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What Automobile Advertisers J
Are Doing In Chicago I

The advertising columns of The Chicago Daily 
News reflect Chicago business at its busiest and best. 
There is more advertising in The Daily News than in 
any other Chicago daily paper, and its variety and com
prehensiveness make the columns of The Daily News 
Chicago’s greatest market place for readers and adver
tisers alike.

Accordingly automobile and accessories manufac- I
turers and dealers place more of their advertising in The 
Daily News than in any.other Chicago daily newspaper.
In 1925 they increased their Chicago newspaper adver
tising 11% over 1924, but increased their advertising in 
The Chicago Daily News 30r c; making a total of 718,
455 agate lines in The Daily News, or 218,220 more . 
than in the nearest Chicago daily paper.

Chicago buys more than 230 automobiles a day and 
the number is increasing yearly. Over any period of 
years, and in any single year, the means of increasing 
business in Chicago, as constantly proved by Chicago 
advertisers, is through increased advertising in the 
Chicago Daily News—and the evidence indicates that 
automobile advertisers are acting upon this principle.

THE CHICAGO DAILY NEWS
First in Chicago

Published every other Wednesday by Advertising Fortnightly. Ine.. 9 East 38th St.. New York, N. Y. Subscription price $3.00 per 
j‘ ar. Volume 6. No. 1<>. Entered as second class matter Hay 7, 1923, at Pust Office at New York under Act of March 3, 1879.1
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Facts need never be dull
THIS agency was one of the first 

to adopt the policy of “Facts first 
—then Advertising”. And it has 

earned an unusual reputation for 
sound work.

Yet this organization does not, nor 
has it ever, confused “soundness” with 
“dullness”. It accepts the challenge 
that successful advertising must com
pete in interest, not only with other 

advertising, but with the absorbing 
reading matter which fills our present
day publications.

We shall be glad to send interested 
executives several notable examples of 
advertising that has lifted difficult sub
jects out of the welter of mediocrity.

Joseph Richards Company, Inc. 
251 Park Avenue, New York City

Richards * * * Facts First * * then .Advertising
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dianapolis, The News has the 
smallest street sale—and more 
home-delivered circulation than 
both other daily papers com
bined. The News believes in
delivering to advertisers the 
largest possible personally iden
tified circulation—home de
livered.

LEADING all other news
papers, daily and Sunday, 
in total circulation in In-

C
IRCULATION has far greater signifi

cance than just so many copies printed 
and distributed for an established rate per 
line.
It is an accurate index to the public’s desire 
for the publication, expressed in their own 
money spent for it—an endorsement that 
carries the same weight as the public’s pref
erence for a certain motor car, a breakfast 
cereal or a brand of soap. And for the ad
vertiser, character and buying power con
sidered, this public preference for a news
paper is the one sure guide to the safe, 
straight road to the public’s good will for 
the product he sells.
Three newspapers are published in Indian
apolis every weekday. Every day, this In

dianapolis public, sophisticated, intelligent I * 
and discriminating, votes its preference for 1
The Indianapolis News. Even on the days lu 
when the public has a choice of three local . 
newspapers, The News has a city circula
tion greater than that of the Sunday paper I 
on Sunday when it is the only newspaper I J 

published in Indianapolis.
Indianapolis prefers The Indianapolis News, j %
Circulation proves it. Naturally, advertis
ers prefer it. In 1925 they used more space 
in The News than in both other Indianapolis 
newspapers combined on the same publica
tion days.
The Indianapolis Radius, population 1,992,
713, is a mighty market—thoroughly cov
ered by The Indianapolis News.
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THE INDIANAPOLIS NEWS
New York, Dan A. Carroll 

110 East 42nd Street Frank T. Carroll, Advertising Director Chicago, J. F Lutz 
The Tower Building
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Page 5—The News Digest
C. 11. Burlingame

Has resigned as general sales man
ager of The Foulds Company, Liberty
ville, Ill., to join the John F. Jelke Com
pany, Chicago, manufacturers of Good 
Luck Margarine, as sales manager.

Fred W. Schultz
Has resigned from the editorial and 

advertising departments of The Iron 
Age to become associated with the En
gineering and Contracting Publishing 
Company, Chicago. Mr. Schultz has 
long been identified with the publishing 
business and was at one time associated 
with Engineering News, Engineering 
Record and The Contractor.

L. A. McQueen
Advertising manager of the B. F. 

Goodrich Rubber Company, Akron, 
Ohio, has been appointed assistant gen
eral manager, in charge of all sales, tire 
division, of that concern. Mr. McQueen 
will continue general supervision of all 
advertising.

McGratc-Hill Publishing Company
New York announce the adoption of 

an amended sales plan under which 
Malcolm Muir, vice-president and di
rector of sales, has general sales con
trol. Edgar Kobak, vice-president and 
director, has been appointed general 
sales manager in direct charge of the 
operations of the sales organization. 
He will also be in charge of the elec
trical unit which includes the electrical 
publications of the company.
“United States Daily”

Is the name of a new daily news
paper which started publication March 
4, in Washington, D. C. It is published 
by the United States Daily Publishing 
Corporation, an organization which was 
formed by David Lawrence, president 
of the Consolidated Press Association, 
and forty-eight associates. Jay Jerome 
Williams, formerly of the Bell Syndi- 
sate, is publisher; John E. Rice, for
merly general manager of the Wash
ington Herald, is general manager; 
Victor Whitlock, formerly advertising 
manager of The Nation’s Business, is 
advertising director.

Guy Scrivner
Formerly advertising manager of 

Capper’s Farmer, has been appointed 
advertising manager of The Nation’s 
Business.

The Art Directors Club
New York, announces that the fifth 

annual exhibition of advertising art 
will be held at the Art Center from 
May 3 to May 29, 1926. All material 
submitted must have been used for ad
vertising purposes prior to Jan. 1, 
1926. The closing day for rough proofs 
is March 19. The jury of awards will 
be composed of men prominent in the 
fields of art and advertising.

The Thumbnail 
Business Review
By Floyd W. Parsons

THE drastic decline that has taken 
place in the stock market has im
paired confidence and is certain to 

have an adverse effect upon business. 
Thousands of people who have not been 
affected by the slump in security prices 
will quickly declare that business condi
tions are sound, and that the stock market 
bears little or no direct relation to the 
conduct of legitimate industry.
C. The fact is that there never has been 
an upset in stocks of a serious nature that 
did not result later in a slowing down of 
trade. When several million investors find 
that their securities are worth 10 or 20 per 
cent less than they were some weeks ago, 
the outcome is a growing spirit of caution 
and a tendency to curtail purchases.
<1 But there is no denying that the founda
tions of American business today are 
unusually well grounded. The current 
movement is toward a slightly lower level 
of activity. Commodity prices have de
clined in an orderly way. Both building 
and steel operations are reporting easier 
conditions. Nevertheless the volume of 
business in nearly all lines continues at a 
satisfactory rate, and any industrial de
pression that we may experience will cer
tainly not be drastic or long-lived. The 
two important sustaining factors are a 
sound credit situation and a general con
dition where inventories are free of in
flation.
<[ Since business in most lines has not 
climbed to dizzy heights, it cannot have 
any rapid and extended fall. It is quite 
likely that we are in for a period of read
justments that may continue for some 
months, but aside from the possibility of 
adverse weather this summer that might 
affect crops, there appears to be nothing 
ahead of us that should prove alarming.

E. St. Elmo Lewis
Has resigned from the Campbell

Ewald Company. Mr. Lewis was vice
president in charge of new business.

II C. Dayeh
Formerly vice-president and general 

manager of the United Advertising 
Agency, New York, has been appointed 
western advertising manager of 
Forbes, New York. He will have his 
headquarters in Chicago.

Leon L. Petersen
Has joined the copy department of 

the Buchen Company, Chicago adver
tising agency.

William C. Sproull
Has been appointed acting advertis

ing manager of the Burroughs Adding 
Machine Company, Detroit, Mich., to 
succeed Norman 0. Mick, who resigned 
to join the A. W. Shaw Company, Chi
cago.

L. F. Sinclair
Formerly director of sales for the 

Animated Products Corporation, New 
York, has been appointed director of 
sales for the Smith-Hecht Company, 
advertising novelties, etc., Indianapolis, 
Ind.
Cole-MacDonald-Wood, Inc.

Detroit advertising agency, announces 
that Edmund D. Wood, formerly vice
president of that company, has been 
elected president; and that Arthur W. 
Ramsdell, formerly director of research 
and an account executive for Campbell
Ewald Company, Detroit advertising 
agency, has been made vice-president 
and general manager. Lee Thompson, 
formerly assistant advertising manager 
of the Truscon Steel Company, Youngs
town, Ohio, has been made an assistant 
executive.

William C. Hunt
Formerly with the Frederick C. Ma

thews Company, Detroit, has been ap
pointed publicity manager of the Frisch
korn Florida Company, Dunedin, Fla.
Stanley H. Rose

Formerly with The American Trust 
Company, has become associated with 
Irwin Jordan Rose Company, Inc., New 
York advertising agency.
E. M. Burke, Inc.

Will represent the New York Morn
ing Telegraph west of Pittsburgh and 
Buffalo; and also the Dallas, Texas, 
Dispatch in the East and West.
United Advertising Agency, Inc.

New York, announces that it will di
rect advertising for the Blackstone 
Manufacturing Company, Newark, N. J., 
manufacturers of Tru-Lax pharma
ceutical merchandise; and that Harry 
B. Goldsmith, recently Eastern adver
tising manager of the Scholl Manufac
turing Company, has been placed in 
charge of its merchandising depart
ment, and that James H. Rothschild 
has been made an account executive.

[ADDITIONAL NEWS ON OTHER PAGESj
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“ALL IK
IS WHAT I SEE »

ill Rogers, philosopher in cap 
and bells, nightly confesses to 
his audiences that all he 
knows is “what he sees in the 

papers”—and when you come right
down to it, that is all any of us know 
about the social and economic move
ments that affect the life which surges 
around us.

If you have been reading your 
papers lately, you know that the United 
States is passing through a period of 
prosperity.

Perhaps you read about the National 
Retail Dry Goods Convention which 
was recently held at the Hotel Pennsyl
vania in New York.

Prominent merchants from various 
parts of the country expressed their 
views on the outlook for this year and 
they' were optimistic that 1926 would 
touch the splendid record of sales of 
1925.

The reason they gave for this optim
ism was: “More money in the pockets 
of the people; more buying of higher 
priced goods and in larger quantities; 
luxuries are being sold to a class that 
hitherto has been compelled to pass 
them by.”

Insurance, savings, stock investments 
—all experienced unprecedented sales 
and activities last year.

One of America’s prominent motor 
car manufacturers—Dodge Brothers, 
to be exact—said in one of their recent 
advertisements, referring to the past 
year, “a record-breaking year and a 
still greater year to come.”

Edward F. Jordan speaking before 
the Society of Automotive' Engineers 
said that there are 200,000,000 people in 
the world who must eventually become 
motor car owners. He hesitated to 
predict the saturation point in the 
motor car industry.

The questions in every business 
man’s mind today are:

“How long will this prosperity7 
last?”

“Am I doing all I can to take ad
vantage of it?”

The reasons for our present day 
prosperity are not hard to find.
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During 1925 there was a tremendous 
increase in production throughout 
the United States. The American in

dustrial output last year was the high
est ever recorded, and this output was 
directed almost entirely to constructive 
ends. ’

For instance, in iron, cement, lumber 
and in building material generally, a 
peak was reached.

There are more than 45,000,000 
workers in the United States.

They are in the offices, in the factories, 
on the farms, and they are all earning 
money. In most industries and occu
pations higher wages are paid today 
than ever before.

In one month alone (December, 
1925) it was estimated that the Ameri
can worker was paid at least six billion 
dollars. This money went into the 
savings banks, into the purchase of 
merchandise, into education, into the 
betterment of individual living condi
tions.
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KNOW 
¡IN THE PAPERS”

There is scarcely a family in Amer- 
1 ica today that does not live in a manner 

I that ancient monarchs would have en
' vied.

There is a silent, constructive, social 
' revolution going on in the greatest 
' country7 on earth—a revolution by 
- which the business man who believes 

in advertising is certain to profit.

Last year more money7 was invested
' in advertising than in any previous 

year—and it is to this force in business 
that we may look for a continuance of 
demand on the part of the public.

To whom shall you advertise?
The question answers itself.
Advertise to the wage earners, to 

that great class of people numbering 
more than eighty-four million souls, in
cluding children and dependents, who 
go to make up the vast earning and 

■ spending population of our country.
And you must reach them through 

the mediums they read—through those 
mediums which make a direct and defi
nite appeal to them.

What are these mediums?
There are six magazines in the 

United States with two million or more 
circulation per issue. They are the 
really popular magazines. They in
fluence the reading habits of the na
tion; their tremendous power can 
scarcely be estimated.

Among these six popular magazines 
is True Story with a total monthly net 
paid sale of over 2,000,000 copies on the 
news-stands at 25c a copy.

Not only has True Story the largest 
news-stand sale' in all the world, but

the American people pay more for the 
privilege of reading True Story than 
they pay for the privilege of reading 
the single edition of any other maga
zine.

Imagine what a hold True Story 
must have on the public to bring these 
millions of people to the news-stands 
each month—to take them away from 
their firesides, their desks, their usual 
employments, to the 50,000 places 
where magazines are sold and there 
placing a quarter of a dollar on the 
counter, they say: “I want True Story.”

No matter what other magazines 
you may advertise in to reach a portion 
of this modern market, you must 
reckon with True Story—with True 
Story’s necessary two million plus— 
necessary because this magazine ex
periences very little duplication with 
the circulation of other magazines.

Like Will Rogers and the rest of us
F who “know only what we see in 

the papers,” you must be impressed by 
the fact that America is now the great 
producing nation of the world—a na
tion in which the wealth is not only 
enormous, but is becoming more and 
more equally distributed among the 
workers.

There is no sense trying to “ritz” the 
American dollar. You must go to the 
masses with your advertising copy and 
to do that you must go to them through 
the magazines they read.

WILL YOU BE AMONG THE 
MANY ADVERTISERS AND 
AGENTS WHO WILL USE TRUE 
STORY’S NECESSARY TWO MIL
LION PLUS DURING 1926?
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rOLUIPBIA
The Largest Catholic Magazine in the World

Returns from a questionnaire 
mailed to subscribers show that 
COLUMBIA has more than 
two and one-half million read
ers, grouped thus:—

OUR recent questionnaire investigation 
showed that 75% of COLUMBIA’S 

subscribers (568,082) are under 45 years of 
age. More than one-third are in the group 
of from 25 to 35 years. Yet 55% own 
their homes and 60% own automobiles. 
That highly desirable combination of youth 
and prosperity, therefore, forms an impor
tant element in COLUMBIA’S audience 
of more than three-quarters of a million 
families.
Active, responsive readers—over two and 
one-half million of them—ready buyers of 
the things they want, and loyal to the 
magazine they read.

TOTAL 2,766,644

1,211,908 
1,060,420

249,980
244,336

Men
Women
Boys under 18
Girls under 18

Eastern Office 
D. J. Gillespie, Adv. Dir. 

25 W. 43rd St.

The Knights 
of 

Columbus
Publish, print and circulate COLUMBIA from 
their own printing plant at New Haven, Connecticut

£

Net Paid Circulation

757,443
Latest A. B. C. Audit

JF et tern Office
J. F. Jenkins, Western Mgr 

134 S. La Salle St.
Chicago
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copti of noiir specimen book of

D. STEMPEL 
Germany

BODY IN LINOTYPE SCOTCH

THE WORLD'S BEST

TYPE FACES
THE 

INTERNATIONAL 
TYPOGRAPHIC 

COUNCIL

EDWARD E. BARTLETT

GEORGE W. JONES 
Great Britain and Ireland

GEORGES DR A EG Ell

RAFFAELLO BERTIER

are now being macle available 
to you on the Linotype

Through its international connections, the Lino
type Company is able to secure American rights 
for the choicest products of the great European 
type founders, and also has access to their centu
ries-old store of punches, matrices and types.

Thus there is being given to American printers 
and users of print the best of the newly created 
and the most authentic reproductions of classic 
types, all available for rapid and economical 
composition on the Linotype.

The first public announcement of the forma
tion of the International Typographic Council 
and a preliminary outline of its typographic 
program appears in the current issue of The 
Linotype Bulletin. We are anxious to have 
a copy of this significant announcement in the 
hands of every man who is sincerely interested 
in making more effective use of the printed page.

TRADE LI NOTYPEMflRK )
department of linotype typograph y

mergenthaler linotype company
YORK
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“Qo rise above mediocrity — requires aithusiasn 1 
and a determination, not to be satisfied wuh. anytkiny short

OpOneS ¿deals."-TITlOLfuiegraff'
- ................... ■

Labor

Drawn by T. M. Cleland for General Motors

T TATE you craftsman s ideals in advertising? If you insist 
J[ J on fine copy and are meticulous about art work, you are 
sure to be one who demands engravings of the first order. Are 
you getting them? In this shop you will find kindred spirits— 
craftsmen whose delight it is to produce fine engravings—who 
will work with you to reproduce not only the actualities but the 
spirit of your illustrations. Why not test our service?

cCiw EMPIRE STATE ENGRAVING COMPANY
165" 167 William Street, New

1
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ON APRIL FIRST

YOUNG RUBICAM
INCORPORATED

will remove its New York 
Office from 250 Park Avenue

to the

MURRAY HILL BUILDING
285 Madison Avenue

IL

The staff of the New York Office 
will be greatly enlarged and will be 
under the direction of Mr. RUBICAM.

The PHILADELPHIA OFFICE will con
tinue to be in the Atlantic Building, 
260 South Broad Street, and will be 
under the direction of Mr. YOUNG.
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IN 
1925

CLEVELAND

GAINED
177 pages of paid display adver
tising — nearly double its 1924 
gain.
414 in net paid circulation.

NEAREST COMPETITOR
LOST

More than 600 pages in paid dis
play advertising — more than 
three times its 1924 loss.
182 in net paid circulation.



200,000 now buy Judge 
how many read it?

A number of observation tests and questionnaires, conducted by the 
owners, showed more than ten readers a copy.
By way of check-up, we asked 5,042 different people, who sent in 
manuscripts and sketches, how they happened to meet Judge. Nine 
out of ten said they had borrowed it. Then we asked 4,525 subscribers 
how many people read their copy of Judge. The answer averaged 19.7 
readers a copy.
The rates for advertising take no account of the two million—more or 
less—extra readers of Judge.

Line $ 2
Column 250
Double column 500

Page $ 750
Inside Covers 1,000
Back Cover 1,500

Judge
Management of

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



Birds of a Feather
Counting pedestrians to determine store sites is predicated on one factor—the class of 
pedestrians which frequent the street to be checked.

Quality Street—Quality Goods 
Railroad Avenue—Overalls

What is your ultimate market? Fifth Avenue or Seventh, Main Street or down by the 
tracks?
Counting magazine circulation should be predicated on the same factor—the class and 
buying power of that circulation.

Quality Circulation—Quality Goods
THE ATLANTIC MONTHLY

Is Fifth Avenue or Main Street as the case may be. A cross section of Atlantic subscribers 
in New York or San Diego and all the way between is a list of those who own the better 
homes, leading stores, principal banks and who are the heaviest investors in each com
munity. Such circulation affords the greatest buying power with the least waste; the 
highest return per line—the lowest net cost per line.

May We Give You All the Facts?

THE ATLANTIC MONTHLY
“A Quality Group Magazine”

8 ARLINGTON STREET BOSTON, MASS.
Circulation 110,000 net paid (ABC), Rebate-backed, Guaranteed



Volume Six
Number Ten

Advertising & Selling
FORTNIGHTLY °

Can the Minnows Compete With the Whales? 19
Ray Giles

A Fetish Which Is a Virtue 20
Frank Irving Fletcher

Is This an Exaggerated Picture of Business in 
Florida? 21

G. H. Cleveland

Selling the Tenant Farmer 22
H. A. Haring

A Basic Purchasing Power Index by Counties 23
No! House-to-House Selling Has Not Passed Its 

Peak 25
Henry B. Flarsheim

What Is This Modern Advertising? 27
James D. Adams

The Stock Market Slump Signifies What? 28
Floyd W. Parsons

The Editorial Page 29
Before You Change Jobs 30

De Leslie Jones

Applying Imagination to the Selling of Castings 32 
John Henry

Are Soup Eaters Really Concerned About the Camp
bell Position? 34

Roger F. Owsley

The Credit Man’s Problem in Installment Merchan
dising 36

Will Dealers Follow the Leader? 40
Alex Osborn

Helping the Retailer in Problems of Distribution 42
Edward M. Skinner

The 8-Pt. Page by Odds Bodkins 44
The Open Forum 52
In Sharper Focus 72

Harry E. Lesan

E. O. W. 76

THE rapid and substantial suc
cess of the Jordan motor car 
in a field made formidable by con

solidations is cited by Ray Giles as 
indicating some of the advantages 
which a small newcomer may enjoy 
against apparently overwhelming 
competition. In his article in this 
issue, “Can the Minnows Compete 
With the Whales?” Mr. Giles goes 
into the subject of competition in 
some detail. The present day trend 
toward consolidations and mergers 
has caused much trepidation among 
small concerns, but how and why 
such fear is largely unfounded is 
explained in this constructive dis
cussion.
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In the Home
oAnd a survey of 87 cities shows that 43.4% of 
Cosmopolitan families own their own homes and 
73% live in the better class residential districts.*

*This survey is published in book form. 
It is not for sale nor given away. But 
a copy may be seen and studied by 
any advertiser or agent on request.
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Can the Minnows Compete 
\\ ith the Whales?

By Ray Giles
'NTT ALL STREET expects 1926 
1LB/ to be a year of mergers.”
IT How many times this sen- 

lice has appeared on the financial 
Iges of the newspapers during the 
I»t few months, I don’t know, but 

■ suspect that at least one perfectly 
Hod Burroughs adding machine 
’>uld have been entirely worn out 
Id it been put to work keeping 

■’ack of that declaration. Rumor 
lllows rumor. Avowal and denial 
■ Hide. Names that for years have 

en seen only in the advertising 
ctions appear as front page news. 
Postum sets out to marry Raisins 

['■and the engagement is broken. The 
I reads get together and the Govern
I ent appears on the scene in the 

> >le of a scatterer. Railroads and 
[ 1 companies look upon their com- 
■ mions with flirtatious eyes. Other 
I )mpanies seek alliances in fields 
I lite different from their own. 
i hus a soap products company ab
I irbs shoe polish companies, etc.
I Perhaps another aspect of the 
I ituation is brought out by the 
I rational Industrial Conf e r e n c e 

oard whose survey indicates that 
I irporation control of manufacturing 
Interprises is spreading rapidly. In 

900 there were 37,123 manufac- 
uring establishments in the country 
■hich were operated by corporations, 
'hese constituted 17.9 per cent of 
he total. In 1919, 91,517 out of 
90,105 manufacturing establish-

Photo by Irving ChidnoiT

HOW can the small manufac
turer meet competition from 
the new giant combines? Discuss

ing the prevalent subject of merg
ers in industry, Mr. Giles offers 
suggestions that every manufac
turer can study very profitably 

ments in the United States were in
corporated. The incorporated es
tablishments thus constituted 31.5 
per cent of all establishments. But 
—they employed 86.5 of all wage 
earners. And—they produced 87.7 
per cent, in value, of all manufac

tured product. The trend continues. 
It is believed that if this business 
trend keeps on growing as it has in 
the past, the plant operated and con
trolled by one man or as a partner
ship will be a thing of the past 
within another 25 years.

What will the year of mergers 
mean to the smaller manufacturer? 
Is it a year to be viewed with appre
hension? Are there mysterious ad
vantages in merging which do not 
appear on the surface? Are the 
apparent advantages over-rated, 
under-rated, or correctly evaluated? 
These are some of the questions 
which are running through the 
minds of most executives interested 
in marketing and competition.

Already the bakers’ plans are 
upset by the Government. The At
lantic and Pacific Stores and the 
Reid Ice Cream Corp, have bought 
display advertising space in the 
newspapers to deny that they will 
join the mergers to which they had 
been assigned by recent news items.

Both within and without the zone 
of mergers the mistake may be made 
of thinking that the mere act of 
merging will necessarily dissolve 
many problems of competition which 
would otherwise appear unsolvable. 
For this reason the merger max
give overconfidence to those within 
it and underconfidence to those with
out. This is the aspect which we 
propose to look at carefully here.
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Last summer the president of one 
company of the merger type was 
talking to several of his associates. 
Trends in his field were changing. 
It was obvious that within a dozen 
years or so conditions would be very 
different. A different type of 
product was making rapid headway. 
The newer manufacturing plants in 
that field were laid out and run in 
a surprisingly changed way. The 
young companies, starting fresh, 
could operate along the newer lines. 
The old “merger” company had im
mense investments in old-type plants 
and machinery. To bring it up-to- 
date would involve the scrapping of 
millions of dollars worth of build
ings and equipment. And so it was 
not surprising that the president of 
the company said:

“Sometimes I wish to heaven that 
we could start all over. We recog
nize the fact that the most rapid 
progress in our field is being made 
by young companies making goods 
very different from our own, yet we 
have an immense business on the 
older type of product. To change over 
bodily means the possible loss of 
most of our business. To add the 

new type of product as another item 
in our line may be to tackle the situa
tion in a way that is entirely in
adequate.”

This presents only one of the types 
of competition which may threaten 
the heads of huge manufacturing 
plants. It reminds the executive in 
the smaller company that he need 
not always fear the whale. Theoreti
cally the whale is able to gobble up 
any minnow easily. But the minnow 
has advantages of his own.

THE little company may easily re
main a serious antagonist to the 
merger. All because ingenuity, mo
bility, house spirit, and other in

tangibles of business success may 
be quite as much with the little plant 
as they are with the big one. In 
comparison with such assets, capi
talization, plants, and huge personnel 
may at times be items of only secon
dary importance.

Only a few years ago it was ap
parent to the experts that the day of 
reckoning had come in the auto
mobile industry. The smaller and 
more ineffective companies were 
about to be squeezed out. The chances 

of success for entirely new com-1 
panies were considered slim indeed : 
Seventy-five per cent of the busi
ness was in the fist of a mere handful 
of makers.

A young man by the name of 
Jordan took a chance. He made a 
good car. His originality and
pioneering spirit, however, appeared 
to their best advantage in his ad
vertising. He advertised in a way 
which must have shocked the giants 
in the field. But he quickly earned 
a place among the leaders.

Another man by the name of Nash 
took a chance, too. He came through I 
in an even bigger way, shares in his 
company becoming one of the sensa
tions of the stock market.

A third, one Chrysler, produced I ( 
a. car with several interesting inno-I 
vations. Inside of a year his cars. 1 
outnumbered many of those pro-1 11 
duced by “merger” companies.

If these experiences do not serve I 1 
to hearten the smaller manufacturer! 
who must compete with the “merger” ! a 
type of company, he would do well to I ' 
remember that only a dozen years I “ 
ago George H. Williamson started in I ’ 

[continued on page 46] I c

A Fetish Which Is a Virtue
By Frank Irving Fletcher

MAY I hazard the distinction that whilst a 
short advertisement is obviously a brief 
one, a brief one need not necessarily be a 
short one, for the spirit of brevity may be just 

as apparent in five thousand words as in a ten 
word line. Mr. Gundlach’s stimulating article 
in the last issue may serve as an example, for 
though it covers several pages, you could hardly 
blue pencil his language without damage to his 
ideas. I dislike the word brevity as being too 
commonly identified with cutting, and prefer 
compression which is well able to take care of 
what brevity would omit. Brevity is merely short 
but compression is both short and adequate.

But discarding this distinction and adhering to 
brevity as the subject of these remarks, I am 
sure that Mr. Gundlach will concede that neither 
his predilection for length nor mine for the op
posite can be expected to have universal applica
tion. Some goods are more susceptible of brief 
handling than others, even as some people are 
more responsive to elaboration than to quick and 
efficient phrasing, and I do not doubt that a good 
case can be presented for each side.

Descending to broad classifications, which are 
always dangerous, we might say that brevity is 
metropolitan; it belongs in the city; whereas 

verbosity will meet with more favor in rural com
munities where people are not pressed for time. 
As for retail newspaper advertising, where in
sertions are frequent, brevity is, in my humble 
opinion, most effective, particularly when, as in 
so many instances, the merchandise itself is so 
barren of suggestion that a man must husband 
his ideas. That is facetious, but this is serious; 
We live in a fast, a feverish and an epigrammatic 
age, and it is incumbent upon whoever writes 
advertising to see that his language is not out 
of proportion to his ideas.

I believe that my mission is to be brief, and 
I know that the world has always been moved by 
phrases, from veni, vidi, vici, down to making 
the world safe for democracy. When Roosevelt 
was nominated by the Bull Moose Party his 
famous challenge: “My hat is in the ring!” went 
round the world, but who can recall six words 
from the speech of acceptance by the Republican 
nominee, Mr. Taft?

As for white space, nobody doubts that an ad
vertiser who utilizes large space should say some
thing to justify the expenditure, but white space 
is one of the principal objects of large space, and 
ergo, brevity is a means to secure it.
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Is This an Exaggerated Picture 
of Business in Florida?

A Manufacturer Frankly Relates His Experiences in Selling 
in an Apparently Tempting Market

By G. H. Cleveland
EVERAL years ago we felt that 
with the influx of northern 
people there would be a market 

in Florida for our product, which is 
a high grade grocery specialty well 
known in the north.

We are still in the ring, but 
awfully groggy. This is the third 
winter we have “spent” in Florida; 
and if we had it to do over again, we 
would consider Florida in the same 
class as Thibet, and let the people 
there struggle along without our 
product until later on.

The last wallop which gives us that 
weak feeling is that our warehouse 
in Jacksonville has just returned the 
shipping papers covering a shipment 
scheduled for Fort Lauderdale. The 
explanation accompanying the return 
of the papers is that on account of 
an embargo existing on certain com
modities (of which ours is one) they 
are unable to make the shipment.

There is no telling when the em
bargo will be lifted, so they thought 
it better to let the shipping papers 
gather dust at our office instead of 
theirs. Now we are squirming, 
scheming and trying to figure a way 

(c) Ewing Galloway

to make delivery of the Fort Lauder
dale order, for it is too good to 
lose.

We thought we knew about the 
Florida situation because we have 
two resident brokers in the state— 
one on the east coast, and one on the 
west coast; and before sending our 
salesman down there last fall we had 
the experience of two previous years 
to guide us.

E felt that we had to work 
Florida again this winter, 

because we already have so much 
money sunk in there that it seemed 
the only way we could ever get it 
back was to sink some more. Like 
owning stock in a company drilling 
for oil, we do not know whether 
Florida will eventually prove a 
gusher for us; or whether our prin
cipal joy will be listening to promises 
and paying assessments.

Could we have foreseen the con
ditions as they are right now in 
Florida, and have been for some 
time, we wouldn’t have spent a 
penny there this year to get busi
ness, even if it meant the loss of 

what we had gained in the last two 
years.

Before we “opened up” Florida we 
knew what competitive conditions 
were, and we felt we were able to 
handle these conditions; but we did 
not foresee the conditions over which 
we have no control. We can still 
handle the competitive conditions, 
and are convinced that we could 
dominate the market if we had 
nothing but competitive conditions 
to contend with.

We cannot continue to sink money 
into Florida at the present rate if 
we can’t ship our product. Florida 
won’t get any more of our money 

[CONTINUED ON PAGE 50]

CCHAOTIC conditions in Flor-
Jida have devolved upon the 

whole business structure, ac
cording to Mr. Cleveland. These 
illustrations convey an idea of 
the congestion. Disorganized 
retailing and tangled traffic 
conditions make selling very 
difficult for the manufacturer
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Selling the Tenant Farmer
By H A. Haring

THE Richmond manager for a 
great sales organization once 
made the remark: “Your 
northern sales managers could learn 

a world of tricks if they would spend 
a month knocking about from Vir
ginia to Texas with a good fertilizer 
salesman or a Chicago packers’ man 
or a Ford hustler.”

