriminate against any 
newspaper which eliminates free pub
licity entirely, but we do intend to in
sist more strictly than ever on receiv
ing our full share of free publicity in 
those newspapers which give it.

We do not believe that any automo
tive advertiser places such a large pro
portion of his total appropriation in 
newspapers as does Studebaker—last I 
year exceeding 90 per cent. We are
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Rfadr ¡surely entitled to a square deal from 
ri. . newspapers. We are not receiving a
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square deal if competitors who buy a 
similar amount of advertising space 
are given a larger volume of space in 
the news columns.

We, therefore, intend in the future 
to check this matter carefully and to 
discriminate against those papers 
which are discriminating against us.

In other words, we are quite con
tent to receive no free publicity what
ever, if all competitors are treated in 
the same manner; but if publicity is 

, being used we believe that no com- 
¡petitor should receive a line more than 
Studebaker, except as he uses more ad
vertising space.

Rate for advertisements inserted in this department is 36 cents a line—6 pt. type. Minimum 
charge $1.80. Forms close Saturday noon before date of issue.
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The annual tournament of the Win
ter Golf League of Advertising Inter
ests will be held this year in Bermuda, 
according to the announcement of W. R. 
Hotchkin, president of the League. The 
entire trip will occupy ten days’ time, 
from January 8 to 18.

1 The Furness-Bermuda Line has 
(agreed to provide the party with a boat 
entirely to themselves, and it is esti
mated that three hundred will be num
bered among the voyagers. Already 

,142 members have applied for reserva
tions, who, together with their families, 
make a total of 254 already accounted 
for. Since only thirty or forty more 
can be accommodated, delinquent mem
bers are being urged to make their ar
rangements as early as possible. The 
charge for the entire trip has been set 
at si75. This includes steamer passage 
both ways, hotel charges at the Bermu- 
diana, green fees at the Mid-Ocean 
Club, luncheon at the club each day, 
and carriage back and forth each day. 
For members of the family or guests 
who do not play golf the charge will 
be $155, and for children from three to 
eleven years of age, $82. There are 

I only a limited number of rooms with 
bath, and these will be drawn for by 
the ladies.

COMPLETE MAIL ADVERTISING 
SERVICE

Work done in a manner to please the most 
exacting. Lists supplied, addressing, folding, 
inserting, sealing, stamping, mailing. Equipped 
for quantity production on a quality basis.

MAIL SALES CORPORATION
222 West 18th Street Watkins 1408

Multigraphing

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

ADVERTISING SOLICITOR
of experience with good sales record, personality 
and appearance, wishes new connection with high 
grade publication. College graduate. 33 years. 
Box No. 329, Adv. and Selling Fort., 9 East 
38th St., New York City.

ADVERTISING PRODUCTION MANAGER, 
capable director of art and production depart
ments, has thorough agency - and business ex
perience. Creative typographer and visualizer. 
Box No. 327, Adv. and Selling Fort., 9 East 
38th St., New York City.

SALESMEN of the highest calibre, used to 
earning upwards of $10,000 yearly. Advance 
commission, full co-operation. Outdoor Adver
tising Associates, 631 Singer Building, New York 
City.

Large manufacturer wants exceptional man to 
assist in preparing advertising and sales literature 
for a technical product. Ability to write is neces
sary. Technical training and a knowledge of 
engines is highly desirable. Give complete ex
perience and references when writing. Box No. 
331. Adv. and Selling Fort., 9 East 38th St., 
New York City.

PRINCIPAL ASSISTANT to advertising man
ager of prominent industrial equipment manu
facturer. Must know DETAILS of printing, en
graving, artwork, layouts, campaigns schedules, 
etc Engineering graduate preferred. Will be 
held responsible for department routine, mechani
cal production and some graphic creative work. 
Box No. 328, Adv. and Selling Fort., 9 East 
38th St., New York City.

Salesman: One who is calling on advertising 
agencies, advertising and sales managers, manu
facturers ; who desires to increase his earning on 
part or full time ; with little effort ; the suggestion 
is all that is necessary. The proposition will not 
conflict with your present work—but will help 
you to a closer contact with your clients-com
mission and bonus. Give full details of your 
present work—territory you coyer. Reference 
Address Box 309, Adv. and Selling Fort., 9 
East 38th St., New York City.

Miscellaneous
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January 21-24, 1926—Sixth Dis
trict Convention, Associated Adver
tising Clubs of the World, Chicago.

April 5-6, 1926—First formal ses
sion of Insurance Advertising Men 
of the Pacific Coast, Los Angeles, 
Cal.

