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A book about your business

by the folks 
who buy 

your goods

In a long experience 
we have compiled many 
“Books of Facts” for in
dividual manufacturers. 
They cover many indus
tries and many channels 
of trade: groceries,drugs, 

furniture, shoes, etc.

TJTOW often have you fumbled hopefully 
A through books on marketing only to 
lay them aside because they did not apply 
to your particular problems? How often 
have you wished that somewhere you 
might turn to a volume and find answers to 
the intricate questions of your own busi
ness?

There is such a book. Its name is the 
Richards Book of Facts. Your copy of 
this book does not exist as yet, because, un
like any other book, a Richards Book of 
Facts is prepared for the individual manu
facturer. It presents a study of that manu
facturer’s product and marketing methods 
as disclosed by a field survey in which hun
dreds, sometimes thousands, of consumers, 
retailers, and wholesalers are interviewed.

When your Richards Book of Facts is 
made, you will find in it, not theory, not

out-of-date accounts of someone’s else 
business, but trustworthy information to 
guide you and us in the making of adver
tising and sales plans.

As one manufacturer says about his 
Richards Book of Facts, “We feel that it 
insures our money will not be spent until 
results are certain.”

We will gladly tell you how a Richards 
Book of Facts may be prepared for your 
business and used as the basis of the adver
tising which we do for you.

A copy of our new booklet entitled 
“Business Research,” which describes the 
place of research in modern business, will 
be sent free on request. Address JOSEPH 
Richards Company, Inc., 253 Park 
Avenue, New York City. An Advertising 
Agency Established 1874.

Richards
Facts first then Advertising
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A newspaper’s supreme testimony of its value as an advertising medium is its
endorsement by shrewd, successful advertisers. They know by experience.

Local Display National Classified

Does the combined judgment of all 
these successful advertisers mean anything?

AN advertiser who had an unlimited 
appropriation, and the patience and 

" faith to forego an immediate return 
in hope of some deferred “cumulative 

effect,” might afford to experiment with 
mediums. He might discover some new 
and hitherto unknown “producer.” But 
who cares to take that risk?

one morning and one Sunday, published 
37,362,414 lines of advertising in 1925. 
The Indianapolis News alone published 
17,897,667 lines—the other three divided 
the little more than half remaining. In 
dollars, the investment in The News in 
1925 was considerably greater than in all 
others combined.

Advertising appropriations must yield a 
return in sales. Few appropriations are so 
generous that they permit even intelligent 
experimenting with mediums. Few can 
afford to hazard an adver
tising investment for a 
problematical or specula
tive return.

That’s w h y advertisers 
who expect and exact an 
immediate and profitable 
return invariably invest in 
proved mediums, leaving 
the hazard of speculating 
to their less experienced 
competitors.

Four newspapers in In
dianapolis. two evening,

The Testimony of 
the Years

rpHE
/ ship

News

overwhelming leader- 
of The Indianapolis 
in advertising linage 

has been the solid, substantial 
growth of half a century. Many 
good newspapers have come and 
gone in Indianapolis since 1869, 
but The News has climbed to 
new heights of success and 
service to advertisers every year. 
A 56-year record like this admits 
of no doubt or question. As 
proof it is unassailable.

This year, as in the past, some advertisers 
seeking to cover the rich and responsive 
Indianapolis Radius will experiment with 
their appropriations. But this year, as dur

ing the last fifty-six years, 
most of them will leave 
the gamble to others and 
invest their money in the 
medium that has proved 
itself through half a cen
tury — The Indianapolis 
News.

Occasionally a single ad
vertiser may make a mis
take. But ALL advertis
ers ALL the time are an 
infallible guide!

THE INDIANAPOLIS
New York, Dan A. Carroll Frank T. Carroll, Advertising Director

110 East 42nd Street ’ 6

NEWS
Chicago, J. E. Lutz 
The Tower Building
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Page 5—The News Digest
New York Advertising Agency

I Will direct advertising for the Foster 
Laboratory, Newark, N. J., manufac
turers of pharmaceutical products.

The G. Lynn Sumner Company

New York, will direct advertising for 
the Needlecraft Publishing Company, 
publishers of Needlecraft Magazine.

Oliver M. Byerly

Cleveland, will direct advertising, for 
the Keystone Reamer and Tool Com
pany, Millersburg, Pa.
Cleveland A. Chandler & Company

Boston, will direct advertising for 
Furness, Withy & Company.

John Sullivan

Who resigned in November, 1924, 
after serving several years as secre
tary-treasurer of the Association of 
National Advertisers, has established 
a business as marketing counsel with 
offices at 1819 Broadway, New York.

,. /. Galbreath

Until recently engaged in advertis
ing and sales promotion work for the 
Bridgeport Brass Company, has been 
appointed to take charge of publicity 
and sales promotion for the American 
Brown Boveri Electric Corporation, New 
York, as assistant to Earl G. Hines, 
recently appointed general sales man
ager.

Pratt & Florea, Inc.

Is the name adopted by Lewellyn E. 
Pratt, Inc., New York, planners of ad
vertising specialties and display cam
paigns, by the association with Mr. 
Pratt of Park S. Florea. Mr. Florea 
was for fourteen years secretary and 
manager of the Associated Advertis
ing Clubs of the World.

Formerly with Ruthrauff & Ryan, 
Inc., New York advertising agency, has 
become associated with the New York 
office of the Lyddon & Hanford Com
pany as an account executive.

George O. Leonard

Has been appointed manager of the 
Research Department of the Campbell
Ewald Company, Detroit advertising 
agency, with which he has been asso
ciated for the past six years.

Chappelow Advertising Company

St. Louis, will direct advertising for 
the Smith & Davis Manufacturing Com
pany, same city, makers of beds.

L. F. Sinclair

Formerly sales manager of the Ani
mated Products Corporation, New York, 
has been appointed director of sales of 
the Smith-Hecht Company, Indianapo
lis, Ind., producers of calendars, adver
tising novelties, etc.

The Thumbnail 
Business Review

By Floyd IT . Parsons

HE slump in the stock market has 
served to increase the caution being 
exercised by business executives gen-
y. Employment continues in most 

- on a satisfactory scale. Wages are 
___ .itained on a “prosperity basis.” Most 
of the important indexes of business con
ditions continue favorable. Car loadings 
are close to a record total, and bank 
debits, the best single measure of the na
tion’s business, are running larger than 
ever before at this time of the year. There 
is no speculation in commodities worth 
speaking of. Railroad facilities, factory 
capacity and labor supplies appear to be 
wholly adequate to take care of all 
demands.
C. Just how long business will continue 
at a high rate of activity, in the face of a 
declining tendency in commodity prices, is 
difficult to ascertain. The present indus
trial structure is being well supported by 
the strength existing in building construc
tion. the automobile industry and iron and
steel production.
more unsettled than ever.

The foreign situation is
The business

appears to be no break in the dark side

The J. C. Menkin Company

New York advertising agency, an
nounces the removal of its offices on 
May first to 67 West 44th Street. Mil
ton M. Heyman, formerly with the 
Blackman Company, has joined the 
Menkin organization.

“The Literary Digest”

New York, has opened new offices in 
Cleveland and Detroit to handle in
creasing business from the Mid-West
ern territory.

Fay Keyler

Formerly with Rickard & Company, 
Inc., New York advertising agency, has 
been appointed sales promotion man
ager of Radio Merchandising maga
zine.

E. T. Sadler Company

Chicago, will direct advertising for 
the following concerns of the same 
city: Allbright-Nell Company, manu
facturers of packing house machinery 
and equipment; Chancellor & Vaughan, 
athletic clothing; H. G. Fischer & Com
pany, Inc., X-ray and physiotherapy 
equipment. The Faichney Instrument 
Corporation, Watertown, N. Y., have 
also appointed this company as adver
tising counselors.

Great Britain may add to difficulties, while 
financial conditions in France are hectic. 
<L There is good justification for our be-

Charles C. Green
Advertising Agency, Inc.

Philadelphia office, will direct news
paper advertising for the Philadelphia 
branch of the Commercial Casualty 
Insurance Company.

panying drastic readjustments. But noth
ing is gained by closing our eyes to the 
truth that the plans and expectations of 
many people could be easily upset by a 
moderate decline in two or three indus
tries. The present method of doing busi
ness on a part-payment plan would not 
operate so smoothly if there was a reduc
tion in the present high earnings of our 
workers.

Tyson Continues to Handle 
Morse Industrial Advertising

On page 75 of this issue a news item 
appears in reference to the advertising 
of the Morse Chain Company of Ithaca, 
N. Y. This refers only to the automo
tive advertising of this concern, which 
has always been handled separately in 
Detroit. The Morse industrial advertis
ing will continue to be directed by O. S. 
Tyson & Co., Inc., New York. Since 
the form containing the previous item 
had already gone to press when the 
correction was received, the Fort
nightly takes this opportunity to right 
the matter in the interests of the com
panies involved.

Hommann, Tarcher & Cornell, Inc.

New York, will direct advertising 
for Esmond Mills, Esmond, R. L, man
ufacturers of blankets.

Frank Corcoran

Has resigned from Barton, Durstine 
& Osborn, Ine., New York, to be
come associated with Pedlar & Ryan, 
Inc., same city.

[additional news on other pages]



ONE OUT OF 218,000!
You know this man, and you 

know something of his buying 
needs. You would look on him 
as a fine prospect if you could 
approach him in the right way. 
Yet he is only one of 218,000 like 
him whom you may approach 
through Nation’s Business!

Since this compilation was 
made' the total of the subscrib
ers to Nation’s Business has in
creased well over 218,000!

Have you a message for these 
men?

Presidents ........................ 54,657
Vice-Presidents............... 24,758
Secretaries........................ 23,588
Treasurers........................ 11,580
Partners & Proprietors. . 13,317
Directors, Chairmen of

Boards, Comptrollers, 
General Counsels, Su
perintendents and En
gineers .......................... 9,337

General Managers ......... 17,229
Department Managers .. 16,295

Major Executives .......... 171,061
Other Executives ........... 13,099

Total Executives..............184,160

NATIONS
Merle Thorpe, Editor

Published Monthly at Washington by the Chamber of Commerce 
of the United States.
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271,894
Lines Gained

TN January and February ot 1926, over January and Feb
ruary of 1925.

1925 was the greatest year in the history of THE 
BIRMINGHAM NEWS. Every month was a record breaker 
—yet 1926 bids fair to shatter the 1925 record.

The record for January and February 1926, as compared 
with January and February of 1925, for the three Birming
ham papers is as follows:

NEWS AGE HERALD POST
1926—2,682,232 1,229,956 816,802
1925—2,410,338 1,350,482 622,888

Gain 271,894 Loss 120,526 Gain 193,914
The News gained 29,946 lines of National Advertising in 
January and February, 1926, as contrasted with a gain ot 
19,068 lines for The Post and a loss of 2,320 lines for The 
Age Herald. .

©falBirmingham New#
The South’s Greatest Newspaper

National Representatives

KELLY-SMITH COMPANY
Marbridge Building

New York City
Waterman Building Atlantic Building

Boston, Mass. Philadelphia, Pa.
J. C. HARRIS, Jr.

Atlanta

Tribune Tower 
Chicago, Ill.
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Can you beat this for 
StraightJine Advertising?

The textile industry has the fewest executives 
per thousand workers of any industry. This 
was shown in a recent survey.

What does this mean ? Simply that this indus
try—the second largest—has the greatest con
centration in buying power.

To industrial advertisers we offer a huge mar
ket—an industry sharply defined, whose buying 
power is concentrated. Finally, we offer a 
medium that goes to the heart of that industry 
—to men who control 95% of its purchases.

This subject is discussed in greater detail in 
“How to Sell to Textile Mills” a copy of which 
will be sent to anyone genuinely interested in 
this market.

Audit Bureau of Circulations 
Associated Business Papers, Inc.

334 Fourth Avenue, New York

«Win-----------  - ■ ■ ----- nm»
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Circle These 19 Counties

Characteristics of the 19 Counties

¡2.80 i.mmoo

Characteristics of the 47 Cities

Wilson’s Evaporateti Milk

Ìtale Bu).I- Penale Bin",

i During 1925 the following
83 national food and bever-

central Ohio

Dealers of

on Your Sales Map 
fThey Define the GreaiTI 
|£Cen/r«Z Ohio Food A/arfcetJ| 

(Thoroughly Covered by The Columbus Dispatch)

•These Fifty-two Food and Btci 
aoe Advertisers Used The Di wit ch 
Esci usivél V. • r '

The great central Ohio mar
ket, consisting of the central 
19 counties and 47 towns 
and cities of 1000 population 
or more as illustrated on 
the above map, offers adver
tisers a compact market 
where sales are large -turn
over rapid — selling costs 
comparatively low. Nearly 
a million people of this area 
(93.2 American borni are 
accessible through The 
Columbus Dispatch alone.

The eighty-three nationally 
and internationally known 
advertisers listed at the left, 
have found Columbus ami 
central Ohio an exceedingly 
profitable and responsive 
market. During 1925 they 
used 453,984 lines in The 
Dispatch, or 65% of all food 
and beverage advertising ap
pearing in Columbus news
papers. The Dispatch car
ried 215,552 lines more than 
the other papers combined.

Wholesale and Retail Distri* 
bution in 47 Cities

103,526 daily circulation is confined to the counties adjacent 
to Columbus, the wholesale and jobbing center not only of 
central and southeastern Ohio, but parts of West Virginia

(fohnnbiis pispatch
o Ohio's Greatest Home Daily

HARVEY R. YOUNG, Advertising Director
O’MARA & ORMSBEE, Inc.

National Representatives
monies Gas Building 
CHICAGO, ILL.

2«O Madison Av«
NEW YORK, N. 1 FRANCISCO. DETROIT. MICH.
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Honorable Mention
Every little while, some publisher’s representative 
tells us that something nice has been said of us. Of 
this we are appreciative, because we are human and 
prideful of a good name. But we are more prideful 
of requests by consumers for the goods we help 
advertise for our clients — honorable mention over 
the counter and by the cash register. It goes with
out saying that any good advertising concern should 
be careful in the way it spends the money of others. 
Distinction is in making money for them. The conclu
sion is in the fact that we have grown in twelve years 
from a desk in a corner to a suite of thirty offices.

The Geyer Company
Advertising

Third National Building, Dayton, Ohio.
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Buffalo the Wonder City of America

Now Qoing on—

Buffalo Pure Food Show
Under the Auspices of the

Retail Grocers of Buffalo
and

The Buffalo Evening News

The retail grocers of Buffalo have again sought and 
received the co-operation of the Buffalo Evening News in 
presenting their annual Pure Food Show. An average of 
twenty thousand people are in daily attendance—all read
ers of Buffalo’s great home newspaper, the Buffalo 
Evening News.

Cover the Buffalo Market with the

Buffalo Evening News

National Representatives

A. B. C. Sept. 30, EDWARD H. BUTLER Present Average
1925, 128,502 Editor and Publisher 141,018

KELLY-SMITH COMPANY
Marbridge Building Waterman Building Atlantic Building Tribune Tower

New York City Boston, Mass. Philadelphia, Pa. Chicago, Ill.
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Producing Results in the 
World’s Greatest Market
TN the rich responsive New York market, where the 

sales opportunities for advertisers are greater than 
in any other market in the world, The New York Sun 
produces exceptional results for advertisers:

Because it is read by people with purchasing impulse 
and purchasing power.
Because it is a home newspaper and reaches all 
members of the family.
Because its readers have confidence in the news and 
advertising which it publishes,

For eight consecutive months advertisers have used 
more space in The Sun than in any other New York 
evening newspaper.
In February The Sun published 1,241,782 lines of advertising— 
leading the second New York evening newspaper by 52,090 lines.
The Sun’s gain in February 1926 compared with February 1925—a 
gain of 222,796 lines—was larger than the gain of any other New 
York newspaper, seven-day morning as well as six-day evening. It 
exceeded the combined gains of all the other New York evening 
newspapers by 20,464 lines.

IT The Sun is first in advertising among the evening newspapers of 71 
llNew York because it is first in its ability to produce results.)!

280 BROADWAY NEW YORK
BOSTON WASHINGTON, D. C. CHICAGO SAN FRANCISCO

Old South Building Munsey Building 208 So. La Salle St. First National Bank Building

LOS ANGELES PARIS LONDON
Van Nuys Building 49 Avenue de l’Opera 40-43 Fleet St.
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Secure Foundations
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There is a key market 
product

In it population is densest, 
richest—grocers most 
numerous, most powerful

CC/HAT really builds business for a grocer?
Isn’t it concentrated demand—many calls 

for your goods instead of few—large consump
tion instead of slow sales?

Wouldn’t it be better for your product in 
Boston if 61% of the grocers within thirty 
miles of City Hall reported active turnover than 
if 100% were barely satisfied with sales?

If one judges by what retailers themselves do 
in Boston it would seem so. For the great Bos
ton stores rely on concentrated advertising in 
a key trading area.

The key trading area 12 miles 
around City Hall

In Boston the key territory is Boston City plus 
the surrounding suburbs for an average area of 
twelve miles around City Hall.

In this territory are 1,700,000 people. In it, 
too, are 61% of all grocery stores within a 
radius of thirty miles—and by far the most 
powerful stores.

From this twelve-mile trading area the Bos
ton department stores draw 74% of their total 
business. The per capita wealth is about $2000. 
Here the finest stores in Boston report 64% of 
their charge accounts.

Here the Qlobe leads in circrdation 
You can cover this territory through the Boston 
Sunday Globe which here delivers 34,367 more

copies than the next largest Boston Sunday 
newspaper. This Globe circulation is concen
trated in the key territory; it is not scattered 
over the thinner outlying population.

And you can back up such a campaign effec
tively through the daily Globe which exceeds 
the Sunday in total circulation in the same 
territory.

Such advertising concentrates upon retailers with 
real leadership. It reaches population with the highest 
buying power in Boston.

It will move merchandise.

National advertising in Boston may 
profit by the retailers’ example

Certainly Boston department stores know the market 
which is their daily study. They know where Boston 
buying power is highest, where they can make the most 
sales per dollar of cost, where advertising reaches the 
most responsive market.

85% of every dollar spent in the grocery store is spent 
by women. Filene’s of Boston credit 84% of their sales 
to women purchasers. Note the close parallel in these 
figures.

For food products, for drug products, could there be 
any stronger evidence of the Globe’s businesslike 
blanketing of the Boston market than its leadership in 
department store lineage?

TOTAL NET PAID CIRCULATION IS

279,461 Daily 326,532 Sunday
It is pretty generally true in all cities with large suburban population 
that, in the metropolitan area, when the Sunday circulation is 
practically the same or greater than the daily circulation, there is 
proof of a real seven-day reader interest with a minimum of casual 
readers of the commuting type.
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in Boston for the food 
manufacturer

In the Area A and B, Boston’s 12-mile Trading Area, are
64% of department store charge accounts 60% of all hardware stores
74%of all department store package deliveries 57% of all dry goods stores 
61 % of all grocery stores 55 % of all furniture stores
57% of all drug stores 46't, of all automobile dealers and garages

Here the Sunday Globe delivers 34,367 more copies than the next Boston 
Sunday newspaper. The Globe concentrates—199,392 daily—176,479 Sunday.

The Boston Globe
Gphe (¿lobe sells Boston^
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YouthF ♦ 
Beauty

I 
♦ 

Charm 
f 

♦

What Does Your Product Offer?

And Remember:
Under the B u 11 e r i c k 
Blue List Method we 
solicit by telephone sub
scriptions from those 
women:
1 Who have 'elephones be

' cause convenient
q Who have charge accounts 

’ at department stores be
cause convenient

T Who come regularly to 
’ shopping centers where ad- 

verfrieJ goods are sold be
cause convenient.

A Most of whom (85 out of 
’ 1001 are married and buy 
for their families.

These women are selected 
prospects for your products 
—and they are all readers of 
The Delineator or The De
signer (The Buttcrick Com
bination!.