That suggestion, coming from a 
man who has made a preeminent suc
cess through his grip on the rural 
South, has been one secret key for 
the interpretation of that vast agri
cultural area during the four years 
since its utterance. In a purely word- 
of-mouth manner, too, this hint has 
been, during the same four years, 
passed on to various merchandisers, 
of whom at least six have reported 
distinct sales volume resulting there
from. It is not the sole secret of 
selling the rural South, but it does 
open up one sales outlet that is ordi
narily overlooked.

The conditions of tenant farming 
do, however, factor large in selling 
that territory, these conditions being 
such as to constitute one aspect of 
merchandising. Nor should it be 
assumed that this aspect hides the 
key to complete sales coverage; it is 
a minor phase but one that controls 
a most desirable outlet for goods.

Throughout the balance of the 
United States, the sales campaign 
takes no cognizance as to whethei- 
the farmer rents or owns the acres 
he plows. Farm income, farm 
standards of living, etc., are con
sidered to be sufficiently complete 

indices of farm purchasing power. 
The difference between farm ten

antry harks back to the former 
plantation life of the South. At the 
present time—particularly for selling 
goods—the important difference lies 
in the method of paying rent for the 
land. In the North the rent is paid 
on a money basis. Beyond meeting 
that obligation, the renter is inde
pendent of his landlord. For that 
reason, the sales campaign in the 
North takes no account of whether 
the farmer owns or rents.

SOME Southern farmers pay 
rentals in cash or in a stated 

ratio of the crop or a fixed quantity 
of farm staples such as two-thirds 

of a bale of cotton for each mule 
necessary to operate the farm, 50 
pounds of rice per acre, etc. The 
census showing is that 66 per cent of 
rural population in the South lives as 
“tenants” of one sort or another. A 
bit over one-fourth of that popula
tion (28 per cent) is classed as 
“croppers” — a type of tenantry 
through which runs direct landlord 
supervision over the leased acres. 
As a matter of fact, the “cropper” 
is little better than a farm laborer 
who receives pay in a share of the 
crop rather than on a cash basis.

Such croppers are, naturally, the 
less progressive farmers. They in
clude most of the negro farmers, the 
maligned “poor white trash,” and the 
illiterate. They are not the outlet 
for high grade merchandise, of 
course, but they constitute a fourth 

of the rural people of eleven States. 
To their number should be added 
about half a million “share tenants” 
whose dependence on the landlord 
differs in terminology but not in 
fact.

It is necessary for the landlord 
to finance these farmers while “the 
crop is making.” He advances, in 
the great majority of cases, food as 
well as other supplies both for home 
and farm.

Cropper and landlord share the 
bale of cotton, the ton of peanuts 
or the sack of rice. The tenant may 
be entitled to a half, two-thirds, even 
three-fourths, of the crop, varying 
with the extent to which he is able 
to provide implements and mules, 
fertilizer and feed. The law, every
where, gives the landlord a first lien 
on the crop for the agreed rental 
plus all advances made.

So interwoven are these indivisible 
shares in the tobacco or the cotton 
and so uncertain is the net value of 
the tenant’s share that his credit 
with local merchants is exceedingly 
doubtful. None but the landlord is 
in position to know the extent of 
ihese prior liens. He only can make 
a dependable estimate of the total 
value of the crop.

The result of this system is that 
the landlord must go surety for the 
store account of his tenants. The 
more usual procedure is that he him
self elects to furnish food and 
clothing at agreed prices. This 
is the more natural because the 
single-crop method prevails through 

[CONTINUED ON PAGE 86]
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A Basic Purchasing Power Index
By Counties

Developed by the General Motors Corporation for the Purpose of 
Determining Potential Automobile Sales in Each County

1
'1’ was the original pur
pose of this analysis to 
develop a county index 
which would afford a basic 
guide to automobile adver

tising and sales effort. The 
approach to the problem, 
however, has necessitated 
an extensive inquiry into 
economic fundamentals, and 
this has resulted in the de
velopment of an index so 
basic in its nature that it 
may be readily used for 
practically all kinds of con
sumer merchandise.

It is, of course, recog
nized that the adaptation 
of such basic data must 
vary according to the in
dividual nature of the prod
uct. Rarely do we encoun
ter two marketing problems 
that are identical in detail. 
Fundamentally, however, 
the factors controlling the 
market for any product in 
any territory involve only 
two considerations: 1. The 
need or desire for the prod
uct, which may be real or 
imaginary, latent or active. 
2. The ability to buy the 
product.

The first consideration 
involves a special analysis 
for each individual type of 
product. In such an anal
ysis the psychology of 
the market must receive special at
tention. The second consideration 
depends upon purchasing power irre
spective of the nature of the product 
or commodity.

Obviously, purchasing power fluc
tuates, but if we can establish the rela
tive normal purchasing power of each 
county such data would provide a basis 
upon which to interpret current busi
ness reports.

It is, therefore, the purpose of this 
study to develop a method whereby the 
normal purchasing power of each coun
ty may be determined through the use 
of the heterogeneous data which is 
available by counties.

Incomes by counties are not avail
able, but for certain past years we have 
very reliable estimates reflecting the 
incomes by States which were devel
oped by the National Bureau of Eco

THE 1925 Harvard Award for scientific research in
Advertising, consisting of a S2,000 cash prize, was 

won by Henry G. Weaver, General Motors Corporation, 
Detroit, for an analysis of the Automobile Market.

This analysis, which was conducted in the Sales Sec
tion of General Motors, has required several years of 
basic research work. The studies, taken as a whole, 
have involved an extensive analysis of the past history, 
the present conditions and the future possibilities of 
the automobile industry not only from an advertising 
and selling standpoint but from a broad economic 
standpoint as well. A digest appears herewith.

The Harvard Jury of Award placed special stress on 
that portion of the report dealing with the develop
ment of a basic purchasing power index for each county 
in the United States, which was considered as being the 
most conspicuous research accomplishment coming un
der its attention, the purpose of which was to bring 
about economy and secure efficiency in advertising by 
producing information of general value in furthering 
the knowledge and science of marketing.

The various indices to purchasing power that have 
been in use in the past, such as value of production, 
income tax return data, magazine circulation, etc., have 
failed to express purchasing power in accurate and 
readily usable terms: whereas the new process de
veloped by General Motors provides an estimate for 
each county in the United States expressed in terms 
of dollars available for the purchasing of products

nomic Research. Furthermore, we can 
develop similar estimates for later 
years by projecting the National Bu
reau of Economic Research data for 
each State on the basis of tax returns, 
crop reports, etc.

By this method the income of each 
State in the Union was estimated and 
these estimates coupled with the esti
mates of the National Bureau of Eco
nomic Research provided us with data 
whereby the average income of each 
State in the Union might be estimated 
for the past five years. Relatively 
speaking, we may consider such income 
estimates as being known quantities.

Now then, if we can develop some 
kind of formula which will enable us to 
estimate that which we already know 
(namely, incomes by States) and if in 
the development of such a formula, we 
will confine ourselves to the use of 

only such data as is also 
available by counties, we 
will then feel warranted 
in venturing into the un
known by applying such a 
formula to counties within 
States.

If we are able to esti
mate State incomes with 
reasonable accuracy and 
without resorting to the use 
of data other than that 
which is also available by 
counties, we will then be 
justified in assuming that 
the same methods will 
give similarly accurate re
sults when applied to in
dividual counties within in
dividual States.

The National Bureau of 
Economic Research basic 
data on State incomes as 
well as the projected esti
mates developed therefrom 
include surpluses and in
ventory gains.

From data made avail
able by them, however, it 
was possible to eliminate 
this type of income. The 
residue figures were ac
cepted as representing cur
rent income which approxi
mates the amount of money 
available for spending as 
contrasted to gross in
come.

The resulting estimates 
were further modified by discarding 
that income which is concentrated in 
the hands of individuals in excess of 
$10,000 per annum. That is to say, 
incomes up to $10,000 a year are ar
bitrarily defined as “effective,” but in
comes in excess of $10,000 are treated 
as $10,000 incomes—not appreciably 
better than $10,000 incomes from a 
purchasing power standpoint, for when 
a man makes a large amount of money 
each year a great portion of his income 
will go into investments instead of be
ing spent for goods.

The State estimates incorporating the 
foregoing corrections will, for purposes 
of convenience, be termed as “Effective 
Incomes” which may be considered as 
analogous with “Purchasing Power.”

By reducing the State data to a per
centage of the United States basis it 
was possible to appraise each factor as. 
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regards its correlation with the per cent 
of “effective income” in each State.

After reducing all State data to a 
“per cent-of-United States” basis, it was 
carefully examined to determine just 
which elements provided the best indices 
to effective income.

Over 1000 tests were conducted in
volving various combinations of the 
percentage data. Through this tedious 
process of selection, the following ele
ments were chosen as providing the 
best material with which to pursue the 
studies.

A. Per Cent of Value of Products, includ
ing: Value added by manufacture (U. S. 
Census, 1919) ; value of farm crops (U. S. 
Census, 1920) ; value of live stock products 
(as estimated by Crowell) : value of min
eral products (IT. S. Geological Survey, 
1922-1923) ; value of fishery products (U. S. 
Bureau of Fisheries, 1920-1923 ,. B. Per 
Cent of Retail Outlets (R. L. Polk Census, 
1922). C. Per Cent of Total Population 
(U. S. Census. 1920). D. Per Cent of In
come Tax Returns (Bureau of Internal 
Revenue, 1922).

It was further determined that the 
proper combination of these percent
ages lay somewhere between a simple 
average and a “weighting” of the in
come tax data twice, three times, four 
times and five times.

As an illustration, let us take the 
State of Alabama, which represents:
A—1.22% of U. S. Total Value of Products 
B—1.26% of U. S. Retail Outlets 
C—2.22% of U. S. Total Population 
D— .64% of U. S. Income Tax Returns 
K—1.09% of U. S. Total Effective Income

We will now attempt to combine data 
A, B, C, D in such a way as to approx
imate K. These experimental combina
tions will be designated as Formulas 
Nos. 1, 2, 3, 4 and 5.
Formula No. 1

First we will take a straight average— 
1.22%+ 1.26%+ 2.22%+.64% 
------------------------------------------------- = 1.33%

Formula No. 2
Next we will take the Income Tax Re

turns factor twice:
1.22% +1.26%+2.22% + 2 X .64%
-------------------------------------------------------=1.20%

5
Formula No. 3

Weighting Income Tax Returns 3 times: 
1.22 % +1.26% + 2.22%+ 3 X .64% 
------------------------------------ ■------------------=1.10%'

6
Formula No. 4

Weighting Income Tax Returns 4 times: 
1.22 % +1.26%+ 2.22% +4 X.64% ------------------------- ----- . .... j 04%

Formula No. 5
Weighting Income Tax Returns 5 times: 
1.22% + 1.26% + 2.22%+5 X.64% 
------------------------------------ ------------------ = .99%

8
The estimates resulting from such 

experimental calculations show a strik
ingly close agreement with the actual 
per cent of income.

Income, from the standpoint of this 
analysis, may be considered as being 
divided into two general classifications:
1. Basic Income—

Newly created wealth—income accruing 
directly from physical production of mines, 
factories, fisheries, farms, etc.
2. Supplemental Income—

Income accruing from services rendered, 
including all commercial operations, trans
portation services, governmental activities, 
etc.

In the light of this interpretation of 
income, the scientific justification of the 

foregoing process is readily disclosed 
through an analysis of the factors em
ployed.

Obviously the value of goods pro
duced in a territory affords a very ac
curate index to basic income. Such an 
index, however, does not reflect the in
come accruing from commercial opera
tions. Furthermore, the territory that 
produces the goods does not necessarily 
enjoy the full benefit of the value rep
resented thereby.

The number of retail outlets is an 
excellent index to income because retail 
outlets reflect the demand for merchan
dise and the demand for merchandise 
depends upon the income available for 
spending.

The objection to using retail outlets 
data by itself is that it unduly empha
sizes supplemental income.

This criticism, however, becomes a 
distinct advantage from the standpoint 
of our treatment because it provides 
the means of offsetting the opposite 

SIMILARITY TABLE
Sales Section—General Motors

Average 
Effective 

Per Capta 
Income

II

Ratio 
Effective In
come No. of 
Tax Rets.

(1921)

in

Per cent Popula
tion in Cities 
Over 25.000 

(1920 Census)

IV

Retail Outlets 
per 100 Sq. Mi. 

Farm Area 
(Polk and 

(U. S. Census)

V

Per cent Native 
White Popula

tion 
(1920 Census)

VI

Ratio 
Value Added by 

Mfgr. Value 
Crops and Live 
Stock Products 

(Crowell)

VII

Value of 
Mineral and 

Fishery Prod
ucts as a 

Per cent of 
Total Value 
of Products 

(Crowell)

D.C. $1,025
Cal. 962

D.C. $4,970 D.C. 100.0 D.C.68,925.0 Ind. 92.1 D. C. 85 71 D. C. .00
Nev. 7,000 N.Y. 72 9 N.J. 1,527.8 Kas. 90.3 R.I. 29.64 La. .00*

N.Y. 934 Wyo. 7,300 R.I. 67.0 Mass. 1,317.0 W.Va. 89.9 Masa. 18 64 Miss. .00*
Nev. 879 Ill. 8,070 Mass. 66.2 R.I. 1,204.7 Iowa 89.8 N.J. 1154 Nebr. .00*
Mass. 843 Conn. 8,230 N.J. 57.2 Conn. 586.2 Idaho 89.5 Conn. 10.31 Vt. .00*

Wyo. 842 Mass. 8,370 Md. 54 6 N.Y. 492 0 Mo. 89.3 N.Y. 5.70 Minn. .02
R. I. 799 Md. 8,470 Ill. 52 5 Pa. 411.2 Ky. 89.0

Okla. 87.8
Pa. 4.94 S. C. .03

N. J. 770 Wash. 8,520 Conn. 51.7 Md. 217.8 N. H. 3 87
Mich. 2 73

N. H. .04
Ill. 761 Cal. 8,540 Cal. 51 1 Del. 202 1 Vt. 87.2 Ga. .05
Conn. 735 N.H. 8,570 Del. 49.4 Ohio 197 6 Nebr. 87.1 Del. 2.67 Wis. .08

Wash. 727 Ore. 8,580 Ohio 47 0 Ill. 166.7 Col. 85.9 Ohio 2.46 N.Y. .12
Ore. 688 Mont. 8,730 Mich. 46 7 N.H. 154 9 Utah 85 8 Md. 2.23 Texas .16
Pa. 682 N.J. 9,040 Wash. 42 0 Mich. 148 2 Me. 85 7 Ill. 156 Conn. .22
Col. 681 N.Y. 9,080 Pa. 40.6 Fla. 132 7 Ore. 85 1 Me. 1.48 N. C. .30

Mich. .32Mich. 677 Col. 9,180 Mo. 36 5 Cal. 132.6 Ohio 85.0 W.Va. 1.38

Ariz. 662 Del. 9,220 Col. 35 1 Me. 126 7 N. M. 84 8 Fla. 1.30 N.J. .39
Md. 660 W. Va. 9,240 Utah 33 6 Ind. 118.9 Wyo. 84 8 Wash. 1.28 Ore. .58
Del. 656 Utah 9,240 Ore. 33.0 W.Va. Ill 5 S.D. 84.3 La. 1.10

Cal. 1.04
Del. .59

Ohio 645 Nebr. 9,260 Minn. 29 9 Wis. 99.8 Wis. 81.9 Mass. .59
N. H. 626 Fla. 9,460 Ind. 29.8 La. 96.2 Pa. 80.8 Wis. .97 Mo. .75

Mont. 587 Pa. 9,580 Wis. 28 9 Wash. 90.3 Mont. 80 3 Ind. .97 Fla. .82
Me. • 579 Mich. 9,920 N.H. 24.1 Mo. 83.5 Tenn. 80.0 Ore. .85 N. D. .90
Wis. 573 Me. 10,020 La. 23.9 Ky, 76.4 N.H. 79.2 Vt. .81 Ark. .91
Idaho 562 R.I. 10.060 Va. 21.1 Va. 74.5 Wash. 78.9 N.C. .75

Va. .72
R. I. .95
Iowa .97Vt. 550 Ohio 10,130 Fla. 21.0 Tenn. 68.1 Minn. 78.9

Ind. 549 Wis. 10,160 Nebr. 19.0 Vt. 65 8 N.D. 78.6 Wyo. .61 Kas. .98
Kas. 545 Minn. 10,200 Texas 18 0 N.C. 65 3 III. 78.5 Mo. .60 Me. 1.14
Mo. 540 Idaho 10,560 Tenn. 17.8 S.C. 63.6 Mich. 78.4 Ala. .56 Okla. 1.48
Utah 537 La. 10,640 Iowa 17 2 Utah 63.4 Del. 77.5 Ut-h .55 S.D. 1.57
Iowa 534 Mo. 10,650 Me. 16.5 Iowa 58.5 Texas 76.3 Ariz. .49 Md. 1.71

Minn. 532 Ind. 10,700 Ky. 15 0 Minn. 58.5 Md. 76.1 Tenn. .48 Cal. 1.83
Nebr. 514 Kas. 10,880

Vt. 10,920
Ga. 14 5 Ala. 54.4 Cal. 75.4 Minn. .48 Tenn. 2.09

Texas 499 Kas. 12.6 Ga. 54.3 N.J. 72.8 Ga. .43 Wash. 2 37
S. D. 486 Iowa 11,520 Ala. 12.0 Ark. 53.7 Ark. 72.2 Col. .37 Ohio 2.77
W. Va. 475 Texas 11,620 W.Va. 11.9 Miss. 46.3 Nev. 72.2 Ky. .34 Ind. 3.55

Okla. 466 Ariz. 11,960 Okla. 9 5 Okla. 45.7 Conn. 71.1 Mont. .34 Ill. 5.04
N. M. 447 Va. 12,000 Ariz. 8.7 Ore. 38.4 N.Y. 71.1

Mass. 70.8
S. C. .33
Miss. .27

Va. 5 16
N. D. 425 Tenn. 13,140 Mont. 7.6 Idaho 37.8 Ala. 7.39
Fla. 412 Ky. 13,150 S.C. 6.3 Nev. 34.1 R.I. 69.6 Nev. .25 Idaho 11.20
La. 402 N.M. 13,660 N.C. 6.1 Ariz. 33.5 N. C. 69.4 Ark. .25 Col. 11.94

Va. 396 Okla. 13,680 Ark. 5.4 Kas. 32.9 Va. 68.7 Texas .23 Pa. 14.22
Ky. 378 Ga. 13.780 S.D. 4.0 Col. 30.8 D.C. 68.2 Idaho .21 Wyo. 14.90
N. C. 344 S.D. 14,270 N. M. .0 Nebr. 26.4 Ariz. 63.8 Kas. .19 Ky. 16.60
Tenn. 342 N.D. 14.900 Idaho .0 Texas 26.0 Fla. 61.5 Iowa .16 N. M. 21 78
Ga. 323 Ark. 16,100 Miss. .0 S.D. 14.8 Ala. 60.9 Nebr. .15 Mont. 27.10

S. C. 321 Ala. 16,430 Nev. .0 Wyo. 14 4 La. 58.5 N.M. .15
Okla. .13

Utah 38.54
Ark. 311 Miss. 18,920 N. D. .0 N.D. 13.1 Ga. 57.8 W.Va. 40 35
Ala. 301 N. C. 19,950 Vt. .0 Mont. 12.9 S.C. 48 2

Miss. 47.2
S. D. .05 Nev, 44.12

Miss. 271 S.C. 21,500 Wyo. .0 N.M. 8.8 N. D. .04 Ariz. 55 13 
♦No Data 
Available

characteristics in the value of products 
index.

The population of a given territory 
obviously has a bearing on both the 
basic and the supplemental income of 
that territory; but taken by itself, pop
ulation gives too high an estimate for 
territories where a lot of people receive 
low incomes and too low an estimate 
for territories in which the people re
ceive high incomes.

The income tax returns data reflects 
both basic and supplemental income 
and would provide an almost perfect 
index to income if all income recipients 
made enough to place them above the 
tax level and if there were no evasion; 
but there is undoubtedly considerable 
evasion and furthermore, the major 
market for the average product lies 
below the level of the taxpayer.

The population index over-empha
sizes the low income. The number of 
income tax returns over-emphasizes the 

[CONTINUED ON PAGE 60]



T
'arch 10, 1926 ADVERTISING AND SELLING FORTNIGHTLY

No! House-to-House Selling 
Has Not Passed Its Peak

By Henry B. Flarsheim
Secretary, The Marx-Flarsheim, Cincinnati

THE feature article of the last 
Fortnightly—“Has House-to- 
House Selling Passed Its 
ij'eak?” was naturally pf un

I sual interest, because our A 
business is to serve some 
Iwenty-odd successful 
juperators in the 
I lirect-to-user field, 
f Will the reader 
I tear with us while 

ve take up Mr.
I? i s k e ’ s plaints, 
ioint by point and 

paragraph by par- 
| igraph ?

The only specific 
facts stated in Mr.

I Fiske’s entire trea
tise, are that a 
Hundred direct-sell
ing firms made 
“failures or near
failures” in the last 
year, and that one 
large direct-selling 
firm has “struck 
shallow water.” 
From these state- 

। ments are devel
o p e d conclusions 
that house-to-house 
selling has “passed 
its peak,” that new

I members in the 
; direct-selling fra
ternity “are of a distinctly low qual

. ity,” that “the bulk of house-to-house 
selling companies have never devel
oped much good will.”

। No figures are cited to back up 
■ these statements, as are usually seen 

in an article purporting to reveal 
such radical changes in a method of 
distribution which has created such 
wide-spread interest. No specific 
examples, save those mentioned 
above, are given to prove the con
clusions made. We must accept the 
author’s statements largely on faith.

i As is true of any field in which a 
few have made phenomenal suc
cesses, the direct-selling field at first 
attracted many hundreds of firms 
whose object was to make “easy 
money” in what appeared to them to

interested in determining
the efficacy of various retail outlets for their goods. There are 
some who believe that the effectiveness of this type of merchan
dising is on the wane. There are others with the opinion that this 
form of distribution is just coming into its own. Mr. Flarsheim 
belongs to the latter group, and in this pertinent article he indi
cates just why he believes that house-to-house selling has won a 
definite place as an economical method of distributing merchandise

be an easy business. When they dis
covered that the business was not as 
easy to operate as they had thought, 
when they had spent their small in
vestments, they quietly dropped out. 
It is true that a number of this type 
are still in the business, and a few 
are continuing to enter it. But the 
number is becoming smaller and 
smaller all the time, as the knowl
edge is broadcast that the develop
ment of a house-to-house business 
requires just as much careful plan
ning, expert knowledge and good 
merchandising as does any other 
kind of business.

The careful student of house-to- 
house selling does not condemn the 
method of selling direct, because of 
this situation. The development was 

natural and to be expected in a busi
ness which, in only five years, has 
developed many enterprises whose 
sales figure well into the millions 
every year.

Regardless of the circumstances, 
any fair-minded man will readily ad
mit that a few failures in an indus
try are no criterion for the general
ization that the whole industry is on 
the verge of disaster. Retailers fail 

by tens of thou
sands yearly. Is 
this fact to mean 
that the entire re
tail structure is 
tottering? Whole
salers, jobbers and 
manufacturers in 
all lines suffer de
clines or go out of 
business for rea
sons that would fill 
a good-sized tele
phone directory, 
yet do economic ex
perts seize on such 
instances to write 
articles announc
ing that the whole 
machinery of dis
tribution is under
going a revolution? 
Obviously not. Why 
then, does Mr. 
Fiske blandly seize 

upon the comparatively few concerns 
which have “struck shallow water” 
as the only necessary proof that the 
whole field of direct-selling has 
passed its peak?

Mr. Fiske seems to forget, or per
haps does not know, that the direct
selling industry now comprises many 
thousands of manufacturers who, on 
the whole, are just as successful and 
just as progressive as the average 
business unit in any other field. Mr. 
Fiske overlooks, that by and large, 
there are no more failures in the 
house-to-house field than in any 
other. But even granting, for the 
moment, that this “happening of 
major importance in merchandising” 
is of unusual value, we do not believe 
that Mr. Fiske’s other conclusions,

[CONTINUED ON PAGE 80]



J
March 10, 192626 ADVERTISING AND SELLING FORTNIGHTLY



March 10, 1926 ADVERTISING AND SELLING FORTNIGHTLY

W hat Is This Modern Advertising ?
By James D. Adams

ANEW philosophy has come to 
business. It is called Modern 

. Advertising. It is successful. 
For an advertising practitioner to 

oppose it relegates him to the outer 
darkness of senility. Advertisers 
cry for it. It’s exponents pay larger 
income taxes than the President’s 
salary.

Now what is this Modern Adver
tising? How does it work? What 
does it accomplish? I have listened 
to brilliant expositions of it which 
dragged in Freud, pornographic lit
erature, animal sex attraction and a 
lot of the miasmic new thought based 
on what a stupider generation had 
come to accept as a normal physical 
fact not necessarily requiring a spe
cial literature of its own.

But expressed in simple, printable 
language Modern Advertising, at its 
best, is the recreating of fairyland 
for adults. It contacts with the rosy, 
misty dreams of romance which are 
the hopes of adolescence and the emo
tional secret temples where respect
able middle age keeps burning the 
devotional candles of youthful im
pulses.

Reigning queens float through it, 
rejuvenating their regal charms with 
lotions and creams of the royal per
fumer, which, fortuitously, are on 
sale at your druggist with directions 
for the treatment of magic potency.

It offers intimate little journeys 
into the boudoirs and bathrooms of 
aristocracy’s leaders and reveals 
with charming, personally signed 
confessions, the dependence of beau
ty on these triumphs of the alchemy 
of the present day.

It weaves a fairy pattern of the 
opulent lure of the harem, love mys
teries of ancient vamps, the jazz of 
night clubs, the joy of naughty con
quest, the fountain of youth, and any 
other phantasy of unattainable devil
try which the rather gaunt spinster 
ad-writer can excavate from her dis
illusioned, yet ever hopeful and 
imaginative brain.

Modern advertising has even cre
ated its own art. Its ladies are wil
lowy, hipless creatures either nine 
feet tall or six inches thick, with 
foot-long fingers that trail through 
the air like floating scarfs in a 
breeze, and brooding, come-hither 
eyes extending from nose to ears.

Courtesy the Aquazone Corporation

The men are dashing damsels who 
would be massacred as an act of 
safety in any locker-room.

Briefly, at its best, Modern Adver
tising promises to a woman (it has 
left men alone, mostly) the fulfill
ment of every secret desire that 
lurks in her subconsciousness and 
which she wouldn’t own up to for the 
world. It searches out all the sup
pressed impulses which, unleashed, 
explain the kept woman, and titil
lates them, innocently activates them 
into a half ashamed surrender to the 
lure of an innocuous cold cream, a 
mouth wash, a vacuum sweeper, a 
can of beans, a stick of candy, or, if 
the advertiser insists, a barrel of 
flour, a radio set or a washing ma
chine.

It usually works — no doubt about 
it. The response is passionate. 
Sales curves mount till skywriting is 
needed to graph them.

That is Modern Advertising at its 
best—unquestionably a powerful, 
Midas weapon for high-speed go-get
ters.

But what about this Modern Ad
vertising at its worst?

One might dwell upon the fact that 
it builds with untruths. There has 
been considerable agitation lately in 
support of honesty in advertising. 
But beyond its academic interest as 
a topic for convention speeches, hon
esty in business must remain a mat
ter of individual preference and val
uation. It is not the purpose of this 
discussion to quarrel with those who 
are investigating the financial sound
ness of the old adage, “honesty is 
the best policy.” Modern Advertis
ing anchors to the future, not to out
worn ethical precepts. Honesty is 
not the only convention it has dis
lodged.

Some will say that Modern Ad
vertising isn’t decent. That is too 
old fashioned even to be discussed. 
Besides, its indiscretions are so 
veiled, compared to editorial matter, 
as to be harmless even to elderly 
people.

If no more serious indictment can 
be presented than dishonesty and a 
mild degeneracy, few boards of di
rectors could be turned from rapt 
appreciation of sky-rocketing sales 
figures. Success will always have 
the laugh on sour-grapes moralities.

It must be remembered, too, that 
Modern Advertising is exceedingly 
modern. It hasn’t really been tested. 
Its realities are all tangled up with 
its promises. If it’s a bubble, it 
hasn’t been pricked.

But, conceding its success, it is at 
least permissible to study the char
acter and probabilities of that suc
cess.

No one of course really believes 
fairy stories. Yet some quality of 
mysticism in the human mind yearns 
so fervently for the unreal—for the 
glories of dreamland—that most of 
us possess a power of self-hypnosis 
which permits us actually to believe 
for a little while what we want to 
believe.

But we always descend to realities. 
And in the long run, most of our 
acts are influenced by what we know 
to be true.

There is good evidence to the effect 
[CONTINUED ON PAGE 68]
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The Stock Market Slump 
Signifies What?

By Floyd W. Parsons

IT is a question as to which is 
greater today, our conceit or our 
ignorance. When the stock mar
ket goes up, nine people out of ten 

will tell you precisely why the ad
vance took place. They will also add 
that it was perfectly clear months 
in advance that such a movement 
was under way. It is an amazing 
thing that so few folks make money 
in the stock market when they find 
it so easy to analyze situations and 
determine trends.

I doubt if there is any part of our 
newspapers that contains more bunk 
than is published in the financial col
umns. Here we are fed on rumors, 
superstitions and confusing statis
tics.

In our country we are cursed with 
a long list of erroneous beliefs in the 
fields of finance and economics. Many 
advocate that we establish wages on 
a basis of living costs. They forget 
that the cost of living is a result, 
and that no result can be kept con
stant if we continue to alter the fac
tors that produce that result. Many 
workers believe that labor-saving 
machinery is a menace to their wel
fare.

Then there is that prime fallacy 
which concerns the business cycle. 
A period of depression must follow 
prosperity. Good times can never be 
permanent. Fat years must be suc
ceeded by lean ones. Practically all 
of these ideas are vicious, and it is 
astounding that notwithstanding our 
marvelous accomplishments in the 
field of science, we are still content 
to flounder around in the field of 
economics, meekly accepting the 
guidance of the blind advocates of 
obsolete theories.

To believe in the cycle theory is to 
admit that the application of science 
and government to economics is a 
failure; that the great and profitable 
profession of the day is speculation, 
not production. It is not a fact that 
just because a man is well he must 
or will violate the laws of health and 
become sick. It does not follow that 
because business is good, our com
mercial or industrial leaders must or 
will transgress economic laws.

The popular catch phrase of the 
day is “the business cycle.” Some 
tell us that we must have a depres
sion every seven years. Others spe
cify different time intervals. Out of 
all of this the only evident truth is 
that business has traveled more or 
less in waves without their being 
any time relation between the eco
nomic crises. We have had recur
ring periods of overexpansion or in
flation that ushered in times of eco
nomic waste that could last only un
til the bubble had been pricked. Then 
came months of remorseful readjust
ment accompanied by unemployment 
and distress.

We have heard it said time and 
time again that the stock market is 
a forecaster of coming business con
ditions. If such a thing is true, the 
present slump in security prices 
must portend a slowing down of 
trade. As a matter of fact, we have 
had several depressions in business 
that were not predicted by the ac
tion of the market. There is con
siderable likelihood at the present 
time that we may find that the stock

market again is not an infallible 
prophet of coming industrial devel
opments. We must, of course, take 
into account that a severe decline in 
security prices, amounting to hun
dreds of millions of dollars, is certain 
to have a disturbing effect on the 
confidence of people in all walks of 
life. A part of the savings of most 
folks is invested in securities of one 
kind or another that are listed and 
traded in on the stock exchange.