April 7-9, 1926—Direct Mail Ad
vertising Association Convention, Los 
Angeles, Cal.

April 12-14, 1926—Fourth District 
Convention, Associated Advertising 
Clubs of the World, Orlando, Fla.

Mat 1-5, 1926—Fourteenth District 
Convention, Associated Advertising 
Clubs of the World, Blackpool, Eng
land.

June 19-21, 1926—Fourth Annual 
Convention, Insurance Advertising 
Conference, Philadelphia.

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

July 5-8, 1926—Twelfth District 
Convention, Associated Advertising 
Clubs of the World. San Francisco.

CIRCULATION MANAGER AVAILABLE 
A real subscription getter; with fine past record 
on technical, trade and business publications. 
Knows all branches of subscription work. Sys
tems, Records, Mail Campaigns, Sales Force. 
Valuable man for publisher who wishes to in
crease his circulation. Let him tell you about 
his experience. Box No. 330, Adv. and Selling 
Fort., 9 East 38th St., New York City.

Help W anted

COPYWRITER WANTED
A nationally recognized trade publishing house 
requires a young copywriter in its advertising 
service department. Experience in actual writing 
is not required as much as a knowledge of ad
vertising fundamentals and the ability to learn 
quickly. This is an opportunity which an ag
gressive young man can turn to bigger things. 
Age should be under 24, with a college educa
tion or its equivalent. Location, New York 
Citv. Salary nominal. Box No. 332, Adv. and 
Selling Fort., 9 East 38th St., New York City.

Wooden Multiplex Pliers. One piece of wood 
containing eleven pliers ; made by means of a 
knife; length, four inches ; a real and interesting 
curio, suitable for show window; sent post-paid 
for $1.50. Address, Museum of Wood, Dept. 
A., Ingleside, Nebr.

BOUND VOLUMES
A bound volume of Advertising and Selling 
Fortnightly makes a handsome and valuable 
addition to your library. They are bound in 
black cloth and die-stamped in gold lettering. 
Each volume is complete with index, cross-hied 
under title of article and name of author making 
it valuable for reference purposes. The cost 
(which includes postage) is $5.00 per volume. 
Send your check to Adv. and Selling Fort., 9 
East 38th St., New York City.

BINDERS
Use a binder to preserve your file of Fortnightly 
copies for reference. Stiff cloth covered covers, 
and die-stamped in gold lettering, each holding 
one volume (13 issues) $1.85 including postage. 
Send your check to Adv. and Selling Fort., 9 
East 38th St., New York City.

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

! “GIBBONS knows CANADA”
I TORONTO________ ’ ’ ^^Vl^NTREA^^ WINNIPEG |
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“By the way,” remarked Edwards, as he sat down to luncheon with Trelease, 
“your personal stationery is quite impressive. That note you sent me the 
other day was really very handsome.”

“Yes, I appreciate a nice sheet of paper,” said Trelease. “It’s too bad 
we can’t do something really good for our business letterhead.”

“Well—why don’t you?”
“Oh—we couldn’t. The business wouldn’t stand a leak like that.”
Edwards smiled.
“ What do you mean by ‘ leak ’ ? Why should you apply totally different 

reasoning to stationery just because it’s for business?”
This question could fairly be put to many executives who have lumped 

letterheads in their minds along with erasers, pencils, and typewriter ribbons.
The paper used in business correspondence creates and fixes more im

pressions, and more definite ones, than does any other contact with the 
great public of dealers and customers. Fine stationery dresses a business 
up. It suggests the stability of the sender and the esteem in which the 
recipient is held. That is why so many of the most successful businesses 
regard fine stationery as an advertising and selling help.

CRANE O COMPANY, INC . DALTON, MASSACHUSETTS





Ten Pér Cent Produce Ninety-Two Per Cent

THE great bulk of the equip
ment purchases made by oil 
producers are made by a rela

tively few companies which 
produce most of the oil.

Reach the managing exec
utives of these companies 
effectively, and you reach every 
prospective customer in this 
field worth your time and effort.

Give them your sales message 
through National Petroleum 
News, and you reach the men 
important to you through the 
paper they read each week with 
closest attention.

Let us show you concretely 
what makes up the profitable 
type of producer circulation!

Service Offices -
CLEVELAND

812 Huron Road 
TULSA. OKLA.

608 Bank of
Commerce Bldg.

CHICAGO
360 North Michigat
Avenue

NEW YORK
342 Madison Avenut 

HOUSTON, TEXAS
608 West Building |

Members: |
A B. C. and A. B. P

NATIONAL PETROLEUM NEWS