If you were beauty editor of The Delineator or The De
signer—

And could read only a few of the flood of letters that pours 
in daily—

If you could see with your own eyes the eager questing for 
beauty, youth and charm—

You would be amazed at the vastness of this market which 
awaits your wares.

A young mother worries because baby's coming has robbed 
her cheeks of their color.

What secret of charm will help a wife retain her husband's 
admiration and love?

Is there anything that will help dry skin, oily scalp, brittle 
nails, sallow complexion?

A torrent of questions from anxious hearts. Flappers, wives, 
mothers—all seek aid in the vital problems of beauty.

What does your product offer? Can you bring back the bloom 
to faded cheeks, smooth away wrinkles, freshen, revivify, restore1

Have you the gay colors of youth, the loveliness of beauty, 
the gift of charm to give1

Can you make a smile more dazzling, bring a sparkle to tired 
eyes, a sheen to silken hair, a touch of color, a breath of perfume?

Then put your message before the eager eyes of these women. 
Tell them of the youth and beauty and charm that can be theirs. 
Show them how your product will serve them—and they will buy.

You can reach this great and responsive market through The 
Delineator and The Designer (The Butterick Combination).

THE DELINEATOR 
and THE DESIGNER 

{ The Butterick Combination J
Chicago New York San Francisco
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“QALESMEN,” declared B. J.
Williams in his current arti

cle, “are just as human as men in 
any other line of work. And they 
should be treated like human be
ings.”

Mr. Williams is Director of Sales 
of the Paraffine Companies. Inc., 
and knows selling and salesmen 
from the ground up. In his article, 
“Hiring Ten; Firing Nine,” he 
takes issue with the “hard-boiled” 
type of sales manager who is a 
driver and little else. His plea for 
understanding and cooperation on 
the part of the boss is based not on 
any sticky sentimentality, but on 
a foundation of cold dollars and 
cents.

M. C. ROBBINS, President
J. H. MOORE, General Manager
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A “NATIONAL” AGENCY

In the Truest Sense

Each of the eight McCann Company offices is an 
advertising agency in itself, rendering full service to 
clients in its section, including analysis and study of 
the client’s business, the preparation ot plans, and the 
creation and placing of the advertising. Yet a client 
of one McCann Company office is a client of all, and 
each office cooperates with the others in (i) reporting 
on local marketing conditions, (2) keeping in touch 
with salesmen, branch houses and distributors, (3) 
making investigations in its territory and (4) prepar
ing local advertising, if necessary.

This, we believe, makes the McCann Company a 
national advertising agency in the truest sense.THE H.K.MCCANN COMPANY

‘Md'dertlsing
NEW YORK CLEVELAND SAN FRANCISCO DENVER
CHICAGO LOS ANGELES MONTREAL TORONTO
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Hiring Ten; Firing Nine
The Hard-Boiled, Unsympathetic Sales Manager Is on the Way Out

By B. J. Williams
Director of Sales, The Paraffine Companies, Inc.

DURING the years that I was 
sales manager I earned the 
reputation of hiring ten and 

firing nine in order to get one real 
salesman.”

This statement is taken verbatim 
from a recent issue of a popular bus
iness magazine and is attributed to 
the vice-president and general man
ager of a large eastern corporation 
manufacturing a food product. Upon 
reading it I pinched myself and 
rubbed my eyes to be sure that I 
was really alive and awake. I could 
scarcely believe I had read aright. 
I felt sure that my faculties had 
“tricked” me in some way, for I 
thought it could not be possible that 
a man occupying a position of re
sponsibility in a successful business 
institution could be guilty of express
ing publicly so medieval a sentiment. 
So I read it again, but there was no 
mistake. It was there, written word 
for word just as I have given it.

It has been a month or more since 
I read it and I have not since been 
able to get it out of my mind. I call 
your attention particularly to the 
wording of this statement: “I earned 
the reputation.” He might have had 
the reputation without earning it, 
for he might have been charged 
falsely with “hiring ten and firing 
nine.” But, no, he states most em
phatically that “I earned, the reputa
tion,” etc. The form of the state
ment makes it evident that he was 
proud of the fact and enjoyed the

reputation. What manner of man is 
this, anyway, who would strike so 
discordant a note and advertise him
self so out of step with the march 
of progress?

I have been mixed up with sales
men many years. First, as a sales
man for an installment Reuse selling 
silverware, jewelry, clocks, and blan
kets from house to house on a dollar 
down and a dollar a month basis; 
then as a soap salesman going from 
one little grocery store to another 
wrestling with “the Armenians, the 
Portuguese, and the Greeks,” not to 
speak of Italians, Poles, Hungarian:, 
Bohemians, Russians, and the many 
and various other nationalities

poured into the “melting pot” at 
Pittsburgh and thereabouts. How 
well do I remember what it meant 
to me to receive a word of commen
dation and “a pat on the back” from 
my sales manager at the end of one 
of these hard discouraging days. 
And how I would read and re-read 
the letters containing a word of en
couragement — frequently reading 
into them much more than was in
tended by the writer, with the re
sult that I would start out the fol
lowing day with renewed energy and 
the high enthusiasm engendered by 
kind words and encouragement.

Later, as an executive with a firm 
employing more than a thousand 
salesmen, I traveled to every part of 
the country and with these salesmen 
sold goods in practically every town 
and city of any size or consequence 
in the United States. With the ex
ception of the special salesmen at
tached to my department, these men 
were not under my control. I had no 
authority over them. It was my job 
to interest them in a line of merchan
dise of which they knew nothing and 
cared less, and I did it simply by being 
human and honest and sincere. I 
knew my line, and I had a genuine 
interest in and liking for every man 
with whom I came in contact. I 
was not sparing with credit for work 
done. If out with a salesman and 
we booked an order, whether for 
five dollars or five hundred dollars, 
I gave ihe salesman all the credit
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for it. 1 made it a rule, also, to go 
farther even than that. I would not 
only so advise his immediate su
perior but I would write the same 
thing to the main office at Chicago. 
Need I say that these men were my 
friends and would work their heads 
off for me? They were and they 
did. This is just plain everyday 
human nature, and salesmen are very 
human I have found.

During the years I was engaged 
in personal selling and later in exec
utive sales work, I have associated 
with and have been in hundreds of 
salesmen’s homes. I have known 
their wives and kiddies, and I know 
how human they are, and how, on 
the whole, they respond to just and 
sympathetic treatment. I have 
known them in trouble—when they 
have had sickness and worse at 
home, and when, on top of it all,

they were out of work and out of 
money. I have seen one under such 
conditions secure a position and go 
to work with fear and trembling. 
Old man trouble and his team mate 
discouragement had trailed him so 
long that he was almost afraid to 
start out in the new job lest he fall 
down. Such a man needs encourage
ment, not criticism. He needs some 
one to lead him along—to buoy him 
up, to help him “Adjust his sights” 
to the hill of hope rather than the 
valley of doubt. In the hands of a 
competent, just, and sympathetic 
sales manager, men like him have 
made good and have proved valuable 
assets to their firms.

On the other hand, I have seen 
such men directed by hard boiled, 
unsympathetic sales managers, not 
only fail to make good but become 
so discouraged that they were hope-

less and almost helpless for the rest 
of their lives. _

Time was when a great gulf 
separated employer and employee, 
when the employer regarded himself 
as in someway superior to the men 
who worked for him, when he who 
wielded the “biggest stick” and was 
the best “driver” was regarded as 
being the best manager; but those 
days are gone. Men unitedly have 
demanded and secured better work
ing conditions and more humane 
treatment and much to their own 
surprise employers have found that 
where this was done the money 
value of the men was increased. In 
other words, under better working 
conditions and more considerable 
treatment, the men not only did 
more work but better work

Now if this be true with lumber 
[CONTINUED ON PAGE 66]

Business Rises in Protest
By Jesse H. Neal

1AST year the postal rates on nearly every
thing were sharply increased to meet an 

^anticipated deficit due to the advance in 
wages given the postal employees. This year the 

Postmaster General tells us that the income of his 
department will be insufficient to meet the outgo 
by some $42,000,000. The inference is that the 
business interests of the country cannot hope for 
any relief from high postal rates this year.

It is not true in my opinion, that there is an 
actual deficit this year, but on the contrary I 
assert that a fair and businesslike allocation of 
costs, would show a profit or surplus of more than 
a hundred million dollars. Nor am I alone in 
this belief, for I am in a position to know that the 
resolution recently adopted by the Executive Com
mittee of the Associated Advertising Clubs of the 
World represents the views of the many important 
business organizations banded together in our 
association.

Little by little Congress has converted our Post 
Office Department into a gigantic tax collecting 
machine to procure funds for activities and ser
vices which by no stretching of proper account
ing principles could be charged to the users of 
the mails.

The Post Office Department is making air mail 
experiments; it is absorbing a loss on foreign 
mails in the interest of closer international rela
tions; it is selling for the Treasury Department a

vast amount of documentary and proprietary U 
stamps; it is maintaining a savings department;
it is giving a favored rate concession to over 6000 
labor, religious and institutional papers published 
not for profit; it has made a hog census, a crop 
census and a farm census; and it obtains statis
tics of exports and imports for the Department of 
Commerce.

Furthermore the Department is carrying free of 
all charge, matter for the blind, newspapers circu
lated in the county of publication, the tons and 
tons of government mail, and the mail of the 
Congressmen and Senators. This is not all.

As rapidly as possible every section of the coun- I 
try is being given the benefit of rural free delivery 
at an enormous annual cost. It’s a fine thing; 
no one objects to it, but this is a social service, a 
subsidy to rural residents, an expense that should 
come out of the general treasury of the United 
States. It is not an expense that should be borne 
by any one class any more than the cost of public 
education.

The total cost of all these services performed 
for the public welfare and not just for users of the 
mails, is about $150,000,000 annually. Allocate . I 
that expense where it belongs and the legitimate 
postal operations of the department will show a 
handsome annual profit more than sufficient to • 
permit of substantial reductions in the present 
rates.
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Meet the Radio Gyp
By B. Bigelow Lockwood

UP to a few years ago women 
held the palm for window 
shopping and bargain hunt

ing. This pastime was universally 
recognized as strictly the females’ 
prerogative, and mere man never 

iquestioned their supremacy nor en- 
icroached upon their hobby until an 
infant industry appeared on the 
horizon. This industry was radio, 
and its alluring grip fastened upon 
the tired business man and his

piracy to the masthead, the gyp em
barked upon an expedition of price 
cutting and the unloading of inferior 
goods which is threatening to de
moralize the standardization and 
ethical conduct of legitimate radio 
selling.

Before going behind the scenes 
with the gyp, let us sketch briefly 
the setting for his operations and 
the peculiar characteristics of the 
great mass of buyers with whom he

Icountless masculine co-workers. 
Strong men who had scoffed for 
years at the antics of their wives 
became as putty under the spell and 
elbowed their way to the front ranks 
of those who stood motionless, gazing 
at radio window displays. Brokers 
rubbed shoulders with office boys 
and truck drivers mingled with 
clerks. Almost overnight a new 
class of buyers came into existence, 
speaking a new language and mani
festing the buying characteris^^ at 
which formerly they had been the 
first to scoff and scoff vigorously.

does business.

vided into three general classes: 1. 
Those who buy sets and then let well 
enough alone. 2. Those who are con
stantly itching to change their sets 
or add equipment to improve recep
tion. 3. Those who build their own 
sets, knock them down and con- 
sWntly experiment with new hook
ups.

From the standpoint of the gyp, 
the first class offers th# opportunity 
to sell one set and to build subse-

FIRST, the radio industry is yet 
largely in the .experiment al stage. 
New circuits and temporary fads in

troduce an element of confusion and 
cause a complex mechandising situa
tion which changes r^idly. Almost 
overnight a run on certain equip
ment will be developed, and the gyp 
is quick to take advantage of this 
shifting demand and cash in by 
cutting prices to the bone.

The radio fans are true bugs, if 
ever there were any, and may be <-

quent business through the oc
casional sale of tubes and batteries. 
The second classification is more 
profitable, for the feeling of unrest 
on the part of the radio fan is 
greater, while the third class is what 
is known as “easy meat.” The 
market for the gyp is ready-made.

“Gyps” may perhaps be defined as 
follows: Dealers who cut prices 
singly to bore under the other 
fellow and determine to sell their 
goods at the lowest prices in town. 
For example, consider three gyp 

[CONTINUED ON PAGE 46]
Radio was, and is still, a 

man’s game. Women are sel
dom, if ever, seen window 
shopping for radios, for the 
lure of radio buying hinges 
on the masculine desire to 
tinker with things me
chanical.

To this happy hunting 
ground, stocked with game, 
came the gyp; a term which 
applies more strictly to radio I 
than to any other field. I 
Nailing the black flag ofJ

B ADIO has lifted the supereillious male into 
the class of his previously scorned sister as 

a window shopper. The radio gyp, a type made 
r possible by the unsettled condition of the busi

ness, specializes in window displays which flaunt 
price in flaming colors on merchandise which varies 

from bona fide trade marked goods to the lowest quality 
odds ami ends made specially for the cut-price trade
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The Coming Iceless Revolution
By H. A. Haring

ON a torrid Texas 
afternoon it was 
necessary to travel 
eighty miles out from 

Houston on a local pas
senger train. At the 
third station, four boys 
and a man rushed into 
the coach during the brief 
halting of the train, but 
they came no further 
than the ice-water faucet 
of the car. One of them 
had a small pail, two 
others had cups, all of 
which were filled with its 
cooling water. The very 
next station brought one 
boy on a similar errand; 
another station, several 
more.

When I quizzed the 
train crew about the mat
ter, one of them gave this 
enlightening reply:

“It’s against orders. 
But the S. P. never misses 
the ice water. I used to 
live in one of these towns 
myself, and I never saw 
a piece of ice till I was 
over twenty; today this town we’re 
coming to hasn’t an ice-box, nor a 
soda fountain.”

Not a soda fountain! And yet the 
town, as viewed from the car win
dow a few moments later, was found 
to have at least two paved streets, 
while the young things ogling on the 
platform had the same colors that 
Houston girls displayed on their 
faces. The town is censused close 
to 2,000. Yet its people know not 
ice. The comforts of screened win
dows and electric fans have come to 
them, making the alkaline heat en
durable much as the same conven
iences have made life possible for 
Americans at Tampico, but of cooled 
drinks and solid butter they have 
none.

From the Carolinas to the Rockies 
is a vast stretch of territory where
in winter is never cold enough to 
make natural ice. To the cities has 
come, since about 1890, manufac
tured ice, but artificial ice-making is 
not commercially profitable in the 
smaller cities. Individuals live with
out ice; dairies and meat markets 
pay the cost of heavy losses and

THE iceman’s track across the kitchen floor is the 
first sales argument for refrigeration “by wire.’’ 
Throughout the country, following the spread of home 

electrification, a vast new market is opening for electric 
refrigeration. Soda fountains and butcher shops are 
only two of the many types of retail concerns that will 
realize huge advantages from the “iceless revolution” 
in the tiopical and sub-tropical sections of the country

deterioration; soda fountains and 
soft drink palaces do not exist. The 
only ice cream is that shipped from 
the cities in bulk containers.

Near Troy, Texas, an hour was 
spent with a farm household whose 
daughters have gone to famous col
leges, whose home is one of won
drous beauty and comfort. The 
wealth of the family comes from two 
crops: cotton and watermelons. 
Their guest they regaled with 
melons the like of which he had 
never tasted, but with all their 
wealth they confessed that “until 
last summer we never had iced 
watermelon,” followed by tales of 
the wonders that Frigidaire had 
wrought in their farm life in a 
twelvemonth.

THOSE who have undertaken to 
market—or advertise—the new 
specialty face a most interesting 

task of developing new markets. 
Since the invention of the sewing 
machine, some sixty years ago, no 
specialty has approached electric re
frigeration in the prospect it holds 
for revolutionizing domestic condi

tions. The sales possibility 
is immense, because with
out argument the house
wife agrees that she en
dures endless vexation 
over the iceman’s drip on 
her floors. Shopping trips 
must be planned with 
reference to the hour of 
his coming; week-end 
outings must be carefully 
arranged so as to leave 
home with the ice-chest 
filled and return before 
the last chunk has melted 
away. Next to the desire 
of every woman to escape 
washing dishes a thou
sand times a year is her 
wish to throw away the 
“ice card” which so regu
larly adorns her doorway.

This situation covers 
the more obvious market 
for “iceless” refrigeration. 
The manufacturers of the 
new commodity have done 
more than enter a prom
ising field. They are most 
surely about to bring 
upon American life a few 

fundamental changes of far reaching 
nature—a mild social reform, if you 
will. •

Electric refrigerator salesmen 
will push their way into every home 
where electricity is available. Nor 
will they overlook the home with its 
own lighting plant, for refrigera
tion is practicable even with such 
low-voltage power.

They will solicit sales in large 
areas for which ordinarily no mar
ket exists for a specialty. Income 
tax ratings and automobile regis
trations bear no relation, in many 
sections, to the market possibilities 
for the new sort of refrigeration. 
Such a state as Alabama, for in
stance, offers an unbelievable outlet, 
referring not to the cities and towns 
but to the rural population—a field 
that is low even in sales for shoes 
and fertilizer and Fords. Within 
the last year more than 2,000 rural 
homes in that state were connected 
with electric power service. Said a 
public utility general manager of 
that state to me within the past 
three months:

“Our records show that under half 
[CONTINUED ON PAGE 78]



March 24, 1926 ADVERTISING AND SELLING FORTNIGHTLY 23

Don’t Shout! I Hear Y. ou Perfectly
By G. Lynn Sumner

NOT long ago there fell 
into my hands a sales 
manual prepared for the 

representatives of a concern 
which makes enlarged pic
tures. It is the function of 
the salesman to canvass from 
house to house and sell wom
en folks on the idea of giving 
up the treasured photo of 
some departed member of th? 
family long enough to have it 
done in crayon into a 17x22 
art masterpiece for the front 
parlor. It is an incident of 
the business that when the en
largement is delivered it 
brought in an ornate frame 
that involves a substantial ad
ditional outlay on the part of 
the purchaser, but that fea
ture is beside the point at 
issue.

The point is that some 
years back the enlarged pic
ture business was one of the 
most industriously worked oc
cupations known to the great 
open spaces of rural America. 
Based as it was upon a sen
timental appeal, it was highly fruit
ful of results and the back woods 
fairly swarmed with solicitors. Be
fore the busy housewife on the 
farm had her clothes on the line Mon
day morning, a salesman was at the 
door. And half a dozen times during 
each week she had to turn from the 
preparation of dinner or come in 
from the garden to battle high 
pressure selling appeals of more en
larged picture agents.

Finally the farm folks set up about 
themselves various means of protec
tion. All farm house screen doors 
were securely equipped with inside 
hooks and in some instances loud 
baying, ferocious-visaged watch dogs 
were tethered to rings sliding on 
trolley-like overhead wires that en
abled them to cover a surprising 
amount of territory.

This was the state of affairs that 
was known to exist when the sales
man’s manual in question was pre
pared. And so it was recognized 
that one of the first problems of the 
canvasser was his approach, the prob
lem of getting attention, of getting 
into the house in order that he might 
tell his story. And this, as I re-

member it, was the suggested 
method:

"In summer canvassing, the screen 
door will usually be found hooked 
inside. Ring the bell or rap loudly. 
As the party responding approaches 
the door, step back and peer intently 
down the road, as though you might 
be looking at a horse running away 
or some other exciting happening 
The curiosity of the housewife will 
almost invariably prompt her to un
hook the door and lean out to see 
what is going on. Then as you turn 
toward her, step forward quickly so 
that one foot is placed in the door
way, making it impossible to close 
the door. With this advantage 
gained, you can, by quickly engaging 
her in conversation, win an entrance 
to the house and the first difficult 
problem will have been overcome."