Great forces are always at work 
to upset our economic equilibrium. 
There is no way to prevent variations 
in the world’s harvests. There is 
also no way to prevent a wave of de
mands for wage advances during 
times of prosperity, and the penalty 
for such a policy is always unem
ployment. Factors of this kind are 
recognized by the average person as 
being unavoidable. But we give very 
little credence to the notion that 
business can be seriously affected by 
mechanical manipulation of the stock 
market that has little or no connec
tion with any economic factors. 
When prices are going up, we read 
the papers and find everything rosy. 
But when stocks have been pushed 
to dizzy heights and distributed to a 
gullible public, then we begin to hear 
that things are unsatisfactory and 
the outlook is dark. Prices com
mence to tumble under heavy short 
selling and we are informed that 
business in a few months will be 
very, very bad. If we suggest that 
Wall Street gamblers may be the 
chief cause of the decline, we are 
held up to ridicule and informed that 
no man or group of men can ma
terially and markedly affect the 
course of prices.

This kind of bunk has been fed to 
the public for many years. It is 
time we recognized the strength of 
our gambling fraternity whose sole 
occupation in life is to boost prices 
up until they won’t go any further, 
and then smash them down until 
they are so low that they are again 
a purchase. These speculators spread 
optimism or pessimism according to 
which brand of education fits in best 
with their own selfish purposes.

[CONTINUED ON PAGE 64]
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Labor’s New Attitude on Waste

VT J ITHOUT the cooperation of labor, the Simpli- 
IVV fication movement, sponsored by Secretary of 

Commerce Hoover, which is aimed fundamentally at 
he elimination of waste, could hardly expect to de

velop its full potentialities.
I Under Samuel Gompers this cooperation was not 
lertain for Mr. Gompers seemed obsessed with the 
Idea that every workman earnestly desires to be a 
draftsman, and that the repetitive operations inherent 

n standardized production operations are anathema 
;o every wage earner. Such is not the case. There are 

draftsmen in industry of course, many of them; but 
.here are very many more workers whose chief in- 

I'.erest is in steady employment at good wages at work 
• which they can do without particular mental exertion 

or the application of skill, the development of which 
Irequires years of apprenticeship.
I But the prospect of labor’s cooperation now seems 
I very much more hopeful. In a signed interview pub

. lished in Factory for January, William Green, the new 
■ president of the American Federation of Labor, makes 

this significant statement: “We have indicated that 
■one of the sources from which higher wages can be 
j paid is the elimination of waste in industry and have 
I offered our cooperation for that purpose.”
I With labor working cooperatively with management 

in a program of waste elimination, industry will be 
in a position to give the ultimate consumer more for 

I his dollar, while earning a satisfactory return on the 
I capital employed and paying better wages—better be
I cause larger, and better because of the increased 

value of the dollar resulting from simplification.
e^a

The Associated Clubs and Service

IT is certainly a long cry today from the frankly 
junketing party composing the ad clubs’ national 
I convention of 17 or 18 years ago to the remarkable 
» service organization to which it has now evolved; for 

I instance, with local Better Business Bureaus in 42 
| cities operating with a financial support of $750,000, 
’ and keeping 200 staff men busy. President Woodbridge 
j rightly emphasized the service note in his keynote 
I address recently (radioed to half a dozen cities), open

ing a campaign for a new level of operating efficiency. 
I The modern man is more practical, and has never 
I been “sold” on good time conventions and oratory. But 

things must evolve, one phase at a time. The fiery 
I oratory of “Sam” Dobbs years ago, burning into his 

hearers’ minds the “truth in advertising” doctrine, 
which at first seemed to cynics to be only well-meaning 
bombast, has now crystallized into the formidable 

' Better Business Bureaus, supported financially even by 
I the conservative New York Stock Exchange.

The believability and responsiveness of advertising 
। has been raised to a quite immeasurable degree by the 

work of the Associated Advertising Clubs of the World, 
and its new campaign thoroughly deserves the support, 
merely on its record for results, of substantial, hard
headed business men. Not a man in advertising today, 
nor a medium, nor an advertising corporation, but what 

has personally profited by the clubs movement, and can 
profit still more. United action is the very heart of 
modern-day business progress.

A Back Kick to “Buy at Home”

IN an article in Advertising World (London) J.
Murray Allison brings out clearly the danger of 

such movements as the one labelled “Buy British 
Goods.” He states that the real problem is to teach 
manufacturers to sell British goods, and goes on to say:

“One by one we have seen firms detach themselves 
from the ruck of the unknown or unnamed and enter 
the clear field of advertising. Secure in public good 
will and support, they now confront hard times and 
bad trade, if not with satisfied, at least with calm 
minds. There are welcome signs that the non-adver
tising manufacturer is beginning to realize the poten
tialities of modern advertising. It would be a pity 
to allow him to imagine that the ‘Buy British Goods’ 
campaign will place him in the privileged position 
enjoyed by his rival who has won public good will by 
strict adherence to quality and by expenditure often 
running into hundreds of thousands of pounds.”

This applies to any Buy at Home campaign, whether 
international, national or local; it tends to lull the 
non-advertising manufacturer or merchant into the 
comfortable belief that he can ride to prosperity on a 
wave of cooperative propaganda. Experience reveals 
that nothing is farther from the truth.

©<y®
Merchandise “On Suspicion”

OF late there has developed a method of selling 
which threatens to become a very serious 

nuisance. It has been fittingly characterized as the 
“on suspicion” method.

The seller mails articles to a list of people with the 
request that the recipient (who had not asked that the 
merchandise be sent) remit the price or return the arti
cles.

If this method comes into extensive use, the public 
is going to suffer great annoyance as it takes time to 
re-wrap packages and mailing them is often a matter 
of serious inconvenience.

The Better Business Bureau of the San Francisco 
Advertising Club indicates how this system may be 
nipped in the bud. In a recent bulletin it says:

“The postal regulations prohibit the sending of C. 
O. D. merchandise which has not been ordered, but 
there is no regulation prohibiting the mailing of un
ordered merchandise for which the postman is not 
required to collect. However, the recipient of such 
merchandise is under no obligation to pay for it and 
need not bother about returning it.”

In a word, the man who undertakes to sell merchan
dise in this way must assume all risk, and has no 
possible justification for writing threatening letters to 
persons who do not care to be bothered with his scheme.

It would be well if manufacturers would broadcast 
this fact in their dealer house-organs, so that retailers 
may know how to combat this annoying competition. 

------ ------------
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Before You Change Jobs
By De Leslie Jones

I GOT an offer 
today to be
come sales 

manager for the 
Blank Blank Co. at 
$30,000 a year” 
said a friend of 
mine not long ago.

“You don’t say!” 
I exclaimed, for 
the Blank Blank 
Co. is a big, pros
perous house. “I 
congratulate you! 
When do you go?”

“I don’t go,” was 
the laconic reply. 
“I turned it down.”

I looked at my 
friend askance. 
“You turned it 
down!” I e j a c - 
ulated, “Thirty 
thousand a year?”

“Look here,” my 
friend said, 
“haven’t you 
known me long 
enough to realize 
that I don’t make 
many moves? That 
thirty thousand 
looks just as good 
to me as to you.
It’s $10,000 a year more than I’m 
making now; but I couldn’t make 
good at it.”

“Good Lord, man,” I said, getting 
the second surprise, “since when 
have you acquired an inferiority 
complex?”

“Here’s the point,” was the reply, 
“this job is not what it seems at the 
first look. If they made it fifty 
thousand I wouldn’t take it. It’s 
got two holes in it each wide enough 
to drive a Fifth Avenue bus through. 
They expect this Big Man they want 
to hire to put over a brand new 
article which has all but come a 
cropper. It was the president’s per
sonal whim. The trade is convinced 
that it is a lemon. I don’t know 
whether or not it is, but I would be 
judged on whether or not I put it 
across. In the old days I would have 
taken the job without any qualms, 
figuring that ‘I should worry,’ at 
that salary, whether or not I failed. 
But not today. Then again the man
agement is ridden by a president 
who is an autocrat. I’d have two

Plinto by Lazar ni ok

THE offer of a thousand dollars or so more a year has often 
proved sufficiently tempting to some sales managers to cause 
them to forsake satisfactory positions for others concerning which 

they know little. The results of such hasty action have often been 
most unfortunate. In this article Mr. Jones demonstrates just how 
necessary it is for sales managers to investigate every aspect of a 
position before they finally make up their minds to accept it

big worries on my hands, neither of 
which ought to be there, and either 
one of which might, without any 
fault of mine, ‘break’ me. Then 
what? I’d be regarded as the man 
who failed to prove that he was the 
‘topnotcher’ he was said to be. Do 
you see why I don’t want the job?” 

I did, for I know a lot of Sales
managers, and a surprising number 
of them drift from one job to an
other snatching at a thousand dol
lars a year more salary as though 
a thousand dollars a year made up 
for other important matters, such as 
their reputation and integrity as 
professional men.

I SPEAK from observation when
I say that many serious mis

takes are made by men who do not 
sufficiently analyze the job they are 
offered. Before you go with an or
ganization the job may look worth 
while, but when you are actually 
face to face with it, startling things 
may appear which virtually change 
the whole aspect of it.

A man worthy! 
of the name of i 
sales manager, I 
am presuming, is i 
beyond mere job- । 
hunting for his 
bread and butter.,1 
If circumst a n c e s 
put his services in 
the market, I am 
presuming that he 
values his future I 
and his reputation! 
sufficiently to want 
no connec tion 
which will not give 
his ability ample 
scope, advance him 
financially and add 
to his reputation.

I have seen many 
men take positions 
which did nothing 
but advance them 
financially while 
they faced, 
knowingly or un
expectedly, a situa
tion where their 
ability had no 
scope; where they I 
were literally pre- I 
vented from pro
ducing results. As । 

a consequence they added nothing to 
their reputations and later were the 
losers, even financially. There are 
.some sales managers who defend 
this adventuring method as “ex
perience” and have faith in their in
genuity to change a muddled job into 
a real one. Such men hop from one 
job to another with great ease and 
have no sense of professional pride. 
I admit there are some exceptions 
who have reached financially really 
worth while positions in this manner, 
but for every one of them there are 
scores of flat failures.

I am for a more professional atti
tude toward a prospective posi
tion as sales manager. It will increase 
respect for them and breed more 
men who can measure up to the big 
job sales managing has come to be. 
An engineer of ability won’t under
take to build a bridge unless he 
knows that methods he can approve 
of technically will be used, and un
less he is given the necessary 
authority as well as responsibility.

[CONTINUED ON PAGE 66]
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Applying Imagination to the 
Selling of Castings

MR. M. L. WILSON in his ad
dress to the Eastern Indus
trial Advertisers, published 

in the February 10 issue of Adver
tising and Selling Fortnightly, 
says that a “clear imaginative con
cept of what you are doing” is part 
of the foundation upon which a suc
cessful industrial advertising cam
paign must be built. It takes a lot of 
imagination to translate this thought 
with action when you are advertising 
a more or less “basic” product like 
castings.

There are several methods open to 
the advertiser. First a mere state
ment and reiteration of the fact that 
it is possible to secure castings at a 
certain address. This is a survival 
of the business card era which is 
still somewhat in evidence today. An 
idea of this kind may be amplified by 
statements of capacities—“one pound 
to 5 ton,” plant facilities, engineer
ing experience or special advantages

By John Henry
in production, fabrication or com
position. Blessed is the man who 
hath a special formula or mixture. 
His problem is solved for he has a 
“specialty.”

The second method employed is 
that of comparison with other like 
products or those of a similar nature 
but varying composition. By this 
method he may compare his product 
with others for strength, durability, 
machineability and adaptability. 
This scheme, however, enters the 
realm of argument and in this par
ticular case there are limitations, for 
all the various groups have their 
uses for which they and no other are 
best suited. Each group also has its 
defenders and adherents who will 
fight to the death for their pet group.

A third method employed is more 
altruistic and can only be used by a 
well founded concern which can af
ford to advertise the product in gen
eral and present their own facilities 

by inference. The advertisers in this I 
group call attention to the value, 
uses and adaptability of castings in 
general and picture in their adver- i 
tising a series of successful castings j 
which have been made either as an 
original design or as a replacement I 
for a similar part made under an
other process. The theory behind 
this scheme of advertising is that I 
this continuous presentation of ex- I 
amples is bound to portray sooner or i 
later to the casual or interested 
reader a part that is similar to some- I 
thing he uses as part of his own 
product. Of course, the recognition j 
must carry with it the thought of I 
the firm where there is a possibility 
of obtaining such a product. A , 
scheme of this kind must continue 
over a long period of time and its 
value may be enhanced by making up 
a booklet of these examples for gen
eral distribution to prospects.

Imagination plays a part in all of
[continued on page 56]
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33.452

7,772

9,003

1,998

4,949

9,730

Average

Circulation 
June to Dec., 
1925

To Mechanical Officers.
Locomotive and Car De

______ sign. Construction and Re
pairs, Shop Equipment and 
Machine Tools.

To Engineering and 
Maintenance Officers.

_____ Bridge Building, Water 
Service and Track Con
struction and Maintenance.

To Electrical Officers.
Electric Power and Light 

--------  for shops, cars and build-
i n g s, Heavy Electric 
Traction.

Officers.
-------- Signaling, Telephone and 

Telegraph, Automatic Train 
v'ontrol.

To Executives, Operat- 
•------- ing Officials, Purchasing 

Officers and Depart
ment Heads.

Total Average Net Paid Circulation
All A.B.C. and A.B.P.

Departmental Publications That Select 
The Railway Men You Want to Reach

That is the outstanding value to 
you of the five departmental pub
lications in the Railway Service 
U nil.

The net paid circulation figures 
listed above prove that the men in 
each branch of railway service 
want a publication which is de
voted exclusively to railway prob
lems from the standpoint of their 
department—and the classifica
tion of subscribers given in the 

A. B. C. statements proves that 
these departmental publications 
reach the men who specify and 
influence purchases in each 
of the five branches of railway 
service.

Our research department will 
gladly cooperate with you to de
termine who specify and influence 
purchases of your railway prod
ucts and how those railway men 
can be reached most effectively.

Simmons-Boardman Publishing Company, 30 Church St., New York
“The House of Transportation”

■ I Chicago: 608 S. Dearborn Street Cleveland: 6007 Euclid Avenue Washington, D. C.: 17th and H Streets, N.W.

I New Orleans, Mandeville, La. San Francisco: 74 New Montgomery Street London: 34 Victoria Street, S.W.l

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

| railway industry individually, effectively, and without waste
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Are Soup Eaters Really Concerned 
About the Campbell Position? 

By Roger F. Owsley

THAT’S a beautful picture Mr. 
Rheinstrom paints in the Feb
ruary 10 issue of the Fort
nightly in his article “Why One 

Price Space in Periodicals?” but I 
wonder what Mr. Rheinstrom, my
self, and thousands of others who 
claim to be advertising men would be 
doing today to get our share of bread 
and butter if Wrigley, Dodge, Pro
phy-lac-tic, Buick, Old Dutch, Col
gate, Ponds, Armstrong, Jergens, 
and even Campbell had put off the 
start of their advertising until they 
could get front of book, first, second, 
third, fourth or fifth page following 
reading, or back of book.

“Well,” I hear, “there was nothing 
like the volume of advertising in 
magazines then.” No, and there was 
nothing like the volume of interest 
in advertising and advertised prod
ucts. Nor were the majority of pub
lications pulling the reader over into 
the advertising sections by carrying 
over their editorial matter. Popular 
Mechanics seems still to kid the life 
out of a lot of strictly mail order 
advertisers, or else these advertisers 
must get results, and there is noth
ing to drag a reader into the back 
of the book but advertising—adver
tising, too, that every reader knows 
is going to try and sell him some
thing right on the spot.

Yes, most decidedly yes, “monster 
appropriations must be the price of 
successful space buying in weekly 
and monthly periodicals” just as long 
as the average advertiser or space 
buyer considers position only on the 
basis of getting in front of some one 
else, which virtually means getting 
just as close to the Campbell position 
as possible. And as to this much 
discussed Campbell position, will Mr. 
Rheinstrom please tell the court who 
had this first page following reading 
before Campbell moved in. If he can 
answer this question he can do more 
than 99 out of every 100 advertis
ing men can do. I know who had it 
once, but the concern I have in mind 
aren’t even advertising now, so may
be it isn’t so much the position after 
all.

That answer to one of Mr. Rhein- 

strom’s questions by his "clever copy 
writer,” “Because Campbell always 
has the first page following reading 
matter, in every magazine used, 
every month. People get used to 
seeing it there,” is a classic. Can’t 
you picture Mrs. Average Consumer, 
madly tearing through all of her 
regular publications each month, to 
be sure no one has taken first page 
following reading away from her 
favorite soup manufacturer!

Mr. Rheinstrom also asks this 
question: “If Campbell used the 
twenty-third page every month, 
would the same attention value be 
earned?” Attention value to whom, 
I might ask. If to advertising men, 
a thousand times no. If to the con
suming public, a thousand times yes. 
If I am not badly mistaken, Wrigley 
is as big in the chewing gum busi
ness as Campbell is in the soup busi
ness. Will Mr. Rheinstrom please 
tell me what position Wrigley has 
in the magazines, or anywhere else 
for that matter? And this goes for 
Postum, Colgate, Armstrong, Gen
eral Motors, Ford, Lux, Congoleum, 
and what not.

aGAIN I say maybe it isn’t 
y\_the position after all. We ap
parently have gotten into a cycle of 
designing coupon advertisements to 
get inquiries, to such an extent that 
the poor advertisement simply cannot 
do any of the work it was primarily 
intended to do. We then take these 
inquiries and try to make them de
termine whether copy is too long or 
too short, we try to make them tell 
us whether a headline is good or 
bad, we try to make them decide that 
the Post is a poor medium and the 
Times worse, we try to make them 
decide whether we should use color 
or black and white, we make them 
tell us that December is a poor 
month to advertise and June is ter
rible, we make them tell us whether 
the front of the book is better than 
the back. Ye Gods, what can’t they 
do if they accomplish all of this?

Here’s exactly what they can do: 
They can fail utterly to sell the goods 
they are trying to sell, and a lot of 

them are failing miserably to do just 
that.

Does anyone recall Campbell hav
ing determined the position they have 
through the use of coupons—or Ivory 
or Hart Schaffner and Marx or Old 
Dutch Cleanser.

MR. RHEINSTROM asks a third 
question: “Why should you ex
pect as many customers to find your 
store on the side street as your com

petitors on the avenue?” That’s easy. 
The publication very quickly deter
mines that. It, as a whole, is either 
“the avenue” or “a side street.” Mr. 
Franklin Simon doesn’t worry much 
about the competition he gets on 
Sixth Avenue. What he tries to do 
is to get what he thinks is the best 
position on Fifth Avenue, and what 
he thinks is the best is not exactly 
what Tiffany thinks is the best.

Now we have this very definite 
statement, “Your position in a peri
odical may mean success or failure.” 
Being a definite statement I chal
lenge Mr. Rheinstrom to prove this 
and while he is attempting to prove 
it, I will produce 100 advertisers 
whose success is unquestioned, and 
whose copy has never yet appeared 
in any special or specified position 
regularly, to every one he will pro
duce who can definitely point to fail
ure due entirely or partially to what 
he may call poor position. Mr. 
Rheinstrom may say here, “Yes, but 
how much more successful would 
they have been had they had a bet
ter fixed position”—and my answer 
to this is—just as much more suc
cessful as any of us might have been 
had we gone into the law profession 
instead of advertising.

From every side space buyers are 
continually having “Copy’s the 
thing,” “Good copy will produce any
where,” “Give me good copy and I 
won’t worry about the medium,” 
thrown at them from every side. 
Then what’s all this shooting for? 
Why is it when the coupons fall down 
in number, invariably it’s the medi
um or the position the copy got in 
that medium that causes all of the 
trouble! Are we to assume that the

[CONTINUED ON PAGE 58]
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These Ads Won A Bok Prize

But . ♦ Do 
You Know 
The Facts?

YOU have long been inter
ested in the definite results 
of advertising. Now the 

Harvard Bok Prize Committee 
has recognized definite results 
as one of advertising’s most 
vital factors. To a campaign 
famous for the accomplish
ment of definite results—that 
of the Tide Water Oil Company—the Com
mittee has awarded a coveted prize.

If you are a subscriber to Keyed Copy, you already 
know the intimate facts of this prize winning campaign. 
The complete story and definite facts were exclusively 
reproduced in the pages of February Keyed Copy. As 

’ ive been the stories and 
efini9 facts of scores of 
u c c e s s f u 1 campaigns 

hroughout the past year.
Keyed Copy—have y o u 

never seen it ?—is the little 
advertising magazine that 
reproduces successful ad
vertisements — together 

\ with the definite facts of 
their results IN AC
TUAL FIGURES!

It marks the first time 
in advertising history

KEYED COPY
Carroll Rheinstrom, Editor

MACFADDEN PUBLICATIONS, Inc. 

that any concerted attempt has been 
made to tell the DEFINITE FACTS 
of advertising. “This revolutionary 
service,” says a famous agency man, 
“is doing more to place modern ad
vertising practice upon a scientific 
basis than any other force.”

Over two thousand congratulatory 
letters have poured in during the 
past few months.

Forty advertising clubs have asked for Keyed Copy 
subscriptions for loungeroom discussion.

Nine great tmiversitieVTise it for class-room study.

FREE SUBSCRIPTION
Mail Coupon

Keyed Copy is one of the creative, disinterested 
services rendered by the Advertising Service Bureau 
of the Macfadden Publications, Inc. Subscription re
quests entail no obligation now or ever. Just pass this 
coupon to your secretary, for mailing.

ADVERTISING SERVICE BUREAU
Carroll Rheinstrom, Director
1926 Broadway, New York

Enter my Keyed Copy subscription, beginning with 
the February issue which contains the Tydol Bok Prize 
story—without obligation.

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

Company ....................... ...........................................................

Address ....................................................................................
( Most subscribers stive home address I

City .........................................................  State ...................
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The Credit Man’s Problem in 
Installment Selling

THE aggregate amount of 
installment credit now 
in force in the United 
States has been estimated at 

$3,000,000,000. This is frank
ly a guess. Determination of 
the actual total would involve 
a research, by questionnaire 
or other method, which would 
be so expensive and extensive 
as to be virtually prohibitive.

Arguments for and against 
installment selling are finding 
constant expression in busi
ness and social conversation, 
on the public platform, and in 
hundreds of magazines and 
newspapers. Both extremes 
find active support. An offi
cial of one of New York’s 
largest banks has recently 
come out unequivocally as op
posed to all installment sell
ing. On the opposite side are 
lined up manufacturers, de
partment store operators and 
bankers who are equally posi
tive in their firm conviction 
that the deferred payment 
plan is “the life of business.”

Intensified competition is doubt
less the chief cause of the recent ex
pansion of installment selling. If 
the merchant had his choice, he 
would sell for cash only, as that is 
the safest and cheapest way. But 
strenuous competition makes this 
impracticable. Customers demand 
credit, and merchants, making a vir
tue of a necessity, make long-term 
credit accommodation a talking point 
in their sales campaigns. This pro
cedure—because it involves a tie-up 
of working capital, requires addi
tional bookkeeping, and introduces 
an element of risk to the seller—be
comes an important factor in the 
cost of goods to the consumer, and 
must, therefore, be carefully con
sidered in any scientific study of dis
tribution costs.

That the competition which accel
erated this movement has been 
strongly influenced by European con
ditions is probable. In a speech 
made recently at Indianapolis, James 
M. Lynch, president of the Interna
tional Typographical Union, said 
that “rapidly increasing production 
and the lack of adequate foreign

Editor's Note

THE recurrent problem of installment selling 
never fails to arouse wide discussion when
ever its many ramifications come up before the 

business world. The accompanying article is 
made up of abstracted portions of an illuminat
ing report by the Department of Public Rela
tions of the National Association of Credit Men 
under the heading “Installment Merchandising, 
Compilation No. 2.” The compilation as a 
whole consists of the published opinions of 
various men in positions where installment sell
ing constitutes an imminent problem. Every 
effort has been made to present both sides of 
the question impartially, and the FORTNIGHTLY 
regrets that space limitations make possible the 
publication here of only a part of the whole. 
It is planned that in an early issue these varie
gated and highly constructive opinions will be 
published in these pages in symposium form, 
but for the present we have contented ourselves 
with a few sections, most of which have been 
abstracted from the report of Committee 
IV of the National Distribution Conference

markets have turned the full force 
of the Nation’s highly organized sell
ing force upon the domestic field.” 
The result of this, in the opinion of 
this well-known labor leader, has 
been that “the wage-earner, as well 
as other classes, have been driven 
into debt. Buying power is being 
sapped up in advance of its develop
ment, and the cost of doing business 
is increasing fearfully.”

I N fairness to Mr. Lynch it should 
I be explained that in his speech he 

directed his attack mainly against 
the installment buying of non-essen
tials. He expressed his belief that 
this method of paying for purchases 
ultimately reduced the buying power 
of the wage earner, as part of the 
price on any article bought on the 
installment plan goes toward inter
est charge which the dealer must 
pay and pass on to the consumer in 
the form of higher prices. He also 
asserted his conviction that the ten
dency of wage earners to be less con
cerned about the quality and price 
of articles purchased on the install
ment plan will lead to the production 

of inferior merchandise on 
which depression will proceed 
at a very rapid rate.

At the opposite extreme are 
found many who regard in
stallment sales as a whole
some and beneficial aid to 
legitimate business. Typical 
of these is a Western retail 
credit executive who asserts 
that “the installment payment 
plan does away with two-sea
son or three-season business 
in some lines, by permitting 
the ultimate consumer to bud
get all his expenditures for 
necessities, pleasures, educa
tion and luxuries; it gives 
him greater comfort and peace 
of mind and enables him to 
meet his obligations promptly. 
Thus the installment plan can 
gradually develop for the re
tailer, jobber, wholesalers and 
manufacturer a twelve 
months’ business that will 
keep capital flowing in its 
legitimate channels, credit re
stricted to its proper uses, 
and money demand and supply 

more evenly balanced.”
On a middle ground between 

these two extremes are found many 
economists and business men who 
believe that installment sales are 
clearly justified in the case of pro
ducers’ goods, but are indefensible 
when applied to consumers’ goods. 
This is, in general, the attitude taken 
by the National Association of Credit 
Men. The interpretation of this at
titude is complicated by the necessity 
for a definition of terms, and the 
difficulty of drawing a sharply de
fined line between producers’ and 
consumers’ goods.

Using, for purposes of illustration, 
the automobile (which has probably 
done more than any other manufac
tured product to increase install
ment sales), it is frequently said that 
a truck is “producers’ goods.” But 
the difficulty of definition is at once 
apparent, for the sedan or touring 
car used by a salesman in covering
territory, increasing his sales and 
his own commissions, may certainly 
be regarded as “producers’ goods.”

Realizing this difficulty of defini
tion, those who take the middle



Your Friend 
in Des Moines 

and Iowa”

That describes the Merchandising Service Department of The Des Moines 
Register and Tribune. For many years this department has been assisting 
manufacturers and advertising agencies in securing larger sales in the Iowa 
market.

We know Iowa and the trend of marketing and 
merchandising conditions in this state. We know 
the jobbers, their salesmen and the brokers.

We supply up to date dealer route lists for the 
city of Des Moines free to salesmen. Mailing 
lists for drug and grocery trade for the entire 
state of Iowa are maintained for the use of adver
tisers.

We furnish dealer broadsides in sufficient quan
tity to cover the trade in the state without charge 
to advertisers using 5,000 lines or more. The 
advertiser pays only for the addressing and 
postage.

We recognize that no two manufacturers have 
the same problems, hence the policies of this mer
chandising department are sufficiently flexible to 
meet all conditions.

Write for these booklets: 
“The Shortest Route to Iowa’s Pocketbook’’ which lists the number 
of families, income tax returns and the circulation of The Register 
and Tribune for every city, town and county in Iowa.
“1926 Iowa Market Data.” This is the most complete compilation of 
Iowa market statistics that has ever been available for advertisers. It 
includes a tabulation (R. L. Polk & Co.) of population and merchan
dising statistics for the entire state of Iowa, which follows the gen
eral plan used in “Analysis of the 81 Principal American Markets.”

The Register and Tribune
170,000 Daily Des Moines, Iowa 150,000 Sunday
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ground are likely to arrive at the 
conclusion that from the point of 
view of the consumer the right or 
wrong of installment buying depends 
on a number of considerations, in
cluding the following:

First: The buyer’s actual need of 
the goods.

Second: His ability to meet pay
ments for them without jeopardizing 
his credit or the well-being of his de
pendents.

Third:. Goods must be of proper 
quality, and as represented.

Fourth: Terms must cover a fair 
but not an exorbitant charge for the 
privilege of long time credit.

Fifth: Provisions in regard to re
possession must be in accord with the 
laws of the State in which the sale is 
made.

Point 1 is distinctly up to the 
buyer. No distribution conference 
or other outside agency can deter
mine whether the buyer really needs 
the goods, or, having attempted to 
make such determination, can com
pel him to act in accordance with its 
judgment. Progress in that par
ticular can be made only as the buyer 
is educated, as he learns the advan
tages of thrift, and comes to appre
ciate the fact that value is more im
portant than price.

WITH Point 2 the credit man
ager of the selling organiza
tion is concerned. He does a service 
to both seller and prospective buyer 

if he inspects installment credit 
qualifications with scrupulous care. 
When he finds a would-be buyer on 
the point of entering into a contract 
which he has no moral right to make 
and the terms of which he cannot 
possibly live up to, the credit man’s 
disapproval of the credit risk will 
save the buyer later embarrassment 
and the seller the trouble and expense 
of repossession.

Point 3 may be regarded as cov
ered by the old doctrine of “Caveat 
emptor.” It is to be noted, however, 
that many manufacturers and dis
tributors have taken higher ground 
than that indicated by the idea of 
“let the buyer beware.” Return of 
unsatisfactory goods is now allowed 
by so many distributors that the old 
slogan is well on its way toward 
abandonment. This practice in
creases the cost of goods to the con
sumer, but the consumer appears to 
be willing to pay a fair return for 
what he regards as an essential serv
ice.

Under Point 4 there is indicated 
one of the most important and far- 
reaching factors in the problem of 
installment selling. Terms of sale 
in any line of business have their 
logical basis in the nature of the 
goods sold. In general, the longer 

the life of the product, the longer 
is the period of time over which 
payments may be spread. Food, 
for example, being for immediate 
consumption, has been sold uni
formly on cash or short credit terms. 
Until recently the same was true of 
clothing, but it is now possible to 
buy clothing at retail with payments 
spread over a ten-month period, or 
even longer.

Furniture has, of course, been sold 
on the installment plan for many 
years. The deposit required is fairly 
substantial, but the purchaser has 
generally from six to eighteen 
months in which to complete his con
tract. Pianos, on which depreciation 
is comparatively slow, are sold on 
very liberal terms, running up to 
three or four years. Automobiles, as 
every one well knows, are sold to the 
extent of 75 per cent or more of the 
total output, on terms varying from 
six to twelve months.

Obviously, anything of the value 
of a piano or an automobile could 
not safely be sold outright on long 
terms. It is therefore customary 
for the seller to retain title or legal 
interest in the property until the con
tract of sale is completed by the pay
ment of the last installment due. 
This is accomplished by means of the 
chattel mortgage, the conditional 
sales contract or lease. The lease is 
similar to the conditional sales con
tract, but is used to conform to the 
laws of certain States.