I REALIZE I have told a long story
to make a point, but I am con

stantly reminded of this ingenious 
device for securing attention every 
time I turn the pages of a publica
tion these days and review the weekly 
or monthly grist of advertising. And 
here and now I rise to call attention 

and to ask a^W’y pertinent 
question.

It is a statement of obvious 
fact that every published ad
vertisement has more compe
tition to meet today than ever 
in the past. First of all the 
number of publications has in
creased to a point where every 
news-stand has taken on the 
variety of a notion counter. 
Where once you made your 
casual choice from among a 
dozen offerings, you now must 
pick from no less than half 
a hundred. Back in the office 
of the art editor begins the 
shrewdly laid campaign to 
get your attention. A cover 
design must have news-stand 
value. It must be strong 
enough and vivid enough and 
colorful enough to “stand 
out”.

Once you are inside the 
cover, you experience the sen
sation of casting yourself 
with abandon into a vast 
crowd of individuals, each 
dressed for the sole purpose

cf attracting your attention, each 
speaking in a voice keyed to catch 
your ear, each displaying wares al- 
l«red to be necessary to your com
fort or enjoyment or health or ad
vancement in life

Aggressive sales and advertising 
effort have filled the highways of 
penioclical pages with salesmen, who. 
venturing forth with the full ex
pectation of having to fling them
selves against a Lincoln Highway 
lifted with locked screen doors, have 
fortified themselves not merely with 
runaway horses but with every 
imaginable device to induce you to 
pause and listen or to pause and 
read.

I give ear to this tumult of shout- 
iwg for attention and I am disturbed. 
Has advertising, in too many in
stances. lost its balance? Have we 
become such slaves to the formula 
of “(D attention (2) interest (3) 
desire (4) the name on the dotted 
line." that we are trying to sing 
all songs to the same tune, depend
ing only upon sheer lung power for 
supremacy? Do we start the prep
aration of every advertisement with 
the known quantity: “The first thing
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to do is to get attention?” And is 
attention such an overbalancing 
element that we are warranted in 
employing headlines and illustrations 
that have nothing whatever to do 
with the product or the service to 
be advertised, in the hope that once 
attention is gained, we can bring 
forth the other hand from behind 
the back and display the package 
that we wanted to talk about all the 
time?

I raise these questions because I 
firmly believe that the public mind, 
fickle though it may too often be. 
is nevertheless the most dangerous 
thing in all the world to trifle with, 
and that every extravagance is 
followed as sure as death and taxes 
by a reaction.

There are two distinct dangers, as 
I see it, in advertising that resorts 
to unusual devices for attention. The 
first is the danger of attracting at
tention only to the advertisement 
itself instead of to the product it is 
intended to promote. How often 
does someone lay before you an open 
magazine or newspaper and say 
“Now there is a clever advertise
ment!” But does he add, “I’m going 
to answer that,” or “I’m going to 
get some of that this afternoon?” 
He does not. The advertisement, 
through its own cleverness, has 
pushed the product into the back
ground.

The second danger of attention 
shouting is that it has a tendency 
to undermine public confidence in 
the serious business of advertising 
itself, than which nothing is more 
serious, certainly, to advertising 
men.

The unfortunate truth is that ad
vertising had its inception in stunt 
form and it has been trying to out
live it ever since. The bombast of 
the side show barker and the ex
travagance of the circus poster, gave

EX'AiPLES of current adver
tising in which emphasis has 
been plated upon attention value. 

In this article Mr. Sumner raises 
the question of whether or not 
there is a growing tendency to 
stress too heavily this rhment by 
calling into servie“ illustrations 
not entirely re.evant to the subject

A
■ ,

Dr Itou- hx.lli 1 bn Denial ('ream

advertising a heritage from which 
it has gradually emerged because 
men of vision saw its power as a 
business force. There are still those 
who insist upon flippantly referring 
to it as the “advertising game,” and 
every time they use that expression 
they lay another log for advertising 
to hurdle.

Advertising is in a stronger po
sition today than at any time in the 
past, better able to justify its own 
case and demonstrate its value in 
economic distribution. But there 
are still those ready to lay it by the 
ears at the slightest provocation.

MAYBE I’m way off on this 
whole question, but I have a 

very definite conviction that most 
folks can be interested in anything 
that really interests them. I believe 
that every product or service offered 
by a reputable concern that serves a 
useful purpose can be interestingly 
presented without the necessity of 
resorting to too spectacular methods 
to get attention.

The greatest single advancement 
ever made in selling methods was 
the discovery that the thing to sell 
was not the article itself, but its uses 
and enjoyments and advantages. 
The application of that principle to 
advertising has changed the pages of 
our periodicals from catalog pages 
to pages teeming with human in
terest.

Advertising that serves a real 
purpose, advertising that tells us 
through picture and story of new

uses and new enjoyments, has in- I 
flueneed beyond calculation our I 
whole standard of living. It has I 
taught us the rules of health and I 
prompted us to buy foods, it has I 
made a virtue of cleanliness and led 
us to use more soap, it has en- | 
couraged care of the teeth and made I 
us buy more tooth paste, it has H 
stimulated pride in personal appear- ' 
ance and we have bought more I 
clothes, it has shown us how to rest J I 
and we have bought better beds and 
mattresses, it has inspired us to live I 
in lovelier homes and we have bought । 
rugs and furniture, it has shown us I 
how to save time and we have bought J 
kitchen cabinets and modern office I 
equipment, it has shown us the joy I 
of open roads and we have bought I 
enough motor cars to carry our I 
entire population at one time to one I 
grand outdoor picnic.

Advertising has done all these I 
things by being interesting to people I 
who are always ready to be in- I 
terested, not by merely attracting 
attention, too often to itself alone.

This is not intended to be a book •[ 
advertisement, but many years ago 
the man who was I believe the first 
advertising counselor wrote a book 
that should be constantly within 
reach of every advertising man who 
struggles with this problem of 
getting the public to listen. It is a 1 
little book called “Imagination in I 
Business,” by Lorin F. Deland. It 
points out very clearly the difference 1 
between “imagination” and “inven
tion.” The “imagined” appeal is | 
sound. The “invented” appeal Is I 
artificial. If you have not already 
done so, you will find it mighty in- I 
teresting to put the advertisement ] 
you have just written—or just paid I 
for—to this test. Is it imagined or 
invented? The answer is pretty 
likely to tell you what sort of re
sponse it will bring.
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Do We Pay Too Much For 
Attention?

In Our Struggles to Have Our Advertisements 
Noticed, Have We Sacrificed Too Much?

By S. H. Giellerup

AN imp o s s i b 1 e 
number of ad
vertise m e n t s 

have been published 
in the last twenty-five 
years. At least twenty 
million will go forth 
on hopeful errands 
this year, each of 
them being repro
duced from five to 
five million times. 
Certainly nothing 
could be more fa
miliar to the public 
than advertising, and 
it has occurred to me 
that nothing could 
throw more light on 
our own efforts than 
the opinion of the 
public regarding 
them. We are con
stantly professing ex
pert knowledge of 
what the public thinks 
of other people and 
their products; let us 
inquire now about 
ourselves and what it 
thinks of our work.

Without question, the public to
day has a higher opinion of adver
tising men than it had twenty-five 
years ago. No longer do we en
counter upon inhospitable doors 
signs reading, “No admittance to 
beggars, pedlars and advertising 
men.” Yet, while the business of 
advertising has become one that is 
deemed highly desirable, I am afraid 
the public still looks upon it with a 
sort of knowing wink. Allusions to 
it as a sort of “trick” business are 
occasionally made. Many consider 
it a “game” wherein fat salaries are 
paid to those who can think up clever 
stunts, dash off snappy slogans, and 
by some simple ingenuity work 
miracles with slipping businesses.

In the Sept. 9, 1925, issue of the 
Fortnightly was an article en

THE editor and the advertiser both strive for our attention 
as we thumb through any publication. Each must obtain 
it or he will have failed in his purpose. But more important 

still is Remembrance, without which nothing is achieved

titled “The Terewth." It appeared 
originally in G. K.’s Weekly, London, 
and is a criticism of advertising by 
a layman. In it, the author con
demns English advertising as es
sentially untruthful and not to be 
taken seriously. Such a criticism 
could not be made of American ad
vertising, although some of the evi
dence indicates that our trouser-legs 
are still spattered with the mud of 
charlatanism. Professional men may 
be right to abhor advertising. They 
may be wrong. But they are part of 
the public, and as such contribute to 
public opinion.

Novelists and playwrights, on the 
other hand, utilize advertising to the 
full; yet what is their opinion of 
it? The advertising man of play 
and story has little of the solid 

sterling worth of the 
banker, the lawyer, or 
the engineer. He is 
a snap-doodle sort of 
party, flashing bril
liant suggestions with 
the enthusiasm of a 
short-circuited trolley 
wire.

Perhaps the novel
ists and playwrights 
are wrong about this. 
Perhaps they misin
terpret the public’s 
ideas. We must ad
mit, however, that 
they are not without 
some justification. The 
people’s conception of 
what constitutes ad
vertising is strange 
indeed. I have heard 
it claimed that such 
philan t hropies as 
Rockefeller’s and 
Carnegie’s were made 
primarily for adver
tising purposes. When 
Ford adopts a six dol
lar a day minimum 
wage, or America 

adopts “Yes, We Have No Bananas!” 
as its temporary national anthem, 
our neighbors adopt a “You can’t 
fool me” expression and tell each 
other that it is all done for the ad
vertising.

These and other circumstances 
make the public’s attitude plain. 
People think us superficial, insincere. 
Somehow our work has given them 
an opinion not entirely favorable. 
What is there about advertisements 
to produce such an impression? Are 
they really superficial and insincere? 
The majority of advertisements at
tempt to convey information. The 
reader also secures information 
from the articles and news items. 
Let us compare, therefore, the adver
tiser’s pages with the editor’s pages, 
which must, if they are to survive,

[CONTINUED ON PAGE 74]
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OUR first recollections of scare copy date back to the horrendous era in which pleasant mom.
ing coffee cups sprouted waving octopus tenacles. That was the wallop packed by those 

who, back in the gav nineties, would sell us substitutes for strong drink. And now in the more 
enlightened middle’nineteen-twenties, the scare copy hook is still present, hillt as Postum does 
it, coffee-fatigue is pictured as a most aristocratic ailment. The senes is notable for both the 
interest of its copy and the uniform excellence of its illustrations.
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The Psychography of 
Advertising Copy 

Whv Advertising Blirrors the Character of 
the Advertiser 

By Marsh K. Powers

IN the writing of biography in 
recent years a new trend has 
been evident, a movement suffi
ciently well marked and defined to 

have earned a name of its own. The 
new trend subordinates the restric
tions of strict chronological sequence 
and makes no effort to include all 
possible details of incident and cross 
reference. Instead the primary aim 
is to arrive at and interpret motives 
and thus reveal inner characteris
tics.

The term selected to identify this 
movement is the coined word “psy- 
chography.” Among writers whose 
works are considered examples of the 
new movement are Gamaliel Brad
ford. Lytton Strachey, M. B. Werner 
and a fellow-member of the writer's 
amazingly inky-fingered college class, 
Meade Minnigerode. In greater or 
less degree all of these are primar
ily intent on discovering and reveal
ing the permanent traits of charac
ter of their subjects.

The phrase “psychography,” how
ever, has its advertising application 
as well as its biographical use.

In one form or another, the thought 
has been repeatedly stated that “all 
that your prospect sees of your ad
vertising program is the message 
you print for his attention.” Con
sciously or subconsciously, the pros
pect applies the principle of “psy
chography” to what you print in the 
effort to estimate how much credence 
he should place in your statements. 
What you say, how you say it and 
how you display it—all pour auto
matically into his mental test-tube 
for personal analysis of your char
acter and reliability.

A recent article in the architec
tural journal, Pencil Points, con
tains two paragraphs well worth re
producing in this connection. Veteran 
copy writers will recognize the essen
tial truth in the following state
ments:

Someone has said, “A man can’t 
paint a picture bigger than he is.”

That doctrine is fundamental. A man 
cannot make a design better than he is! 
To him who knows how to read it, your 
work will always look just like you. 
If you express weakness or insincerity, 
so will your work. If you express 
nervousness and jerkiness, your design 
will show interference of motives. You 
will choose broken pediments and inter
rupted outlines as a natural result of 
your nervousness, whereas if you are 
robust and calm you will select strong 
forms and masses, simpler surfaces, 
fewer motives, and get carrying power 
in your principal shadows.

If you are expressing weakness and 
evasiveness physically and morally, 
your designs will betray it in conflict
ing motives and apologetic or imitative 
subterfuges; on the other hand, if you 
are a devotee of frankness and honesty, 
your designs will show it.

AT first glance it might seem that 
no matter how accurately the 

above comments apply to the ar
chitectural draftsman’s task, the 
analogy to advertising is decidedly 
remote, since so great a bulk of ad
vertising copy in publications is not
written by the advertisers themselves 
but by writers in the advertising 
agencies of their selection. The ar
gument might, therefore, be plau
sibly advanced that the reader of an 
advertisement who sought to analyze 
an advertiser’s character from a 
printed message was actually, though 
unwittingly, analyzing the character 
of an individual copy-writer.

Experienced copy-writers know 
otherwise. They know that, willy- 
nilly, their work reflects the institu
tions whose commodities or services 
they are presenting through the 
printed page. And they know, too, 
from bitter experience, that it is 
effort largely wasted to attempt to 
lift an advertiser by his own boot
straps and a slow process to meta
morphose him by the power of print
er’s ink. There is an architectural 
parallel to this truth also. At an
other point in his article, Mr. Breiby, 
previously quoted, explains—

No matter how clever an individual 
draftsman may be in draftsmanship or

design, his work must always be gov
erned by those from whom he receives 
his income for service rendered, and 
though particular drawings will tell of 
individual ability, the influence of the 
master designer, who is the architect, 
must always be felt, and the draftsman 
must follow the traditions of the par
ticular- office where he is employed.

Now, let us return for a moment 
to the assertion, “A man can’t paint 
a picture bigger than he is,” and its 
corollary, “If you express weakness 
or inSincerity, so will your work.” 
The advertising example of weakness 
is the advertiser who cannot “stay 
put”—who changes his program be
fore any progress could prove suc
cessful, who is continually aiming his 
advertising at new targets, whose 
advertising is in a state of continual 
flux and hence achieves for him no 
clear-cut and definite reputation. No 
copy-writer can permanently conceal 
such an advertiser’s basic unrelia
bility of character and purpose. Be-
hind such an advertising policy (if 
it can be called a policy) there will 
almost always be found similar in
herent weaknesses in product and 
sales-methods which the advertising, 
in some miraculous and unexplained 
manner, is counted upon to offset.

AREN’T there too many individual
ities contributed to the final 
printed advertisement to permit it 

to be the picture of a single indi
vidual, especially since, more often 
than not, that individual is actually 
a corporation or a partnership?

Fortunately, the answer is “No.”
Fundamental characteristics per

sist, even though soft-pedalled now 
and then in individual insertions, 
and the advertising, over a period of 
months, inevitably and accurately re
flects them, for the reader’s benefit 
and protection.

The blow-hard insists on superla
tives—is not satisfied without a lib
eral application of “mosts” and 
“ests”—and thereby betrays himself.

The rigidly conscientious adver- 
[CONTINUED ON PAGE 86]
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The Plutocrat in Overalls
By Gilbert L. Parks

WITHIN the past 
half year a slight 
rash of complaint 
has broken out in the 

public print, calling atten
tion to the growing dis
tress of the so-called 
better classes. The rapid 
industrial expansion since 
the war has wrought a 
change, which economists, 
used to dealing with 
broad running averages 
and the decennial senses, 
are beginning to realize.

Approximately 300,000 
families, out of the total 
of 27,000,000, have yearly 
incomes of $10,000, or 
better. But it is not the 
wealth of individuals in 
America which is most 
notable; it is the general 
standard of well being 
among the masses.

Only a few years ago 
there was a vogue of 
cartoon humor, in which 
the plumber and the 
laborer were depicted as 
going to work in automobiles. To
day, it is far too ordinary to be 
funny. The vanishing middle class 
compels a readjustment of cur
rent business methods, particularly 
in the field of advertising, and, as 
always before, those first to sense 
the new order will capture the mar
kets of the oncoming generation.

Of the 20,200,000 motor vehicles 
now registered throughout the coun
try, 17,700,000 are passenger cars— 
more than a car to every three in
come receivers. One manufacturer 
reports that of his sales last year on 
a car priced between $500 and 
$1,000, between 65 and 70 per cent 
went to wage earners. Other inves
tigations show this is fairly typical, 
not only of other low priced cars, 
but with all cars, say up to $2,000.

Secretary Hoover has pointed out 
that according to the United States 
Department of Labor, wage rates 
are 128 per cent above 1913, while 
prices are but 70 per cent above that 
base.

Working people, today, prize lux
uries above all else. They will cut 
down their expenditures for cloth
ing, they will economize in food,

THE condition of labor in America today is far bet
ter than it has ever been anywhere. \\ age rates 
have increased 128 per cent since before the War, while 

the increase in prices is only 70 per cent higher. The 
time-honored picture of the average middle-class 
home must be erased from the advertiser's mind, for 
there is practically no middle class in this country today

they will live in crowded tenements, 
but they will keep a car, a piano, and 
a radio.

Yet advertisers have been unwill
ing to conceive this change. They 
still retain the mental image of a 
typical family to whom they address 
all their sales efforts, but it is a 
before-the-war conception. A trace 
of irritated scorn still prevails at 
the vulgar taste of the masses.

IN the December issue of Harper’s
Magazine an anonymous author 

details poignantly the trials of a 
member of the professional class in 
attempting to live in accord with 
custom on an inadequate income. 
Today, there is no middle class. 
People are either rich or poor, and 
the members of the one time middle 
class group are today most often 
poor. Inside the home we find 
penny wisdom in small economies, 
the kind of wisdom that dulls the 
edge of 90 per cent of all national 
advertisers’ messages, that there 
may be the pound folly of “living 
on a nice street,’’ “having a nurse 
for the baby,” club dues, church 
contributions, and charity hold-

ups which are given in 
the prideful manner of 
the publican thanking the 
Lord that people do not 
realize the actual poverty 
buried beneath.

The author of “Living 
on the Ragged Edge” 
says: “We have seriously 
tried to cut down in every 
possible way, but we are 
either too obstinate or to 
weak to alter our most 
fundamental ideals of 
what life should afford us 
and our children. Perhaps 
we lay emphasis on the 
wrong things as necessi
ties.”

Obviously, the things 
which she lays emphasis 
on are not to any great 
degree the visible mani
festations of wealth 
which our national adver
tisers are most concerned 
i n distributing. The 
laborer in America, some 
of the newer critics com
plain, has been dazzled by 

the materialistic conception of 
America’s plutocracy. When skilled 
labor demands a wage increase, and 
such demands have been markedly 
successful, it has its eye on tangible 
luxuries.

Katharine Fullerton Gerould, writ
ing in Harper’s on “The Plight of 
the Genteel,” makes a very clear 
distinction between the tangible lux
uries desired and obtained by the 
wage earners and the aesthetic satis
factions which so nearly exhaust the 
buying power of the professional 
class.

She writes, “Being householders, 
we are the employers, if you like— 
in however small a way—of butch
ers, grocers, carpenters, electricians, 
cab drivers, and laundresses. We 
want their services and their provi
sions; they want our money; we 
might conceivably envy them their 
motor cars, their fur coats, and their 
bank balances; they envy us nothing 
that we have. Our intangible pos
sessions, such as they are, arouse no 
desire and no emulation within 
them.”

Later: “Travel, the opera, books 
and pictures? We do not have them 

[CONTINUED ON PAGE 56]
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Acceleration

THE recent news that Daniel Guggenheim has 
created a fund of $2,500,000 for the promotion of 
aviation has considerable significance aside from its 

size, in that it means that the “art” of flying will 
receive very definite acceleration beyond that usually 
supplied to a new art by necessity or commercial 
considerations.

Picture the accelerating influence if a fund pro
portionately large had been placed at Gutenberg’s 
disposal when the printing press and movable type 
were in their infancy, or if the steam engine or the 
steam-boat or the telephone had been backed by mil
lions in the early stages of their development.

But it is not alone the fact of this fund that is 
now placed to the credit of aviation that stirs oui^ 
imagination: it is the thought that in the future every 
new art that promises to serve mankind will have its 
friends who will come forward, as Mr. Guggenheim 
has done, and place large fortunes at its disposal that 
the world shall not have to wait. Nor is this without 
commercial significance: it means a more rapid de
velopment of industries and markets, once their prom
ise looms on the world’s horizon.

Listerine’s Advertising Experience

FROM a financial advertisement in the columns of 
the daily press, we extract this significant para
graph concerning the advertising experiences of The 

Lambert Company:
The company’s advertising of Listerine has had an un

usual record. Starting with practically no expenditure in 
1921, each monthly increase in advertising has been met 
during that month by an increase in profit as great as the 
advertising increase and a substantial additional profit. 
The growth of our advertising expenditure is indicated by 
the fact that in 1925 our advertising expenses were about 
$2,100,000, and in 1926 they will exceed $3,000,000. . . . 
During the last four years we have spent over $4,400,000 in 
advertising.

QASr®

Boomerangs

A CERTAIN large industrial concern recently 
learned in a very definite way why it is poor 

business to knock competing products.
Some eighteen months ago one of its engineers 

wrote a report comparing his company’s device with 
a competing device which operates on a different 
principle. He recommended that this be used as the 
basis for the company’s advertising and selling, fea
turing the advantages of his company’s principle and 
showing up the weaknesses of the other principle so 
pointedly as to be inescapable.

The advertising manager and the agency which 
serves this advertiser were both against this on the 
general ground that knocking is poor salesmanship.

Last month the company bought out the competing 
company and took over the manufacture and sale of 
its device, which enjoys a considerable popularity. 
It is now laying plans for a doubly profitable business, 

selling the two devices to two different schools of 
engineering thought.

Charlie King Is Dead

A COLORED man died the other day whose passing 
is a loss to many of our readers. True, he occupied 

a minor position in the world of advertising, but his 
death is mourned by several hundred men who will long 
remember him for his dignity, his simple courtesy, 
and his rare ability to remember names and faces, and 
the firms they represented.

The Magazine Club is collecting a fund for Charlie 
King’s family—not because it is in any immediate 
financial need, but as a gracious tribute to the memory 
of a fellow worker. In honoring Charlie King, for 20 
years reception clerk at the Batten Agency, advertising 
is honoring itself.

Returned with Rate Card

THE Inland Press Association took an obvious step 
last week, and one which we think is justified, 
when it decided that the reams of matter received by 

its members from press agents be returned—not to 
the press agent but to the advertiser—with an adver
tising rate card.

H. R. 8586

ON January 29 a bill was introduced in the 
House of Representatives to prohibit the carry
ing by the mails of any newspaper, circular, pamphlet 

or publication containing any advertisement for the 
sale of any pistol or revolver. It says:

“Be it enacted by the Senate and House of Representa
tives of the United States of America in Congress assem
bled:

“That no newspaper, circular, pamphlet, or publication of 
any kind containing any advertisement for the sale of any 
pistol or revolver, shall be deposited in or carried by the 
mails of the United States, or be delivered by any post
master or letter carrier. Whoever shall knowingly send or 
cause to be sent anything to be conveyed or delivered by 
mail in violation of the provisions of this section, or shall 
knowingly deliver or cause to be delivered by mail anything 
herein forbidden to be carried by mail, shall be fined not 
more than $1,000, or imprisoned not more than two years, 
or both; and for any subsequent offense shall be impris
oned not more than five years. Any person violating any 
provision of this section may be tried and punished either 
in the district in which the unlawful matter or publication 
was mailed, or to which it was carried by mail for delivery 
according to the direction thereon, or in which it was caused 
to be delivered by mail to the person to whom it was 
addressed.”

This bill is similar to other bills that have been up 
before and we suspect that it will share a similar fate. 
But it again indicates the trend of public sentiment 
In our opinion the organized interests of publishing 
and of advertising could profitably study and take 
action on the subject rather than have legislation 
passed that says: This is against the law! In other 
words, if any housecleaning is advisable or necessary, 
it should come from within the industry rather than 
from without.
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The Travel Blurber
By Charles W. Stokes

THE other day, there 
came into my office a 
prosperous - a p pearing 
middle-aged man, the presi

dent (his card said] of a 
manufacturing company.

“I want you,” he said, “to 
read these poems, and see 
how X. affected my wife.” 
He mentioned one of the most 
famous resorts on our line. 
"She was there only three 
days,” he continued proudly, 
“and she wrote those sonnets. 
She writes quite a lot of 
sonnets.”

What could one do? The 
poems, six in number, were 
supposed to express different 
moods into which X. had 
struck the poetess all of a 
heap. They weren’t exactly - 
rotten, but they would never 
jar either William Shakespeare or 
Elizabeth Barrett Browning out of 
the sonnet kingrow.

“Well?” said I, feeling for the 
secret push-button that would bring 
a boy rushing in with the message 
that the passenger traffic manager 
wanted me at once.

“I was wondering whether you 
would like to buy them. It seems to 
me they would be of considerable 
value in your advertising.”

I was very patient with him. I ex
plained how X. was the best adver
tised resort in America, how its ex
traordinary individuality had in
spired poets, painters, and writers 
to the highest frenzy of creativeness, 
how what was left over we preferred 
to write ourselves, how the public 
doesn’t like highbrow stuff in rail
road advertising, and how railroads 
are just like other people who adver
tise, anyway, in being rather squeam
ish about using sonnets.

“The only reason I took the trouble 
to show them to you,” he said indig
nantly, “was because they struck me 
as being so much better than the 
punk stuff you’re using now. I wish 
you good-day!”

And there you were! It only need
ed him to say that he was a large 
stockholder and would see the presi
dent immediately; we have so many 
like that that we keep a special form 
letter.

In modern travel literature there

are only two types. Firstly, there 
is the rather mauve type, which is 
usually serialized in expensive 
monthly magazines and later issued 
in book form at prices considerably 
beyond the reach of the proletariat; 
and, secondly, there is the railroad 
type, which is gladly yours for the 
asking, without money and without 
price. One of the intelligentsia has 
been cutting enough to say that rail
road literature is the “blurb of 
travel.”

THE railroad folder has been 
blamed for many things, from 
the so-called “curse of tripperism” to 

the empty cans that litter the Na
tional Parks. It has been accused of 
causing forest fires, vulgarizing na
ture, and decimating the elk herds in 
Montana.

The “blurb,” if you remember, is 
the snappy little synopsis which 
publishers print on the “jackets” of 
new books, to whet the appetite of 
the hesitant purchaser, and is much 
despised and bedevilled by book
reviewers.

In a few weeks now, gentle reader, 
you will be wondering where you 
will spend your vacation. Do you 
get out an encyclopaedia — or an 
atlas? Do you really consult your 
own intelligence at all? No; you 
get a few score of railroad folders 
from obliging ticket-agents, and 
spend the next few nights torn be

tween the rival attractions of 
Yosemite and Atlantic City. 
One thing you never do give 
the railroad folder its due 
credit for; it has made Amer
icans the. most inveterate race 
of travelers on the face of the 
world.

Wasn’t it Shakespeare who 
said “home keeping youth 
hath ever homely wit?” In 
other words, the tourist who 
goes tearing up and down the 
length and breadth of the 
land, and who gives us high
brows such a hearty laugh— 
he is the trade which follows 
the flag. He has built Cali
fornia, and has helped the 
stern coasts of Massachusetts 
and Maine into a state of

I opulence. He is the bully 
boy with the glass eye to 

whom the Italians and the Dal
matians and Roumanians and the 
Bermudians and the Bahamians bow 
down and worship.

Railroad companies use a diversity 
of advertising—some more than 
others, truly, but all some. But they 
all agree that the illustrated folder is 
the keystone of their advertising 
arch. They don’t need it, of course, 
to sell a round-trip ticket, good for 
return on day of issue only, but they 
simply couldn’t exist without it when 
they go gunning after tourist busi
ness. American tourists love to get 
a multiplicity of travel literature 
and gloat over it months before they 
make up their minds where they are 
going.

The travel complex is rather inter
esting. On the one hand the average 
American traveler is so critical of 
defects. He will kick like a steer if 
he doesn’t get service or if the 
Lover’s Leap isn’t just exactly where 
the picture says it is. Your bouquet 
of blurbs must be at least 99 and 
forty-four hundredths pure. But, on 
the other hand, he is so pathetically 
eager to be hornswoggled into believ
ing that he has just taken the best 
trip on earth, and that there was not 
one cent of his dollar for which he 
did not get full value. He pays you 
(the transportation company which 
is at that moment handling him) the 
sincere compliment >f blotting all 
competing attractions, past, present 

[continued on page 68]
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Grocery Jobbers Are Moving 
Small-T own ward

By G. H. Cleveland

THE most recent development in 
the grocery jobbing business 
seems to be a back-to-the-farm 
movement of city jobbers. Small 

town jobbers have apparently fared 
better than their big city brothers 
during recent years; but now the big 
city jobbers have awakened to this 
fact, and are putting considerably 
more effort into going after country 
business.

Does this mean that the city jobber 
is through as an important factor in 
the distribution of groceries in large 
cities?

All of those interested in the gro
cery business have watched the 
struggles of city jobbers, and par
ticularly the big houses, in their ef
fort to retain their city business and 
to make a profit. Handicapped by 
their overhead because of maintain
ing large warehouses and consid
erable numbers of employees, they 
have been at a disadvantage com
peting with small jobbers.

We have watched these big jobbers 
try the cash and carry plan, have 
seen them try to assure themselves of 
a certain volume by price or adver
tising concessions to groups of re
tailers who signed up to buy exclu
sively through them. There have 
been other schemes, but they have 
not resulted in progress.

The result is that right now we 
are seeing many consolidations of 
city jobbing houses and changes in. 
ownership. One of the most recent 
changes in ownership would be hu
morous if it were not sad. It marks 
the passing of some old-timers, and 
the coming into power of a small 
town jobber who has bought controll
ing interest in this big city wholesale 
house. The way the story books all 
used to read was that the big city 
fellow swallowed the small town 
chap.

There is no authentic evidence that 
chain stores are on the wane, and as 
long as they maintain their present 
volume they will be sold direct by 
most manufacturers. Although chain 
stores only control a portion of the 
business, yet it is of sufficient size in 
most big cities to make the possible

volume for the jobbers far too small.
None of us know whether it is ac

tually the intention of the A. & P. 
Company to try to have 50,000 retail 
stores in the United States; and 
should they attempt it, anybody’s 
guess is good as to whether they will 
be successful or not. Apparently 
they are going to spread out more, 
and this can also be expected of some 
of the other large chains. Thus, to
day there is reason to believe, that 
taking the country as ;i whole, busi
ness for big city grocery jobbing 
houses will continue to decline.

OF course, most big city jobbing 
houses have not concentrated 
just on city business, but have sold 

in the natural trade territory outside 
of their city, and sometimes far be
yond. Also, the desk jobber has 
never placed any limit on his terri
tory as long as he could make a few 
per cent on the sale, particularly on 
orders where he could get the manu
facturers to make drop shipment.

I do not know how the small town 
jobber is going to like to have his 
big city brother for a playmate. It 
wasn’t so bad when he just had to 
compete with the salesmen of the big 
city jobber, but having a branch 
house in his home town may be a 
different thing for the small town 
jobber.

I am not sure that this back-to- 
the-farm movement of the big city 
jobber will appeal to many manufac
turers, because the small town job
ber has been their best friend. In
dividually, the business of each small 
town jobber has not amounted to any
thing like the volume from the big 
city jobber, but as a rule he has been 
a much more consistent friend. The 
new movement just adds another 
problem to those that the manufac
turers already have.

The small town jobber has been 
loyal. He has sold many lines for 
years, and in many cases to the ex
clusion of all competing brands. He 
knows that he and his customers 
make money on these lines, that the.y 
are satisfactory to users, and he 
isn’t interested in dividing the busi

ness by taking on lines made by com
petitors.

As a rule the small town jobber is 
not a private label house, so it is not 
necessary to keep proving to him a 
great many things that have to be 
proved constantly to city jobbers. 
The small town jobber pays atten
tion to efforts to help him, and his 
customers, the small town retailers, 
do more to boost individual lines than 
city retailers do.

The big city jobber, by establish
ing branches in the small town, is 
not going to help the situation any, 
unless he buys out the small town 
jobbing house already there. The 
establishment of branch houses will 
not create more business, but will 
divide the existing business between 
the branch house and the local job
ber. No gain is made, and the city 
jobber has simply helped to extend 
the chaotic conditions of the city to 
the small town.

The big Nash chain of wholesale 
grocery stores in the Middle West, is 
apparently convinced that the future 
for grocery jobbing is in the small 
towns. I cannot think of one branch 
of theirs which is located in a large 
city, and the new houses which they 
are taking on are all in small towns. 
Their policy seems to be the acquir
ing of existing jobbing houses, 
rather than the starting of competing 
houses.

WITH this back-to-the-farm 
movement, there seems to be a 
tendency on the part of some city 

jobbers who have been strong pri
vate label houses to be more friendly 
to nationally advertised lines. It is 
one thing to push a private label 
when a jobber has established cus
tomers, but when the number of 
these customers is reduced and new 
customers have to be sought, it costs 
too much money to buck the sales 
resistance of nationally known goods. 
The chances are that these retailers 
are satisfied with nationally adver
tised goods and that they don’t give 
a tinker’s dam about private labels, 
even at a price concession. A few 
jobbers who started in a local way

[CONTINUED ON PAGE 76]
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Coty and McKesson & Robbins 
Exclusive Distributor Plans

By De Leslie Jones

THE newest and most brilliantly 
successful solution of time- 
honored distribution difficulties 
(for concerns adapted to it) is the 

■exclusive distributor system.
Nearly fifty companies are now 

operating on this basis, and I have 
not yet found one that does not pro
nounce it a success. In fact it is so 
successful that they are loath to talk 
about it, as a general adoption of 
the plan would decrease the benefits 
they derive from it.

Perhaps the best way to present 
this subject concretely is to describe 
first the company which has oper
ated it longest and with most con
spicuous success, McKesson & Rob
bins; and second the newest and 
most prominent example, Coty.

The significant thing is that the 
same reasons are responsible for 
nearly all those adopting the plan, 
for the ills of the distributive sus
tem are fairly alike. Contributing 
factors have been high selling cost, 
mounting general expense, price
cutting and the inability under ex
isting laws to force a price mainte
nance agreement. Undoubtedly 
price-cutting is the most potent of 
the reasons for the development of 
the plan, as Coty, Inc., have made 
the change practically on the score 
of eliminating price-cutting. Some 
■companies have a mixture of selected 
jobbers, as well as other methods of 
distribution, according to conditions 
and territory. Many others are 
frank in saying that the principal 
reason for the increased use of se
lected, exclusive jobbers is that it 
gives the manufacturer greater con
trol of the conditions under which 
his wares shall be sold.

If the jobber is made a special 
•sales agent, as distinguished from 
an exclusive jobbing house, he is 
required to make less investment of 
money, though possibly more in 
effort. The goods sold through him 
are handled in much the same way 
as through salesmen. The jobber is 
not a buyer of goods—he is merely 
an agent operating on consignment, 
payment being made when the goods 
are sold. This is the McKesson & 

Robbins plan. The jobber so se
lected finds this to his liking, as his 
money is not tied up in stock. But 
the manufacturer who hopes to at
tain national distribution via this 
plan must have large resources at 
his command. He has, however, the 
advantage of having his goods 
always in the jobber’s hands, while 
the latter has every inducement to 
roll up sales, in that he always has 
on hand a stock for all demands.

Until about 1916, the McKesson 
& Robbins concern was primarily a 
jobber in itself, although it had done 
some manufacturing for many years 
previous to that time. It maintained 
a large stock of drugs and drug 
sundries, selling these to the drug 
trade through its force of salesmen 
who covered practically the entire 
United States. As its own line of 
products was confined largely to 
such drug products as quinine, nar
cotics, etc., there was no marked 
competition between its own goods 
and those of other makers. How
ever, a company was organized 
under another name, and, in turn, 
these products were sold to other 
jobbers. Along about the time men

Awo Selling Systems-. Who Gets the Profit?

NO PROTECTION!
y’^’HISdistribution of profit is where the 
V* manufacturer depends almost entire
ly on building up consumer demand by 
advertising, and does not protect the 
profit of the jobber and the retailer.

PROTECTION ! ! !
QYBOVE shows the McKesson & Robbins 

C/t distribution of profit which recognizes 
the jobbers' and retailers’ influence in selling 
and pays them for it.

Write us for the name of YOUR nearest special  distr.butor
McKesson & robbins, iNC.

tioned another factory was built in 
Brooklyn for the manufacture of a 
line of household remedies and simi
lar goods, these products to be sold 
through its own jobbing house. 
Later another factory was built at 
Perth Amboy, thus extending the 
manufacturing end considerably. 
The company thus had two complete 
selling organizations—one selling to 
the retail trade from the wholesale 
house, and one selling to the whole
sale trade from the factories.

IN the meantime, costs of selling 
went up, as every wholesaler and 
manufacturer knows. Railway, 
hotel, in fact every sort of traveling 

cost has risen enormously. Under 
the competition which existed in the 
McKesson & Robbins organization, 
it seemed necessary to make some 
sort of readjustment. Naturally the 
trend was toward manufacturing 
rather than selling. Since the com
pany had maintained for years a 
force of salesmen in direct competi
tion with the jobbing houses in 
various parts of the country, a 
problem of considerable magnitude 

[CONTINUED ON PAGE 84]
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The Installment Selling Situation
\ iewed at Close Range

A Symposium on a Pertinent Economic Problem by 
Men in Positions to Know It Best

A FEW weeks be- 
before Presi-

.dent Coolidge 
approved with reser
vations the install
ment selling idea, 
Samuel W. Reyburn, 
president of the As
sociated Dry Goods 
Corporation, said:

“Those who adhere 
to a false idea of thrift 
and frown upon the 
sound economic princi
ple of paying for 
things as they use 
them, inflict unneces
sary denial upon them
selves. The truly 
thrifty man is the man 
who organizes his buy
ing in line with his resources, present 
and future, not the man who hoards 
for the sake of hoarding.

“Decent, satisfactory, comfortable 
living, always within one’s means of 
present and future fulfillments of ob
ligations, is necessary to success in any 
business or calling, and credit is neces
sary to such a standard of living.

“Figures supplied by the comptroller 
of the currency show for the decade 
from 1914 to 1924 the number of sav
ings banks decreased from 2100 to 
1603 but the number of depositors in
creased from 11 to 14 millions, the total 
deposits from 4900 millions to 8400 mil
lions and the average amount per de
positor from $545 to $742.

“Life insurance policies outstanding 
increased during the same decade from 
39 to 86 millions, the amount of insur
ance from 21 to 64 billion and the av
erage policy from $515 to $742.

“Who wants to go back to the pre
war condition of output, wages and 
standard of living?”