When goods are bought on lease 
or conditional sales contract, the title 
remains in the seller, and passes to 
the buyer only upon completion of 
the stipulated payment. Under the 
lease plan, installment payments are 
designated at “rent.” But when the 
chattel mortgage form is used, the 
title passes immediately to the buyer, 
and he gives the mortgage as securi
ty for payment of the balance due. 
Under any of these forms, the seller 
may repossess the property if the 
conditions of the sales contract are 
not met by the buyer.

THE problem of conditional sales 
is complicated by the wide vari
ance between the laws of the differ
ent States. It is further complicated 

by the frequent addition of new laws 
to the already bulky code under 
which the national distributor must 
operate if he attempts to sell on the 
installment plan. The State of Penn
sylvania, for example, enacted and 
made effective on September 1, 1925, 
a law entitled the Uniform Condi
tional Sales Act, under which the 
seller of goods on the deferred pay
ment plan must file with the Pro
thonotary for his district (or with 

the Recorder of Deeds) a record of 
each sales contract and its terms. 
Unless this record is filed within ten 
days after the sale, the transaction 
is void. A fee of 50 cents is charged 
for filing, and when the buyer closes 
the transaction by making his final 
payment a statement to that effect 
must be filed, and another fee of 50 
cents is collected.

THE courts already have had 
to consider several questions I 
concerning this law. One is whether 
the seller or the buyer must record 

the transactions and pay the fees | 
If it is finally decided that the seller 
must do the filing, the cost will be 
heavy, particularly in the case of | 
dealers, such as retail jewelers, whose ' 
business involves the handling of a 
large number of comparatively small 
sales items. In that event the re
tailers will undoubtedly add, or at 
least attempt to add, the filing fees j 
to the price charged the customer for | 
the goods.

Another recent development (not I 
of legislation but of finance) is the j 
sudden increase of bank loans to r 
finance installment buying. In h 
Louisville, one of the leading depart- 1 
ment stores recently advertised that 
its customers might have from twen- I 
ty-five to fifty weeks to pay for mer- I 
chandise bought in every department 
at “cash prices,” announcing that 
this service was made possible by the 
store borrowing the money for the 
balance due from a large national 
bank.

The details of the arrangement are 
given in the November issue of the 
American Bankers’ Association Jour
nal. The department store adver
tises the arrangement as “The Louis
ville National Bank Plan.” Weekly 1 
payments are made at a window in 
the department store that looks like I 
a teller’s cage. This and a sign read
ing “Representative of the Louis- I 
ville National Bank” create an illu- । 
sion of direct dealing with the bank. 
Mr. Richard Bean, president of the 
bank, says: “The trade acceptance I 
is the vital part of the arrange
ment. The store sells goods to its I 
customers on either a twenty-five 
or fifty week payment plan, the 
period depending upon the classes of 
merchandise sold. Dry goods, wear
ing apparel, and millinery are sold 
on the twenty-five-week payment 
plan. Furniture, household furnish
ings, washing machines and other 
goods which can be repossessed under 
mortgages are sold on a fifty-week 
payment plan.

“The store takes a trade accep
tance, attached to a mortgage, from 
the customer and indorses this trade

[CONTINUED ON PAGE 78]
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Will Dealers Follow the Leader?
A Book-Marketing Experience Which Suggests That 

It All Depends on Who Is Leader

By Alex Osborn

TO get dealers to cooperate on 
a sales-promotion plan for their 
own benefit is probably one of 
your gnarliest problems. Perhaps 

there may be some illumination for 
most of us in the experience in book
selling which will here be described.

The human traits that led up to 
this sales plan were revealed to me 
during a Sunday afternoon’s swim
fest with my children. I tried to 
get my oldest to jump off the dock. 
She would not do it.

“Watch me jump,” said I, as I 
bravely plunged feet first through 
the whole four feet of space clear 
down to the bosom of the lake.

This had no effect on darling 
daughter. She thought:

“That was only daddy who made 
that splash. He is big and strong 
anyway.”

In desperation, I hit on a new 
hunch. I put little sister up on the 
dock and told her to jump. She 
didn’t know any better. She toppled 
off, splashed in, and came up laugh
ing.

In another minute big sister had 
followed suit.

To get dealers to do as you de
sire. it is best to get them to follow 
the lead of a fellow-dealer. They 
won’t follow your lead. You are too 
big and strong like daddy.

Here was the way this principle 
worked out in practice:

Last spring the Bobbs-Merrill 
Company of Indianapolis brought 
out Bruce Barton’s new book, “The 
Man Nobody Knows.” Those of us 
who read the book in advance felt 
it ought to become a best seller. I 
volunteered to help work out a plan 
for merchandising the book.

After going over the results of 
'many sales promotion campaigns 
we were familiar with, we decided 
that if we could get the retailer to 
do his own promotion work we 
would secure a far greater degree 
of cooperation than with any pre
pared-in-advance plan sent out from 
the home office. We eventually de
cided to let the retailer work out the 
plan from beginning to end.

To begin with, I took the propo
sition up with my friend, Chris 
Grauer, the head of the Otto Ul
brich Company, a well-known and 
successful book-selling firm of Buf
falo. After Mr. Grauer had read 
the book he became convinced of its 
possibilities, and agreed to help us 
work out and execute a plan of 
national sales promotion. The plan 
was to be worked out and proved in 
the Ulbrich store, and then syndi
cated to the country.

THE basic difference between this 
plan and most sales promotion 
plans was that, instead of the manu

facturer preparing the plan accord
ing to his own ideas and giving it di
rect to the trade, we had a well- 
known bookseller adopt the plan as 
his own, and then write on his own 
stationery to other booksellers 
throughout the country giving them 
the plan in detail and urging them 
to try it locally.

“It seems to me,” wrote Mr. 
Grauer in his first letter to “Fellow 
Book Merchants,” which was the 
preliminary gun in the campaign, 
“that we have a great opportunity in 
Bruce Barton’s new book ‘The Man 
Nobody Knows’—an opportunity to 

stimulate our businesses and an op
portunity to serve our communities.

“We have planned a real effort on 
this book and, for sentimental rea
sons, a friend of the author’s has 
made it financially possible for me 
to broadcast this plan to certain 
members of the book trade in the 
hope that they also will adopt this 
sales program in whole or part.”

The various steps in the campaign 
given by Mr. Grauer to his fellow
merchants were as follows:

1. An advance mail campaign to 
charge account customers, the mail
ing in each case to precede the sale 
of the book by one week.

The sample letter attached men
tioned that only a limited number of 
copies of the book had been allotted 
to the dealer and enclosed a post
card for reply by which the charge 
account customer might make sure 
of getting a copy of the first edition 
by having it delivered and charged 
to his account.

2. Window display. A suggestion 
for a window display which any 
local sign painter could make was 
given, together with an illustration 
of the Ulbrich window, which was 
inserted into the letter at this point. 
Mr. Grauer gave the cost of his sign 
as $6.50.

A supplementary window display 
was suggested, consisting of a 
changing record of the number of 
books sold to date, figures to be 
changed twice daily as sales pro
gressed.

3. Store display. Mr. Grauer’s 
letter next gave a suggestion for an 
effective interior display consisting 
of a table containing a display 
panel which could be made for a few 
dollars, two lighted candles, a copy 
of the Bible, and a copy of Mr. 
Barton’s book. This display like- 
was pictured in the letter.

4. Stores salespeople. Under this 
heading, Mr. Grauer gave sugges
tions for arousing the cooperation 
of the salespeople.

5. Package inserts. Here was 
outlined suggestions for stuffers to 
be made by the dealer and included

[CONTINUED ON PAGE 70]
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45
Leading 
Cleveland 
Distributors 
also say it’s
MR. NATIONAL ADVERTISER: 69.65 per 
cent of the total volume of business done 
by the 45 leading Cleveland distributing con
cerns comes from the City of Cleveland alone.

81.7 per cent of their total volume of business
comes from the TRUE Cleveland 
market.

The average number of salesmen 
for each of these firms is 11.8. The 
entire time of 5.6 of these same 
men is spent in the City of Cleve
land alone.

49.3 per cent of the time of an ad
ditional 2.3 salesmen who work in 
the TRUE (’leveland market is 
spent in the city alone—an cquiva- 

‘A.. Press 
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First 

Mvertisin^ 
Buy in 
Cleveland

l<mt of 6.13 out of the 11.8 men 
working in the City of Cleveland alone.
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and Eastern Indiana, these 45 big distributing 
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outside the TRUE Cleveland 
market.

Recognizing their market of great
est productiveness, these 45 repre
sentative distribufM« d<*ote 67 
per cent of their selling effort to 
the TRUE Cleveland market and 
therein derive 81.7 per cent of 
their patronage.

This information is compiled from 
signed statements of the 45 execu- 
five heads of thcHe companies and 

is on file in our office.

We will gladly send you more complete details 
of this survey. Write!

And now another authority on Cleveland marketing officially OK’s the TRUE Cleveland Market. 
Now Editor and Publisher, the Audit Bureau of Circulations, the Cleveland Bell Telephone Co., 
Twenty-two Leading Cleveland merchants, Forty-five Leading Cleveland Distributors, and The 
Cleveland Press stand as one in defining Cleveland’s TREE Trading area as that territory with
in 35 miles of Public Square.
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Three Forms of Competition That 
Face the Retail Dealer

By Edward M. Skinner
Vice-President, Wilson Bros., Chicago

IN any discussion of retailing 
problems there are several things 
to be considered.

First, what are the conditions at 
this time in the distribution of mer
chandise through the retail dealer?

Second, what policies of mer
chandising, etc., will it be necessary 
for the retailers to adopt to meet 
satisfactorily and profitably these 
conditions? And, third, what poli
cies or what procedure can the 
manufacturers and distributors 
adopt to cooperate with and help the 
retailer and themselves in the 
important matter of distribution?

There are more than a million re
tail stores in this country today: 
that is, one for every 22 families. 
Beyond a doubt there are too many 
citizens in the United States trying 
to make a living by engaging in the 
retail business. Americans are pay
ing too much store rent, too much 
clerk hire and too much overhead 
for the retail business. One out of 
every twenty adults, men or women, 
in this land make their living in the 
retail business.

Expert figures show that the re
tail clothiers have the shortest busi
ness life of all retailers, and there 
are 45,000 of them. Certain figures 
show that almost half of the 40,000 
men’s furnishers in the country have 
a capital of less than $5,000.

It is quite natural that, there be
ing too many retailers, a large 
proportion of them should be in
competent. In the year 1924 Brad
street reported 2312 failures and of 
these 1635 were caused by in
competence, inexperience, or lack of 
capital, or extravagance or neglect.

What are the conditions in the 
situation that manufacturers and 
distributors and the retail mer
chants have to meet? In the past, 
distribution of merchandise was 
done almost entirely from the manu
facturer to the jobber—now called

Portions of an address delivered before 
the Sixth District Convention of the Asso
ciated Advertising Clubs of the World, 
Chicago.

the distributor—then from the 
jobber to the retailer and then to 
the consumer. As time goes on the 
saving of the middleman’s profit be
comes more and more necessary and 
in recent years the development of 
distribution direct from the manu
facturer to the retailer has grown 
much stronger.

In most cases the strong jobber 
became a manufacturer, or at least 
partly so, and the position of jobber 
simply as a jobber becomes more and 
more difficult. There is no question
ing the fact that the nearer the 
manufacturers can be brought to the 
consumer the more economically the 
consumer will be served. So, the 
next step was the formation of the 
great mail order houses that sell to 
the consumer direct, and it can not 
be questioned that it is a perfectly 
logical economic step if the con
sumer is satisfied with the cost of 
the merchandise he receives. This 
step entirely eliminated the jobber 
and the retailer because the great 
mail order houses sell direct to the 
consumer. It is only necessary to 
keep in mind the immense and in
creasingly large volume of business 
of these great distributors to realize 
how large a volume of business has 
been lost to the retailer through this 
one channel.

THE next appeal for consumer 
patronage based upon the elimi
nation of the retailer is the distribu

tion of products direct from the 
manufacturer to the consumer by 
means of employing house-to-house 
canvassers. This method of dis
tribution has had a phenomenal 
progress in many lines, but none 
larger and more threatening to the 
retailer than in clothing and hosiery.

Again it must be noticed that this 
immense volume of business is lost 
to the retailer. Both of these 
methods of distribution have been 
bitterly fought from every stand
point and in the case of the house- 
to-house canvasser every sort of 
substitute has been attempted to

put a stop to the business, but it 
might just as well be acknowledged 
that the proposition of selling goods 
to the consumer that he wishes to 
buy at the lowest possible price, 
eliminating all unnecessary han
dling, is economically sound. Make 
up your mind that the competition 
of the house-to-house canvasser will 
not be defeated by legislation, but 
only by better merchandising, better 
service, just as economically ren
dered.

THE third serious menace to the 
average retailer comes not from 
the source that desires to eliminate 

the retailer, but from the retail in
dustry itself in an attempt to elimi
nate competition in what is known as 
the chain store. Here again you have 
a very strong combination, both in
tellectually and financially and based 
upon absolutely sound economic 
theory, the distribution to the con
sumer of the goods he desires at the 
lowest possible price.

These chain stores are managed 
by the shrewdest, most competent, 
most successful individuals in their 
industry. Their success is based 
upon the unquestioned fact that 
merchandise made and distributed 
in enormous quantities can be more 
economically made and distributed 
and the further unquestioned fact 
that a large distribution ably man
aged by expert people can effect large 
savings in distribution, a considera
ble portion of which is passed on to 
the consumer.

Of the three methods of distribu
tion which are today securing a 
large constantly growing volume of 
trade from the consumer and year 
after year greatly reducing the vol
ume that goes to the retail store out
side of a chain, it seems to me the 
chain store brings the greatest prob
lem to the retailer.

Before leaving the subject of the 
chain store, might I point out that 
it is not only the stores that are 
owned and operated by a large com
pany, but the chain of great high 

[continued on page 88)
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NTJ This advertisement is one of a series ap- 
• jD» pearingas a full page in The Enquirer.

Mr. and Mrs. Cincinnati Home-Builder
—and the most important building in the world

"1 think there ought to be a terrace at 
the rear. And—-

"Don't forget the fireplace. It must 
be big—room enough for a whole log. 
And we'll put a ship model—"

"Oh, I saw the best looking one to
day. And it costs only—’

Happy evenings, these. Evenings of 
dreaming, planning, figuring. Finally, 
out in some pleasant suburb, saws 
begin to sing and hammers to ring—a 
snug little home arises.

Here, most every day, Mr. and Mrs. 
Cincinnati Home-Builder come. And 
such weeks of eager waiting! But at 
last "moving day" arrives—Mr. and 
Mrs. Home-Builder are in their own 
home now!

On this same "moving day," an old 
address will be crossed out, and a new 

address noted on the subscriber lists 
of The Daily Enquirer. For Mr. and 
Mrs. Home-Builder wouldn’t think now 
of doing without the paper that helped 
them through the period of planning 
and building—that brought them the 
latest real estate and building news, 
ideas for interior decorating, informa
tion on household conveniences.

Within the next few months, some 
2,000 Mr. and Mrs. Cincinnati Home
Builders will travel the road from 
dreaming to owning. And every mile
post along the road will be marked with 
dozens of purchases. . .

You, Mr. Advertiser, have many 
things to sell that Mr. and Mrs. Home
Builder will buy during that time. Is 
it too soon to start selling them in the 
medium that Mr. and Mrs. Home- 
Build^read—The Daily inquirer?

$24,220,000 for 
a home!

During 1925, 2,413 Mr. and Mrs. 
Cincinnati Home-Builders turned 
dreams into real homes. In do 
ing so, they spent $24,220,000 
not counting furniture, decora 
tions, etc.
During these same twelve months 
The Enquirer carried 1,665,608 
lines of real estate and building 
advertising, more than any other 
(’incinnati newspaper.

I. A. KLEIN
New York Chicago

THE CINCINNATI
“Goes to the home,

R. J. BIDWELL CO.
San Francisco Los Angeles

ENQUIRER
stays in the home"
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W
HENEVER I come to Boston, 
when night falls (or if it has 
already fallen, which it had in 
the present instance), I purchase a copy 
of the Transcript and seek out Hong 

Far Low & Company's restaurant at 
38% Harrison Avenue. There, seated 
on a high stool at an inlaid teakwood 
table amid none too attractive sur- 
roundings, with a big bowl of chop '
suey, another of snowy white steamed 
rice, and a pot of tea before me, I settle 
myself for a half hour of rare content
ment.

Nor do I find any incongruity in 
mixing chop suey and the Transcript. 
Both bring back memories of my youth 
in Boston, where I started as a job 
press feeder at 27 Beach Street, not a 
stone’s throw from Hong Far Low’s, at 
$9.00 per week 20 years ago. Three 
cents for a Transcript came hard in 
those days, but I paid it and considered 
my money well spent, for it furnished 
food for my spirit, even as a 35c. 
bowl of chop suey assumed the aspect 
of a feast when I could no longer en
dure the inevitability of the fare at the 
Charles Street boarding house where 
my meal ticket entitled me to 21 mo
notonous meals for $4.00. . . . And now, 
as then, I find sundry items in the 
Transcript which set me to pondering. 
Tonight it is an article captioned, “Six 
Cents to Sell a Tack,” which chronicles 
the doings of the day at the Retail 
Hardware Dealers’ Convention now in 
session at Mechanics Building. ... It 
seems that Henry Duncan of Everett 
has worked it out that it costs 6 cents 
to make a sale in a retail hardware 
store, on an average. . . . For twenty 
minutes I have been sitting here think
ing of that 6 cents. It is a great sym
bol of merchandising inefficiency. Can
not some way be worked out to help the 
hardware dealer reduce that to 5 cents 
or 4 cents ?

L. S. Soule, editor of Hardware Age, 
threw some light on the problem in a 
talk at the morning session of the con
vention, in the course of which he said 
that a recent survey showed that only 
15 per cent of a hardware salesman’s 
time is given to actual selling-, the bal
ance being used in walking about in 
search of stock, and in needless con
versation and explaining due to faulty 
store layout and management.

I sometimes wonder if we don’t get 
so fearfully “fundamental” when we 
tackle the high cost of distribution that 
we forget the utterly practical 6c’s 
that go to make up the difference be
tween what the manufacturer gets for

in an advertisement without his writ!
ten consent. The man was asked to

an article and what the consumer pays 
for it. . . . I wonder, if Henry Ford 
were to buy out a hardware store, 
whether he wouldn’t work out some sort 
of a selling layout and store manage
ment system that would just about cut 
that 6c in half. Or perhaps Parsons of 
Woolworth might do it.

Eventually someone will find out how
to do it. Why not now?

—8-pt—
Gilbert H. Durston, advertising man

ager of The Mohawk Carpet Mills, tells 
this one on himself:

At the beginning of the New Year, 
he was dictating to a new stenogra
pher a memorandum dealing- with the 
funds budgeted for advertising during 
1925. The memorandum was intended 
for incorporation in the minutes of an 
approaching directors’ meeting and 
dwelt at length on the sums spent for 
the various forms of publicity. As dic
tated, the message ended with the 
phrase: “There remains a total unex
pended balance of $3,018.58 which re
verts to the treasury.”

As the new stenographer typed it, 
the message ran: “There remains a 
totally unexpected balance of $3,018,58 
which reverts to the treasury.” It was 
ordered to be so entered in the minutes!

Add: Truth in advertising.
—8-pt—

In an address before the lusty year- 
and-a-half-old Industrial Advertising
Division of the Cleveland Advertising 
Club, Leonard Smith, Editor of The 
Mail Bag, said something which it 
would be well for all of us to repeat to 
ourselves occasionally when planning 
to advertise via the postman. This was 
his sage observation:

"It's just as easy to annoy by mail 
as by personal selling.”

It is, indeed; which is why it is im
portant to give every piece of printed 
matter an attractive “personality,” and 
to think twice before sending out a 
third oi- fourth or thirteenth mailing 
just for the sake of a third or fourth 
or thirteenth mailing.

—8-pt—
Bulletin No. 628 sent out by the As

sociated Business Papers contains an 
item of news that should have broader 
circulation because it deals with a law 
that advertisers and publishers may 
bump into innocently enough, albeit ex
pensively.

It records the fact that one of the 
A. B. P. publishers is being sued, to
gether with one of his advertisers, be
cause the picture of a man was used 

stand beside a machine that was being 
photographed for advertising purposes, 
and did so willingly. After the adver
tising appeared, however, he fell into 
the hands of a lawyer who told him his 
rights had been violated and got him to 
start suit.

The suit is being brought under a 
New York statute passed about 20 
years ago, which applies not only to 
papers printed in New York, but to 
publications circulating in New York. 
The publisher and the advertiser are 
jointly liable, regardless of who takes 
the picture.

Good thing to know—and remember.
—8-pt—

“Advertising,” said a man to me a 
few days since, “is like a salesman—it 
must have something to do before you 
can put it to work.”

Isn’t the trouble with many business 
men that they are running their enter
prises on a hand-to-mouth basis without 
considering where they will be five 
years from now—or even where they 
would like to be?

—8-pt—
I commend this paragraph from the 

preface of Joseph Jefferson’s Auto
biography to every man and woman 
who would write good, simple, force
ful copy:

“Thoughts, too. should be jotted down 
as quickly as they come, and are more 
vigorous if shaped by the simple lan
guage that usually accompanies them ; 
labored alteration will sometimes rob 
them of their value, as a master stroke 
of the brush is often ruined by elabo
ration.”

—8-pt—
“Raise rate, cut copy size, and add 

reading matter.” advises G. I. Snowden, 
publicity director of the Hecht Com
pany, Washington. D. C„ according to 
the headline in The American Press, 
house-organ of the American Press As
sociation.

I second the motion. I am for smaller 
and better newspaper ads—yes, at 
higher rates if necessary—surrounded 
by more reading matter.
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Five Years of Circulation 
History Told in One Line!

Net Paid Circulation of The 
Milwaukee Journal

Advertisers will be interested in the chart at 
the left. It pictures, in a single line, the re
markable growth of Milwaukee Journal 
circulation during the past five years. This 
growth is all "solid”—The Journal has 
made these gains without the use of premi
ums or any other questionable method of 
circulation promotion.

150,000 New Milwaukee Journal 
Readers in Five Years

The Milwaukee Journal’s average net paid 
circulation for January, 1926, was 142,276 
—a gain of 33,313 over January, 1921. 
Based on the average number of readers in 
a family, The Journal has gained 30,000 
new readers every year for five years!

Advertising costs per sale in the Milwaukee- 
Wisconsin market can be kept lower than in 
other large markets where two and even 
three papers are needed to obtain as 
thorough coverage as The Milwaukee Jour
nal offers.

Read by more than 4 out of every 5 Mil
waukee families, The Journal reaches more 
than 500,000 Wisconsin people every 
day! Here you need only one newspaper—

The Milwaukee Journal
FIRST—by Merit
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Can the Minnows Compete 
VI ith the Whales?

the candy business with a capital of 
only $1,000. In 1919 he closed his 
stores and organized to manufacture. 
Then Oh Henry! began to do a business 
which rapidly became one of the sen
sations in the candy field.

IN other words the smaller-sized 
companies will do well to remember 
that nearly all of the whales of today 

were once minnows—and many of them 
only a few years ago had as their 
main assets their brains and enthu
siasm, which after all are the chief 
weapons in breaking through compe
tition.

There is another side to this matter 
of minnow and whale competition which 
I have not seen referred to lately in 
all the talk about mergers. It relates 
to the experience of the Standard Oil 
Company and The American Tobacco 
Company—both of which were formally 
dissolved and broken up not so many 
years ago because they were “trusts.” 
The success of the unscrambled prop
erties has been anything but disap
pointing to the stockholders. The to
bacco companies have advertised and 
competed in the briskest fashion and 
the only result apparently has been to 
increase their sales beyond fondest 
expectations. The separated Standard 
Oil Companies have managed to worry 
along in the same happy fashion. It 
will be interesting to see if the mergers 
of today prove to be as profitable as 
expected, or whether the strategic ad
vantages expected from the merger 
turn out to be as great as hoped for.

For one thing, the huge company 
with many products, either diverse or 
related in nature, totes a huge basket 
with many eggs to be watched. Here 
and there a smaller company, special
izing in a single or comparatively few 
products finds an opening in the walls 
of competition and breaks through for 
a victory. Therein lies one suggestion 
to the smaller company which hungers 
for growth. The merger company does 
not always find it simple to do justice 
to each of its many products or lines. 
That may be one weakness in its 
position.

Thus it would seem that Mennen 
came late into the field of shaving prep
aration. Williams and Colgate were 
the outstanding manufacturers in the 
field. They had cakes, and sticks, and 
powder, and creams. The cream seemed 
like the ultimate form of shaving soap. 
It was new. Its appearance on the 
scene opened the shaving preparations 
field anew. To some degree the whole 
field was starting all over again. This 
gave Mennen and others a chance to

[CONTINUED FROM PAGE 20]

come in, and with a good product and 
good advertising earn a place right up 
at the top. Here we have another ele
ment in competition which the large 
company must watch perhaps even 
more carefully than the small one. The 
appearance of new or improved types 
of merchandise often means a reshuf
fling of the cards and a fresh oppor
tunity all around. The advantage may 
be on the side of the biggest company, 
or may not. Which reminds us that 
the bigger a company grows, the more 
dangerously conservative it may be
come. People sometimes say this in a 
disrespectful way. This is not my 
meaning here at all. The big company 
must be conservative. It is operating 
on too large a scale to take many 
chances. It is faced with the threaten
ing reminder that “the bigger they get, 
the harder they fall.” One wrong move 
may result in a major calamity. In 
some cases this results in a policy of 
refusal to pioneer.

THE simple act of merging or be
coming the biggest in one’s field 
does not mean that a company is pro

tected against the little operators who 
compete with it. The little company 
can sometimes actually do business on 
a lower overhead per dollar’s worth of 
goods. As this statement runs counter 
to the belief generally held, a few 
words of explanation may be in order.

For one thing, as a company grows 
bigger it may, as previously referred 
to in one incident, have such a big in
vestment in old-fashioned equipment 
that scrapping is unthinkable. Due to 
increased personnel, more or less red 
tape is almost inevitable. The size 
and scope of the company’s operations 
makes the executives feel that the of
fices and plants must be laid out and 
furnished in a manner befitting such a 
big corporation.

Then there is the expense of provid
ing some substitute for the personal 
relationships which mean so much to 
many of the workers in smaller plants. 
The huge companies nowadays are ex
pected to have such trimmings as pen
sion systems, benefit societies, group 
insurance, medical first aid staffs, and 
educational and recreational advan
tages which are not expected in the 
smaller organization.

Then, in striving to make a place 
for themselves, the partners in a small 
enterprise often draw out less money 
than they are actually worth and might 
easily earn elsewhere. Bankers who 
know much about this sort of thing 
are often surprised to learn how low 
the overhead is in certain plants. The 

explanation is found in the money 
taken by the officers, partners or pro
prietors of the business. They are vol
untarily accepting less than their due. 
We may agree that in this practical 
world such proceedure is hardly com
mendable, but the effect on the business 
involved is to make a great proportion 
of the earnings of the company avail
able for a program of expansion.

The other side of the story has been 
presented here, because it is too easy 
to make the mistake of thinking that 
the most economical production is in
variably secured in the largest plant. 
The advantages of mass production are 
obvious and have been adequately 
placed before us. To quote one para
graph from the findings of the Na
tional Industrial Conference Board as 
reported in the New York Herald 
Tribune :

The extension of corporate owner
ship and the immense growth of busi
ness done by incorporated manufac
turing establishments, according to the 
conference board study, are inevitable 
accompaniments of the development of 
mass production and the intense appli
cation of science to industry, both re- 
oivring large capital, which it is pos
sible to obtain usually only under cor
porate organization. The history of the 
railroads,requiring vast amounts of cap
ital for construction and operation, and 
in which incorporation is complete, well 
illustrates th's relation between cor
porate ownership and large enterprise. 
Efficiency of production, with a cor
responding increase in total wealth and 
national income, the board furthermore 
points out, has been stimulated and 
made possible by the larger enterprises 
to a degree which the individually 
owned plant, necessarily limited as to 
financial resources, has not been able 
to attain.

IN gathering material for my book
“Breaking Through Competition,” 

which was reviewed in the February 
10th issue of the Fortnightly, I found 
many points which should be particu
larly interesting to the manufacturer 
who may be wondering how he can com
pete successfully against the merger 
or another and larger company in his 
field. In the space available here I can 
refer to but a few of these.

For one thing, the smaller company 
can sometimes concentrate to ad
vantage in one zone of the country 
where tastes and buying habits favor 
its type of product. The manufacturer 
catering to such local tastes can often 
outdistance the larger manufacturer 
who sells the same type of product 
throughout the country.

A break away from size and color of 
product often gives the innovator a
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D & C Paper * and
As you go through each day, the things 

you eat, wear, use—they come from the 
four corners of the world. Some man in
vested his time and money making them 
available — we call him a merchant.

The paper you wish to use cannot be 
made equally well in any locality. It 
takes certain climatic conditions, cer
tain qualities in the water used, certain 
skilled craftsmen not generally obtain
able. But that paper is available for you 

the Paper Distributer
at any time, in any quantities because 
of a merchant—your paper distributer.

There are twenty standard D y C 
lines, coated, uncoated and cover papers, 
all economically suited to their purpose. 
Let your paper distributer help you in 
the selection of your paper, whether for 
a single catalog or folder, or for a com
plete advertising campaign. Uis advice 
is worth real money—and doesn’t cost 
a penny.

DILL $ COLLINS
| Piaster of Printing Papers

List of Dill if Collins Co.’s distributers and their office
Atlanta—The Chatfield is Woods Company 
Baltimore—J. Francis Hock is Co.
Boston—John Carte Ei’ Co., Inc.
Buffalo—The Onion Paper Ei Twine Company 
Chicago—The Paper Mills Company 
Chicago—Swigart Paper Company 
Cincinnati—The Chatfield is Woods Company 
Cleveland—The Union Paper Ei Twine Co. 
Conc n, N. H.—John Carter Ei Co.. Inc. 
Des Moines—Carpenter Paper Company 
Detroit—The Union Paper Ei Twine Co.
Hartford—John Carter IS Co., Inc. 
Indianapolis—C. P. Lesh Paper Company 
Jacksonville—Kniehr Bros. Paper Co. 
Kansas City—Bermingham, Little IS Prosser Co. 
Los Angeles—Blake, Moffitt Ei Towne 
Milwaukee— The E. A. Bouer Company 
Minneapolis—Minneapolis Paper Co.
N i w York City—Marquardt, BlakeEiDecker, Inc. 
New York City—Miller Ei Wright Paper Co.

New York City—M. Ei F. Schlosser 
Omaha—Carpenter Paper Co.
Philadelphia—The Thomas W. Price Co. 
Philadelphia—Riegel Ei Co.. Inc.
Pittsburgh—The Chatfield Ei Woods Company 
Portland, Ore.—Carter, Rice Ei Co.
Providence—John Carter Ei Co., Inc. 
Richmond—Vireinia Paper Co.
Rochester, N.Y.—Geo. E. Doyle Company 
Sacramento, Calif.—Blake, Moffitt Ei Towne 
Seattle, Wash.—Carter, Rice Ei Co.
St. Louis—Acme Paper Company 
St. Paul—E. J. Stilwell Paper Co. 
Salt Lake City—Carpenter Paper Co. 
San Francisco—Blake, Moffitt Ei Towne 
Springfield, Mass.—John Carter Ei Co., Inc. 
Tacoma—Tacoma Paper Ei Stationery Co. 
Tampa—Knight Brothers Paper Co. 
Washington, D. C.—Virginia Paper Co.
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Q)ont expect fireworks!

HEN you invite 
Powers-House to 

discuss with you your 
advertising program, do 
not expect an exhibition 
of high-powered go- 
getter pyrotechnics.

P-H
A rocket makes a brave 
display on the way up 
but very shortly there
after it is only a burned- 
out relic of momentary 
glitter.

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

Powers y House
oAdvertising To.

HANNA BLDG. e5I i9i= CLEVELAND
Marsh K. Powers Frank E. House. Jr. Gordon Rieley

President I*. Pres. & Gen. Mgr. Secretary 

brand new market. Example: Parker 
Pens, oversize, and red instead of the 
usual black.

A new market may be won by seek- I 
ing to replace goods of another type. 1 
Thus one macaroni manufacturer ad
vertises to people to eat macaroni in- I 
stead of potatoes “as a welcome 
change.”

Entirely new uses may be discovered I 
for a product. Thus Oh Henry! is now 
being advertised as an ingredient in 
preparing various desserts.

A single element in a product may I 
be further developed, altered, or em
phasized. Victor differentiated itself 
by securing most of the leading 
operatic stars.

And these are but a few of the pos
sibilities which suggest themselves.

In this year of mergers, then, there ; 
are two thoughts that may well be 
remembered by manufacturers, regard
less of their size. One is particularly 
for the big manufacturer—a saying of 
Nanoleon’s. “The price of progress in
evitably rises.” The farther you get, 
the more it may cost to make still 
greater gains. And the man on top of 
the mountain is the one who can fall 
farthest if his foot happens to slip.

The other thought is a consoling one 
to the smaller manufacturer, and it is 
simply this: the big companies of to
day are practically all ones which were 
little companies only a few years ago. 
They had their Goliaths, too, and the 
increasing rate of change in tastes, 
needs, buying habits, and relative de
sirability of different types of com
modities is opening up opportunities at 
a faster rate than ever before. The 
opposition of all the physical ad
vantages in the world can’t stop the 
small manufacturer whose ideas and 
policies are superior.

4. L. Decker
Formerly of the McGraw-Hill Pub

lishing Company, New York, has be
come associated with George J. Kirk- 
gasser & Company, Chicago advertis
ing agency.

J. II. Neebe
Formerly with C. C. Winningham, 

Detroit Advertising agency, has been 
appointed to the executive staff of the 
Campbell-Ewald Company, advertising 
agency, same city.
Barton, Durstine & Osborn, Ine.

New York, will direct advertising for 
“Lysol” Disinfectant, manufactured by 
rhe Lehn Fink Products Company. 
Hinds Honey and Almond Cream, an
other specialty of this company, is also 
handled by Barton, Durstine & Osborn, 
Inc.

The Robbins & Pearson Company
Columbus, Ohio, will direct advertis

ing for the Standard Register Com
pany, Dayton, Ohio.
McKennee & Taylor, Ine.

New York advertising agency, has 
moved its offices to 285 Madison Ave- 

rN, | nue, New York.

-
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A Business Man once looked at his lithographer belligerently. "Why do 
you come in here and recommend Crane’s Bond when you know that we 
pay only one dollar and forty cents a thousand for our letterheads?”

The lithographer said that the Business Man had reached the place 
where his stationery should reflect his station. He said that Crane’s Bond 
was a paper good enough to represent the business in the minds of those 

who would see in it a sort of symbol of the business. As such a builder of 
good will and good impressions, as such a salesman (continued the lithog

rapher stoutly), Crane’s Bond should rightfully be taken out of the classi
fication of office expense and put in the advertising and selling budget.

By sticking to his guns the lithographer won his point, and the let

terheads of the Business Man became known as the best in his industry. 
As such, his stationery became a very inexpensive form of advertising, and 
the Man of Affairs rightly so regarded it.

Good stationery is made out of rags—all rags. The better the rags the better the paper. Crane’s Bond is made out of all newwhite 

rags, by people who have made the finest writing papers for 12.5 years, by people whose whole-hearted desire to make the finest 

paper has given the name "Crane the high esteem of large corporations, financial institutions, and twenty-two governments. 

CRANE O COMPANY, INC. DALTON, MASSACHUSETTS
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40% of the Farm Income in 
this territory is derived 
from the sale of Dairy 
Products

Production Area

Paper

New York City 
- Milk Shed"

of the

^The 
Dairy

DAIRY farmers by the very nature of their business are constantly 
in the market for the wide variety of equipment and merchandise 
essential to the operation and maintenance of a dairy and general 

farm and the farm family. A casual ride into any dairy section will 
show how important it is that manufacturers properly present their 
products for consideration by these farm families.

The moát effective and moát economical way to reach a dairy 
farmer is through a dairy paper. The only dairy paper with any con
siderable circulation in this territory is the Dairymen’s League News.

Economical Space Buying

To make a proper coverage of this territory and get your proposi
tion before these dairy farmers, you can beát use Dairymen’s League 
News and one only of the general átate farm papers. A átudy of adver
tising rates and diátribution of circulation will show how to do this 
moát economically. This arrangement gives leaát duplication of actual 
circulation, leaát duplication of type of reader and leaát duplication of 
type of reading matter. It achieves these things at loweát cost to you.

Dairy farmers are the moát important single group in this territory. 
Reach them moát effectively and economically, and make your coverage 
complete and moát uniform by using Dairymen’s League News and one 
only of the general átate farm papers.

Put the News on your next schedule and check results. Its low 
line rate—50c—and quality circulation also make it an ideal medium 
for test campaigns.

A request will bring you Sample Copy and Rate Card

NEW YORK 
120 West 42nd Street 

F. M. Tibbitts, Bus. Mgr. 
0. E. Everett. Adv. Mgr. 

Phone Wisconsin 6081

DAI^gyfENS News CHICAGO 
10 S. LaSalle Street 

John D. Ross 
Phone State 3652

Is This a Picture of 
Florida Business?
[CONTINUED FROM PAGE 21 j

for awhile. If we can’t find some way 
around the embargo, we’re through un
til Florida again becomes part of the 
United States.

Let me try to connect up some of the 
reports from the best salesman we have. 
Ordinarily he works a middle western 
territory, but with his proved ability to 
sell anywhere, and the certainty that he 
would not lose his head while in Flor
ida and desert us for real estate, we 
sent him down last fall. We had him 
drive his car down there, working the 
jobbing towns en route; but we cer
tainly wonder if the car has not been a 
bad handicap to him.

HERE are some of the things he 
has reported to us:

“I have heard wild stories, but never 
dreamed it possible for everybody to 
have the Gold Bug fever as they have 
here. Apartment houses get from 
$150.00 to $300.00, and the cheapest 
rates in the hotels run from $5.00 up. 
A friend of mine went with us today, 
and we were about worn out looking 
for a place to live.

“These jobbers are the most inde
pendent bunch I ever ran into, but I 
hope a little consistent work will bring 
them into line. The jobbers are simply 
swamped with specialty salesmen— 
with all kinds of deals, legitimate and 
otherwise; so some of them are posi
tively refusing an interveiw, and say 
they have to in order to accomplish 
anything. They don’t want items to 
sell; all they need is enough staples to 
fill orders. They are working from 
4:30 a.m. to 12 midnight, loading 
trucks for nearby towns. You can’t 
realize the condition down here; such 
congestion was never heard of. The 
rush came in so rapidly they are in no 
way prepared to handle tourists, mer
chandise or traffic.

“The heavy rains turned into a bad 
windstorm that swept the coast, caus
ing the highest tide since 1911, and did 
heavy damage all along the coast. 
Tree tops are blown off, and the palm 
trees in some sections look like tele
phone poles with no cross arms. It 
took us 3 hours and 45 minutes to drive 
26 miles, due to trees being blown 
across the road. I felt like a woods
man when we arrived at Daytona, hav
ing helped pull trees to the side of the 
road. There was no chance to run 
around them, as both sides of the road 
were flooded with water.

“Colored women, who do so much of 
the domestic work down here, don’t 
want to nay more than a dime for any
thing. When they go to the store, it’s 
a dime’s worth of this and a dime’s 
worth of that.

“I find that out of five retailers pre
viously sold in this town, two are out 
of business: two never received their 
previous order, and only one had 
bought since. This takes care of prac
tically everybody of any consequence 
in this town. Progress is slow, as 
everything is more or less flooded by 
continuous rains, making traveling 
more or less uncertain.

“The auto problem is the worst ever.
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Every street is a one-way street, cars 
running four and five abreast; and the 
sidewalks are just as crowded. Flor
ida’s housing problem is an awful one. 
You see so many homes and all kinds 
of buildings half completed on account 
of not being able to get material—all 
lines of trade have given way to the 
one grand business—Real Estate. It 
has been raining hard for 36 hours 
and seems to be getting worse. We 
tried to sell retailers today, but found 
them so busy it was impossible.

"Today looks like a total failure. I 
had the good luck to run into a number 
of stores where the owners were either 
fishing or selling real estate. Then I 
missed the buyer at the jobber’s, as he 
was away. I don’t know whether to go 
on or stay. It has been raining hard 
for two days, making travel slow.

"Jobbers tell me that when things ad
just themselves so they can hire help 
and secure housing space to take care 
of the business, they will be glad to 
get behind an item like ours. I am 
getting some placed in every store of 
any size in the better sections, and will 
invade the colored section next, as the 
best retailers are not selling enough of 
our kind of product to warrant hand
ling it, and are in practically the same 
position as the jobber, i.e., doing every 
dollar’s worth of business possible with 
the help they are able to secure. If I 
sell the same proportion in the colored 
section as I have in the better stores, 
they won’t need any more for a long 
time to come.

“I am starting to worry about mak
ing delivery of some of the jobbing 
orders. I thought possibly some could 
be drayed, but they are getting $300.00 
for a two-ton truck from Jacksonville 
to Miami, and they don’t care whether 
they get any more business or not.”

OUR home office is about 48 hours 
away from Jacksonville. We 

have just received a wire from one of 
our salesmen who is now in Fort 
Pierce asking for instructions. We 
wrote him letters 11, 12 and 13 days 
ago addressed to him care of one of 
the hotels in Fort Pierce. He is up 
against it until this mail arrives, be
cause it contains his future instructions, 
and his last salary check.

Another wire from him means that 
we will have to telegraph him money. 
We have asked our local postmaster to 
trace these letters, and perhaps they 
will arrive without further delay.

The thing that gets us, is that as 
far as the present is concerned, we 
were licked in Florida before we ever 
started. We would be vastly ahead, 
financially, if we had never heard of 
Florida. Until conditions are settled, 
we cannot be a large factor in the 
Florida market; so we would have 
saved lots of effort if we had waited.

Advice is cheap, but we recommend 
Florida to any manufacturer who is 
looking for expensive experimenting. 
There are a few little things, like the 
freight situation, imaginary and actual 
demand, distribution facilities, cost of 
securing orders, percentage of per
manent Negro population, etc., that 
will cause any unwary manufacturer 
to breathe hard. Florida may be the 
Land of Promise, but it is also the 
Land of a lot of other things.

don’t kid yourself 
about the 
Greater Detroit 
market; it is the 
livest salesfield in 
the country today 
and you can’t do 
it justice with any 
less than its two 
evening newspapers 
and two of its 
Sundays.
The Detroit Times 
contribution to 
coverage is more 
than 225,000 
evenings 300,000 
Sundays
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THE OPEN FORUM
WHEREIN INDIVIDUAL VIEWS 
ARE FRANKLY EXPRESSED

Paid Advertising?

YOUR statements in the last para
graph of the editorial [“The 
Pennsylvania’s Opportunity”] lead me 

to infer that you perhaps misunder
stood what General Atterbury said as 
to the Pennsylvania Railroad’s pur
poses in relation to advertising. The 
fact is that General Atterbury does 
feel that increased efficiency can be 
brought about in some degree by ad
vertising and it is “a broad-gage pro
gram of paid advertising” upon which 
the Pennsylvania Railroad intends to 
embark.

Ivy L. Lee, 
Adviser in Publicity, 
Pennsylvania Railroad.

For a Sophisticated Public

IWAS much interested in the
Charles Austin Bates article, 

“Twenty-eight Years After,” which ap
peared in your issue of February 24th 
—interested because the advertisement 
of Vanity Fair Silk Underwear on 
which he commented is one of a cam
paign for which I am responsible. Mr. 
Bates’ examples of the old R. & G. 
corset ads which appeared in 1898 in 
the Ladies’ Home Journal and which 
he compares with the current Vanity 
Fair Underwear ads offer, of course, a 
vivid contrast. But the comparison is 
not quite a logical one. If the Vanity 
Fair ads had been prepared for a 
Ladies’ Home Journal audience of to
day I am sure they would have en
countered the censorship of the editors 
just as much—if not more—as did the 
corset ads back in 1898. But the cam
paign was prepared for a sophisticated 
public—the women who read such 
magazines as Vogue, Harper's Bazaar, 
Cosmopolitan, and Photoplay. These 
women are quite used to sophisticated 
illustrations and copy in the editorial 
pages of these publications. The ma
jority of these women, whether they 
admit it or not, do want to achieve 
that, to put it crudely, “undressed 
look.”

Don’t think for a moment we went 
into this campaign without a great deal 
of investigating. The women who 
give us fashion counsel, the buyers 
from Vanity Fair’s best dealers, and 
the Vanity Fair salesmen—all these 
reported that women of the type who 
are Vanity Fair’s best customers 
wanted the sheerest, clinging under
wear.

As to Mr. Bates’ query “Aren’t the 
silk people possibly inviting trouble?” 
—possibly they are from some women,

but that is the risk we are willing to 
take if it means greater demand from 
the type of women who are the best 
customers. So far, only two ads in the 
series have appeared, but, as far as we 
know, they have produced only favor
able comment. As one customer said 
to a Vanity Fair salesman, “Well, now 
at last you are giving me a real reason 
to buy glove silk underwear and I have 
never worn it before.” In another in
stance, the buyer of a large New York 
department store met the sales man
ager of the Vanity Fair Silk Mills on 
the train and said “That’s quite an ad 
of yours I noticed in Harper's Bazar.” 
The sales manager replied “What do 
you think of it?”—to which the buyer 
answered “Well, a bit daring perhaps, 
but striking—and the way you treated 
the copy with Mary MacKinnon’s name 
attached to the illustration all seemed 
to me to avoid over-stepping the mark 
of good taste.”

Wm. B. Powell, 
Tracy-Parry Company,

New York.

In 1946

THE past twenty years have seen so 
many changes and so much prog
ress in the field of advertising that we 

should not be surprised if in another 
twenty years, a system is evolved that 
bears no resemblance to the one we now 
have. I believe that by that time, the 
advertising expert will have to embody 
certain minimum qualifications; he will 
no more try to disturb the friendly re
lation between a rival and that rival’s 
client than a physician would try to get 
a brother doctor’s patients away; he 
may call into consultation the talent of 
a rival agency; he will share some of 
his knowledge, particularly that part 
which is basic and which tends to more 
economic distribution of merchandise; 
he will receive his compensation on a 
basis that bears a closer relationship to 
service rendered; he will be more inter
ested in doing a good job than in the 
amount of his income; he may take on 
some unprofitable business; he may 
even have a free clinic for charity 
clients.

In that connection, I may remark 
that I have in my pocket a letter from 
a stranger to me who writes that he 
proposed to engage in the manufacture 
of girls’ hats. He wants me to advise 
him whether to use exclusive agencies 
or sell to everybody; how to organize 
his sales force; where to locate his fac
tory and a few other simple things like 
that. I am not sure whether we would 
regard this as a tribute to the practical

character of the college professor or an 
indication of the simplemindedness of 
the manufacturer. But this at least is 
fair to ask: Where was the man to go 
for advice? How can the small strug
gling beginner who needs help most get 
competent marketing counsel? Does not 
the advertising expert have an obliga
tion toward the community as a whole 
to prevent, if possible, the wastes due 
to haphazard and unscientific methods 
of distribution? In the final analysis 
it is the public that pays for all market
ing mistakes.

G. B. Hotchkiss,
New Y'ork University, School of Com

merce, Accounts and Finance.

Wording of the Ideas

MY years of experience in depart
ment store advertising cause me 
to concur with Mr. Gundlach. We dem

onstrated time and again that the mes
sage sold the merchandise — not the 
number of words but the wording of 
the selling ideas. I think Mr. Gundlach 
has put down the proof of what many 
advertisers are groping for — greater 
productivity from their advertising 
dollar.

Wm. D. Me Junkin, President, 
McJunkin Advertising Company, 

Chicago.

Ten Words or A Thousand?

MR. GUNDLACH’S theory is in
teresting, but isn’t it just a the
ory?

So many big advertising successes 
pop into one’s mind which seem to re
fute it. Camel, for instance, and Palm
olive, and best of all, the Dodge Broth
ers’ campaigns.

Has Mr. Gundlach ever tried the 
other way? He seems to be on firm 
ground with mail order copy, but what 
would he do with a product of low unit 
cost, claiming every housekeeper in the 
country as a potential customer — an 
ingredient which is so like its principal 
competitors that not one user in one 
thousand can distinguish between the 
lot of them? Evaporated Milk, for 
instance.

And finally, isn’t it a fallacy to say 
that copy should be long, or short, or 
medium? Shouldn’t it be “long enough 
to reach the ground”; and won’t it be 
read as long as it rouses and retains 
interest, whether it runs ten words or 
one thousand, in six point or thirty- 
six?
Stuart Peabody, Advertising Manager, 

Borden Sales Company, Inc., 
New York.
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What does this sales curve show?
SaLES managers often remark that 
this is the type of sales-curve they like 
to see, because it shows sound, steady, 
solid growth.
“Sound, steady, solid” describes more 
than just the way in which Better 
Homes and Gardens became a factor 
in the lives of over 700,000 American 
families. It also describes the influ
ence which these families exert on the 

sale of any product that concerns the 
planning, building or improving of the 
home and garden.
Facts on Better Homes and Gardens, 
as they apply to sales, have been con
densed into Booklet A-51. Every 
executive who plans advertising to win 
the family and home market can well 
afford to invest a few minutes’ time 
reading it. Your copy is waiting for 
your letter.

700,000 NET PAID

RetterHomes 
vand gardens

E. T. MEREDITH, PUBLISHER DES MOINES, IOWA
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who are the Tmidest of 
worlds (greatest event?

viction of the Legion Mem
ber that a duty devolves on 
him to do his part in foster
ing those forces of good 
which make for American 
stability.

Legion Members are lov
ers of the home. They par
ticipate in great civic move
ments. They are helping to 
BUILD America. And 
building is never accom
plished without BUYING.

Never before in the his
tory of the world has it been 
possible to purchase adver

tising space in a publication 
distributed EXCLUSIVE
LY to that tvpe of people.

Never has it been possi
ble to reach such people in 
the very publication which 
serves to BIND THEM 
TOGETHER.

Through ordinary ad
vertising you reach the 
Legionnaire merely in a 
passive, passing way. But 
in the LEGION publica
tion you reach him where 
his heart is

—where he LAVES!

331 Madison Avenue 
New York, N.Y.

MERICAN
EGIONvêc^

New England Representative 
CARROLL J. SWAN

410 N. Michigan Ave.
Chicago, Ill.

Pacific Coast Representatives BLANCHARD—NICHOLS—COLEMAN
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Here’s an opportunity 
to buy quality circula
tion on a sharply rising 
market.

i
» » » »

Applying Imagination 
to Selling Castings

[CONTINUED FROM PAGE 32]

these methods but the greatest display 
of it comes in the establishment of a 
definite style of advertising which goes 
directly to the point without inference, 
generalities or prosaicism. Such a 
campaign is being carried out by the 
Industrial Steel Castings Co. of Toledo.

In this series the advertiser has taken 
a leaf from the book of the so-called 
“popular” advertiser for he uses art to 
impress his firm on the minds of his 
prospects. This method used primarily 
as an introductory measure gives a dis
tinct individuality to the product and 
also lessens by means of contrast the 
competition which the advertising must 
meet among other industrial business 
paper advertisers. The artist has not 
attempted to depict the casting of 
metals with absolute fidelity to detail 
but has rather attempted to present an 
ensemble of activity that cannot fail of 
identification with the industry and 
which is inseparable with the product. 
As a means of introducing a new cam
paign this method shows originality and 
an “imaginative conception of the work 
to be accomplished.”

Who says industrial advertisers have 
no imagination?

More than 60,000 
net paid circulation 
—and growing.

» «
» !» !» !» « !»

AMERICAN 
MERCURY

730 Fifth Avenue 
New York

»
» »
»

!»

E. L. Carroll
Formerly with the Class Journal 

group of the United Publishers Corpo
ration, has been appointed advertising 
representative of the Dearborn Inde
pendent in the Michigan and Ohio ter
ritory, including Buffalo and Pitts
burgh.
Carman-in-N ew England

Publishers’ representative, Boston, 
have been appointed New England 
advertising representatives of The 
Forum.

J. A. Van Buren
Formerly in charge of department 

store advertising for the Cleveland 
Plain Dealer, has been appointed clas
sified advertising manager of that 
paper. James Llewellyn, formerly in 
charge of the make-up and copy desk, 
has been appointed as his assistant.

Earl K. Stevens
Has become associated with O. S. 

Tyson and Company, Inc., New York 
advertising agency, as secretary and 
director.
The John S. King Company, Inc.

Cleveland, Ohio, announce that C. A. 
Brinkman, formerly with the Fuller & 
Smith Company, has succeeded J. P. 
Garvey as vice-president and general 
manager of their company; and that 
they will direct advertising for the fol
lowing accounts: The Vreelands, 
Cleveland, manufacturers of “Hair- 
erba”; the Clarence H. Collings Com
pany, Cleveland, manufacturers of 
marble tiles; and the Independence 
Nurseries, Independence, Ohio.
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I h/^ WaTVC SYetv YorksX1LV1 ivWd Picture Newspaper 

now sells more than 

a million copies everyday

February 1926 AveragesDaily . . . 1,018,932 Sunday .. 1,267,084 
(These circulations are by far the largest in America)

Tell It To Sweeney—the mass 
market of New York—in The News. 
Bought by more than two-fifths of all 
morning newspaper buyers in New York 
City, reaching a million families, read by 
women as well as men, by young and old. 
The Marvelous Million of The News offers 
the greatest single market available through 
any newspaper in America.
Buy The News now. Still on a rising market!

THE B NEWS
ENew York's Ticture ENewspaper

25 PARK PLACE, NEW YORK 
Tribune Tower, Chicago
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What About the 
Campbell Position?

[CONTINUED from page 34]
copy used by Mr. Summer in all of his 
deductions was always 100 per cent— 
never poor?

Some years ago one of our leading 
publications in an editorial stated that 
we were apparently going research and 
investigation wild. Their deduction be
ing that this was caused by a tendency 
on the part of a lot of people to be
come too lazy to think. I wonder if 
maybe we aren’t becoming a little too 
lazy to think out what advertising copy 
should be and then when failure comes, 
the run-out powder is the medium, posi
tion or some other reason.

But all of this is just a little aside 
the point raised, "Why One-Price Space 
in Periodicals?” That’s an easy one 
too. There isn’t an advertiser today, 
whether he be a publicity advertiser or 
a coupon seeker, who would for one year 
consistently pay as much as even twice 
the amount for the Campbell page as 
against the middle of the advertising 
section. “Why not?” you ask. For the 
very simple reason that his sales would 
not vary enough to be noticeable if he 
did do so, and after all is said and done 
—that’s the final answer.

“Panhandle Herald”
Texas, has been purchased from Lee 

Satterwhite by David M. Warren, Dr. 
J. E. Nunn and J. L. Nunn, all of Ama
rillo, Tex. Mr. Warren has been man
aging editor of the Amarillo Daily 
News, of which Dr. J. E. Nunn and 
J. L. Nunn were at one time owners.

“The Boys’ Outfitter”
Announces that Frank D. Morris 

has been appointed business manager; 
and that Kathryn Bates Stephens, 
formerly with Arts and Decorations, 
has been appointed editor. N. N. 
Siegfried is the new merchandising 
manager.
Janies A. Beatty

For the past six years space buyer 
of The Harry Porter Company, New 
York advertising agency, has been 
elected secretary and treasurer of that 
company.

United Advertising Agency, Inc.
New York, will direct advertising for 

the America Dry Corporation, Long 
Island City, N. Y., manufacturers of 
America Dry Ginger Ale.
William J. Burgess

Formerly with Frank Seaman, Inc., 
New York advertising agency, has be
come associated with Dan A. Carroll, 
Eastern representative of the New 
York Telegram. He will work on New 
York Telegram accounts in the na
tional field.
Martin Advertising Agency

New York, announce the removal of 
their offices to 37 West Thirty-ninth 
Street, same city.



THE average man today covers a much wider range 
of local territory than a few years ago. The modem 
complexity of life and improved facilities for getting 

over more ground have vastly increased the circulation 
to which Outdoor Display is continually exposed.
Each year of increased prosperity develops a huge army 
of new spenders for the market — people who have 
just arrived at a financial state where they can now 
afford to buy the things which yesterday they desired 
but could not afford. They are more susceptible to ad
vertising appeal than any other part of the advertiser’s 
potential market. This fresh army of spenders coming 
up over the business horizon presents to the advertiser 
an increased urge to secure the tremendous circulation 
which Outdoor Advertising provides.

National Outdoor Advertising Bureau
INCORPORATED

FT. Hopkins, general ¿Manager H.F Gilhofer. Western ¿Manager
N.E.Comer gf 32 Park Ave.,New York Lytton Bldg.. State St. amt Jackson Blvd.,Chicagp

Detroit Office,General Motors Building

A Co-operative Organization of Advertising Agencies for the Handling of Outdoor Advertising
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Daily Hotel Delivery 
RECORD

A Basic Purchasing 
Power Index by Counties

[CONTINUED FROM PAGE 24]

1925 1926
Jan. 3..30I

44 10...613
44 17 . . .649
44 24. . . 802
44 31... 761

21.
28.

.1094 
1003

. .614

Mar. 7..
44 14..
44 21 . .
44 28.

.575

.551

.497

.479

April 4. . .534
44 11... 324
44 18... 584
44 25... 607

May 2... 587

23...481
29...431

June 6...495
44 13...456
44 20...386
44 27... 358

July .230 
.572
.581
.583

15.
22. .
29.

.663

.989 

.750 

.707

.460

Sept. 5...508
44 12...243
44 19...428
44 26. . .506

*Oct. 3..
44 10.
44 17.
44 24. .
44 31 . .

.176 

.538 

.338 

.441 

.638

Nov. 7...267
44 14...398
44 21. .360
44 28... 281

Dec. 5 ..283
44 12... 336
44 19... 354

Total. ...26,477

Jan. 9...580
44 16...622
44 23. . . 694
44 30... 581

Feb. 6...759
44 13...574
44 20...472
44 27...411
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•Week of .Jewish Holidays

The above shows the number 
of visiting buyers each week 
who received the current 
number of Nugents in 1925. 
The service continues through 
1926.
THE ALLEN BUSINESS PAPERS, Inc. 
1225 Broadway New York

high incomes. Taken together, how
ever, they tend to compensate one an
other.

Tax return data also tend to com
pensate for the errors in income dis
tribution as reflected by the value of 
products index when the income accru
ing from basic production goes to the 
shareholder in another area.

IN view of the varying characteris
tics between the various states 

composing the United States, it is hard
ly to be expected that any single treat
ment would yield the best results for 
all States.

With a view of determining the for
mula best adapted to each type of State, 
further tests were conducted by divid
ing the United States into groups of 
States that were considered as being 
economically and geographically sim
ilar.

In other words, instead of letting the 
United States total represent 100 per 
cent we will let each group represent 
100 per cent and develop new percent
age figures for the individual States 
comprising the group.

For example, if a special test on 
New York, New Jersey, Massachusetts 
and Connecticut is desired we will let 
the economic data on these States alone 
represent 100 per cent and develop new 
percentages for each of these four 
States and test our formulae on the 
basis thereof.

For the purpose of determining which 
States fall in the same economic groups, 
a special table was designed for the 
purpose of showing the relative eco
nomic status of each State in the Union.

The table which accompanies this ar
ticle indicates the various factors that 
were considered in this connection. 
These factors were chosen more or less 
arbitrarily.

Special attention is directed to this 
table which not only provides a some
what scientific basis of classification 
from the standpoint of this particular 
study, but which suggests a convenient 
method of approaching similar prob
lems in other fields of inquiry relating 
to sectional comparison.

The tabulations on the table are ar
ranged on the basis of the descending 
or ascending value of the factors under 
consideration, with a view of throwing 
similar States in the same vertical posi
tion on the table.

By using this table as a work sheet 
and tracing each State across the sheet 
the similarities between different States 
was readily determined.

The basic classifications determined 
upon through the use of this table were 
as follows:

1. Southern Group—Characterized by low 
per capita income and extensive agricul
tural operations. (South Carolina, Georgia, 
Alabama, Mississippi, etc.)

2. Sparsely Settled Western States — 
Characterized by high incomes, range cattle 
and mining operations. (Arizona, Nevada, 
Montana, etc.)

3. Urban Group—Thickly settled indus
trial States having a high percentage of 
their population in large cities. (New York, 
Rhode Island, Massachusetts, Illinois, Mich
igan, etc.)

4. Miscellaneous and Hybrid Groups— 
Some States do not fall under a distinct 
classification and must therefore be tested 
with groups especially designed for the pur
pose. (West Virginia, for example, ap
pears to be a cross between Pennsylvania 
and Oklahoma. Maine, New Hampshire 
and Vermont have the characteristics of 
Massachusetts on the one hand and Mon
tana on the other, etc.)

We are now in a position to apply 
our formulae to selected groups cor
responding more closely to the condi
tions represented by the relations be
tween the different counties within an 
individual State.

For example, Alabama, Mississippi 
and South Carolina taken as an isolated 
group appear to provide us with test 
conditions closely analogous to the 
counties within any one of these States. 
In other words, South Carolina, in its 
relation to this group, is comparable to 
a single county in South Carolina in 
its relation to the State of South Caro
lina as a whole. It is assumed, there
fore, that the particular formula which 
will give the best results for such a 
group will give the best results for 
the counties within the States compris
ing the group.

IT is true perhaps as applied to 
average counties within those states 

but how about the counties contain
ing large cities? It could hardly be 
be said, for example, that Fulton County 
(Atlanta) is to the State of Georgia 
as Georgia is to the southern group.

In order to reckon with the effect of 
large cities an analogous condition was 
constructed by using such a State as 
Rhode Island or Massachusetts as rep
resenting the characteristics of a large 
city.

By throwing Rhode Island in with 
the southern group and conducting ad
ditional tests, the accuracy of the sev
eral formulae from the standpoint of 
a large city could be sensed.

On the basis of the various groupings 
and combinations of groupings, a total 
of eighteen groups were tested in addi
tion to the preliminary tests on the 
United States as a whole.

These tests not only covered States 
that were economically similar, but 
also a number of groups that dovetail 
into one another with the idea of get
ting as many different kinds of com
binations as appear likely to occur as
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Thought 
Stimulator”

Every forward looking executive should be 
reading the Fortnightly regularly for the wealth 
of practical material in each issue. A fact that 
is being rapidly realized and accepted by many 
who were once "too busy for

ADVERTISING AND SELLING FORTNIGHTLY Canadian, ^3.50
9 East 38th Street, New York City Foreign, ^4.00

Enter my subscription to the Fortnightly for one year. 

□ Check for $3.00 is enclosed. 

Q Send bill and I will remit promptly.

--------------------------------------------- cpositim__________________________________  

cAddress.--------------------------------------------------- Company_________________________ _______

C'1?----------------------------------------------------------Stale_____________________________________
3-10-26

another publication”.

Eight thousand two hundred 
present subscribers offer ample 
testimony of our steady growth. 
If this happens to be one of the 
occasional opportunities you have of 
reading the Fort
nightly, wouldn’t 
right now be a good 
time to join this 
representative group 
and be a regular 
reader? ^Selling

FORTNIGH n0

between the counties in any single 
State.