* * * *
Max Davidson of Muskogee, Okla., 

where he is engaged in retail busi
ness went to New York in January, 
1926, and was quoted in part as 
follows by the Daily News Record 
(N. Y.) :

“Any installment selling scheme must 
be figured into the overhead, and no 
store selling on such a basis can under
sell a cash store. The retailer offering 
goods on a deferred payment basis 
must not only figure in his increased 
cost of doing business by that method, 
but he must also take into considera
tion his credit losses. If a man comes 
into a store with a hard luck story af

Editor's Note

ÎN the previous issue of the Fortnightly we published an 
article, abstracted from a report by the Department of Public 
Relations of the National Association of Credit Men, which 

took up the problems of credit in the financing of installment 
sales. In that same illuminating and comprehensive report, 
“Installment Merchandising, Compilation No. 2,” appeared a 
wealth of further material in the form of various opinions of 
the situation, voiced by men in positions to view it closely from 
first hand. Believing these to be of value in themselves, and 
believing the whole subject of installment selling to be of vital 
interest to American business, we take this opportunity to pre
sent some of these opinions to our readers in symposium form

ter he has made the fifth or sixth pay
ment about lack of employment, sick
ness or something else which causes an 
interruption of payments, the retailer 
is out of luck. The customer may even
tually resume his payments, but the 
merchandise on his back has a very low 
salvage value, and the merchant is 
stuck.”

* * * *
“The criticisms that have been made 

against the installment buying system 
have emanated to a considerable ex
tent from manufacturers and trade as
sociations whose products are not mar
keted under this plan,” said A. R. 
Erskine, president of Studebaker Cor
poration. “Objection is made that in
stallment sales of automobiles have re
duced the buying of clothes, shoes, etc., 
and it is thought that consumers would 
buy more of these articles and fewer 
automobiles, if credit was withdrawn. 
However, the consumers would spend 
their money in either case.

“Let us assume for a moment that 
these efforts to stop installment buying 
of automobiles were successful. What 
would happen to American industry? 
As only 25 per cent of the buyers now 
pay cash for cars, and perhaps another 
10 per cent could qualify, the remain
ing 65 per cent would have to do with
out and only 35 per cent as many auto
mobiles would be built. Therefore, 
about 1,500,000 persons would be 
thrown out of employment, and social 
distress would immediately seize upon 
the industrial region north of the Ohio 
River.

“What would happen to the manufac
turers of clothing, hardware and shoes 
if this region was put on the rocks? 
How could the railroads, banks, mines, 
and other industries of the country 

prosper under such a 
condition of paralysis 
at the chief industrial 
center of the country? 
What is true of the au
tomobile case is true in 
smaller measure of the 
piano, radio, furniture, 
and other industries. 
With a withdrawal of 
installment credit, mass 
consumption would 
shrink tremendously, 
and business would 
face a debacle.

“The great majority 
of banks of this coun
try are in favor of con
servative installment 
selling, and it is quite 
unlikely that any hos
tile organization, or 
body of men, can 
switch these thousands 

of banks over to the side of the very 
small minority which opposes it. In
stallment selling is legitimate and de
sirable banking business, and, besides, 
the progressive bankers of the United 
States are too intelligent to espouse any 
policy which would wreck national 
prosperity.

“Contrast present living conditions 
in America with those existing in in
dustrial England, Germany, and Italy, 
where wages are so low that workmen 
only buy the necessities of life. Europe 
could apreeiably correct this condition 
and approach our standards by doubling 
wage rates and establishing consumer 
credits which would automatically in
crease consumption and, therefore, em
ployment. This evolution will occur in 
Europe before America will go back 
to the $2.50 daily wage, because the 
world will see the light of the new 
day.”

Part of a report by Arthur J. 
Morris, President of the Industrial 
Acceptance Corporation, is signifi
cant because Mr. Morris is one of 
the best authorities in the country 
on the financing of installment paper. 
In speaking of automobile banking 
he said:

“One of the evils already charged to 
automobile progress, and one to which 
we automobile bankers must necessarily 
give heed, is that the promiscuous use 
of motor cars, particularly when 
bought on time, promotes extravagance 
and contributes to the unsound infla
tion of credit. When the sale of auto
mobiles is over-stimulated to such an 
extent that their ownership and opera-

[CONTINUED ON PAGE 80]
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Can the Public Library Help?
\ Our Taxes Support an Active Agent All Too

Little Used by the Business Man

By Ethel Cleland
Librarian, Business Branch, Indianapolis Public Library

HOW much, of my goods can I 
sell?
Where can I best sell my 

goods ?
To whom can I sell my goods?
To these questions, which every 

manufacturer, every jobber, every 
retailer must ask himself, modern 
business, having developed scientific 
methods for getting at the correct 
answers, says:
Find out how much, survey the mar
ket.
Find where, analyze the territory. 
Find to whom, build a mailing list. 
Industrial research is definitely 
recognized as a legitimate and essen
tial function in the production of 
goods. More recently, under the 
term “commercial research,” the 
same general principles which gov
ern scientific investigation into the 
problems of industry have been car
ried over into the equally vital field 
concerned with the distribution and 
marketing of the finished product.

Of the various developments and 
types of commercial research, none 
are more important than the three 
here under consideration: The thor
ough survey of the possible and prob
able market, the analysis of prospec
tive selling territory, and the com
pilation of a live list of presumable 
buyers. Each of these is, after all, 
just a plan decided upon before ac
tion begins; a budget in terms of 
facts and figures rather than dollars 
and cents. Above all, they are plans 
that have been carefully considered 
and worked out—plans based on the 
most recent figures obtainable and 
on absolutely reliable figures and 
facts from authentic sources—plans 
from which logical conclusions can 
be drawn and reasonably correct 
forecasts made.

Facts and figures! Just here is 
where the up-to-date public library, 
which has for some time been stead
ily strengthening its resources to 
serve better the hitherto somewhat 
neglected class of business men and 
women, has much to offer in the way 
of substantial aid.

Libraries all over this country are 
storehouses of all kinds of trust
worthy information which are put 
daily to real use—and should be used 
a thousand-fold more—by research 
departments, both industrial and 
commercial, by bureaus of surveys 
following general and specific mar
kets, by sales promotion departments, 
by sales managers, by advertising 
departments, by credit men, by the 
forces working on the ever shifting, 
always elusive mailing lists and, per
haps most of all, by the general 
agency which undertakes all kinds of 
investigatory work for all types of 
business and must necessarily be in 
close touch with many sources of or
ganized information. For all these 
specialized departments and special 
workers, the library stands ready to 
furnish a vast assortment of facts 
and figures which, interpreted for 
the special problem under considera
tion, can form the basis for future 
policies and campaigns.

THE world of business would gain 
appreciably if the idea could be 
wiped out of people’s minds that li
braries, and especially reference li

braries, are exclusively for students 
and scholars of the academic type. 
As a matter of fact, many reference 
volumes, even those more commonly 
in demand by the average library 
user—such as encyclopedias, diction
aries, almanacs, yearbooks, histories, 
picture collections, geographies and 
atlases—are constantly being con
sulted by business folks.

It would be very interesting to 
have a record of how many times a 
day in a public library of a large 
city, the volumes of the current issue 
of the United States Census with its 
many supplementary volumes and 
bulletins are put to practical use in 
furnishing data needed for business 
investigations. Here are not only 
the latest figures as to the popula
tion of this country, by states, by 
counties, by cities and by towns but 
here also may be found an array of 
analyses of these figures by sex, age, 

race, occupation, etc., etc. In similar 
detail and of as great value for a 
general or a specific business anal
ysis are the figures regarding the in
dustries of this country contained in 
the Census of Manufactures, a fat 
volume which the Census Bureau 
now issues every two years.

The United States Statistical Ab
stract, an annual publication of the 
Bureau of Foreign and Domestic 
Commerce, overflows with figures 
and tables on hundreds of topics of 
basic economic interest, such as 
those in the fields of manufactures, 
finance, agriculture, foreign trade, 
etc. The Year Book of the United 
States Department of Agriculture 
presents each year the latest and 
most authentic statistics on every 
phase of agricultural production. 
The great source of information on 
quantities and incidence of minerals 
for this country may be found in an
other annual publication, Mineral Re-, 
sources of the United States, issued 
by the United States Geological Sur
vey. Much of the most important 
data contained in all these, in the 
Census reports and in other Govern
ment publications is available in ad
vance sheets, preprints and reprints.

IN this space it is impossible to
give more than a hint of the Gov

ernment publications housed in any 
library of moderate size which can 
be employed by him who knows how 
to use them. The Reports of the In
ternal Revenue Department analyze 
our population by income from the 
income tax returns. Much in de
mand for current figures and facts 
are such Government periodical pub
lications as the Federal Reserve Bul
letin which furnishes financial and 
significant business figures monthly; 
the Monthly Labor Review, from the 
United States Bureau of Labor Sta
tistics, which follows closely the 
trend of prices, building, unemploy
ment and wages; Crops and Markets, 
issued every week by the De
partment of Agriculture; Weekly 
Weather and Crop Bulletin, from

[CONTINUED ON PAGE 64]
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As the Australians Advertise
EVERY once in so often a sub

scriber in some remote corner 
of the globe writes in for the 
answer to some question or with 

comments upon this and that phase 
of advertising. This week a letter 
arrived from W. B. Edwards of 
Melbourne, Australia, who, in his 
own words, “combines the duties of 
Secretary of the Australian Sul
phate of Ammonia Propaganda Com
mittee with those of Publicity Officer 
to the Colonial Gas Association.” 
The letter is dated Dec. 24, 1925.

Enclosed Mr. Edwards sends some 
samples of his work for these two 
organizations as fair specimens of 
the direction being taken by the ad
vertising of the Antipodes. We find 
them interesting enough to be 
worthy of a little comment.

In the first place, it is interesting 
to note that from these indications 
Australia appears to be following 
the American rather than the 
British standards of advertising. 
Comparing the examples at hand 
with insertions of a similar nature 
which may be found in our own pub
lications, one is struck by the fact 
that they shape up extremely well.

It is only natural that we, espe
cially those of us on the Atlantic 
coast, should know little of Aus
tralia, far removed and little visited 
as it is by us. But why should we 
look upon it as a country greatly 
different than our own? True, it is 
on the other side of the equator and 
half way around the world from us, 
but its terrain is not dissimilar and

there is no reason to assume that its 
people are different in any marked 
degree. At any rate, they come from 
the same basic stock as we do and 
the chances are that they are grow
ing along the same general lines.

The gas advertising consists of 
direct mail matter together with 
some publication insertions. The 
former includes a couple of neat lit
tle booklets with four-color covers. 
The body matter is tastefully typo- 
graphed and enhanced by some very 
well done delicate line drawings. 
The appeal is to the housewife, and 
the physical nature of the whole is 
admirably calculated to enhance this 
appeal to the utmost. There is also 
the first of a series of “talks” by 
“The Thoughtful Husband” which is 
printed on light pink coated stock. 
This deals with the fuel situation 
and the advantage of gas in this 
capacity.

THE publication advertisements 
feature many forms of gas appli
cation as fuel. Gas fires, gas wash 
coppers and gas kitchen ranges all 

come in for their share of attention. 
Reproduced on this page is one of 
those insertions dealing with travel 
to the winter resorts. Apparently 
Australia has her Florida, even as 
we have ours, except that hers is 
called Queensland. Recalling from 
our primary school days that big 
patch in the northeastern section of 
the island, generally colored green, 
it seems difficult to imagine that 
people are actually traveling up

there on their vacations even as we 
would set out for Pinehurst if we 
were in analogous position. Quaint, 
too, is the reference in the copy to ] 
“our gloomy Southern Winter,” I 
especially when we stop to think 
that this winter comes during the । 
months of June, July and August.

The Sulphate of Ammonia cam
paign appeals direct to the farmer. 
Apparently the Australians are 
taking no chances of allowing their | 
soil to play out as ours has played 
out in so many sections of the coun- I 
try through ignorance of proper 
fertilizing. Twelve separate inser- । 
tions are included in the consign
ment of samples sent by Mr. Ed
wards. We assume that they are 
run in the Antipodean equivalent to . 
our farm papers or perhaps in the 
newspapers, but we have no way of 
being sure. They emanate from the 
Australian Sulphate of Ammonia 
Propaganda Committee. Mr. Ed
wards does not state the exact nature 
of the committee, so it remains a 
moot question with us as to whether 
it is the enterprise of a private firm, 
a governmental branch or a coopera
tive organization.

Fertilisers Save Farm Labour

'T'HINK of the increased acreage that would have to 
be cultivated if science had not pointed the way to 

good fertilising methods. Estimate the value of the 
■ extra labour aod plant required to till that increased 
acreage. And when talking fertilisation, don’t forget the part that

Sulphate of Ammonia
plays, for Sulphate of Ammonia is nitrogen in its 
cheapest fertiliser form, and the keen demand for it 
to-day indicates the very high value which the up-to- 
the-minute agriculturist places on it.

‘ ASK 
THE MAN 

WHO USES IT

SULPHATE OF AMMONIA
men who are getting the big yields 
are fertiliser users on a large scale. 
Experience has taught them the 
value of Sulphate of Ammonia, and 
they use it not only as part of their 
annual fertiliser programme, but as

Salp hate of Ammonia literature u patted free m regaett to

Australian Sulphate of Ammonia Propaganda Committee 
360 COLUNS STREET. MELBOURNE.

The Australian Sulphate of Ammonia 
Propaganda Committee

Many People 
will go to 
Queensland 
this 
Winter

Many people will spend a 
lot of money in avoiding our 
"gloomy Southern Winter.”

There are many more, how
ever, who will install one or more

GAS FIRES
in their homes, and will just as 
effectually avoid the rigors of 
Winter for a purely nominal cost.

In fact, Winter with a GAS 
FIRE is just as comfortable as 
Summer with an Ice Chest.

The modern GAS FIRE, too, 
is a work of art. We have a 
variety of sizes and styles at

360 CANTERBURY ROAD, 
SURREY HILLS.
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Ji Iters of “copy”

IT is in the third act of 
Rigoletto that the Duke 

I sets the gallery a-stamping 
I with the aria, “Woman is 
I tickle.”

And in the first act ot 
Hamlet you will find the oft- 
quoted lines, “Frailty, thy 
name is woman.”

But we hereby assert that 
woman has some dangerous 

| rivals for the crown of fickle- 
dom. The women of history 
and romance are “off with the 
old and on with the new” 
with no greater celerity than 
some advertisers betray toward 
the copy storv that is theirs 

Ito tell.
A central idea upon which 

to build your advertising— 
one that is basically sound and 

I peculiarly yours — is a hard 
thing to find; but it is often 
much harder to keep.

Too often casual criticisms, 
comments that seem to have 
some importance at the mo

I ment but appear trivial six 
j months later, are advanced as 

reasons for straying from a 
sound advertising platform.
For example:

“Our Seattle dealer complains . . .” 
“Why do we always say ‘X-X Paint 

spreads 50 per cent further’? We 
told them that in the last two ad
vertisements.”

“Let’s freshen up our advertising 
for 1926. Howabout a testimonial 
series ? ”

“There’s too much text and too little 
display in our advertisements. Our 
vice-president went through last 
week’s Post without seeing out
page.”

'These observations are doubt
less offered with a sincere 
desire to help. But what real 
help are they in impressing 
your story on the minds of 
the consuming public5

If you have a copy platform 
that ties the service your 
product renders to a need 
the consumer desires to satis
fy, bind it to yourself with 
hoops of steel.

Change your copy approach 
for new interest in your main 
theme and vary the layout to 
suit, but be absolutely certain 
that all roads lead hack to 
that central idea.

Indeed, the lengths to 
which some seasoned adver
tisers go in holding to their 
basic idea may surprise you.

Palmolive magazine copy, 
we note, varies but little after 
the first few opening ptra- 
graphs.

The main text of advertise
ments of Fleischmann’s Yeast 
remains almost word tor word 
the same, month after month.

To the man or woman who 
has not read, believed, and 
acted upon this message it is 
still news.

For the news of your world 
is simply what you haven’t 
heard. And it does not make 
very much difference whether 
it happened yesterday or six 
months ago; until you know 
it, until you have found it 
out, the subject is still news.

Re-read the last piece ot 
copy that was submitted to 
you. If it appealed to some 
human need, if it presented 
interestingly the news about 
your product, it it was based 
upon your central advertising 
idea—run it!

We would almost say run 
it again next month, and the 
month after.

Some day when advertis
ing agencies are less sensitive 
to the criticism that “ our 
agency doesn’t seem to bring 
us any new ideas,’’there will 
be less fickleness on the part 
of advertisers, less jilting of 
sound advertising themes, less 
confusion of the public to 
whom the messages are ad
dressed.

GEORGE BATTEN COMPANY, INC. 

Advertising

GEORGE BATTEN COMPANY, INC. a NEW YORK x CHICAGO a BOSTON
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1 DESIRE to bring up a question for 

discussion. It came to me as I was 
trying to get into Fannie Hurst’s 

latest book, Appassionato.
I greatly admire Fannie Hurst. As 

a student of life she has probed below 
the surface; she knows what is in peo
ple’s hearts and minds and souls. But 
I can no longer take much pleasure in 
her books.

Last evening I picked up Appassio
nata. Boldly I waded into the story—or 
perhaps I should say, boldly I tried to 
wade into the story. But I couldn’t get 
in. I was blocked by a maze of word 
pictures. Pictures made with choppy 
sentences and half sentences and single 
words.

Said I to myself, “The authorities on 
story writing continually admonish 
writers to picturize. And picturizing 
surely is the foundation of good story
telling. But Miss Hurst has come to 
make a fetish of picturizing; she slows 
up her story so that I cannot get at it. 
It is as though she has a rope tied to 
my imagination which she will pay out 
only so fast as she is willing to, which 
in this case is not fas tenough, 
for I find myself irritated.”

And then I said to myself, 
“I am tired I had best lay aside 
this book and take it up again 
when I shall more willingly 
place myself at Miss Hurst’s 
disposal.”

I wish I might report that 
my second taste was more 
palatable but it was not. This 
evening as I laid the book down 
after forcing my way through 
a few more pages, it all came 
over me what the trouble is. 
Miss Hurst wants to do all the 
picturizing. She refuses to 
give me a chance to create any 
pictures for myself. I must 
gulp down her predigested pic
tures one after another as she 
ladles them out, until I am 
surfeited.

It was this that brought the 
question to my mind: Isn’t it 
possible that much advertising 
copy isso completely predigested 
that it loses in its effectiveness 
hy giving the reader no chance 
to picture and imagine for herself or 
himself? That it is so thoroughly 
masticated and pre-assimilated, as it 
were, that it is mush to the reader?

I don’t say it is, mind you—and, in 
fact, I’m going to say no more on the 
subject at this time lest I be open my
self to the criticism of over-masticating.

But I should like to hear from others. 
What do you think, E. E. Calkins, and 
Feland of Batten, and J. D. Adams of 
Corman, and Henry Eckhardt of Lilli
bridge, and Gundlach of Chicago, and 
James Wallen—to mention but a few 
of the advertising men I should like to 
hear from.

—8-pt—

The other Sunday night “Chic” Sale, 
erstwhile vaudeville headliner, now ap
pearing in Gay Paree, came over to the 
house for waffles and coffee, and we fell 
to talking of audiences.

“Funny thing,” said Chic, “but if you 
drop anything—even a piece of paper 
—on the stage, or kick up a rug, or 
knock anything over, you absolutely 
lose your audience until you’ve picked it 
up or fixed it. It worries the whole 
house.”

Important for salesmen to realize, 
mused I, and made a mental note to 
pass it on in 8-pt.

—8-pt—
A reader of this publication sends 

me a proof of this Lifebuoy Soap

advertisement with the suggestion 
that I add it to my collection of frank, 
obvious but dramatic, interesting, in
offensive and effective advertise
ments.

Well....... Yes; I guess I’ll do it. 
It is mighty well handled for a bath
tub motif.

Kenneth Levegood of Elmira, New 
York, sends me this copy from an ad
vertisement in the Ulster County Ga^ 
zette of Saturday, January 4, 1800, the 
same issue, incidentally, containing an 
account of George Washington’s fu
neral.

Luther Andres and Co.
Have this day been opening GOODS both 

fresh and gay.
He has received near every kind, 
That you in any store can find, 
And as I purchased by the Bale, 
I am determined to retail 
For READY PAY a little lower 
Than ever have been had before. 
I wish my brethern means to live ; 
But as for credit I shall not give.
I would not live to rouse vour passions. 
For credit here is out of fashion, 
My friends and buyers, one and all 
It will pay you well to give a call.
You always may find me by my sign 
A few rods from the house divine.

The following articles will be re
ceived in payment: Wheat, Rye. 
Buckwheat. Oats. Corn, Butter. 
Flax, Ashes and Raw Hides. These 
articles will be taken at the Ecopus 
prices. CASH will not be refused.

—8-pt—

I was much interested in this 
copy which appeared in a re
cent Chase Brass advertise
ment:

A writer of New York in 
about 1850, says Percy Ham
mond of the New York Tribune, 
wrote:

“Most of the brass mills in 
Connecticut are busy making 
the brass hoops which ladies 
wear in their skirts.”

Times change. Nowadays, 
they are busy making Thermos 
bottles, shower baths, electrical 
fixtures and thousands of other 
things, as unused in 1850 as 
“brass hoops” are in these days 
of 1925.

One of our own factories 
alone makes over thirty-three 
thousand brass articles—all

CHASE BRASS.
What a commentary on the necessity 

for flexibility in industry, and for keep
ing one’s eyes and ears and mind open 
to discover what people are going to 
want and need (and the two are by no 
means synonymous!) tomorrow and 
next year.
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Expenditures of Some Advertisers 
For Newspaper Space in 1925

FOR the third successive year 
the Bureau of Advertising of 
the American Newspaper pub
lishers’ Association has compiled 

estimated figures on the annual ex
penditures of prominent advertisers 
for newspaper space. This list for 
1925 is the most comprehensive yet 
prepared by the Bureau, including 
as it does 227 concerns which in
vested $50,000 as a minimum. How
ever, in making this list public the 
Bureau points out that the list is 
incomplete as it stands, due to the 
compilers’ inability to secure im
portant figures regarding some of 
the concerns which should fall in 
this list.

The Bureau’s estimates as com
piled to date follow:
Albers Brothers Milling Co..$ 65,000
All Year Club of Southern

California ..................... 225,000
Aluminum Cooking Utensil 

Co.................. 250,000
American Cranberry Grow 

ers Exchange ............. 65,000
American Importers of

Spanish Green Olives. . . . 200,000
American Lead Pencil Co... 110,000
American Leather Produc

ers, Inc............................. 116,000
American Sugar Refining 

Co.................................. 100,000
American Tobacco Co......... 1,700,000
Andrea Inc., F. A. D..........  125,000
Anheuser-Bush Inc.............. 200,000
Anthracite Coal Operators. 500,000
Armour & Co.................... 150,000
Armstrong Cork Co..........  460,000
Associated Oil Co.............  200,000
Atwater-Kent Company... *400,000
Auburn Automobile Co....... *200,000
Atchinson Topeka & Santa

Fe R. R......................... 475,000
Aunt Jemima Mills Co....... 75,000
Auto Strop Safety Razor Co. 500,000
Babbitt, Inc., B. T.............. 125,000
Baker & Co., Walter.........  150,000
Bayer Company ................ 1,000,000
Barrett Company................ 150,000
Bauer & Black.................... 125,000
Beech-Nut Packing Co....... 60,000
Best Foods, Inc., The.........  100,000
Borden Sales Co................ 285,000
Boyce-Veeder Co................ 100,000
Brandes, C. & Co.............. 200,000
Brandenstein, M. J. Co....... 200,000
Buick Motor Car Co..........  920,000
Cadillac Motor Cor Co.. . . 500,000
Caldwell & Co..................... 50,000
Calumet Baking Powder Co. 1,275,000 
California Fruit Growers’

Exchange ....................... 250,000
California Prune & Apricot 

Growers ...................... 175,000
Canada Dry Ginger Ale, 

Inc................................. 500,000

Cantilever Co.......... 70,000
Carnation Milk Products Co. 75,000
Celotex Co.............. 190,000
Champion Spark Plug Co.. 100,000
Cheek-Neal Coffee Co.......  300,000
Chevrolet Motors................... *1,500,000
Chicago, Burlington & Quincy

R. R..................... 300,000
Clicquot Club Co................ 500,000
Climalene Co...................... 120,000
Colgate & Co...................... 135,000
College Inn Food Products 

Co.................................. 95,000
Columbia Phonograph Co.. 150,000
Congoleum Co.................... 80,000
Conklin Pen Co.................. 50,000
Copper & Brass Research 

Assn.............................. 70,000
Corn Products Refining Co. 200,000
Coty, Inc............................. 300,000
Crane Co............................. 100,000
Cunard Line........................ 260,000
Cunningham, E. T., Inc....... 100,000
Cycle Trades of America. . 90,000
Davis Motor Car Co., Geo. W. 75,000
DeForest Radio Co............. 200,000
Devoe & Raynolds Co.........  150,000
Dodge Bros. Inc.....................*1,500,000
Doherty, H. L. & Co.......  250,000
Douglas Pectin Corp.........  300,000
Douglas Shoe Co., W. L. . . . 100,000
Dubilier, R. & C. Co.......  60,000
Duz Co., The...................... 115,000
Eastman Kodak Co............. 210,000
Edgecombe-Newham, Ltd.. 60,000
Edison Electric Appliance

Co..................................... 50,000
Electric Household Utilities

Corp................................. 200,000
Eureka Vacuum Cleaner 

Co................................. 200,000
Famous Players-Lasky Corp. 150,000
Fansteel Products Co.........  180,000
Fleischmann Co.................. 450,000
Florence Stove Co............... 75,000
Florida Citrus Exchange.. 75,000
Ford Motor Car Co........... *2,500,000
Forhan Company............... 550,000
Franklin Automobile Co.... *185,000
French Lick Springs Hotel 

Co.................................. 175,000
Freshman Co., Chas.........  220,000
Gardner Motor Co............  200,000
Garod Corp........................ 50,000
General Cigar Co.............. 850,000
General Electric Co........... 75,000
General Motors Co. (Insti

tutional) .................... 300,000
General Petroleum Co.......  150,000
Ghiradelli Co...................... 70,000
Gold Dust Corp................ 93,000
Goodall Worsted Co........... 110,000
Goodrich, B. F. Co............. 750,000
Goodyear Tire & Rubber Co. 350,000
Gossard Co,, H. W............. 75,000
Greater Vancouver Publicity 

Bureau ....................... 50,000
Gulden, Chas. Inc............. 75,000
Hart, Schaffner & Marx.. 650,000
Heinz Co., H. J................ 600,000
Hecker H-0 Company.... 150,000

Hewes & Potter................ 55,000
Heywood-Wakefield Co.... *130,000
Hills Brothers Company.. 200,000
Hollywood Resort & Indus

trial Board...................... 750,000
Hood Tire & Rubber Co. . . . • 100,000
Hoover Company................ 50,000 .
Hopper & Co., Edna Wallace 400,000 I
Houbigant, Inc..................... 130,000 i
Hupp Motor Car Co.........  625,000
Illinois Central R. R............  345,000
India Tea Growers............. 200,000 1
International Cement Corp. 125,000
International Magazines

Corp................................. 275,000 J
International Mercantile Ma

rine Co....................... 500,000 I
Interwoven Stocking Co.... 90,000
Johns-Manville, Inc........... 200,000
Jordan Motor Car Co......... 500,000
Kayser & Co., Julius.........  300,000
Kellogg Company.............. 1,500,000
Kelly-Springfield Tire Co.. 160,000
Kolynos Co......................... 100,000
Kops Bros........................... 115,000
Kraft, J. L. & Bros.........  200,000
Lambert Pharmacal Co. . . . 550,000
Larvex Corp........................ 140,000
Lehn & Fink...................... 130,000
Lever Bros. Co.................... 1,750,000
Library Bureau.................. 100,000
Life Savers, Inc................ 400,000 I
Liggett & Myers Tobacco Co. 1,750,000 I
Lipton, Thomas J............. 250,000 II
Literary Digest.................. 1,150,000 J
Lorillard, P. Co................ 1,150,000 I
McCall Company................ 100,000 1
Macfadden Publications.... 1,100,000 ||
Magnavox Co..................... 145,000 [
Marmola Co....................... 400,000 II
Marmon Motor Car Co.... 280,000 I
Maytag Company.............. *1,000,000 Ij
Metropolitan Life Ins. Co.. 100,000 I
Michelin Tire Co................ 150,000
Miller Tire & Rubber Co. .. 100,000 |
Nash Motors Co................ 500,000
National Carbon Co........... 425,000
New York Central Lines... 400,000 I
Nicholson File Co.............. 50,000 J
Normandy Products Co....... 60,000
Northern Pacific R. R......... 170,000 i
Northwestern Yeast Co.... 100,000
Olds Motor Works............. *600,000 I
Onyx Hosiery, Inc............. 65,000
Pacific States Electric Co.. 100,000 1
Pacific Steamship Co.........  135,000
Paige Detroit Motor Car Co. 1,100,000
Palmolive Co...................... 700,000
Paraffine Companies, Inc. .. 95,000
Parker Pen Co.................... 230,000
Pathex, Inc....................... 110,000
Peerless Motor Car Co.......  265,000
Pennsylvania Cement Co. .. 50,000 ,
Pepsodent Co...................... 800,000
Perfection Stove Co........... 100,000 I
Philadelphia Storage Bat

tery Co......................... 175,000
Phoenix Hosiery Co........... 75,000

[CONTINUED ON PAGE 89]
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Nn This advertise- 
• 1J. ment is one of 
a series appearing as a 

full page in The Enquirer. 
Each advertisement per
sonalizes a Cincinnati 
suburb by describing the 
type of woman character
istic of that suburb; in 
each advertisement, too. 
The Enquirer’s coverage 
of the district is shown.

Mrs. Hyde Park ♦ ♦ ♦ ♦
W'IDE streets and wider lawns;
* ’ trim boxwood hedges and 
garden beds that soon will wear 
the colors of Spring. And in this 
frame of beauty, homes worthy of 
their frame—homes that tell you 
before you enter the kind of woman 
you’re about to meet.
And Mrs. Hyde Park is all you had 
expected—a woman whose culture 
matches her means. The books and 
magazines in the library tell her 
interest in club and civic activities; 
in her happy, healthy children you 
glimpse the business and social 
leaders of tomorrow.
Naturally as Purchasing Agent for 
her family, Mrs. Hyde Park has 
ample purchasing power to secure 
for herself and her family the best 
the world can offer.

Knowing these things about Mrs 
Hyde Park, you would expect her 
to be an Enquirer reader. And she 
is! Daily, to this suburb—a suburb 
that includes 2,430 residence build
ings — 2,252 Enquirers are de
livered.
Of equal importance to you, Mr. 
Advertiser, is the fact that almost 
every family in Hyde Park is 
listed in the income tax reports. 
In other words, Mrs. Hyde Park 
is not a figure-head "P.A.”—she is 
a Purchasing Agent with real pur
chasing power. Talk to her 
through the paper she herself 
chooses- -The Enquirer.

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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Meet the Radio Gyp
[CONTINUED FROM PAGE 21]

radio stores in Prov 
dence, R. I.

“Pay Less Here,” 
reads a sign in one 
window.

“We Are Deter
mined to Sell Radios 
at the Lowest Prices 
in Providence,” cries 
the display placard of 
another dealer across 
the street.

“We Guarantee to 
Meet the Lowest Price 
of Any Reputable 
Dealer in Providence,” 
reads the sign of a 
third dealer around 
the corner.

With gyp cutting 
gyp in this manner, 
what chance has the 
radio industry to be
come stabilized?

Who is to blame?
First at fault is the 

dealer who tries to 
re-establish himself 
as the lowest-priced 
house in town by 
slashing prices to the 
bone. Second, the jobber who con
tinues to sell him. Third, the man
ufacturer who sells to the jobber 
who continues to sell to the gyping 
dealer. And the standard price 
house that cuts its own prices to 
meet the cut-throat competition is 
contributing its own share to the 
general confusion.

E. B. Ingraham, secretary-treas
urer, Times Appliance Co., New 
York, defines the gyp as follows in 
a recently published statement: “In 
general, a gyp is an unscrupulous 
merchant who misleads the public by 
misrepresentation, imitation of 
trademarks and other misleading 
practices. He is a dealer who en
gages in malicious advertising, such 
as advertising an article at a very 
low price, even below cost, for the 
purpose of attracting customers. 
This practice invariably destroys the 
confidence of the public in the trade
marked article.”

Cortlandt Street, New York City, 
is the running sore that is keeping 
the radio industry awake nights, 
trying to find a solution to the in
fection that spreads from this con
gested radio gyp center. Packed 
within a radius of a few blocks, and 
never far beyond the rumble of the 
elevated railway, the gyp transacts

BÂRtMN COUNT® 
____ _____ 1BARGAINSGALORE-t^^XLUES!!

S II $3.95]

awr sa« «“i” , As-
HEADLINES such as these appear continually in the radio 

sections of the newspapers, their aim being to attract large 
crowds to the establishment of the gyp. Their success is best 

testified to by the crowds which line up, rows deep, before the 
counters of such establishments. Frequently high grade prod
ucts are advertised al slashed rates, but the prospective pur
chaser generally finds these products “temporarily sold 
out.” But he is in the store, which is all the gyp desires

his trade. Some of the stores are 
fairly pretentious, others are mere 
sidewalk stalls with most of the 
stock displayed outside, but all of 
them are constantly at each others’ 
throats, cutting and slashing prices 
to meet competition. The windows 
are, for the most part, a riot of 
price tags and equipment, packed to 
overflowing. The sidewalk stalls 
directly under the elevated are 
loaded with cheap parts and reeking 
with red cards announcing the 
prices. Any old hole in the wall will 
do for a dyed-in-the-wool gyp; 
yellow paint and screaming placards 
doing their share to engage the at
tention of the radio shopper. And 
what a business some of them do!

DOWN there is a man they call
“King of the Gyps.” His name 

is not essential, but he is selling 
nearly a million and a half dollars’ 
worth out of three little stores. Day 
after day frenzied radio fans crowd 
his counters in rows two and three 
deep, shoving for room. Five men 
clerks, packed shoulder to shoulder, 
hand out cut-price tubes and sell 
them to the tune of 5000 a week. 
In another part of the store the 
crowd before the battery counter is 
just as great, and 3000 “B” batter

ies are distributed 
weekly. The one store 
of the three under 
discussion is about 16 
ft. wide and 60 ft. 
long. At the time it 
was observed there 
were eighteen sales
men hard at work, 
supplying parts and 
equipment as fast as 
eager hands could re
ceive it.

Not all gyp mer
chandise is defective, 
and one difficulty that 
stands in the way of 
controlling the situa
tion lies in the fact 
that many brands of 
standard articles, per
feet in every particu- 1 
lar, and packed in I 
their original sealed 
containers may be 
purchased with safety 
at the gyp stores. It 
all depends whether 
or not the buyer gets 
stung on his own 
knowledge of radio, 

and the degree of care with which he 
makes his selections. If he uses his 
head, steers shy of orphan equipment 
and inspects his purchases carefully 
he can save money—-hence the attrac
tion for patronizing the gyp dealer. 
When the same standard make 
vernier dial, for example, that sells 
for $2.50 at a store that upholds 
prices can be purchased for $1.25 
from the gyp the average radio fan 
will shop around a bit and save the 
difference. This applies to tubes 
and countless other parts.

On the other hand, careless buying 
can result in actual, downright loss, 
for the gyp rarely will refund the 
purchase price, although the article 
may usually be returned subject to 
credit. Gyp stores, especially the 
cheap sidewalk stalls, are usually well 
stocked with orphan equipment, ob
solete parts and merchandise that is 
either defective in some way or fails 
to measure up to a standard. Radio 
reception, above all else, is dependent 
upon quality, and the gyp who 
knowingly sells defective stock is 
striking a blow at the entire in
dustry.

As a matter of interest and prep
aration for this article, the writer 
put in several noon hours radio 
shopping in the gyp center of New
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N. These People Make .r 
\ POWER /

Ptiblished^^^^________ 36th St.,
at 10th Ave. and New York

Consulting Engineers 
for instance—

Men Make Papers—and the quality’ 
of POWER’S Editorial Staff is nat
urally reflected in the quality of its 
readers.

Consulting Engineers, for instance.
Consulting Engineers are busy men. 

They have time only for these indus
trial publications that contain meat for 
minds of their calibre.

Of POWER’S 27,000 subscribers,
1,113 are Consulting Engineers- :om-
panies or individuals—such names as 
Day & Zimmerman, Philadelphia; 
Stone & Webster, Boston; Thomas E. 
Murray, New York; McClellan & 
Junkersfeld, New York; Dwight P. 
Robinson & Co., New York; Charles 
T. Main, Boston; The Rust Engineer
ing Company, Birmingham; Peabody 
Engineering Corporation, Los An
geles; Sargent and Lundy, Chicago; 
Byllesley Engineering & Equipment 
Corporation, Chicago, and so on.*

* Remember, the choice of hundreds of mil
lions of dollars of equipment for new power 
plants every year rests with such concerns 
as these—readers of and believers in POWER.
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Do they read it?

K

Statesman of international reputation 
Owner of a major league baseball team 
Manufacturer of a famous piano 
Well known Chicago packer

a

Such are included in the four per cent 
returns of a recent direct advertising 
program. The product is an expensive 
lawn sprinkling system.

Prospects are people who have both 
the means and the inclination to improve 
their lawns and gardens. And it was 
desired to approach only those prospects 
in territories covered by field represent
atives. Plainly, one medium and no other 
was indicated—direct advertising.

That the direct advertising, planned 
and produced by Evans-Winter-Hebb, 
was logically executed is evidenced by 
the returns.

A little portfolio, in which this as well 
as other applications of direct advertis
ing are illustrated, will be gladly sent to 
executives who use direct advertising.

Evans -Winter-Hebb ine. Detroit 
Saa Hancock Avenue West

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

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

York. The device asked for was a 
certain patented dial whose success
ful operation depended upon a nut 
hidden beneath a removable cap. At 
a number of gyp stores the price of 
this dial varied from seventy-five 
cents to a dollar, but under the gloom 
of the elevated the same dials were 
displayed on a sidewalk stall for thirty- 
five cents. Under the suspicious eye 
of the “outside man,” the caps were 
removed from six dials, picked at ran
dom from the pile. In every case the 
adjustment nut was missing, rendering 
the dial as useless as a piece of putty.

But where does the gyp get his 
goods?

One channel is found when the manu
facturer of an article gets overstocked 
and dumps his product. Another trick 
of the manufacturer is to unload some 
other standard article which he han
dles, giving it to his dealer cheap on a 
bribe against cutting his own product. 
Or a jobber overstocks, needs cash and 
disposes of his line at a cheap price.

THERE are two ways by which the 
gyp gets in touch with these bar
gains—direct and through the carpet 

bagger, the latter individual playing 
an important part as a go-between. 
When a jobber or manufacturer does 
not wish to enter into the transaction 
direct, he calls in the carpet bagger 
and makes a deal. The carpet bagger 
generally pays cash and the sales 
transaction is not recorded. Samples 
are loaded in his private car and the 
goods are offered to the gyp dealer 
often as low as five cents profit on the 
dollar. That this form of bootlegging 
is profitable is proved by the fact that 
last year a certain industrious carpet 
bagger cleaned up $48,000. Merchan
dise farmed in this manner is usually 
standard and dependable, but the prac
tice is hurting the industry and doing 
the manufacturer more harm than 
good. This disclosure explains some of 
the price cutting on standard sets as 
well as miscellaneous equipment and 
parts.

Still another source of supply lies in 
tracing the radio stores that stock up, 
start in business and then fail. In 
such cases immediate money must 
usually be realized and the gyp is quick 
to get on the job with a cash offer. 
Equipment thus secured is of good 
standard quality, but bought so cheaply 
that cut prices will yield a profit.