Through such group testing, the for
mula best suited to each State was de
termined. Incidentally, the formula 
finally chosen for a given State was 
not necessarily the same as the formula 
which showed the best agreement for 
that particular State in the previous 
tests. In the case of Alabama, for 
example, Formula No. 3 shows up best 
when Alabama is tested as a part of 
the total United States, but the more 
extensive tests on the basis of special 
groupings indicated quite positively 
that Formula No. 2 is superior for 
such territory as Alabama.

UP to this point we have dealt with 
problems to which the answers 
were known. We will now venture 

into the unknown by applying the for
mula selected for each State to the 
individual counties within that State.

In the case of such States as Ala
bama, Mississippi, Georgia, etc., it was 
established that Formula No. 2 would 
give the most accurate results. Hence, 
the conclusion is drawn that Formula 
No. 2 will give the oest results for 
the individual counties composing Ala
bama.

In other words, the income for the 
counties in Alabama can best be esti
mated by reducing following data for 
each county in Alabama to a per cent 
of the Alabama State total: (a) Value 
of Products; (b) Number of Retail 
Outlets; (c) Total Population; (d) 
Number of Income Tax Returns,

Weight the income tax returns per 
cent twice and average the figure. The 
resulting weighted average represents 
the per cent of Alabama’s income re
ceived by the county under considera
tion.

BY applying the percentages thus 
developed to the effective income 

for the State as a whole, we arrive at 
an estimate of the total effective in
come received by each county, and then 
by dividing the effective income of each 
county by the population of the county 
we can determine the effective per 
capita income for each county. Our 
final product therefore provides us 
with income data for each county ex
pressed in three ways, namely:

1. The effective income of each coun
ty as a per cent of the State total. 
2. The amount of effective income re
ceived by each county expressed in 
dollars. 3. The effective per capita in
come of each county expressed in dol
lars.

The following example shows the 
derivation of this data for Autauga 
County, Alabama.

Atauga County as a per cent of the 
Alabama State total has—

.91% of the total value of products in 
the State

.59% of the retail outlets in the State 

.80% of the total population in the State 
•23% of number of income tax returns in 

the State
.91 + .59 + .SO + 2 X 23

Thus Autauga County receives .552
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per cent of Alabama’s income. The 1 
average effective income of Alabama 
for the past five years is estimated at 
$706,600,000. Therefore, .552 per cent ! 
of S706,600,000 gives an estimate of i 
53,900,432 representing the annual ef
fective income received by Autauga \ 
County. The census figures show that 
the population of Autauga County is 
18.908.

53,900,432 divided by 18,908 gives us 
an average annual effective per capita 
income for Autauga County of $206.

This analysis of purchasing power has 
some obvious limitations:

The estimates do not reflect current con- 
ditiMus, the method as outlined being suited 
only to the development of static figures or 
"norms" which serve as a basis upon which 
to interpret current business reports. |

While the State incomes are all on the 
basis of a five-year average, the data 
through which the county indices were de- j 
veloped was on the basis of single years. 
While it is felt that the relative distribu
tion of population and retail outlets does I 
not vary widely from year to year, the I 
value of products data, as well as the in
come tax data, should be taken for more 
than one year In order to more effectively 1 
compensate for fluctuations from year to 
year as between counties.

Value added by manufacture is not pub- 
hshrd for certain individual counties be
cause of the desire on the part of census 
officials to avoid disclosures of individual 
operations. In such instances adjustments 
have been made on a somewhat arbitrary 
basis.

The chaotic conditions characterizing the 
post war period make much of the data of 
questionable value.

Morgan & Bierwith, Inc.
New York, is the name of an ad ver- 1 

tising illustration service recently ■ 
organized by Raymond G. Morgan and 
John H. Bierwirth, Jr., both formerly 
of the Ethridge Company, New York.

Massengale Advertising Agency
Atlanta, Ga., announces that its 

Miami office has been moved to 1214 
Realty Board Building, Miami, Fla.

Ingraham, Powers, Inc.
Publishers’ representatives, have 

been appointed national advertising 
representatives for the Oswego (N. Y.) 
Palladium-Times.

The ultimate effect of the radio 
on the home habits of mankind 
is problematical.
Unquestionably, it has altered 
the daily program of millions, and 
affected many lines of business. 
But there is one of the major ac
tivities of the average household 
it has not changed, and that is 
needlework.
From that day in the unknown 
past, when one of our earliest an
cestors fashioned the first needle 
from a fish-bone, down through 
countless ages to the present mo
ment, needlework has held a very 
definite place in the lives of 
home-makers.
And not even so marvelous a 
thing as the radio can lessen its 
need or diminish the enthusiasm 
of its devotees.

Seymour Soule
Formerly assistant advertising man

ager of Devoe & Reynolds Company, 
Inc., New York, has been appointed 
advertising manager of Wadsworth- 
Rowland & Company, Boston, a sub
sidiary company of Devoe & Raynolds 
Company, Inc. Mr. Soule is succeeded 
by Robert H. Bennett, former vice
president of the Ajax Advertising 
Agency, New York.

ROBERT B. JOHNSTON.
Advertising Manager

George S. Dyer
Formerly secretary of Henry Decker, 

Ltd., is now associated with the Irwin 
Jordan Rose Company, Inc., New York 
advertising agency, as vice-president.

Fred J. IT onders
Formerly advertising manager of 

the Canten Engraving and Electro
typing Company, has become associated 
with the S. M. Masse Company, Cleve
land advertising agency.

Member A. B. C.

Fill in, tear out and mail this coupon

Robert B. Johnston, Advertising Manager
Needlecraft Magazine
285 Madison Ave., New York, N. Y.
Send complete analysis of Needlecraft Magazine’s circu
lation of 1,000,000 and reason why it can increase the 
sale of

Name of firm.
Individual...
Address........
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BRITISH ADVERTISING’S GREATEST
REFERENCE WORK

100,000 QUERIES CON-
CERNING ¡BRITISH
ADVERTISING AN
SWERED KN ONE BUG 
VOLUME.

November 30th, 1925, was the date of 
publication of the first Great Reference 
Work covering every branch of British 
Advertising—the BRITISH ADVER
TISER’S ANNUAL AND CONVEN
TION YEAR BOOK 1925-26.

This volume gives for the first time informa
tion and data needed by all advertising inter
ests concerning British advertising, British 
markets and British Empire Trade. You can 
turn to its pages with your thousand and one 
advertising questions concerning any phase of 
British advertising, media and methods—and 
know that you will find accurate and up-to-date

Y ou will see from the brief outline of con
, , , . r . o . tents adjoining, that this ANNUAL is really
four books in one. It contains: a Series of Directories and complete Reference Data cov- 
enng every section of British advertising—a Market Survey and Research Tables—a com- 
p.lete^^4vFrtlsl,nC Textbook covering the latest developments in British advertising—and 
the Official and Full Report of the First All-British Advertising Convention held this vear 
at Harrogate.

The 12 Directory Sections and 
the many pages of Market Data 
and Research Tables will alone 
be worth many times the cost of 
the book to those American Ad
vertising Agents, international 
advertisers, newspapers and 
magazines, who are interested in 
advertising in Great Britain, in 
British and Colonial markets, or 
in securing advertising from 
Great Britain.

For instance, here are given the 
1,100 leading newspapers, maga
zines and periodicals in Great 
Britain and the Empire—with 
not only their addresses and the 
names of their advertising man
agers, but with a complete sched
ule of all advertising rates, page 
and column sizes, publishing and 
closing dates, circulation, etc. 
Nothing so complete, comprehen
sive and exhaustive as this has 
ever before been produced in any 
country. In the Market Survey 
Section likewise there are thou
sands of facts, figures and sta
tistics given in the various 
Tables and Analyses.

The working tools of any American advertising man who is in anj' way 
interested in British markets or in British advertising cannot be com-plete without this great work of ref

reports of all events and official resolutions and addresses at the Herrogate Convention—and finally, altogether 100 articles and papers, each by a 
recognized advertising and selling ex
pert, giving a complete picture of British advertising methods, media 
and men up to the minute. A year’s labour on the part of a staff of able 
editors—the result of more than 14.0 00 separate and individually prepared questionnaires—the combined efforts of a score of experts—the help 
of more than 3,000 advertising men in collecting the data—all the-e have 
brought together in this volume every item of information you can need.

And withal, the price of this work 
is a mere trifle compared with its utility value. To secure the volume 
by return, postpaid, ready for your Immediate use, you need merely fill 
In the coupon alongside, attach your cheque or money order for $4.00 and 
the British Advertiser’s Annual and Convention Year Book 1925-26, will be in your hands by return.

CONTENTS—In Brief
Nearly 500 pages, large size, 

crammed with data, facts, ideas. 
First.—A. Complete Advertising Text-Book on the 

Advertising Developments of the Year; Methods. 
Media, Men, Events. 22 chapters, 25,000 words 
—a complete Business Book in itself.

Second.—Market Survey and Data and Research 
Tables——as complete a presentation as has yet 
been given in Great Britain of how to analyse 
your market, how to conduct research, how to 
find the facts you want, how and where to 
launch your campaign and push your goods— 
together with actual detailed facts and statistics 
on markets, districts, population, occupation, 
etc., etc.

Third.—The Official, Full and Authoritative Report 
of the First All-British Advertising Convention 
at Harrogate. Another complete book in itself— 
60,000 words, 76 Addresses and Papers—consti
tuting the most elaborate survey of the best and 
latest advertising methods, selling plans and 
policies, and distribution schemes, ever issued in 
this country, touching on every phase of pub
licity and selling work.

Fourth.—A Complete List and Data-Reference and 
Series of Directories, covering every section of 
British Advertising: Fourteen Sections, 5.600 
Separate Entries with all relevant facts about 
each, more than 250.000 words, embracing dis
tinct Sections with complete Lists and Data on 
British Publications, Advertising Agents, Over
seas Publications. Overseas Agents, Billposters, 
Outdoor Publicity, Bus, Van, Tram and Rail
way Advertising, Signs, Window Dressing, Dis
play-Publicity, Novelty Advertising, Aerial Pub
licity, Containers, Commercial Art, Postal Pub
licity Printing. Engraving, Catalogue and 
Fancy Papers, etc., and a complete Section on 
British Advertising Clubs.

Really Four Works in One—A 
Hundred Thousand Facts—The 
All-in Advertising Compendium.

Sign this Coupon and Post it To-day—
To The Publishers of British Advertiser’s Annual 

and Convention Year Book. 1925-26, 
c/o “Advertising & Selling Fortnightly," 
9 East 38th Street, New York.
Please send me one copy of the “BRITISH ADVER
TISE RS ANNUAL AND CONVENTION YEAR 
BOOK 1925-26“ postpaid by return. I enclose herewith $4.00 in full payment.
Yame ......................................................................
Address ....................................... ............................

The Stock Market 
Slump

[CONTINUED FROM PAGE 28]

If the present slump in the market 
moves along true to form, we will soon 
find the news of the country colored 
a deep blue. Rumors and forebodings 
will flood the press, and the character 
of practically everybody and every
thing will be attacked with the possible 
exception of the quality of the gold in 
the United States Mint.

The question is: Can American busi
ness stand up successfully under the 
attacks of our speculative element? A 
great many people who are ostensibly 
engaged in producing goods are far 
more interested in the fluctuations of 
the prices of their securities than they 
are in the output of their factories. 
There are some evidences of a definite 
movement on the part of legitimate 
business interests toward a new day of 
industrial independence and stability. 
We have succeeded in civilizing money 
and credit to such an extent that pan
ics like the one which occurred in 1907 
are no longer possible. There is also 
much hope in the fact that business has 
been educated during the past few 
years to abhor any movement tending 
toward the creation of a foolish boom. 
Today inventories are not inflated. 
Money is plentiful and credit is easy. 
It will be interesting to see if stock 
gamblers can bring about a serious de
pression in the face of conditions that 
are fundamentaly sound. This does not 
mean that we will not have to pay for 
engaging in foolish land speculation, 
excessive installment buying and other 
forms of waste and extravagance. 
However, an examination of the pres
ent situation will not disclose at the 
present time those factors that are the 
breeders of hard times. Business can 
well afford to slow down a bit and de
vote a little time to cleaning house. 
While conceding the wisdom of such a 
policy, let us turn a deaf ear and a bold 
front to the lamentations of rumor
mongers who would have us believe 
that just over the horizon are dire de
velopments that will soon show us the 
hopelessness of any notion that business 
can enjoy more than temporary pros
perity.

The need of the present moment is 
for original thought that is independent 
of the fallacious theories of the expo
nents of calamity.

Freeman Advertising Agency, Inc.

Richmond, Va., announces the appoint
ment of Lebaron Coakley as art direc
tor; and that it will direct advertising 
for the following concerns: The South
ern Biscuit Works, Richmond, Va.; the 
Budwell Pharmacal Company, the Med- 
O-Mint Company and the McCorkle 
Drug Company of Lynchburg, Va., for 
Southern publications; the Standard 
Feather and Pillow Company, Greens- 

| boro, N. C., for mail order publications.
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asks a subscriber: “Do you 
always agree with the articles 
you publish?” “No,” we answer. 
Nor do we expect our readers 
to do so. rhe Fortnightly 
is not a dispenser of dogmatic 
opinion. It is published for 
those who want to think on 
all sides of the problems that 
confront business to-day, and 
who enjoy an occasional fea
ture with which they honestly 
disagree
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4,000
Delegates, the executive buyers for 
the Y. IF. C. A. organization are on 
their way to the National

Convention
at Milwaukee, April 21—28 where 
they will select markets for this 
year’s appropriated budget of 

$23,580,000
If you have anything of interest to 
executives buying for

821 Y. W. C. A. buildings
301 hotels with 360,131 guests
304 cafeterias serving 29,326,891 meals
289 summer camps

We will put you in personal touch 
with these executives.
Place your product before two sets 
of buyers:

1. 4,000 buyers for 1,154,946 
women at the buying time of

2. Reach Individually
600.000 adult members
500.000 Girl Reserves. 

52,000 committee women.
Write for rate card and terms 
on service, which includes 
Convention displays, distribution 

of circulars, etc.
Advertising Manager

WOMANS PRESS
600 Lexington Ave.

New York, N. Y.

itaiotel .
^EMPIRE

New York's newest and most 
beautifully furnished hotel- 

.accomodating 1034 Quests 
Broad wag at 63-Street.

ROOM WITH PRIVATE BATH-
$350

ALL OUTSIDE ROOMS

vow** voftefs

At the conclusion of 
Vb each volume an in-

tlex will be published and mailed 
to you.

Before You Change Jobs
[CONTINUED FROM PAGE 30]

Some sales managers do not merit 
the title at all, and it is mainly be
cause they do not value their own dig
nity and the dignity of their profession 
when they accept a position. They fail 
first to make an analysis of a job, and, 
then, to stand up for the amount of 
authority which they know to be neces
sary to meet the responsibility which 
will be placed upon them.

IT is easy to say “Analyze the job,” 
but precisely just what does that 

mean? I herewith list as questions 
some important facts which should be 
considered when a sales manager is 
thinking about an offer of a new posi
tion :

(1) What are the requirements of 
the prospective job in experience, per
sonality and technique ?

In other words, a man’s first duty, 
both to himself and his prospective 
employer, is to determine what will 
be required of him; not alone in en
thusiasm, etc., but in specific detail. 
A man must be prepared to analyze his 
own personality with great frankness 
and humility.

(2) What is the organization and 
political status of the office of sales 
manager in the prospective organiza
tion?

The political factor wrecks more 
sales managers, perhaps, than any 
other. Business organizations, in a 
lamentably large number of cases, suf
fer from political intrigues. They do 
not show on the surface, but are tre
mendously real when you get “inside.” 
Usually there are ways to find out 
these things — before breaking your 
heart, losing time and possibly your 
reputation as well.

(3) Who are the controlling heads of 
the institution and what is their per
sonality, temperament and outlook?

The men he must satisfy or sell his 
plans to mean much to a sales man
ager’s future. They may be keen, able 
business men who know how to judge 
man and plans, but often they are idio
syncratic and opinionated. If it re
quires a great deal of time and a great 
deal of energy to sell them good plans, 
there is little time or energy left to 
put them into effect.

(4) What is the precise authority 
and responsibility the sales manager 
will have?

Standard organization principle de
mands that a man be given authority 
commensurate with his responsibility. 
Innumerable sales managers discover 
too late that while plenty of respon
sibility is to be placed upon them, 
authority is largely withheld. This sit
uation strangles reputation and re
sults. This should he settled before the 
job is taken.

(5) What is the general trade situ
ation and sales resistance in the com

pany’s field, and what is the company’s [ii 
competitive status?

A sales manager’s success is far from f 
dependent only on his “pep” and P 
“punch.” Why undertake virtual im- f 
possibilities? Why not know as much * 
as possible beforehand about the de- H 
gree of sales resistance to be encoun- - 
tered in a given job ? It may save your | I 
reputation from either an ignominious I 11 
fall or a long, slow development with- *1
out much return ? A survey of the field f
might have saved years of time and 
thousands of dollars.

(6) What is the company’s history ■ I 
and financial status?

Many men accept jobs without even I 
looking up the financial status of the I, 
company. They know even less, some- L 
times, about the quality of the article f 
involved. It may be a hopelessly in- ' 
ferior one with little or no future. It !,
is possible to get competent and quick , 
reports on such matters, and extremely r 
important to do so.

(7) Who were the predecessors in , 
the position, and why did they leave ? j'

Those who were once connected with ( 
a company may have carried away i 
prejudices, but they may also be able 1 
to throw a great white light on the sit- [j 
uation.

(8) Exactly what, from various U 
points of view, will be expected of the I 
sales manager by his employers?

Much disappointment arises from the ( 
unexpressed expectations in the mind 
of both employer and sales manager.
If they had been discussed concretely 1 
and frankly many regrets would have 
been obviated.

(9) What is a cool calculation of the 
chances—in getting along with supe- I I 
riors, in reaching the mark which is to n 
be set, in enhancing a professional 1 
reputation and in making progress 
financially?

There are purely personal, selfish I 
considerations, but they mean a great i 
deal to the success of a man on a job. 
They should be systematically faced 
and squarely answered.

(10) What are the facts about the 
industry, the market, the article itself, 
the field conditions and the public atti- I 
tude?

When a man takes a position he is r 
making an investment in the business 
he enters. Just as the stockholders and 
bankers stake their capital, so the 
sales manager stakes his brains and 
reputation. He definitely puts them in, 
and it is not an easy or graceful thing 
to withdraw them once he has decided. 
Therefore, I believe it just as impor
tant for a sales manager to ascertain 
the conditions in an industry before he 
takes a job in it as it is for the banker 
or investor to study a proposition be
fore he puts in money.

(11) What definite salary and pros-



i'arch 10. 1926 ADVERTISING AND SELLING FORTNIGHTLY

lerity sharing arrangement can the 
bales manager make?
I I firmly believe the right profes- 
lional point of view is to regard sal- 
Iry as secondary. I know the cynics 
Mil say “I’m out for the money first,” 
nut any wise man will agree with me. 
I believe that salary follows the results 
l•f your ability. If you believe in your
I elf, it is more important to get a place 
ivhere you will have a chance to prove 
|.'our ability, then it is to work politics 
lind personality to land a job that car
lies a good salary but a big handicap, 
■handicaps which ability can overcome 
worry no man; but handicaps which 
lire immovable are absolutely deaden
ing to ability, reputation and self-re- I 
■ pect.
[ As in military tactics, it is perfectly 
[sound for a brave general to decline a j 

?hance to fight. A wise general, if he 
?an have any choice in the matter, se- | 

■ects his battleground very carefully.
11 do not believe a sales manager is, as i 
a rule, so badly off that he cannot 

■afford to wait until he can make the 1 
[proper connection.
I The unwise sales managers are those 

who allow themselves to be “hired” into 
[any sort of job, provided that it car- 
[ries an attractive salary, and then, if 
1 things go wrong, to regard the re- 
| sponsibility as belonging to some one 
■else. Such men are not the really big 
I sales managers of today.

I
[ Robert Means Nichols
I Has resigned from James F. New- 
| comb & Company, New York advertis- 
| ing agency, effective March 1, 1926, to 
| join the sales promotion staff of 
I Collier’s.

—
[ Charles H. Taylor

I Has been appointed general sales 
j manager of the Simmons Company. 
I New York.

[ Street & Finney, Inc.

I New York, will direct advertising 
I for the Bay State Fishing Company, 
I Boston.

The Buchen Company
| Chicago, will direct advertising for 
। the Kalman Steel Company, manufac- 
I turers of steel bars for concrete rein
I forcing, steel forms, etc.

1 The Fred M. Randall Company
I Chicago office, will direct advertising 
I for the Minnesota Valley Canning 
I Company, Le Suer, Minn.

R. T. O’Connell
Formerly manager of advertising 

I service and sales promotion for the 
I Textile World, is now associated with 

; the Carter Advertising Agency, New 
York.

Allan A. Ackley
Has become associated with William 

G. Kreicker & Company, Chicago adver
tising agency.

FREE Z./1NCE

ADVERTISING COPY
oAs written for

The American Hospital Supply Corporation in Chicago 
by Oren ^Arbogust

A Tule and a Query About

Hospital Supplies
"Jie have advertised in pre- 
i inns years to sell hospital sup
pkt s and I do not recall either 
tangible or intangible results. 
Then we were advised to use 
Oren Arbogust copy. We were 
told that it was different and 
that it would help us sell. Fr 
■were doubtful, but did not 
hare time to prepare our own 
advertisements. That was eight 
months ago and today's re
sults speak out loud for his 
work. People know us non; 
they believe in ns, they hare 
complete confidence in our goods. 
Our salesmen are required to 
spend less time in missionary 
work and they have more time 
for actual selling. Our mail 
sales have almost doubled; our 
salesmen have increased their 
sales decidedly. We credit much 
of this to common-sense, inter
ri ting sales copy. We know that 
it sells. ”

F. G. McGaw, Vice-President 
The American Hospital Supply 
Corporation, Chicago, Illinois

Y

OAc American Hospital Supply

Magazine advertisements similar tn 
this are supplemented by dina mai!

If your advertising copy 
doesn’t suit you, if you feel 
that it is being carelessly 
scanned, if you doubt its 
strength, its usefulness, if you 
want copy that commands 
attention and sells what you 
sell, if you want that kind 
regularly, monthly, I'd like to 
have you drop in here.

Oren Arbogust • -.Advertising Copy 
30 N. MICHIGAN AVE., CHICAGO

“Impressive Facts About the Gas Industry”

9 East 38th Street

With an investment of $4,000,000,000, the gas industry 
stands high among the country’s leading industries. To 

familiarize advertisers with the enormous mar
ket which this business affords, we have pre
pared an attractive little booklet entitled “Im
pressive Facts about the Gas Industry.” You 

are invited to send for a copy.

Robbins Publishing Co., Inc.
New York

GM EMGIMEERIWG ANO 
IPPEI Ml• CAT wt OGWF
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Canned 
Experience
Buy 
your 

books
on 
the 

Budget 
Plan

You 
pay 
for 
your 

books
in 

small 
monthly 

pay
ments 
Prices 

the

for 
cash

That obi saying about cxpci ienrv 
being the best teacher is absolutely sound in nnc sense. But most of u- 
recite it without thinking that ex 
perience may be nf various sorts — 
the experience of other nun as well 
as our men. “canned experience,” it you please, ready for use. Just open 
and serve yourself! Why not take advantage of the experience of othei man as far as we can and save nut 
only years of time but many expen
Do you know how much of the world's

McGRAW-HILL BOOKS?
Idea may be worth

1 Strong—
PSYCHOLOGY OF SELLING AND 
ADVERTISING

461 pages, 5x8, Illustrated, $4.00
Hnu pi .(’!<• bus .in-i Low Hu'S can 

!>- ■ , i . / : i ) r I '
the part psychology plays in selling ami advertising—facts you can apply to your own efforts and problems

2 Larned—
ILLUSTRATION IN ADVERTIS
ING

319 pages, 6x9, Illustrated, $4.00How illustration can increase the effectiveness of advertising. Practi
cally all treatments arc covered in 
detail.

3 Pratt—
SELLING BY MAIL

428 pages, 5x8, illustrated. $4.00( overs every angle of modern mail sales work. Explains principles ami shows how they work out in practice. Packed with ideas, suggestions, meth
ods. danger signals—facts you can put to good use.

4 White—
MARKET ANALYSIS

New Second Edition
438 pages, 5x8. $4.00A new edition of this standard work on market analysis. New material on agency market research, industrial and community surveys and 

newspaper surveys.

5Kenagy and Yoakum—
SELECTION AND TRAINING OF 
SALESMEN

380 pages. 5x8. $3.50Definite principles in selection, training and development of salesmen. Helps to take guess and hunch out of this important marketing step.
Free Examination — Small Monthly 

Payments
(’house any of these McGraw-Hill B<A>ks that you would like to see— 

as many as you wish.
Read them for ten days free—-keep 

those you want—send back those you 
don't want.Pay for the books you keep as you 
use them. If you keep $15 worth 
of books, scud $3 in ten days and $3 
monthly.

The smallest monthly payment is $3. If you keep $6 worth of books, 
send $3 in ten days and §3 a month

The monthly installments must be large enough for the entire aci-nunt 
to be paid in full within six months. 
Begin to Budget Your Book Buying

NOW

FREE EXAMINATION COUPON
McGRAW-HILL BOOK CO, INC.

370 Seventh Avenue, N. Y.
Send me the hocks checked fur 10 day< free 

examination:
........Strong—Psychology. $4.00
........ Larned—Illustration. $4.00.

Pratt— Selling by Mail. $4.00.
........ White—Market Analysis. $4.00.

What Is This Modern 
Advertising ?

| CONTINUED FROM PAGE 27 | 
that after her fascinating little visits 
to fairyland, holding trustingly to the 
hand of Modern Advertising, the aver
age woman returns to sanity without so 
much as a vestige of belief in her fairy 
purchases. She may even buy again 
and again, but she has no conviction. 
And sooner or later, she tires of the 
old fairy story and begs for a new one. 
She is desirous of having a new, gay 
deceiver.

If this is true, then the very quality 
which makes Modern Advertising so 
successful, that is, its joyous, delight
ful mendacity, is really the germ of 
death for the product advertised. It 
is like a song that is killed by its own 
popularity. A lot of money can be 
made while the song is popular, but you 
could hardly issue twenty year bonds, 
based on its success.

SO if it develops that modern adver
tising simply sells an enormous 
quantity of merchandise for a few 

years, but without winning for the pro
duct any large measure of permanent 
good will, its value to business would 
be less convincing. Business can rarely 
be organized and financed for a three- 
year clean-up. There are too many 
items of permanent investment.

The advertising itself is enormously 
costly. It must be gorgeous and over
whelming from the start. Millions 
must be staked on faith that the public 
will fall for the bunk. Even if the pub
lic does fall, it usually takes two or 
three years for sales to reach a profit 
level. If, at this point, the fairy story 
should become stale and sales begin 
to shrink or require ever-increasing 
doses of advertising stimulus, the per
manent value of this kind of advertis
ing would be doubtful.

Now the old fashioned conception 
of advertising was this: you made a 
product just as good as you knew how 
and in a simple, wholesome way told 
people why it was good and to what 
degree it would benefit and serve them. 
Because you were trying scrupulously 
to tell the truth, your advertising 
sounded honest and was believed. After 
a while, people bought the product and 
found that your statements about it 
were true. Then began a lifetime rela
tionship between you and the people, 
based on confidence, friendship and good 
will. It wasn’t very exciting or sud
den, but it has built some highly sub
stantial institutions. It has established 
certain names which for generations 
will be accepted as satisfactory as
surance of honest quality.

It all really adds up to this: to be 
permanently profitable, advertising 
must in the end be believed. Fairy 
stories are not believed. Ponzi did well 
for a while, but savings banks are still 1 
operating. [ 

| ^ISPL AY advertis

ing forms of Ad

vertising and Selling 

Fortnightly close ten 

days preceding the date 

of issue.

Classified advertising 

forms are held open un

til the Saturday before 

the publication date.

Thus, space reserva

tions and copy for dis

play advertisements to 

appear in the March 

24th issue must reach us 

not later than March 

15th. Classified adver

tisements will be ac

cepted up to Saturday, 

March 20th.
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First Function of the 
Business Publication 
is to Get Itself Read
The Iron Age is showing the 
way to prompt reading and 
immediate attention by plac
ing each copy flat, unwrinkled, 
unrolled, ready to read, on the 
desk of every subscriber.

More Valuable 
Than Ever Before

"Appearance and read
ability are greatly im
proved." — "Easy to 
handle.”—"Results in 
reading Iron Age im
mediately when re
ceived." — "Easier to 
open the book.” — 
“Easier to handle on 
the desk. Better for 
filing purposes.”—
‘Decided improve

ment."—"A great im
provement, and makes 
for better reading.” — 
"A wonderful improve
ment.”

The deluge of praise which 
resulted makes it fair to as
sume that this move will be 
inevitable for business 
papers whose value lies in 
prompt and thorough read
ing. Extracts below from 
the 1200 letters received 
show why The Iron Age is 
proud to pioneer a step 
which makes it more valu
able to its readers:

“We very much prefer the flat 
method of mailing."—“The 
book lies nice and flat.”—“A 
pleasant surprise this morning 
to find the Dec. 31st issue of 
The lion Age in an envelope 
instead of the method of 
wrapping formerly used." "A 
vast improvement.” — "Very 
much easier to get into.”— 
“We like it.”—“Is much easier 
to use.”

The IVorld’s Greatest 
Industrial Paper
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Telephone Preparedness
Nine years ago, when this nation was preparing for war, it 
found the Bell Telephone System ready for service at home 
and abroad. The war found the Bell System prepared. From 
its technical forces so needful to meet our war-time activities 
in this country, fourteen battalions were organized to carry to 
the front the highest developments of the telephone art. No 
other nation had so complete a system of communication 
to aid in mobilizing its resources. No other nation was 
able to put into the field a military communication system of 
equal effectiveness.

Fifty years ago Alexander Graham Bell, the inventor of 
the telephone, gave to the world a new art. He had the vision 
of a nation-wide telephone system by which people near at 
hand and far apart could talk to one another as if face to face. 
He foresaw a usefulness for the telephone which could not be 
achieved without innumerable developments, inventions and 
improvements, to him unknown. But not even he foresaw the 
marvelous applications of telephony which gave to the Ameri
can armies that fighting efficiency which is possible only when 
there is instant exchange of complete information.

Since the completion of its service in time of war, the Bell 
System has devoted itself to the extension of the telephone 
art as one of the great agencies for the development of the 
pursuits of peace.

American Telephone and Telegraph Company and Associated Companies
BELL Ä SYSTEM

IN ITS SEMI-CENTENNIAL YEAR THE BELL SYSTEM LOOKS FOR
WARD TO CONTINUED PROGRESS IN TELEPHONE COMMUNICATION

Will Dealer Follow the 
Dealer?

[CONTINUED from page 40J I 

in every package and with charge ac
count statements sent out during the I 
drive. Also, the dealer was advised to 
secure similar material put out by the 
publisher and use it in the same way.

6. Delivery wagon signs. “If deliv
ery is made by the store’s auto or 
wagon,” Mr. Grauer’s letter to the trade 
said, “it should carry an oil-cloth sign 
asking the question: “Have you read 
Brace Barton’s Book, ‘The Man No
body Knows’? You need to know 
HIM.”

7. Selling the schools. Here Mr. 
Grauer suggested a letter to be sent to 
instructors in the high schools, offering 
the book at a special price to bona fide 
students of the schools, or teachers.

8. Selling to big industries. A sam- j 
pie letter to go to the president or chief I 
executive of every large business con
cern in the community, suggesting that 
the company should give every execu- ' 
tive and salesman in the organization 
a copy of the book. The plan proposed 
sending a copy of the book itself with
out charge to the executive at his home 
address, and following it up a week 
later with a double government post
card asking the recipient to acknowl
edge receipt of the book, and giving 
him an opportunity to order copies for 
his organization. A second letter was 
suggested as a follow-up, two weeks 
after the first letter. One week later, , 
the bookseller was advised to telephone 
all executives who had not yet replied.