No good manufacturer with a repu
tation to maintain will allow seconds 
to get on the market, but occasionally 
the bar is lifted and parts with slight 
imperfections will find their way to 
the gyp’s shelves. Shop worn stock is 
also purchased, and of course there are 
cases where actual deception is prac
ticed in the matter of copying trade 
names so closely as wilfully to mislead. 
And further down in the slime are 
found products manufactured especi
ally for the gyp trade, batteries that 
last a week instead of six months, 
tubes that burn out and parts cheaply 
thrown together. Is it any wonder 

the average radio buyer must
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403,170 automobiles 
in

Oklahoma
^[A27% Increase

--and yet the Oklahoma.YarmMarket 
offers you automottue advertisers 
a greater opportunity than ever before

REPORTS from the Reuben H. Donnelly Corporation 
show that Oklahoma had 85,984 more automobiles 
on January 1st, 1926, than a year ago. A clear 27% 

increase! All in all, there are 403,170 motor cars in 
Oklahoma . . . convincing proof of the big buying
power of this youthful State!

Yet the Oklahoma farm market offers you automotive 
advertisers greater sales opportunities than ever before. 
Farm indebtedness is now at a minimum. And the cash 
income from 1925 crops exceeds the last five-year aver
age by $45,000,000! The stage is all set for profitable 
automobile and auto accessory sales in Oklahoma. Okla
homa farmers need your product! The Oklahoma 
Farmer-Stockman, Oklahoma’s only farm paper, is the 
one and only way to influence the farmers of Oklahoma. 
Begin advertising in the Oklahoma Farmer-Stockman 
now!

Carl bdilliams 
Editor

11 ^«OKLAHOMA J 

il r
"Ralph Miller 

Cldu Mgr
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seeds
THE food on our table, the clothes 

on our backs, the essentials of our 
daily life go back to the ground — and 
come from the ground through seeds. 
The success of a whole year’s effort, 
planting, cultivating, harvesting, de
pends on the humble seed. Our nation 
spends millions of dollars in agricul
tural colleges to further improve—seeds.

Business today is just as dependent on 
its seeds—advertising. And the amount 
of money annually so spent is tremen
dous. Business, too, has found it profit
able to select and improve its seeds in 
every detail—particularly in engravings.

But the difference is that such improve
ment does not cost money. For good 
engravings, despite their greater and 

better results, cost no more than 
poor ones.

Gatchel <2? Manning, Inc.
C. A. Stinson, President

Fhoto SngraDers
West Washington Square 2jo South “th St. 
PHILADELPHIA

watch his step, or that the radio indus
try as a whole is passing- through a 
critical period in its existence?

The consensus of opinion seems to be 
that manufacturers and jobbers must 
clean house first if they are to banish 
the gyp and stabilize the industry so 
that list prices may be maintained. 
The gyp is not wholly to blame for the 
present situation, and if manufacturers 
would use more discrimination in plac
ing their products, cut down the num
ber of jobbers and exercise a closer 
control of wholesale outlets it is prob
able that much of the present price 
cutting could be stopped. As things 
stand now, the manufacturer cannot 
find out what jobbers would enable 
him to do this, and the right jobbers 
would probably handle a bigger total 
of business.

(Ine more viewpoint, from M. C. 
Rypinski, vice-president, C. Brandes. 
Inc., New York City.

“I believe that the gyp radio dealer 
will disappear naturally as the public 
learns to discriminate in its purchases 
between dependable merchandise as 
regularly carried by the responsible 
dealer who backs up the manufac
turer’s guarantee and gives 100 per 
cent service, on the one hand, and the 
gyp radio dealer who cuts prices on 
popular merchandise to attract trade 
to his store, in order to sell them in
ferior merchandise at a profit.”

THE United States Supreme Court, 
as a matter of fact, answers the 
question for legitimate dealers who 

realize that full margins are needed in 
order to carry on a year ’round busi
ness. In the Beech Nut Packing Co. 
case the Court ruled—

“By these decisions it is settled that 
in prosecutions under the Sherman Act 
a trader is not guilty of violating its 
terms who simply refuses to sell to 
others, and he may withhold his goods 
from those who will not sell them at 
the prices which he fixes for their 
resale.”

Contracts for enforcing the suggested 
resale price are unlawful, but a manu
facturer can announce in any form 
he pleases the resale price. If the 
dealer slashes such resale price the 
manufacturer can lawfully throttle 
him by refusing to deal with him 
further. This appears to put the solu
tion of the gyp problem largely in the 
hands of the manufacturer.

Naturally, the gyp, being out for the 
money and a quick turnover, will buy 
when and where he can. Likewise the 
public will continue to shop for bar
gains as long as they are offered and 
respond to scare-head price cutting 
advertising, regardless of the fact that 
many times standard sets are listed 
as “come-ons” and the dealer “happens 
to be sold out” when the buyer calls.

The radio industry needs a good 
housecleaning. Reliable manufactur
ers, jobbers and dealers want, and if 
the truth were told many of the gyps 
themselves would welcome, the estab
lishment of prices. Competition is be
coming too strenuous.
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300,000
a big circulation

300,000
a responsive circulation

300,000
a merchandising circulation

3GQ0QQ

Sunday Detroit limes



Those Who Don’t Read
F there were a way to compel buyers 
of America thoughtfully to read long 

dissertations regarding particular mer
chandise, I would cram with fine type 
every inch of advertising space which I 
buy for my clients. But, unfortunately, 
for one person who reads an advertise
ment through, there are tens of thou
sands who get only a more or less vague 
impression from it. And that impres
sion is tremendously important.

The problem arises, I am sure, from 
a misconception of the nature of adver
tising. Advertising is not paper sales
manship. It is not an economic medium 
foi- directly selling goods, although it 
may be a tremendous factor in the sales 
process. It bears the same relation to 
salesmanship that a seeding machine 
bears to a harvesting implement. The 
one sows the seed; the other reaps the 
crop. And these two things must not 
be confused.

The only conception of advertising I 
know of which is productive of definite 
results without excessive expenditures 
is this—advertising is reputation build
ing. People buy the known, the fa
miliar thing; they avoid the unknown 
and the untried. If crowded and ugly 
type arrangements help best in making 
a commodity thoroughly and favorably 
known, then by all means they should 
be used. But I am sure that there is 'a 
better way to accomplish that all-desir
able end.

Glen Buck, 
The Glen Buck Company, 

Chicago, Ill.

The Mail Order Appeal

THE point Mr. Gundlach makes that 
mail order buyers are not different 
animals from those who buy from 

stores cannot, we believe, be emphasized 
too strongly. As a matter of fact, they 
are exactly the same people, for under 
modern living conditions there is prac
tically no one who does not buy more 
merchandise from stores than by mail, 
except those living in a negligibly few 
isolated sections which, since the auto
mobile, are almost extinct.

To the buyer the method of obtain
ing the merchandise (either by mail or 
from stores) is merely a detail, and 
the same copy with a change in the last 
paragraph will be equally productive 
whether you say “mail the coupon” or 
“go to your dealer,” as both Mr. Gund
lach or ourselves have very definitely 
proved.

The big thing, as Mr. Gundlach so 
ably points out, is what you say about 

your goods, and it takes as thorough a 
canvass as the space will permit to 
make a sale in most instances unless, 
of course, you are merely trying to 
keep the name before the public which 
is quite a different matter.

W. B. Ruthrauff, 
Ruthrauff & Ryan, Inc., 

New York.

Qualitative vs. Quantitative 
Markets

HE battle rages between those 
advertisers who wish to break 

down circulations into classes of read
ers and those who insist that after all, 
a reader is a reader and at least a 
potential purchaser of any given com
modity. May it not be possible that 
the smoke of conflict has tended to ob
scure the real issue for each of these 
advertisers: namely, where can I ob
tain the largest amount of return for 
my advertising dollar?

Let us admit that the ideal advertis
ing campaign would bring its message 
before the eyes of every individual who 
might at any time consider purchase of 
the commodity. But most campaigns 
must be, not ideal, but expedient. The 
average manufacturer has at his dis
posal a limited appropriation for ad
vertising. His question is not, normal
ly, how to reach every possible pur
chaser of his product but to so pick his 
media that the largest possible per
centage of the readers of his adver
tising shall be not only willing but able 
to buy his product.

The point has been raised that any 
particular reader, taken from a group 
now unable to purchase a new product, 
may, at some later day, be a good pros
pect. True, but we must deal in aver
ages rather than in individual cases, 
and the chances are that each indi
vidual who steps out of the class 
of impossibilities will, as he tends 
to become a better prospect, begin to 
read the publications devoted to the 
upper strata. In fact he will do so 
if for no other reason than to show 
that he can.

Another man wishes to market a 
laundry soap. To him, large circula
tion is the governing factor, for large 
circulation invariably presupposes an 
average type reader. He probably 
black-balls those publications appealing 
exclusively to men (if there are such 
publications still extant). But any 
publication reaching large numbers of 
women of the middle class, or below, is 
bound to find a good percentage of 
readers who are definitely interested in 

laundry soap and, what is more im- I 

portant, who buy laundry soap..
Certainly it seems dangerous for I 

anyone marketing a “shopping line” 
to dash boldly ahead without regard 1 
for the identity of his readers. Unless 1 
he has such tremendous sales and such H 
perfect distribution as to be able com- ■ 
pletely to blanket both the immediate 
and the potential market, he will do 
well to pay attention to whatever facts ■ 
are available on the quality of circula
tion. Such attention will probably be ■ 
amply repaid by a decrease in the per
centage of advertising expenditure to 
sales. Also, the conscientious copy H 
writer must know to whom he is writ- M 
ing. For, verily, that which pleases 1 
the Park Avenue matron will not inter
est the post-mistress at Painted Post, ■ 
unless it be properly interpreted to her.

Why not admit, if we must general- ■ 
ize, that additional information as to 
the qualitative make-up of the circula
tion of any publication will tend to do 
more good than harm and that, par- B 
ticularly for the manufacturer of high 
priced goods, the quality of his circula
tion is, if not as important as the quan
tity, at least a pertinent factor.

Donald C. Foote, 
I. Walter Thompson Company, Inc., 

New York.

More on Keyed Advertising

I AM sorry that Mr. Owsley has I 
grown so panic-stricken at my really I 

very mild suggestion that possibly po
sition in a magazine affected returns.

If the matter is worth continued dis
cussion at all, I think that it is worth 1 

bringing facts and figures rather than 
generalities to bear.

While it is true, as Mr. Owsley I 
states, that direct returns are not the 
end in all advertising, I think that most | 
people who have spent any time in I 
working with keyed advertising look 
upon direct inquiries as an exception- I 
ally valuable method of comparing the 1 
comparative pulling power of individ- I 
ual advertisements. The concrete is al- 1 
ways so satisfactory!

Mr. Owsley’s generalities are partic- I 
ularly vulnerable when he says that 
the publication “as a whole is either an I 
avenue or a side street.” That is a 1 
space buyer’s point of view—not a 
reader’s. Who will deny that Sixth I 
Avenue is to one strata of our popula
tion what Fifth Avenue is to another?

Carroll Rheinstrom, Director, 
Advertising Service Bureau, I 

MacFadden Publications, Inc.,
New York.

L
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HUMOR and SENTIMENT 
combine to lend absorbing reader interest to the pages of 

Cpll^dlumor
COLLEGE HUMOR is 

more than a humorous 
magazine. It is more than a 

collegiate magazine. It is a 
magazine combining humor, 
sentiment, satire and fiction 
in a way which appeals to 
everyone who loves youth 
and romance.

Striking a new and respon
sive note in American mag
azines, College Humor has 
established itself firmly in 
the minds and the hearts of 
a new reader group. Its rap
idly growing circulation test
ifies to this fact.

College Humor oSers its 
advertisers an effective and 
economical entree to the buy
ing minds of hundreds of 
thousands of persons — 
young in years or in hearts. 

This group composes a val
uable segment of the nation
al market which can be com
pletely covered by no other 
magazine.

The rapid advance of 
College Humor during the 
past two years begins a new 
chapter in the development 
of American magazines — a 
chapter of tremendous im
port to every buyer of ad
vertising space.

Write us saying when and 
where you want to hear this 
story.

NOTE—Read the first installment of 
Donald Ogden Stewart's “Mr. and Mrs. 
Haddock in ‘Paris, France” in our April 
issue. This will give you a good idea of 
the editorial magnet which makes more 
than 330,000 persons buy College Humor 
every month and pay 35 cents a copy.

Circulation More Than 330,000 Net 
$2.00 A LINE

Cpll^jeRumOr
B. F. PROVANDIE, Advertising Director 

1050 NO. LA SALLE STREET !
CHICAGO

I Scott H. Bowen, Eastern Mgr. Gordon Simpson, RepresentativeI 520 Park Avenue. NEW YORK Chapman Bldg. LOS ANGELES, CAL. I

KOt- ----- -rOli
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1925 OIL PRODUCTION
$150,000,000

IN WEST TEXAS
—OUR TRADE 

TERRITORY

AND 
THAT’S 
ONLY 
ONE 

ITEM
Cotton 

$150,000,000 
Livestock 

$120,000,000

—And with ONE Medium—■

SELL 
WEST 
TEXAS 

THOROUGHLY

The Star-Telegram and Record-Telegram
MORE CIRCULATION IN THIS TERRITORY THAN ANY THREE 

OTHER MEDIUMS COMBINED

Sunday, Net Paid— Daily, Net Paid—
Over 120,000 Over 115,000

No Premiums—No Contests

Fort Worth Star-Telegram 
(EVENING)

Fort Worth Rfcort-Wegrain 
(MORNING)Fort Worth Star-Telegram 

and ifort HSortb tRrcord
(SUNDAY) 

AMON G. CARTER. Charter Member A. L. SHUMAN
Pres, and Publisher Audit Bureau of Circulation Vice-President and Adv. Dir.

Survey of Sales Organization
You hire expert accountants to audit your 
books—Why not engage a sales organiza
tion expert to make a survey of vour sales 
organization ?
It will quite certainly be worth 5 times 
its price.
The services of J. George Frederick na
tionally recognized authority, are available 
for such work.

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

Tel.: Wisconsin 5067
In London, reprerented by Business Research Services, Aldwych House, Strand

House Organs 
We are producers of some of the oldest and 
most successful house organs in the country. 
Edited and printed in lots of 250 to 25,000 
at S to 15 cents per name per month. Write 
for a copy of The William Feather 
Magazine.

We produce The Nopco Way Magazine 

The William Feather Company
605 Carton Building, Cleveland. Ohio

Two Respondents 
Reply to Trade 

Commission

THREE replies have been received I 
by the Federal Trade Commission S 
to the amended complaint issued 
against the respondent associations in H 

the advertising “conspiracy” case. 
These emanated from the Southern 
Newspaper Publishers Association and 
the American Association of Advertis
ing Agencies, two respondent associa
tions named in the original complaint • 
as well as in the amended one, and an 
individual newspaper publisher in • 
Texas. All of these documents arrived ■ 1 
in the hands of the Commission within ■ 
the time limit originally set for the I 
filing of replies, but since the other re- I 
spondent organizations named have I 
been granted a time extension, the case 
may not yet be said to have passed into 
its next logical phase.

In the January 13th issue of the 
Fortnightly the Commission’s brief 
petitioning for the amended complaint 
was summarized in some detail under 
the title “Docket 1251.” The issues in- , 
volved were then made clear, as well 
as the attitude adopted by the Commis
sion in the matter. Simply the case in- , 
volves the American Newspaper Pub
lishers Association, the Six Point I 
League and the American Press Asso- ■ ' 
ciation in addition to the two respondent H 
organizations previously named. These ■ 
associations are charged with conspir
acy to prevent national advertisers who 
place their space direct from enjoying ■ 
the 15 per cent agency discount, and 1 
with concerted hostile action against I 
“house agencies” unrecognized by the B 
Four A’s.

The text of the two replies recently 
received from the S. N. P. A. and the 
Four A’s may best be characterized as 
sweeping denials of all the accusations 
made against them, laying special stress 11 
on the service of agencies to publishers, 
and on the contention that advertising. II 
is in no sense interstate commerce and 
hence does not come within the juris
diction of the Federal Trade Commis
sion. The two replies are very similar 
in tone and context, and many assume 
thereby that much the same tone will 
characterize the briefs of the remaining 
respondents when they are filed.

It is too early at present to speculate 
as to the action of the Commission. 
However, the Fortnightly plans to 
follow the case closely and will report 
in full the important events as they | 
transpire.

New York Advertising Agency
New York, will direct advertising for 

the Vigorade Laboratories, Trenton, 
N. 3.

Arthur K. Fox
Formerly advertising manager of 

Cosgrove & Company, has become as
sociated with The Buchen Company, 
Chicago advertising agency.
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$600 a year
Is the subscription price paid 
regularly by 75% of the best 
ready-to-wear retailers in near
ly 3,000 cities, for 52 weekly 
issues of NUGENTS.
Obviously, it is this type of 
reader, whose ready-to wear 
department is so important 
that he pays 06 a year for an

EXCLUSIVE READY- 
TO-WEAR PAPER

the manufacturer of Ready- 
to-Wear is most interested in 
reaching.

THE ALLEN BUSINESS PAPERS. Inc. 
1225 Broadway New York

The Plutocrat in Overalls
[CONTINUED FROM PAGE 28]

because they cost too much; they do 
not have them because they do not want 
them. Are they, then, pure of desire? 
By no means. They want expensive 
cars and expensive clothes; they want 
the best cuts of meat and costly radio 
sets; they want every labor-saving de
vice, from the electric range to the 
electric refrigerator. They want, ac
cording to their own conception, the 
civilized and comfortable life; only 
they do not mean by a civilized and 
comfortable life precisely what we 
mean. They do not mean by it privacy 
ensuring space, or intellectual progress, 
or high aesthetic satisfaction. They 
mean physical comfort and the ability 
to purchase costly objects.”

PERHAPS an even better perspec
tive in viewing the American phe
nomenon of the wealth of the wage 

earners is obtained by the foreign visi
tor to these shores. Bronislaw Huber
man, the violinist, made some very in
teresting observations, recording them 
last October in a newspaper in Vienna. 
(Reprinted by The Living Age for No
vember 21.)

“I set up housekeeping in America 
and engaged a servant. His- monthly 
wage was a hundred and ten dollars. 
A European who converts this sum into 
the money of his own country may 
half-incredulously pity me. But he 
would be wasting his pity, for a hun
dred and ten dollars was no larger a 
percentage of my American income 
than the wages of a similar servant in 
Europe would have been of my income 
at home. But the significant fact was 
the relation of that man’s salary to his 
expenses. He had to pay nothing for 
room and board. Suppose he wanted a 
pair of shoes. He could buy them for 
five dollars, or about four per cent of 
his monthly wages. But let us assume 
that he was a little more ambitious and 
wanted a Ford automobile. The price 
of that was two hundred and sixty-five 
dollars, oi- less than two and one-half 
months’ salary. Now point out to me 
any country in Europe, even before the 
war, where a servant could buy a pair 
of substantial shoes for a day and a 
quarter’s wages, or an automobile for 
seventy days’ wages!

“Still another example from a differ
ent occupation. In getting aboard a 
sleeping-car I hung on to my precious 
violin-case. That aroused the interest 
of the colored porter. When I began 
to practise, as is my custom when 
traveling, I could not keep that porter 
out of my compartment. It turned out 
that he owned a hundred Victrola 
records of Kreisler, Elman, Heifetz, 
and my modest self, which he criticized 
in his characteristic dialect, to my in
tense but suppressed amusement. Now 
I never met, even in the most musical 

countries of Europe, a railway porter 
who could talk with me appreciatively 
about the quality of my playing as 
reproduced on Victrola records. . . .”

One of the most important elements 
of waste which the new social order 
has provoked is the increasing duplica
tion of established magazines favored 
by advertisers for planting the seeds 
of buying desire. The genteel are be
coming inevitably submerged by the 
rising tide of moneyed wage earners, 
to a state of proud poverty. They turn 
more eagerly to the inexpensive treas
ures of the mind and pleasures of the 
imagination which can be had for least 
money. More than ever before they are 
forced to resort to the simple luxury 
of literature.