9. Support of Clergy. The bookseller 
was advised to present a free copy of 
the book to leading members of the 
clergy, asking them to read it and de
vote a part of ■ a sermon to the ideas 
found in the book, if they believed it the 
kind of influence that should make for 
better and more religious citizenship.

10. Further circularization. Other 
ideas given the bookseller were for let- II 
ters to the superintendent of every Sun- '} 
day school in the city, to every Boy 
Scout and Girl Scout leader, and to Al 
other lists of prospects.

So far the results in the Ulbrich store । 
have been sufficient to indicate that this 1I 
plan throughout the country will be | 
highly successful. This is confirmed by 
the sales record for the whole country 
for the first six months. However, as । 
in every other marketing job, the qual
ity of the product was the without- I 
which-nothing of its success.

AmerifiinjiLantk-rniibi
Published in CHICAGO

DFAh wherever 
I\Lnu Lumber 

’ ‘ ’ is cut or sold.

Folded Edge Duckine and Fibre Signs 
Cloth and Paraffine Signs 

Lithographed Outdoor and Indoor 
Displays

THE JOHN IGELSTROEM COMPANY 
Massillon, Ohio Good Salesmen Wanted

E. P. Remington Advertising 
Igency, Inc.

Buffalo, N. Y., will direct advertising * 
for the Blackstone Manufacturing Com
pany, Jamestown, N. Y., manufacturers 
of power washing machines; and for 
the bronze radiator caps manufactured 
by the Ellison Bronze Company, also of J 
Jamestown, N. Y.
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In Sharper Focus

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?

cícíumdim

Manufacturer & Artisan
GRAND RAPIDS. MICHIGAN

Recipes, Tests, Booklets
By Mrs. Christine Frederick

Intensely practical, thoroughly accurate 
home economics educational advertising 
work by a woman with a national reputa
ti on—founder Applecroft Home Experiment

No seller of household experiment or food 
can fail to benefit from her ability and 
experience.
Send for folder.

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

Tel.: Wisconsin 5067
In London, represented by Business Research Services. Aldwych House. Strand

Now over 10,000 eoplM 
। per month, al) to church 

executives. The fastest I growing publication Ln 
the Church Meld. Inter
denominational.
A business journal for

CHURCH MANAGEMENT
634 HURON RD. CLEVELAND

Topeka Daily Capital
The only Kansas daily with circulation 
tbruout the state. Thomijihly covers 
Topeka, a midwest primary market. Give'; 
real co-operation. An Arthur Capper 
publication.

Topeka, Kansas

Harry E. Lesan

1MAKE no apology for having been 
born in Iowa. The name of the 
town where this historic event took 

place is Mount Ayr. It is on a branch 
of the C. B. & Q. which parts company 
with the main line at Chariton, Iowa, 
and after wandering in a southwest
erly direction for 50 or 60 miles, comes 
back and joins another branch of the 
Burlington at Albany, Mo.

This same branch line of the “Q” 
bulks large in my boyhood recollections 
for at the age of eleven, when I should 
have been preparing to enter high
school, I went to work on it—the branch 
line, I mean—as a newsboy. For three 
years or so I traveled back and forth, 
six days a week, between Bethany Junc
tion, now Togo, and Grant City, Mo., 
then the terminus of the branch. Then, 
feeling that I was a man and should be 
doing a man’s work—I was not quite 
fifteen years old—I gave up my job as 
newsboy and started in selling “dis
sected” maps. Old-timers know what 
they were.

I did pretty well with them—so much 
so that, eventually, I got as far as 
Ottumwa, Iowa. There, a cigar manu
facturer to whom I had sold one of my 
maps, offered me a job as traveling 
salesman. I grabbed it; but candor 
compels me to admit that I was not a 
glittering success as a cigar salesman— 
chiefly, I think, because, being only six
teen years old, I felt that I was too young 
to smoke! Things came to a head one 
day when a cigar dealer, on whom I 
was calling, asked me all sorts of 
searching questions about the brand of 
cigars I was trying to sell him. Were 
they this? Were they that? How did 
they compare with such and such a 
brand, a sample of which he offered me? 
Cornered, I ’fessed up. I told him the 
awful truth—I was not a smoker! He 
snorted in indignation and ordered me 

out of the store. “Begone!” said he; or 
words to that effect.

About that time I became acquainted 
with Mr. A. W. Lee of the Lee News
paper Syndicate. Mr. Lee needed a re
porter. A friend of mine who was also 
a friend of Mr. Lee told him I was the 
man he was looking for. Mr. Lee was 
not at all sure that my experience as 
a newsboy, as a seller of dissected maps 
and as a cigar salesman qualified me 
for reportership on the Ottumwa 
Courier, but he was willing to be shown. 
He would, he said, give me a trial. I 
was assigned the task of reporting the 
speech of A. C. (not “Bill”) Rankin, 
widely known at that time as the 
“Moulder Orator.”

Well, I turned in my story at five 
o’clock in the morning. When I re
ported for duty two or three hours later 
I was informed that I had been en
gaged as a full-fledged reporter on the 
Courier. My salary, if I remember 
rightly, was $12 a week—not by any 
means a poor salary for those days.

I stayed with the Courier for eight 
years, serving successively as reporter, 
city editor, managing editor and As
sociated Press correspondent.

During my connection with that 
paper I met Mr. Lee’s nephew, John 
Lee Mahin, who was at that time the 
representative in Chicago of the Proc
ter & Collier Company, advertising 
agents, Cincinnati. I associated my
self with him. A year or so later 
Mahin decided to go into business for 
himself and I went with him.

A couple of years later I made up my 
mind to have my own advertising 
agency, and in 1900 I established the 
Lesan Advertising Company, with head
quarters in St. Louis.

Almost from the beginning, I special
ized in railroad advertising, and very 
soon I found myself handling the ad
vertising accounts of most of the rail
roads whose general offices were in St.
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*S *° So after f
1^1 W big-volume boating business •

This is the period of peak demand. Power boat owners everywhere these spring days 
are fitting out their craft. They’re getting them ready for days of glorious cruising, 
or worth-while profit making just ahead. They’re in the market for new boats, 
engines, and the thousand and one things needed for every boat.
POWER BOATING readers are eager buyers 
of quality products. For nearly four out of 
five of our regular subscribers are boat owners. 
From palatial yachts to grimy workboats, and 
from champion speed boats to outboard engined 
rowboats, they own and use thousands of every 
kind and type.

That’s why POWER BOATING offers a tremend
ously receptive market for every product and 
service used in repairing, building, and operating 
power boats. That’s why we believe it represents 
the biggest dollar for dollar advertising value in 
the field today, and why its selection as the first- 
choice boating paper is easily justified.

Let us give you all the facts

POiJER^iQiinNG M^r
New York CLEVELAND London

AMERICA’S LEADING POWER BOAT MAGAZINE



74 ADVERTISING AND SELLING FORTNIGHTLY March 10, 1926

$250 in Cash Prizes!
CRAIN’S MARKET DATA BOOK AND 

DIRECTORY

announces a prize contest, which will close 
April 30, 1926, and which will include four 
prize awards for the best letters on the 
subject

“How I Use The
Market Data Book”

The first prize is $100 in cash; the second 
prize, $75 in cash; the third prize, $50 in 
cash; the fourth prize, $25 in cash.

Everyone is eligible to compete. There 
are no restrictions as to the length of the 

letters. They may be as 
brief as you like, or as 
long.

Well-known advertis
ing men will be the 
judges.

If you have had some 
worth-while experience 
in using the Market 
Data Book, send your 
letters now to

Crain’s Market Data 
Book and Directory is 
the first source of mar
ket information on a hun
dred fields of trade and 
industry. It is the logical 
basis for intelligent mar
ket analysis, and is used 
by thousands of adver
tisers and agencies. With 
each division of industry 
is a list of the business 
publications covering that 
field, giving rates, page 
sizes and other informa
tion necessary in making 
up lists. Let us send you 
a copy on our liberal ap
proval plan.

CRAIN’S MARKET DATA BOOK AND 
DIRECTORY

537 S. Dearborn Street CHICAGO

WINDOW DI/PLAY

it keeps shelves empty 
-and sales books full- 

it’s an

EIN/ON FDEEMZIM

Louis—the M. K. & T., Frisco, the 
Wabash, the Cotton Belt and, later on, 
the Big Four.

We tried to do—and I am sure we 
did do—good work for all these rail
roads; but it seemed to me then as it 
does now, that our efforts on behalf of 
the Big Four were exceptionally suc
cessful. I know that in the fall of 1907, 
I was asked to prepare a plan for ad
vertising the New York Central, which 
controlled the Big Four.

SOMEHOW news that the New
York Central was considering ap

pointing an advertising agency leaked 
out, and when my plan was ready to 
be presented I learned to my surprise 
that about twenty other advertising 
agencies had also prepared plans.

I got the account! What is more, I 
held it for many years with pleasure 
and profit to all concerned.

It is possible that I am mistaken in 
thinking so, but I really believe that 
my experiences as a newsboy on a 
branch line in Iowa, forty years ago, 
gave me an insight into the mind of the 
traveling public that has been invalu
able, not to me only, but also to the 
transportation agencies whom it has 
been my privilege to serve.

Let me complete this brief record by 
including a few personal details: I am 
married—and very glad of it. I live 
in Scarsdale—and am glad of it. My 
hobbies are: gardening, our national 
parks and cooperative action among ad
vertising agents.

Gardening gives me as great a thrill 
as other men get from golf—more, I 
believe. In spring and summer, I work 
several hours a day in my garden and 
I get as much fun from my potatoes 
and my roses as my neighbor does from 
a 230-yard drive down the fairway.

My interest in railroad advertising 
is so keen that every summer Mrs. 
Lesan and I spend a happy month or 
two in the “great open spaces” of the 
West. Zion National Park, Yellow
stone, Yosemite—we know them all. 
The accompanying picture of Mrs. Le
san and myself was taken by Arthur 
Chapman, author of “Out Where the 
West Begins,” at a point which over
looks the rim of the Grand Canyon.

“Women’s Wear”
Announces that its magazine is now 

published in a new and enlarged page,
type size 8% by 11% ; and that the fol
lowing additions have been made to its 
personnel: Noble B. Yewell, for
merly advertising manager of Current 
Opinion, and Florence Chamberlain, 
formerly advertising manager of the 
School Division of the Red Book maga
zine, to the executive staff; Bertram A. 
Mintz and Milton R. Lowenthal to the 
selling staff.

Morgan C. Aldrich
Formerly director of the service de

partment of the Periodical Publishing 
Company, Grand Rapids, Mich., has 
been appointed by them as editor of 
their new Furniture Record, Merchan
dised Advertising Service.



arch 10. 1926 ADVERTISING AND SELLING FORTNIGHTLY

THE CONSCIENCE OF A 

SPACE-BUYER

HEN an agent puts on your list The Quality Group 
you may be sure that his recommendation is a con
scientious one.

He must exist on his commissions. His margin is 
not wide. Always his problem is how to render good 
service without letting it devour his profit.

The percentage of commission which we allow him is no larger 
than that allowed by other periodicals having much higher rates.

Obviously the preparation of a lower-priced page throws just as 
much work on the copy, mechanical and clerical departments of the 
agency as the preparation of a higher-priced page.

The agent can make the most immediate profits by reaching for 
circulations in the millions, where page rates are higher, money is 
spent quicker and commissions earned with less effort.

Therefore his sincerity is proved when he subdivides an appropria
tion to include The Quality Group. He lets himself in for more 
work.

By that act he shows himself to be immune to the mania for million 
circulations. He is applying something more than a quantitative 
standard.

He knows that while other publishers have been aiming for the 
millions, The Quality Group has held steadily to its idea of quality. 
Quality in contents, in physical appearance, in the intelligence of its 
readers, in the interest with which they read, in their purchasing 
power, in their influence upon their environment. He knows that 
readers of this sort have always been the core of American opinion, 
the vital force in making advertising profitable.

After all, in bringing this force to bear upon your product, he is 
being something more than conscientious. He is also being faithful 
to the ultimate best interests of his own profession, which thrives by 
keeping advertising sane and wholesome.

He knows that advertising in The Quality Group is next to 
thinking matter.

THE QUALITY GROUP
681 FIFTH AVENUE, NEW YORK

THE ATLANTIC MONTHLY REVIEW OF REVIEWS

THE GOLDEN BOOK MAGAZINE SCRIBNER’S MAGAZINE
HARPER'S MAGAZINE THE WORLD’S WORK

Over 700,000 Copies Sold Each Month
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Inferiority

THE other evening I sat at an as
sociation dinner and witnessed a 
sample of the workings of the 
inferiority complex.

There were three speakers on the 
program. The alleged lion of the 
evening came third. When the sec
ond man got up to speak he was ob
viously rattled by the presence of our 
hero.

He dragged in an awkward compli
ment to Mr. Third-man, offered an 
apology for his own presence, got red 
in the face, stumbled around with his 
introduction and. finally, after a very 
poor start, put up a really good talk.

The touted star of the evening gave 
a talk that was an utter “flop.”

Now. how much better it would 
have been if the man who came with 
and delivered the good speech, had 
ignored the other chap and had tended 
to his own knitting from the start. 
He really proved to be the better 
speaker.

Question: Why couldn’t he bring 
himself to let the audience judge—as 
it was bound to do anyhow—and for
get the other man?

Answer: Because he was respond
ing to an inferiority complex.

It is given to but few of us in this 
life to be always and entirely free 
from the tyranny of Old Man In
feriority.

Often, we don’t know what it is that 
is holding us back from our best 
possible performance.

Fantastic as the fact may seem to 
you, it is true, nevertheless, that the 
purchase of a lot of advertising space 
is influenced by the inferiority com
plex.

Deny it as they will, the fact re
mains that some men are bluffed into 
buying space in magazines which in 
their heart of hearts they know they 
don’t really need and cannot truly 
benefit by.

I have seen it happen an hundred 
times. I have even had men confess 
it to me.

Think of it!
One man recently said to me. “Oh, 

we feel that we have to use the ---------  
magazine or else we won’t think we 
are anybody in the field.” That was 
his last defense for his action after 
he had been shown beyond all doubt 
that another publication was a better 
buy from every standpoint.

Wotta life, wotta life!

440 So. Dearborn St.
Chicago, III.

You do not need the aid of an inferioritv 
complex to use INDUSTRIAL POWER 
because it is offered to you on the sole 
basis of .value received in tangible returns. 
All else is futile anyhow.

The Riddle of Florida
A New York advertising man who is 

spending the winter in Florida sums 
up his impressions of that state in a 
four page letter which I received one 
day last week. From pages 1 and 2, 
I make these extracts:

“The whole bally-hoo is reminiscent 
of Barnum and his Woolly Horse 
............. I have just made a bus trip 
from Jacksonville to Tampa and south 
to Fort Myers and I give you my word 
the whole Dixie Highway from Jack
sonville down is literally a continuous 
chain of so-called ‘developments,’ 
staked off in town lots, many of them 
ten miles from any existing town 
 The condition is crazy and 
dangerous................It ought to be
stopped by law............. It is nothing
but scavenger’s lust and Florida will 
rue it very soon.”

“Ah, ha,” said I to myself, when 1 
had read that far, “X. does not think 
very much of Florida.” Imagine my 
surprise, then, to read on pages 3 and 
4, these words:

I “Florida is, beyond question, the 
coming State. The more substantial 
developments around the edges of well 
established towns are sure to make 
good during the next 5 years. These 
are all as good investments or better 
than say Forest Hills or Jackson 
Heights or Larchmont and they are 
attracting people of means who not 
only can but will build fine houses and 

: probably make Florida their perma
nent home. Florida has a wonderful 

I lure in its own right. One has only 
to look around these existing good 
towns like Daytona, DeLand, Kissim
mee, Orlando, Lakeland, St. Peters
burg, etc., to see that their growth is 
inevitable and sure along fine lines. 
Everything points that way. Nothing 
can stop these towns. They are far 
beyond their birth pains and are in 
every way tempting to a Northerner 
of reasonable or even modest income. 
Any such man building a home here 
is more sure of increased valuation 
than he would be in Pelham or New 
Rochelle, and this with present prices 
relatively two or three times higher 
down here. They are selling 50 ft. lots 

| in St. Petersburg suburbs from $10 to 
\ $20,000 each. Practically no inside 

w
property is for sale at any price. Of 
the twelve towns I have stopped in 
overnight I like Clearwater on the West 
Coast best of all as a comer. It is a 
delightful little town and good business 
plots are bringing $1,000 a front foot— 
and worth it if any land is worth such a 
price. I would bet all I have that this 
town will double its population in the 
next 5 years. You ought to come 
down here if only to look around.”

Everything one hears about Florida) 
is like this man’s letter. One minute 
—or in one paragraph—the state and 
everybody in it are excoriated. The 
next minute—or in the next paragraph 
—they are lauded to the skies.

The “Saturation Point”
In a recent issue of the New Repub

lie, the statement is made, on the au
thority of an “engineer,” that not more 
than 6 per cent of the retail price of a 
car on the average is labor cost, while 
40 per cent is sales expense.

If this is true—or anywhere near 
true—the automobile industry is not 
in as sound a condition as it seems to 
be. Everybody knows—or at least 
says—that some day the “saturation^ 
point” will be reached. Possibly, as 
good an indication of its approach as 
any other is the item of sales expense 
—for it is the measure of the ease or 
difficulty of making sales.

Dam phoolishness !
One of the most important railroads I 

leading into New York had a bad 
wreck a few weeks ago. One of 
the results was that its local train
service was thoroughly demoralized. I 
Another was that many of the through I 
trains made stops at stations at which, I 
ordinarily, they do not even hesitate. 
At one of these stations a considerable I 
number of passengers—about 150, I 
was told by a man who was there— 
had gathered. They wanted to get to 
New York. There were scores of I 
vacant seats aboard the trains and any 
number of men and women on the I 
station platforms who were anxious to 
occupy them. But—“We have no I
orders,” said the train men.

It is just such damphoolishness as 
this that keeps alive the average man’s J 
resentment against public-service cor- I 
porations. In recent years, American I 
railroads have done an exceptionally! I 
good job. But in the field of social I 
relations, they still have a great deal 1 
to accomplish.

Jamoc 1



e have this Knowledge!
T>ERHAPS you, too, believe 
L that you cannot find an 
advertising agency with “an 
intimate knowledge of trade 
conditions” — that you must 
burden your own organiza
tion with your industrial 
advertising.

Wrong! For in Russell T. 
Gray, Inc., you have at your 
command specialists in ad
vertising to industry—you 
have an organization 
that knows industry, - 
that knows your 
markets and that 
knows how to reach 
them effectively and 
economically.

Here’s help for the sales 
manager unwilling to trust 
the preparation of his in
dustrial advertising to an 
outside organization — help 
for the overburdened adver
tising manager — help for 
the general agency in need 
of industrial counsel.

Our little booklet, “the 
advertising engineer,” tells 
about our specialization, 

about how we can 
help you to find the 
profitable industrial 
business. We’ll 
gladly send it to any
one who sells to 
industry.

Russell T. Gray, Inc., Advertising Engineers 
1500 Peoples Life Bldg., Chicago

Telephone Central 7750



ADVERTISING AND SELLING FORTNIGHTLY March 10, 1926

Differences Count, 
in Power Plants 
and Publications

TWIN Branch station illustrates 
standardization on fundamentals 
common to many central stations, 

but with differences in their appli
cation that count in the economy 
of its operation.

Power Plant Engineering stand
ardizes on fundamentals yet is dis
tinctive in its service to its readers 
and advertisers by reason of the 
differences in their application.

Concentration of its entire organ
ization on this one publication 
causes Power Plant Engineering to 
be selected by 23,274 power plant 
men in leading plants as their buy
ing and operating guide.

Having no affiliation or connec
tion with other enterprises, Power 
Plant Engineering is subscribed to 
solely for the professional needs of 
its readers.

Published on the 1st and 15th of 
each month, the interval of time 
which readers find most acceptable, 
advertising in Power Plant Engi
neering receives the lively interest 
of leaders in the field.

Quality circulation and econom
ical operation make it a high-pow
ered and low-cost medium.

Member Associated Business Papers 
Mctwcr Chicago Business Press Ass’n 
Member Audit Bureau of Circulations

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

The Credit Man’s Problem 
in Installment Selling 

[CONTINUED FROM PAGE 38]

acceptance to the bank. In acquir
ing the goods, the purchaser makes 
a certain down payment and gives 
the trade acceptance plus 6 per cent 
interest to the store. Our bank dis
counts the trade acceptance at 6 per 
cent. On the first of each month, the 
bank renders the store a statement of 
the aggregate amount of the trade ac
ceptances, on which the store pays the 
bank 2 per cent. It will be seen that 
the bank gets 6 per cent interest on 
the trade acceptances and 2 per cent in 
addition from the store, making a total 
of 8 per cent. The trade acceptances 
are then paid weekly to the bank by 
the customer.”

THIS arrangement is mentioned 
because it is typical of new adap
tations of the basic idea of install

ment selling that are appearing every 
week, if not every day, in the United 
States. It is recorded also because it 
gives definite figures in regard to in
terest rates and to charges for financ
ing installment sales. That this plan 

1 will spread rapidly is the opinion of 
Mr. Bruce Davenport, who assembled 
the facts concerning the Louisville Na
tional Bank plan for the American 
Bankers’ Association.

I It is impossible, within the limits of 
a report of this scope, to do more than 
to point out the bigness of the install
ment sales problem and to touch briefly 
on some of its more important aspects. 
There is a wide difference of opinion 
among well-informed business men con
cerning this matter. But it is essen
tially not one problem but a series of 
them, all of which are difficult, and 
the solution of these problems will take 
a considerable amount of time and 
scientific study.

The committee believes:
First: That the importance of install

ment selling and its bearing upon gen
eral costs of doing business be urged 
upon the attention of the manufacturers 
and distributors of the United States. 

; Second: That buyers on the instal
ment plan be advised to enter into con
tracts only for goods they actually need 
and can comfortably pay for; that they 
make certain that the goods are as rep
resented, the terms of payment fair, 
and the provisions as to repossession 
legally valid.

Third: That producers, distributors, 
economists and statisticians be urged to 
devote such attention to this problem 
as shall lead to the development of 
scientific data, upon which future action 
may logically be based.

The credit manager of a large de
partment store expressed the following 
opinion recently about installment sales 
at the request of the Department of 

3 Public Relations. It was as follows:

“I have no fear of installment 
sales if

(a) The principle is adhered to that 
only such merchandise will be sold on 
that plan as will not outrun the liquida
tion of the account;

(6) that the credit is restricted only 
to those of the requisite stability and 
earning capacity with a sufficient mar
gin of savings to take care of any un
foreseen contingencies or emergencies;

(c) that the credit be granted through 
the dealer and not a financing company 
so that proper contact with the cus
tomer and consideration for him, when 
necessary, may be maintained and ex
tended. This does not mean that the 
dealer in turn may not discount the 
paper through his regular banking 
channels, avoiding however the financ
ing company whose charge usually is 
exorbitant and constitutes a tax upon 
the consuming public whose spending 
power is correspondingly reduced.

“One of the greatest evils in my opin
ion in the installment plan of selling 
and one which seems to be more or less 
glossed over, or not touched upon at 
all, is the profiteering not only of the 
financing companies but also of the 
dealers at the expense of the customer 
—through the financing charge which 
rarely runs under twelve per cent per 
annum and frequently as high as several 
hundred per cent, and a general aver
age that is probably twenty per cent.

“My belief is that credits wisely 
given, whether these be on the install
ment or any other plan, are a service 
to all concerned. That credits unwisely 
given are a detriment.”

IN conclusion, there are two things 
that have been presented in regard 
to installment selling that are highly 

significant and one of them almost 
obvious. First: When an article com
bines high costs of operation, upkeep, 
and depreciation with little or no earn
ing power, costing money every day 
from the moment it enters one’s pos
session until the day it leaves, then 
it would seem that such an article is, 
on the very face of things, unsuited for 
carrying long-term credit, especially 
to purchasers of small means dependent 
upon wages.

Second: It has been estimated that 
installment sales for 1925 approached 
$5,000,000,000, which is about one
twelfth of the national income, and 
which is more than a tenth of what is 
available for direct spending.

In this compilation there has been 
a decided attempt to present both sides 
of the question while keeping in mind 
that the National Association of Credit 
Men has declared itself against what 
its Board of Directors believes is an 
existing abuse of individual credit.
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Picturing the Flight of the Steel Steed
PHOTO-ENGRAVING HELPS BROADWAY SAY “ Good Morning”

M Jfote by JAMES WALLENTO STATE STREET

The Pioneer Fast Line in wood-block, the Broadway Limited in 
halftone, dramatize a race that belongs to the swift and the strong 
— transportation and pictorial publicity.

The chancellors of the great railroads know that Your Story in 
Picture Leaves Nothing untold. They trust brush and camera to 
tell how “the Centuries pass in the night.”
The ^Association booklet “the relighted lamp of Paul revere” mailed on request.

AMERICAN PHOTOENGRAVERS
©AS SOCI AT ION®

GENERAL OFFICES ♦ 863 MONADNOCK BLOCK ♦ CHICAGO

Copyright, 1926, American Photo-Bngra nrs Assen ration
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Do You Wish 
to Increase Your 
Advertising Volume?

<? I am now selling 
space with more 
than ordinary suc
cess for the largest 
industrial paper in 
its field.

But this paper 
seems to have 
reached its maxi
mum growth, and I 
want to ally myself 
with a growing 
publication, one 
wishing to increase 
its advertising in 
the Metropolitan 
district.

fl I am 38; a col
lege graduate; pos
sessed of the gift of 
success for myself 
and what I work 
for; and with a 
fully developed 
ability to sell ad
vertising.

fl Your letter will 
be held strictly con
fidential. Address 
Box 370, Advertis
ing & Selling Fort
nightly, 9 East 38th 
Street, New York 
City.

P. S. I am a member 
of the New York Ad
vertising Club and 
have a wide acquain
tance among the agen
cies.

House-to-House Selling 
Has Not Passed Its Peak

[CONTINUED FROM PAGE 25]

which are not backed by stated facts, 
are based on sound reasoning.

Mr. Fiske gives three reasons for his 
statement. His first is that the general 
shortage of labor has helped to hasten 
the imminent decline. He says that 
this shortage was acknowledged by 
h use-to-house sellers when they in
dulged in a “great orgy of advertising 
for salesmen.” How utterly mislead
ing this statement is, we shall now pro
ceed to show.

JUST as Mr. Fiske concluded that 
the whole field of house-to-house 

selling is tottering, because some mem
bers are in difficulties—he here con
cludes that simply because direct sell
ing firms do much advertising, they 
are finding it next to impossible to 
build organizations.

The real purpose of advertising—to 
broaden and develop and enlarge a 
business—seems to escape Mr. Fiske 
entirely. True, house-to-house selling 
firms have been doing much advertis
ing. But this has been a natural out
growth of competition and progress 
that is found in every other line. The 
automobile industry is advertising now 
more than ever. Does this increased 
volume of space-use indicate an un
healthy condition? Rather the con
trary. House-to-house firms merchan
dise themselves, their products, their 
reputations, to salesmen in the same 
manner that others do their products. 
A beginner in the business may do 
either no advertising at all, or use 
small space. When he becomes a suc
cessful operator he makes use of in
creasingly large space, in exactly the 
same manner that other firms do in 
other fields.

In late years these successes have 
become numerous, and therefore the 
volume of house-to-house advertising 
has grown, and with it the number of 
trade journals read by men and women 
who sell direct. But this volume does 
not mean that salesmen are next to im
possible to obtain. To this latter state
ment we are in excellent position to 
attest, for we are responsible directly 
for several hundred thousands of dol
lars expended yearly in advertising by 
house-to-house firms.

Hundreds of thousands of men and 
women are earning satisfactory live
lihoods by house-to-house selling, and 
thousands more are being attracted to 
it monthly. The competition we meet 
is natural and to be expected—even 
welcomed. Every fast-developing field 
can point to the very same kind of 
competition. A few years pass, the 
fly-by-nighters are weeded out through 
their own inefficiency, and the big, re

sponsible, well-established firms re
main.

Much of the turnover of which Mr. 
Fiske speaks so alarmingly, is the 
direct result of this gradual evolution, 
but this turnover is being decreased. 
The industry is becoming stabilized, 
and in a few years the foundation will 
be as firm as that which supports the 
retail and wholesale structures.

That it is an unusually hazardous 
proceeding to step into the direct-sell
ing field today, is untrue. That the 
latest firms in the business are of “very 
distinctly low quality” is more so. Only 
the last six months have seen the en
trance into direct-selling of one of the 
most outstanding shoe chain stores in 
the country, (Feltman & Curme) an 
organization operating thirty-nine 
stores in many cities. Surely not a 
candidate of “low quality!” The exec
utives of this company considered 
direct-selling from every standpoint 
and entered the field under their old 
name and backed by their long-stand
ing reputation only after careful anal
yses had convinced them that the 
method was sound.

A FEW months before this shoe con
cern became a direct-seller, one of 

the best known dress houses in Amer
ica, (Bedell), stepped into the business. 
This firm operates twenty stores in 
twenty cities and has had a splendid 
reputation for more than twenty-five 
years, backed up by a million-dollar-a- 
year publicity. Would our friend, Mr. 
Fiske, call this firm a candidate of 
“low quality”? We could name many 
more who are engaged in house-to- 
house selling—firms nationally known 
and nationally advertised,—who sell 
direct to the user under other names 
because they do not wish to endanger 
their good will with their retail trade. 
True, some of the new-comers are small 
and unreliable—but can it be said of 
every new retailer or every new whole
saler or every new jobber, that he is 
backed by limitless capital and by spot
less reputation? Reasoning of this 
type is exasperating because it is one
sided and unfair.

Proceeds Mr. Fiske: “They (house-to- 
house firms) have never developed 
much good will and do little advertis
ing to aid in securing it, with the result 
that they have encountered a blase 
housewife, rather fed up with the sys
tem of selling.”. The first and second 
part of this statement are not based 
on fact. Mr. Fiske ignores the strik
ing campaign of the leading hosiery
firm in the direct field. He evidently 
is not aware of the publicity given the 
leading line of brushes. He forgets
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Choose the 
Right Channel

daily—and did a whale of a busi
ness.

One ship can’t make all the ports. 
Neither can you hope to sell every
where on one kind of advertising. 
You can’t reach the South through 
magazines alone. This is particu
larly true of this amazing, ever
growing, fertile market.

Consult your chart of circulation 
and your barometer of buyers. In 
ten great Southern States, among the 
most prosperous ones in the Union, 
even the greatest magazine has a cir
culation equal to only about 1% of 
the total population.

SHE was the biggest boat in the busi
ness. It looked like if you had 

Igoods to deliver she was the best bet for 
getting them there.

But, strange as it may seem, there were 
Ipleuty of cities with municipal docks 
•and prosperity and real wealth and de
sirable qualities in general that weren’t 
■listed on her log.

I She just naturally didn’t go up the right 
I Channels to reach them.

But there were fleets of ships in the local 
trade that made those prosperous ports 

But the local newspapers reach this vast 
market thoroughly, Newspaper rates 
are low in the South. There is new 
wealth and the power to buy. Southern 
newspapers, through this Association, 
are equipped to give merchandising aid 
that is founded on knowledge of local 
conditions.

For detailed information on the pos
sibilities of the South as a market, write 
to the Southern Newspaper Publishers’ 
Association at Chattanooga, Tennessee, 
or to any of the Newspapers listed be
low.

These Newspapers Are the Right Channel for Reaching the South
ALABAMA

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

FLORIDA
De Land News 
Fort Myers Press 
Gainesville Sun 
Jacksonville Journal 
Jacksonville Times-Union Lakeland Star-Telegram 
Miami Herald
Miami News
Orlando Reporter-Star

Orlando Sentinel New Orleans Item-Tribune
Palm Beach News New Orleans Times-PlcayunoSanford Herald 
St. Augustine Record Shreveport Times
St Petersburg Independent 
St. Petersburg Times Tampa Times

MISSISSIPPI
Greenwood Commonwealth 
Gulfport &. Biloxi HeraldTampa TribuneWest Palm Beach Post NORTH CAROLINA
Asheville Citizen

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

Charlotte News 
Charlotte Observer 
Concord Tribune Elizabeth City Advance 
Fayetteville Observer 
Gastonia Gazette 
Greensboro News 
Henderson Dispatch 
Hickory Record 
Kinston Free Press 
Raleigh News & ObserverKENTUCKY Raleigh Times

Paducah Sun Rocky Mt. Telegram
Salisbury Post
Winston-Salem JournalLOUISIANA Winston-Salem Sentinel

Baton Rouge State-Times 
La Fayette Advertiser SOUTH CAROLINA
Lake Charles American Pre»» Charleston News & Courier
Monroe News-Star Columbia Record
New Orleans Daily States Columbia State

Reek Hill Herald Spartanburg Sun 
Sumter Item

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

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

VIRGINIA-TENNESSEE 
Bristol Herald-Courier 
Bristol News

ï”Sell it South Through
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An Opportunity for 
Three Good Salesmen

A large, internationally known Corporation has openings 
for three salesmen. The territory is a large city—the article 
to be sold is a paint product with many revolutionary charac
teristics. To date, with limited sales effort, it has moved re
markably well. Its possibilities are almost unlimited.

The men wanted are about thirty years old. They are 
familiar with the fundamentals of chemistry as it applies to 
the paint industry. They have had two years’ successful sales 
experience, preferably with paint or some paint product. They 
will have the foresight to recognize opportunity when they 
see it.

also the campaign now appearing in 
the national publications and written | 
by one of the leading advertising I 
agencies, to create good will for a large 
eastern lingerie manufacturer. Then 
there is the full page space appearing 
regularly in The Saturday Evening 
Post, for a big food and household 
products manufacturer. A men’s cloth
ing manufacturer has been running full 
pages in publications of national circu
lation. Many others might be men
tioned. An increasing number of 
house-to-house firms are employing na
tional advertising to create this good 
will.

But Mr. Fiske must remember two 
other factors when he speaks of such 
advertising.

The positions offered provide a reasonable salary and a 
unique opportunity to grow up with an unusually good prod
uct marketed by a Corporation whose stability has been defi
nitely established for many years.

If you are one of the three men wanted, put in one letter 
which will be treated confidentially, full details about your
self, your education and experience, and mail it to:

Box 362, Advertising & Selling Fortnightly 
9 East 38th Street, New York City

Representing

The FORUM
New England Representatives

CARMAN-IN-NEW ENGLAND 
194 Boylston Street, Boston

Western Representatives 
FINUCAN & McCLURE 

7x0 Cass Street, Chicago

Member Audit Bureau of Circulations

Waldo W. Sellew, Advertising Manager

2-47 PARK AVENUE NEW YORK

FIRST, the field is young. Five years 
ago house-to-house selling, as it 
is now known, was in its infancy. For 

this field to have developed a dozen or 
so national advertisers in such a short 
period of time is no small achievement. , 
We surmise that investigation would 
show that national advertisers have 
been developed in the direct-selling . 
field, as rapidly as they have been in 
other fields, all factors, especially the 
time factor, considered.

Secondly, the business, by nature, 
does not demand the same volume of 
national advertising that other lines 
do. It is a well-known fact that much 
of the advertising that appears in na
tional magazines is run to impress the 
dealer and is written merely to act as 
a “hook-up” with intensive sales cam- I 
paigns to induce jobbers and dealers 
to stock the particular lines. It is also 
common knowledge that this advertis- | 
ing is often necessary to meet the prob
lem of inducing customers to come into 
the stores—a problem that direct sell
ers do not have to contend with, for 
the initiative is supplied by their repre
sentatives. But, as we have pointed 
out, despite the lack of the same neces
sity for such advertising, an increasing 1 
number of house-to-house firms are 
using it in increasing volume.

The third factor that Mr. Fiske men- , 
tions as contributing to the decline of 
house-to-house selling is the “awakened 1 
retailer.” Sad to say, the retailer is | 
not yet awake. He is having what we 
fear is a bad dream, a nightmare, that 
has caused him to do many foolish and 
thoughtless things, against which his 
own best advisers have argued. The 
“argumentative propaganda” which Mr. 
Fiske mentions has acted as a boom- I 
erang, as Mr. Taft of the Retail Ledger 
has pointed out time and time again. 
The housewife is not sold by it. The 
“superior attractions” do not exist in 
all cases. The fact that retailers are 
using house-to-house salesmen of their | 
own with fair success, is, we think, a I 
rather sorry argument to use against | 
house-to-house selling, for its very use 
by the retailers is an admission of its I 
value as a business-getter.

But Mr. Fiske saves his most vulner- I 
able conclusion for the last part of his I I 
article. Says he, “A more deadly fac- ' 
tor, saturation, has been injuring some 
companies. An article which, once pur- ,
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jess ‘Arm Chair Duty for Salesmen
More productive SELLING time is 
what every business is seeking, and 
yet many managers compel their sales
men to break through the icy wall of 
ignorance or indifference, to build up 
confidence in the house, to stir interest 

and awaken desire.
It is a needless waste to send out sales
men to do the ADVERTISING—to 
make call after call that must be 
charged to advertising instead of sell
ing. It is a slow, expensive process.

Here is what men who KNOW have to say about it:—
Statement by R. E. Fitzsimons, General Manager of The Fitzsimons 
Co.—

“One of our men told me that he had repeatedly called on a certain large con
cern without seeing the purchasing agent at all. After the advertising (in A. B. 
P. papers) had been running for six months, he made a routine call, was invited 
in and told that although not taking on any new sources for material at that 
time, they were reading the advertising with a lot of interest. Since then we have 
secured a good deal of new business from them.”

Letter from a hustling Maine salesman:—
“I have been out in the sticks selling to dealers who don’t know us. I’ve cov
ered nearly the entire State of Maine, called on perhaps a half hundred accounts, 
most of whom have never been approached by our house, and you would have 
been amazed to find how universally the proposition was known in advance, and 
how a lot of my work was done before I started to talk. They would say *Oh 
yes, I’ve been following your proposition in the (A. B. P. paper).’ ”

From leading salesman with famous jobbing house:
"Every good buyer I know has time to read trade papers. It's part of his work 
to keep posted. I cannot recall now a single GOOD buyer that is not a sub
scriber to a leading trade periodical."

There’s an A.B.P. publication in 
every field—trade, industrial, pro
fessional or institutional. Papers 
that parallel the work of salesmen, 
that carry the highest degree of 
reader interest because they deal 
with the biggest thing in the lives 
of the readers—their business. Ask 
us anything you want to know 
about business papers or their 
fields.

THE ASSOCIATED BUSINESS PAPERS, INC.
Executive Offices: 220 West 42nd Street, New York, N. Y.

An association of none but qualified publica
tions reaching 54 fields of trade and industry
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How to 
approach 

him
“The longest way round is the 
shortest way home” may be a true 
and fitting axiom for young and 
giddy lovers, but the shortest way 
to strike home in the Oil Industry 
is brevity—in two words—“Oil 
Trade.”
Your only purpose in buying ad
vertising space is to get results as 
quickly as possible and with the 
least cost and effort. Isn’t it logi
cal then to go to the heart of the 
matter on a straight road without 
any detours. If the executives 
make the decisions and determine 
the buying, why not go directly to 
them through Oil Trade, which 
has selective circulation to the 
key men of the Industry.

A booklet, “More Business 
from Ilie Oil Industry” will 
be cheerfully sent to those 
interested in increasing sales 
to the oil industry.

The

Onl Trade
Publisher» Fuel Oil

350 Madison Avenue, New York 
CHICAGO TULSA LOS ANGELES

Advertising Typographers

UNDOUBTEDLY the 
full page advertisement 
enjoys an advantage 
over its little brother, 
the eighth-page adver
tisement. The small 
advertiser can greatly 
reduce his disadvant
age by using our typog
raphy based on twenty 
years’ experience.

Ben C. Pittsford Company
431 South Dearborn St.

Chicago, III.
Phone Harrison 7131

WHY not turn to the 
Market Place on page 
89 and see if there is not 

something of interest to 
yon? 

chased, practically supplies the house
wife for a few years, or for all time 
to come, necessarily finds saturation a 
decidedly real thing.” And he goes 
on to state that this saturation, which 
he seems to believe is true only of 
products sold from house-to-house, has 
increased sales resistance to an alarm
ing degree.

FIRST, this saturation does not exist 
in most lines. The leading firm 
in the field sells hosiery. Certainly not 

an article that is bought once and never 
again. A firm in Cincinnati sells 
$10,000,000 worth of men’s clothing 
every year. Leafing through the pages 
of a publication devoted to house-to- 
house selling, we find these articles 
offered: Dresses, women’s hats, linge
rie, men’s shirts, work suits, fountain 
pens, slickers, food products, dress 
goods, fire-extinguishers, tires, men’s 
ties, household remedies, men’s and 
women’s shoes. Will Mr. Fiske inform 
us when and where the saturation point 
is reached in these lines? Will he tell 
us why it is unlikely that purchasers 
of these articles will buy again from 
the same firm and the same representa
tives, if they are satisfied with the pur
chases which they have made at some 
earlier date ?

Above all, will he explain why this 
saturation, upon which he puts con
siderable emphasis, is confined to arti
cles sold by house-to-house firms, and 
why it does not exist when these same 
articles are sold by retailers ?

We do not desire to set a halo of per
fect innocence and angelic perfection 
around house-to-house selling. It has 
its evils. It has its serious problems. 
It has many thorns, and weeds to pull 
t'l. We are conscious of these, as is 
every other firm interested in this 
method of merchandising. The devel
opment of the field has been so rapid, 
so phenomenal, that many problems of 
a serious nature have arisen that we 
are confident the coming few years 
will see solved to the satisfaction of all 
those interested.

The important fact to remember is 
that house-to-house selling has found 
a permanent and definite place in the 
distribution of merchandise. Intelli
gent observers do not believe that it 
will replace the retail store, the chain 
store, or the mail-order house. But 
just as the chain store and the mail
order house have carved out perma
nent niches for themselves in the struc
ture of distribution, so house-to-house 
selling is rapidly making a place for 
itself.

When better values are not offered, 
a more complete or a more distinct 
service is rendered, perhaps a wider 
range of colors in hosiery, or novel 
and attractive features in shirts, or 
more beautiful fabrics and later styles 
in dresses. And above all, the house- 
to-house salesman offers the conveni
ence of making purchases in the quiet 
of the customer’s home, without the 
hustle and bustle that attends store 
purchasing.

Gently place a pen 
in Eis Eaazd
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When E. M. Statler 
Read Obvious Adams

—He immediately ordered copies sent to 
the Managers of all his Hotels

L
IKE many another high-calibre business 

man he recognized in the story of
-J Obvious Adams, the sound philoso

phy that makes for business success, 
whether the business be writing advertise
ments, managing a department or running 
a great metropolitan hotel.

An “obvious" man himself Statler 
wanted his managers and their assistants 
to see clearly just what it is that keeps a 
business on the ground and makes profits. 
So he sent each of them a copy of this 
little book, written several years ago by 
Robert R. Updegraff as a story for the 
Saturday Evening Post, because he saw 
that it would crystallize one of the biggest 
and most important of business principles 
and make it graphic and unforgettable— 
give it to them as a working tool.

For this same reason advertising agen
cies, newspaper publishers, bankers and 
business men in many other lines are pur
chasing Obvious Adams in quantities at the 
new wholesale prices to distribute broadly 
through their organizations, to executives, 
department heads, salesmen, and office 
workers.

Have your people read it? Wouldn’t 
it be a good business investment?

Quantity Price List
500 copies or more, 40c per copy
100 copies or more, 44c per copy
50 copies or more, 46c per copy
25 copies or more, 48c per copy
10 copies or more, 50c per copy

Single copies, 55c postpaid

KELLOGG PUBLISHING COMPANY
30 Lyman St. Springfield, Mass.
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Selling the Tenant 
Farmer

[CONTINUED FROM PAGE 22]

Be sure to send both 
your old and your 
new address one week 
before date of issue 
with which the change 
is to take effect.

Shoe and Leather Reporter 
. Boston

The outstanding publication of the shoe, 
leather and allied industries. Practically 
(00% coverage of the men who actually 
do the buying for these industries. In its 
67th year. Published each Thursday. $6 
yearly. Member ABP and ABC.

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

Advertising Men 
find in "Commeroial Engraving and Printing.*’ by 
Charles W. Hack Ie man, a mine of usable information. 
Second printing, revised. 810 pages. Over 1500 illus
trations. Covers 35 processes, methods and subjects relating to the graphic industries.

Mailed on approval. No advance payment. Write for 
FREE prospectus showing sample pages, contents, terms 
and other information.
Commercinl Engraving Publishing Co. 
Dept. WT INDIANAPOLIS, INDIANA

f] cannot effectively place your
-v Canadian Advertising by merely

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

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

The Standard Advertising Register
Is the beet in its field. Ask any user. Supplies 
valuable information on more than 8,000 ad
vertisers. Write for data, and prices.
National Register Publishing Co.

I n cor po rated
15 Moore St.. New York City 

R. W. Ferrel, Manager 

these States, with but a single day of 
income for the year. Unless the land
lord were thus to care for his tenants, 
they could not live during the seven or 
eight months of crop making. The 
ordinary landlord has, therefore, quite 
easily turned store-keeper.

The cross-roads stores of the South, 
as well as the small-town stores, belong 
to the neighboring landlords, the land
lords themselves becoming more and 
more town dwellers. These stores are 
supplemented by plantation “store
rooms” or commissaries, where the land
lord or his manager doles out supplies 
day and night. No small share of the time 
of such a man is taken for such petty 
tasks as being roused in the early 
morning hours to cut a slab of bacon 
for breakfast in one of his cabins, or by 
dim lantern light to select a pair of 
shoes for a girl who is to “join the 
church” on Sunday morning.

FARMERS of the South buy auto
mobiles, much as farmers do in 
other States. In these cars they come 

to town. But they do not buy in town 
as do the farmers of Iowa.

For eight months of the year both 
share tenants and croppers are in debt 
to the landlord for the growing crop; 
for about one month they enjoy a bit 
of cash; for the remaining three 
months many of them are seeking ad
vances from the landlord against the 
next crop which it not yet planted. How 
can such people buy from town mer
chants? The sad side of the story is 
that many sales managers and an army 
of imported specialty salesmen miss 
entirely these landlord-owned stores as 
merchandise outlets. The plantation 
“store-room” is usually closed during 
the daytime; often its doors are open 
but alternate days of the week; the 
landlord, for more than two-thirds of 
all such stores, lives not on the planta
tion but in town, according to the 
census. Only too commonly, stores of 
this character are not listed in the trade 
directories which constitute the “route 
charts” for salesmen since they are 
not retail mercantile establishments in 
the usual sense of that term.

Throughout eleven States are some 
6500 plantation commissaries and about 
7200 plantation general stores. The 
volume distributed through them has 
been corralled by a very few jobbing 
houses, plus a limited number of other 
concerns that have awakened to this 
sales opportunity. Canned goods, as 
one example, have made distressingly 
small headway in the rural South, but 
on the other hand one manufacturer of 
toilet goods has developed a surprising 

volume in this rural market where, on 
the face of it, demand for his goods 
would be nil. He understands this 
aspect of merchandising in the rural 
South.

So inextricably is the landlord’s in
terest bound up in the crops raised by 
his tenants and croppers that the law 
of every Southern State provides for 
“farm liens” in a manner hardly known 
elsewhere. It is of course right that 
the rental and the landlord’s advances 
shall come from the crop. In the South, 
the law insures that they shall.

These liens, colloquially, are known 
as “crop mortgages,” which term is an 
apt description, for the legal grip of 
the claimant is more akin to the cer
tainty of a mortgage on real estate 
than that of any chattel statute known 
to other States. “Possession” of a crop 
raised on tenant land in the South is far 
from being legal ownership, even though 
bought innocently for full price. Such 
possession is little better than evidence 
of ownership, but that ownership is 
valid if, and only on condition that, all 
liens to the landlord have been dis
charged. In most of these States, the 
law goes even further. The lien of the 
landlord holds against the purchaser 
of the crop, even though there be no 
specific evidence that such lien exists.

These conditions are peculiar to the 
South. They arose from the custom of 
the landlord financing his tenants. They 
are so ingrained into the commercial 
structure of the South that everything 
the share tenant and the cropper buys 
is subject to the approval of his 
landlord.

EVERYWHERE, landlords compete 
for tenants to overcome the rest
lessness of these people. Fair treat

ment, help in trouble, consideration and 
encouragement will "bind the cropper to 
the planter whose acres he leases. Debt 
to the landlord binds even more firmly. 
This last statement is harsh; but, none 
the less, debt to the landlord has 
greater influence on rural merchandis
ing in the South than any other single 
element. It is deliberately the policy 
of the planter to keep his “cropping” 
tenants under the yoke of indebtedness. 
This is the surest and simplest method 
of holding them on the plantation.

■One of Virginia’s tobacco planters, 
who lives palatially in Richmond, made 
the significant remark within three 
months:

“In the fall, when my farmers be
gin marketing their tobacco, I make 
trial balance of their accounts. Wher
ever I find one with a considerable 
credit, I sell him a Ford.”
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In that phrase—the five final words I 
quoted—is the kernel of selling that 
part of the rural South which lives un- | 
der share renting or cropping tenantry. I 
Beyond sheer necessities, the landlord I 
dictates what his tenants shall buy. 
More often than not, the landlord ex
ercises such paternal control towards 
his “folks” that he buys for them to 
quite a considerable extent.

In March of 1923, at Henderson, S. 
C., I saw a wealthy tobacco planter ap
proached with a suggestion that he 
persuade each of his tenants to sub
scribe to a certain farm journal that is 
quite well known.

“Persuade them?” he repeated, in 
the nasal inflection of Carolina, “Hell, 
man, I’ll do it for them!” and he made 
good by laying down the cash for fif
teen subscriptions, remarking only that 
three others of his tenants could not 
read. There is not the least question 
that the payment was charged back on 
fifteen of his accounts.

The best-sold merchandise in all the 
South is fertilizer. One reason, though 
of course not the sole cause, is that 
the landlord’s self interest is doubly 
intertwined with this product. He, as 
store keeper, pockets a fifteen per cent 
profit on sale of the goods; and as land 
owner, he gains again from the in
creased yield.

Close to fertilizer, for successful 
selling, is our most popular automobile, 
the agencies for which have repeatedly 
told how their follow-ups are directed 
to the landlords, not to the car owners. 
The packing houses rank high for their 
merchandising methods, and their ag
gressiveness is resented by grocery job
bers who complain of packer competi
tion in non-meat products. One whole
saler puts it thus: “It’s like the way 
they butcher a hog: nothing is missed.”

IF THE RIGHT MAN 
happens to read this notice his future is assured

HAVE YOU SOLD{*™^ SPACE-

A lucrative position is open, much above the 
average; one of those opportunities occurring 
perhaps once in a decade. An established 
publication needs a man who understands 
commercial art work and has a record as a 
salesman of either art work or advertising 
space.

Please answer at once and state your experi
ence. Position carries salary and bonus.

Address, Box No. 364 
ADVERTISING & SELLING FORTNIGHTLY 

9 East 38th Street, New York, N. Y.

Dorrance, Sullivan & Company
New York, is placing schedules cov

ering eighteen weeks of advertising for 
George W. Childs Cigars, account of 
American Cigar Company, in cities and 
towns throughout the United States 
which are represented by distributors.

The balmy climate, the wonderful sunshine and the invigorating 
salt sea breezes from' the Gulf of Mexico have made The Daily 

< _ Herald sail fast, but consistently, through the waters of increased
r circulation. We have grown over 140% in the past five years, and

our last audit report is now available and open for inspection.
National Advertisers will find The Daily Herald an alert and effec
tive selling messenger to the thousands of people who have come, 
and are still coming, to the Mississippi Coast. Sell them through 
the columns of this wide-awake paper!

World Wide Advertising 
Corporation

New York, elected the following offi
cers at their annual meeting: Presi
dent, Emil Maurice Scholz; vice-presi
dent and general manager, S. H, Som
erton; vice-president, William H. Clark; 
treasurer, Donaldson Douglas; secre
tary, Katherine Gannon. The present 
board of governors was re-elected.

R. M. Beil
Formerly with the Gundlach Adver

tising Company, Chicago, has become 
associated with the production depart
ment of Advertising Producers Asso
ciated, Inc., same city.

The Clark Collard Company
Chicago, will direct advertising for 

the R. G. Haskins Company, same city, 
manufacturers of portable electrical 
equipment.

The BDaily Herald
GULFPORT MISSISSIPPI BILOXI

Geo. W. Wilkes’ Sons, Publishers

The American Architect
A B. C. Est. 1876 A. B. P.
50 Years of Service to the Architectural 

Profession and Its Results.
The American Architect numbers among Its 
present advertisers some who began the use of 
its pages in 1876 and more than 100 of it? adver
tisers have been continuously represented for more 
than five years.When considering the cultivation of this market 
write for information and the complete service

239 West 39th St. New York

I__________________________________________

BUILDING AGE and
The BUILDERS’ JOURNAL

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

Member A. B. C. and A. B. P.
239 West 39th St, New York; First National Bank 
Building Chicago; 320 Market St, San Francisco.
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Forms of Competition 
Facing the Retailer

[continued from page 42]
grade distributors all over this coun- I 
try, separately owned and operated, 
that are chained together in their ' 
policies, their research work, and 
thereby add greatly to the strength 
and volume of this method of selling.

This is the situation that the manu- i 
facturers and wholesale distributors 
and the retailers are facing today: 
First, too many retailers; second 75 
per cent of them incompetent, and ! 
third, the great loss in volume because 
of the growth of mail order houses, 
house-to-house canvassers, and chain 
stores.

The second question is: “What poli
cies of merchandising and so forth will 
it be necessary for the retailer to adopt 
to satisfactorily and profitably meet , 
these conditions?”

THE first thing a retailer trying to ' I 
cope with these conditions needs I 
is to know something about his busi

ness. So I think that the first thing 
which should be recommended to the I 
average retailer is a simple system of 
keeping track of his business, a simple 
inventory that will enable him to know 
at all times what stocks are in the i 
different departments and which will 
enable him to sell the goods at a profit 
during the season, thus eliminating 1 
these foolish cut price sales that occur 
season after season and year after 
year.

The next point on which the retailer 
must be educated is the value of turn- j 
over in his business.

I noticed a reference to turnover 
once in a talk given by the vice-presi
dent of the Baldwin Locomotive Works, 
and I wrote and told him that I was 
interested. He sent me a reply and this 
is what he said:

“In handling a business of ten million 
dollars monthly, we aim to make the 
shortest possible turnover so that our 
profits may be more satisfactory. In 
other words, if we can make a turn- , 
over every three months we will have : 
only thirty million dollars tied up be
tween the order sheet and the bill book. 
If it requires four months to make a 
turnover, you will realize that forty
million capital is required, or ten mil
lion dollars more, and the profit will 
be three million dollars less per year. 
If, therefore, we can make the turn
over in three months instead of four 
months, we not only tie up ten million 
dollars less capital, but we increase our 
yearly profits three million dollars, and 
this increase in profits will more than 
justify the added cost of efficient trans
portation.”

Henry Ford, in his book, says:
“In the changing of the production | 

we discovered after a little experiment
ing that freight service could be im- 1 
proved sufficiently to reduce the cycle 
of manufacture from twenty-two to I 
fourteen days. That is, raw material
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could be bought, manufactured and the 
finished product put in the hands of 
the distributor in .33% per cent less 
time than before. We had been carry
ing inventory around sixty millions to 
insure uninterrupted production. Cut
ting down the time one-third reduced it 
to twenty millions. In cutting the 
finished inventory we find we saved 
eight million more, that is, we were 
able to reduce twenty-eight million dol
lars in capital and to save the interest 
on that sum.”

These are two pretty big illustra
tions of what turnover will do in a big 
business.

Another important thing is the idea 
of the policy of concentration, which 
means few creditors instead of many. 
It means a small stock always worth 
its cost, and not a large stock of shop
worn goods that are always worth less 
than the inventory. It means that 
every dollar is working and earning, 
instead of the fresh merchandise carry
ing the burden of unsalable goods.

Concentration of purchases among a 
few houses simply means adding that 
many partners to your business, and it 
means that they are as much respon
sible for the success of their part of 
your business as you are. They cannot 
afford to have any of their goods lying 
on your shelves.

Concentration means greater profits 
and less debts. It means few credit
ors instead of many. It means a few 
good strong houses really interested in 
your business and success instead of 
many of so small an interest as to be 
a menace rather than a help.

I believe that there must be a closer 
and more intelligent cooperation be
tween the manufacturer or distributor 
and the retailer, in order that they 
may both meet the present situation, 
and as the average retailer is not com
petent himself, the manufacturer must 
assume that responsibility.

Sherman & Lebair, Inc.
New York, will direct advertising for 

the Murphy-Gorman Company, Dan
bury, Conn., manufacturers of Emerson 
hats for men.
New York Advertising Agency

New York, will direct advertising for 
a new line of toys being manufactured 
by Louis Bossert & Sons Company, 
Brooklyn, N. Y.
The Green & Van Sant Company
_ Baltimore, Md., will direct advertis
ing for the Chamber of Commerce, 
Spartanburg, S. C., in a campaign to 
attract desirable industries to that city.
The Advertising Corporation

Waterloo, Iowa, announce the open
ing of a branch office in charge of 
Maurice H. Kammann in Minneapolis, 
Minn.
Louis C. Boone

Has taken charge of a new office in 
Detroit representing the Chicago Amer
ican, the Detroit Times, the Boston 
American, the Wisconsin News and the 
Rochester Journal-American.

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.

Business Opportunities Position IF anted

GET YOUR COPY OF OUR 
BULLETIN OF PUBLISHING 
PROPERTIES FOR SALE 

Address : 
HARRIS-DIBBLE CO., 

345 MADISON AVE., N. Y. C.

SALES ENGINEER, long experience selling 
engineering lines, with business and financial ex
perience; interested in a high-class proposition 
only; salary or drawing account essential. Box 
No. 361, Adv. and Selling Fort., 9 East 38th St., 
New York City.

We can now sell space and represent another 
trade or class publication of merit, Chicago and 
Western territory ; organized representatives with 
experienced sale^ staff. Al references. Fried
man & Peck, 431 S. Dearborn St., Chicago, Ill.

Young man, agency and advertising department 
experience, desires connection with agency prom
ising future. Experience covers copy, layouts, 
practical selling, merchandising, soliciting. De
sire to make proper connection makes salary sec
ondary. Box No. 369. Advertising and Selling 
Fort., 9 East 38th St., New York City.

Help ITanied
ServiceSALESMEN—Established and progressive com

pany desires the services of three experienced 
salesmen with proved capabilities. Must own 
car. This is a real opportunity for men not 
afraid of hard work. A real salesman’s earnings 
can easily reach five figures. Your first letter 
should tell the whole story. Negotiations con
fidential. Salary and coni mission hasis, together 
with part car maintenance for those who can 
qualify. Box No. 367. Adv. and Selling Fort., 
9 East 38th St., New York City.

ARTIST
All around commercial man with thorough knowl
edge of engraving reproduction. Studio cen
trally located. Rates reasonable. Box No. 368, 
Adv. and Selling Fort., 9 East 38th St., New 
York City.

Position IF anted Multigraphing

Production Man. with thorough, practical ex
perience in all phases of production work and 
agency routine, desires a permanent Connection 
with an agency offering better opportunities for 
advancement. Box No. 366, Adv. and Selling 
Fort., 9 East 38th St., New York City.

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

DEHAAN CIRCULAR LETTER CO., INC.
120 W. 42nd St.. New York City.

Telephone Wis. 5483

SECRETARY 
TO ADVERTISING MAN 

An educated young woman with broad business 
experience, recently secretary to the head of a 
medium-sized advertising agency, seeks a posi
tion (New York City only) as secretary to an 
advertising man. Experienced stenographer and 
can write own letters. Can assume responsibility 
and have personality that enables her to meet 
people. Moderate salary. Box No. 363. Adv. 
and Selling Fort., 9 East 38th St., New York
City.

Miscellaneous

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 oostage. 
Send your check to Adv. and Selling Fort., 9 
East 38th St., New York City.

Advertising Writer-Sales man; young man, im
pressive personality and appearance; splendid 
background, experience planning, writing, sell
ing: available immediately. Box No. 359, Adv. 
and Selling Fort., 9 E. 38th St., New York City.

Advertising man, with thorough, practical expe
rience in all phases of publication and direct 
mail advertising, now handling copy, visualiza
tion and layout, wants to join an agency offer
ing greater opportunities; controls several active 
accounts. Box No. 365, Adv. and Selling Fort., 
9 East 38th St., New York City.

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-filed 
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.

' ‘GIBBONS know. CANADA”
I ■ Gibbon. Limited, '
... . - MONTREALTORONTO WINNIPEG
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“We, ourselves, from this office, use some 
ninety-six newspapers throughout the 
country, while some two thousand of our 
dealers are using newspaper space and 
are continually referring to us as to what 
newspaper they should use. We have 
always found the information and data 
contained in your publication of a satis
factory7 nature.”

Willard Storage Battery Company.

PUBLISHERS—This electro will be 
furnished to you free of charge. 
Use the symbol in your advertise
ments, direct-by-mail matter, letter
heads, etc. It’s a business-produc
ing tie-up—links your promotional 
efforts with your listing in Stand
ard Rate & Data Service.

.............................USE THIS COUPON..............................

Special 30-Day Approval Order
STANDARD RATE & DATA SERVICE,
536 Lake Shore Drive, ............................................................................... 192...,
Chicago, Illinois.

Gentlemen: You may send to us, prepaid, a copy of the current number of Standard Rate & Data Service, together with all bulletins 
issued since it was published for “30 days” use. Unless we return it at the end of thirty days you may bill us for $30.00, which is 
the cost of one year’s subscription. The issue we receive is to be considered the initial number to be followed by a revised copy on 
the tenth of each month. The Service is to be maintained accurately by bulletins issued every other day.

Firm Name ..........................................................................................Street Address ............................................................................

City .............................................................................................................State ........................................................

Individual Signing Order ......................................Official Position..................................................................................................
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“The Home Is the Things

' I 'HE illustrations used on this page are re
A produced in miniature from the advertising 

of the John M. Smyth Company in the Photo
gravure Section of The Chicago Daily News. 
The first page appeared 
on Saturday, August 15, 
1925, and although their 
contract calls for a mini
mum of two pages per 
month for one year, 
a full page has 
appeared every 
Saturday with 
three exceptions.

(NOTE: The John M. Smyth photo
gravure advertising totaled 47,040 agate 
lines in the first six months of the contract, 
or nearly the entire amount originally con
templated for the full year.)

“We have had requests for the merchandise three weeks 
after its appearance in the Photogravure Section—not one but 
many,” says the John M. Smyth Company.

THE CHICAGO DAILY NEWS
First in Chicago

fv, r-V \\’ dnesday by Advertisius Rugghi.-bile.. Inc.. 9 East 38th St.. New York, N. Y. Subscription price $3.00 per
\ olume G. No. 11. Entered as second class matter May 7, 1923, at Post Office at New York under Act of March 3, 1879.