That probably accounts for the 
slightly more than normal increase in 
magazine circulations within the last 
year or so. This would be born out by 
the fact that current investigations in
dicate about four magazines go to a 
single family. Indeed, in the case of 
the professional and the executive 
group, five or six magazines to a family 
seems more nearly accurate so far as 
we can ascertain.

IN the most detailed study which con
siders magazine circulation duplica
tion by occupational groups, it was 

found that 4.81 magazines went to 
families whose heads were executives, 
merchants, commercial travelers or 
professional people; two magazines per 
family were received by the clerical 
and skilled workers; and there was only 
one magazine going to every three fam
ilies among the semi-skilled and un
skilled classes. Yet in the latter two 
groups there are more wage earners 
per family than there are in the first 
group.

The advertising man is, after all, 
interested in the people who actually 
get the money. Of all the income re
ceivers employed in this country, in 
1920, 26,700,000 were adult males. 6,
400,000 were adult women, and 5,500,
000 were juveniles still living at home. 
In allotting incomes to the families in 
lower occupational groups a large share 
of the wages received by the adult 
women and the young people still at 
home must be included in the family 
buying power.

The best method of reaching and in
fluencing- this group seems to be the 
most important problem. The tabloid 
newspaper is becoming successful in 
overriding the delicate sensibilities of 
advertisers and agents. There is one 
other partial solution afforded by the 
phenomenal growth of the new con
fessional magazines. Dr. Poffenberger 
in his “Psychology of Advertising,” 
says, “Translated into terms of men
tal age, we might say that advertising,



1 March 24, 1926

POLUmBIÄ
The Largest Catholic Magazine in the World

The 1,211,908 men who read COLUMBIA 
will doubtless have many Camels. They 
won’t have to “walk a mile” for them, 
either, because Camels are likely to be 
among the biggest sellers at cigar stands in 
Knights of Columbus club houses and 
council rooms throughout the country. “—have a Camel”
For Camels are featured in colors on a 
number of COLUMBIA covers this year. 
Their advertising will gain added effective
ness from the fact that, as disclosed by our 
questionnaire investigation, 568,082 of 
COLUMBIA’S subscribers are under 45 
years of age. These men are active, respon
sive readers, ready buyers of the things they 
want, and loyal to the magazine they read.

D. J. Gillespie, Adv. Dlr.

1,211,908 
1,060,420

249,980
244,336

2,766,644

Net Paid 7C 7 A Al A.B.C. 
Circulation ill J | I Audit

Eastern Office JFestern Office

Returns from a questionnaire mailed 
to subscribers show that COLUMBIA 
has more than two and one-half mil
lion readers, grouped thus:—

Men
Women
Boys under 18
Girls under 18

TOTAL

The Knights

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

Chicago
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The “Cream” Shoe Market 
of the Country

The Entire U. S. Shoe Market The •iCream’* Market

150,000 retail outlets ■■

The Boot and Shoe Recorders total net 
paid circulation in the United States on 
June 27, 1925, was 13,080. The Recorder 
goes weekly to 78.3% of the 15,000 “cream” 
outlets.

BOOTcwrfSHOE
RECORDER

The Point of Penetration to the
Shoe Market q™™.:

2O7 SOUTH STREET> BOSTON S'1*"’’

to be understood by three-fourths of 
the population, must be written so as 
to be comprehended by a child of eleven 
years.”

There is no reason why advertising 
men should disdain to practise their 
art in terms of the lowest common 
denominator. Now that the market 
rests with the wage earners and since 
we must regretfully admit that the 
wage earners do not have the literary 
appreciation of the professional group, 
we must recall that the purpose of ad
vertising it to sell goods and therefore 
employ the most direct method of gain
ing the end.

In the March Atlantic Monthly, Os
wald Garrison Villard gives a rather 
desultory resume, entitled “Sex, Art, 
Truth and Magazines.” Mr. Villard 
is more inclined to be snobbish than 
practical, yet he is convinced that the 
masses are reading where they did not 
read before. However, he does grasp 
the raison d'etre of the new order 
when he says, “In a sense it is a read
ers’ revolt against the conventional and 
sophisticated story which ornaments 
the pages of the more sedate, conserva
tive magazines.” But it is more than 
that; it is a new medium for entrench
ing the manufacturer in the new mar
ket. It is one phase of the social 
phenomenon which must be accepted in 
reaching the purse strings of the pluto
crat in overalls.

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

for the Lehigh Structural Steel Co., 
Allentown, Pa., engineers, fabricators 
and erectors of steel buildings and 
transmission towers.

Edward I. Pratt
Has resigned as advertising manager 

of the Kellogg Switchboard & Supply 
Co., Chicago, to become associated with 
the Bryant Electric Co., Bridgeport, 
Conn. He is succeeded in the Kellogg 
organization by A. D. Boal.

John J. Beck
Formerly connected with the Mumm- 

Romer-Jaycox Co., has joined the Rob
bins & Pearson Co., Columbus, Ohio, 
advertising agency, as account execu
tive.

“Impressive Facts About the Gas Industry”
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.
9 East 38th Street New York

044 EMCIMEER1WO ano 

Ü4114M« CAT41OMJB

A. ¥. Advertising Agencies 
Baseball League

Has been organized among some of 
the leading advertising agencies in 
New York City. Individual awards 
have been offered, and elaborate prizes 
will be presented to teams first and 
second in league’s standing. The fol
lowing companies have entered teams 
in the competition: Barton, Durstine 
& Osborn, George Batten Co., Calkins 
& Holden, Federal Advertising Agency, 
H. K. McCann Co., Ruthrauff & Ryan, 
Frank Seaman, Inc., and J. Walter 
Thompson Co.

Norman F. D’Evelyn
San Francisco, will act as advertis

ing counsel for Edward R. Elliot, Inc., 
newly organized investment banking 
house of the same city.
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Salesmen Like Saunders Convenience Near 
Hotels and Railway Stations

IT is a real convenience that Saunders System branches are 
located near the railway stations and one or more leading 
hotels. Many are right adjoining or back of your favorite 

hostelry. Very often in congested districts, our service excels 
your own car availability.

As salesmen become acquainted with Saunders Drive-It-Your- 
self System, they readily forego personal or company cars. Both 
mileage and incidental expenses decrease and your men produce 
more and better resultWjiMPss time.

Consider, for instance, our Detroit Branch No. 1! It is di
rectly back of the Statler, between Washington Blvd, and Bag
ley Ave. with drive-out to both streets. The Tuller is right 
across Bagley Ave., and the new Book Hotel just two blocks 
down Washington Bh d. This branch is closer than any down
town garage. Your men can cover Detroit trade and its scat
tered industries at a time saving which many executives on 
field trips tell us is really astounding.

Traveler's Identilipation Cards, issued gratis, make this service 
instantly available to your men. at all our branches in 20 states. 
They merely pay for the miles they drive, when, as, and if they 
need a car. Altó you are adequately insured against liability, 
property damage, lire, theft, and also collision. Just send list 

of salesmen's namet and addresses and cards will be forwarded 
to you for distribution with your instructions.

SAUNDERS DRIVE-IT-YOURSELF COMPANY, Inc.
Executive Offices: 325 Saunders Bldg., Kansas City, Mo.

Wherever You Stop!
Akron—2 blocks from the Portage or Howe. 
Atlanta—Adjacent to Atlanta-Biltmore.
Birmingham—Opposite the Molton. adjacent 

to the Tutwiler.
Chattanooga--Opposite the Patton.
Cincinnati—2 blocks to Sinton or Gibson.
Cleveland—4 blocks up Euclid from Statler.
Colorado Springs -Opposite the Antlers.
Col limbus—2 blocks to Deshler or Neil.
Dayton—Opposite the Gibbons.
Denver—2 blocks to the New Albany, Brown

Indianapolis 2 blocks from Monument.
Knoxville—2 blocks to the Farragut.
Louisville—1 block to the Watterson, Seelbach 

or Kentucky. 2 to the Brown.
Macon, Ga.— Next to the Macon.
Milwaukee—2 blocks to Hotel Wisconsin.
Memphis—Opposite the New Peabody.
Mobile—1 1-2 blocks from the Battlehouse.
Montgomery—1 1-2 blocks to the Gay-Teague 

or Whitley.
Nashville (2J--1 block from Maxwell House.
Oklahoma City— 1 block from the Ski vein.
Omaha—2 blocks to the Fontenelle and others.
Peoria—1 block to the Jefferson.
Springfield, Ill.—2 blocks to the St. Nicholas 

or Abraham Lincoln.
Springfield. O.—1 block to the Shawnee or 

Bancroft.
St. Joseph. Mo.— I block to Robidoux. St. 

Francis and Jerome.
Toledo—“Back of the SecoY.”
Tulsa- ’Round corner to the Mayo. 2 blocks 

to the Ketchcn or Tulsa.
Washington Near six downtown hotels.
Waterloo—Opposite the Ellis.
Wichita—'Round corners to the Lassen. 

Ninety branches similarly located.
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National Advertising 
and Groceries

By E. M. Swasy

C
AN you turn your mind back to 
the grocery store of your youth'.’ 
Unlabeled boxes of crackers— 

some with gritty currants—barrels of 
salt meats, huge cans of lard and butter, 
sacks of beans; green coffee-beans, 
tough and tasteless; flour, rice, onions, 
potatoes, and dried fruits for the ab
horred cheap boarding house.

A blue can with a red label, Libby, 
McNeal and Libby’s corned beef, and 
nearby that old standby, Royal Baking 
Powder, with Borden’s Eagle Brand 
Condensed Milk for its companion in 
the pioneering fraternity of preserved 
foods.

White and brown sugar in great 
barrels, heavy barrels of kraut, and 
alongside kegs of stinking pickles 
. . . hogsheads of molasses which 
flowed from the sticky, fly covered 
faucet . . . and back of all this ill
smelling mess were brogans, rubber 
boots, overalls, tubs and tins, harnesses 
and nails, bales of wire and horse
shoes, single-trees and axle-trees, 
mouse traps and coffee grinders . . . 
the whole miscellany of primitive con
traptions one can never forget.

Grocery stores are now busy marts 
where people stop, get waited on quick
ly and step out again. The grocer is 
an important merchant with little time 
for neighborhood gossip.

No longer does he sell coffee in the 
bean and keep a store full waiting 
while he grinds two bits worth with the 
attendant noise, smell and elbow grease.

The advertising that did all this did 
not come without its long years of 
struggle, hardships, colossal costs, 
many failures, constant strife, resist- 
ence, courage, initiative, and “the 
worthy pride the fine pioneers of ad
vertising had in their hearts and which 
they manifested in their vigorous, per
sistent efforts constantly to produce a 
product that was to have the faith of 
the trade and the customer.”

Yet back of every well known food 
brand is a story that would fill volumes.

The idea . . . the money to start 
with . . . the structure . . . the 
machinery . . . the laboratory . . . 
the system . . . the product . . . the 
advertising . . . selling . . . shipping 
. . . accounting . . . striving for uni
form quality—the worry over timeli
ness . . . the condition of trade, the 
attitude of the consumer, over’ com
petition, law suits, new conditions; 
good and bad times . . . labor . . . 
efficiency . . . jealousies . . . manage
ment . . . welfare . . . public opinion 
. . . politics . . . replacement . . . 
family education . . . health . . . 
over-riding long lines of friends who 
try to keep one from breaking out of 
the rut . . .

What penalties one pays for success!

Abstracted from a bulletin to sales staff 
of American Weekly.



The Strata ot Authority



ADVERTISING AND SELLING FORTNIGHTLY March 24, 1926

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?

Manufacturer & Artisan
GRAND RA PIDS. MICHIGAN

“The journal all the 
coupons come from”

“In handing me your letter of the 7th, one 
of the girls asked me if it wasn’t from ‘the 
journal that all those coupons come from.’ 
“We only wish that we had made the ac
quaintance of Oral Hygiene, and its re
sult-getting qualities, on a much earlier 
anniversary.”—D. M. Burchard, Lea & 
F ebig er, Technical Books.

ORAL 
HYGIENE

Every dentist every month

PITTSBURGH, PA.
CHICAGO: W. B. Conant. Peoples Gas Bldg., Har

ri son S-ljs.
NEW YORK: Stüart M. Stanley, 53 Park Place, 

Barclay 854 7.
ST. LOUIS: A. D. McKinney, Syndicate Trust Bldg., Olive 43.
SAN FRANCISCO: Roger A. Johnstone, 155 Mont

gomery St., Kearny 808 6,

In Sharper Focus
William H. Rankin

WILLIAM H. RANKIN first saw 
light in New Albany, Indiana.

That was on Feb. 18, 1878.
His father died when he was seven. 

His mother decided to take him, his 
two sisters and his brother back to her 
home town, Glasgow, Scotland. There 
William H. Rankin at once acquired the 
nickname “Little Yank.” He soon mas
tered “soccer football” and devoted 
three years to a close study of the mer

chandising situation in Glasgow. He 
decided that the outlook was none too 
good for the prosperity and advance
ment of the Rankin family. So he sold 
the rest of the family the idea that 
they had made a mistake in leaving 
dear old Indiana and induced them to 
return, bag and baggage.

During the summer vacation, Rankin 
realized that if he were ever to be a 
successful advertising and merchandis
ing man he must know the people who 
buy the goods. So he drove a grocery 
wagon, mastered the butcher’s art anil 
learned how to cut and sell meat direct 
to the ultimate consumer over the re
tailer’s counter.

One summer he worked in the De 
Pain glass works covering red hot fruit 
jars and another as messenger and de
livery boy at the White House Depart
ment Store. He was then earning $1.50 
a week but quit because he got no real 
sales experience. He next ran a fruit 
stand in the Market House on commis
sion. His first day’s work netted $3.00. 
This induced Mr. Harry Le Patourel to 
make a deal with him to take all of his 
time at the rate of $4.50 a week—an in
crease of $3.00 a week, or 200 per cent, 
due to salesmanship.

Realizing that he must have a busi

ness education, he took a complete 
course of bookkeeping, business prac
tice and stenography at the Spencerian 
Business College, Louisville, Kentucky. 
After graduating, his first job was as a 
stenographer in the Bell & Coggshall 
tobacco box plant. In the next three 
years, he made several changes—the 
Merchants Dispatch Transportation Co., 
the general offices of the L. & N. Rail
road, and finally as rate clerk in the 
general freight department of the I. C. 
Railroad.

His first advertising experience was 
as editor, publisher and advertising 
manager of the “Young Man,” the 
monthly Y. M. C. A. newspaper. For 
two years he was business manager for 
the Y. M. C. A. after regular working 
hours.

But Will Rankin was never a real 
success as a secretary, stenographer or 
rate clerk. He could never learn to put 
his heart and soul into work dictated to 
him. So early in 1902 he was fired be
cause of a mechanical error he had 
made.

This was the turning point in Ran
kin’s life. He says that if he had not 
made that mistake he might be a pri
vate secretary still!

Through his Y. M. C. A. work, Ran
kin had made friends with Mr. McGuire, 
assistant to George A. McCulloch, pub
lisher of the Muncie Star. When Mc
Culloch decided to start a newspaper in 
Indianapolis, Rankin got his chance. 
Starting in as secretary, he soon be
came assistant circulation manager of 
the Star League.

But he had always wanted to be an 
advertising man, although everyone 
told him he could never make good at 
it because he did not drink. At last 
an emergency occurred and Rankin was 
sent to St. Louis to solicit a full page 
advertisement of “Goodfellow Whiskey.” 
He came back with a 10,000 line con
tract in his pocket. That made him an 
advertising man. Then he became busi
ness manager of the Bobbs Merrill 
magazines, Indianapolis, serving in 
that capacity for three years.

In 1908 Thomas Balmer offered him 
the Western management of the Street 
Railways Advertising Company at Chi
cago. Rankin accepted and in eighteen 
months learned more about advertising 
than he had in the eighteen years pre
ceding.

Barron Collier, the manager of the 
Street Railways Advertising Company, 
decided to transfer Rankin to New 
York. Rankin then made his last 
change and became vice-president of 
the John Lee Mahin Advertising Agen
cy of Chicago, which was later to be
come the William H. Rankin Company 
of New York and Chicago, under which 
name it now functions.
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line in the famous 49th State! 
Homes! ... A skyline of new homes being 
built throughout St. Louis and The 49th State.

And a newspaper has inspired this thing.

NeW Skyline 
oS Ours

Here’s one of the biggest projects the Globe
Democrat has ever carried out. And we’ve just 
published a handsome booklet telling of this in
teresting plan. . . . Showing how the Globe
Democrat Small Home Bureau is helping readers 
build homes.

. . . Showing photographs of some of the 
homes already built.

. . . Showing how our Home-builders’ Page 
in the Sunday Globe-Democrat is winning new 
business not only for contractors and material 
supply firms, but for all who sell things pertaining 
to the home—furniture, appliances, musical in
struments, radio, and all the rest.

Here’s a key to multiplying sales. . . . And 
a book is waiting for you—a free book which 
will elucidate.

Write for it, or ask our nearest representative 
to bring it, and explain it.

St Wob (Wok-iilnnocrat.
St. Louis' Largest Dmilvj

NATIONAL REPRESENTATIVES
F. St. J. Richards, New York Guy S. Osborn, Chicago J. R- Scolaro, Detroit
C. Geo. Krogness, San Francisco Dorland Agency, Ltd., London
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Our gain
is yours
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A year ago the advertising 
rate of $220 per page went 
into effect based on 38,000 
circulation.
Meanwhile the circulation 
has increased 60%—but the 
rate is still $220 per page.

More than 60,000 
net paid circulation

AMERICAN 
MERCURY

»

^5

730 Fifth Avenue 
New York

Can the Library Help?
[CONTINUED FROM PAGE 38]

the Weather Bureau; the Survey of 
Current Business, a monthly compiled 
and issued jointly by the Census Bu
reau, the Bureau of Foreign and Do
mestic Commerce and the Bureau of 
Standards, and Commerce Reports, a 
weekly survey of foreign trade condi
tions and activities, from the Bureau 
of Foreign and Domestic Commerce.

Primarily and almost exclusively for 
business needs is the whole group of 
trade directories. The big ones, Kelly’s, 
which lists the manufacturers of the 
world; Thomas’, Hendricks' and others 
more or less complete for those of this 
country alone; Ayers’ Annual, where 
every American newspaper and peri
odical may be found—all these are lit
erally pored over by business men 
daily. And of special trade directories 
there are hundreds—one for practi
cally every trade and business and oc
cupation one can think of.

THE standard and periodical indexes 
to the more general business and 
financial magazines furnish a key to 

many articles and discussions of too re
cent development or interest to be found 
in books. And, just as each occupation 
has its trade directory, so each has its 
own trade journal, sometimes several, 
devoted to some one particular field of 
business enterprise. These trade papers 
contain an enormous amount of spe
cific information to be found nowhere 
else. Since they are not often systemati
cally indexed anywhere, a number of li
braries index them themselves or clip 
them so that material of value from 
their pages may be filed by subject and 
thus made readily available. A whole 
story as long as this article could easily 
be written on what library files of 
pamphlets, clippings and other more or 
less ephemeral material have been able 
to supply for business use on recent, 
elusive or very specific points.

Designed especially for the analysis 
of territories, several libraries, failing 
to locate in encyclopedias, geographies 
and general reference sources, just the 
detailed, up-to-the-minute information 
often demanded about various sections 
of this broad country, have built up ex
tensive files of material exclusively 
about places. Here under the name of 
state or city may be found as complete 
a collection as possible of statistical and 
descriptive data including booklets, 
clippings, maps, lists of names, reports, 
periodical or book references—any
thing, in fact, which would help present 
the actual facts of that locality.

Is it the fault of the public library 
that much of its best and most alive 
material for the business men of the 
community is not known and lies un
consulted and unused? Or must the 
blame fall on the business man himself 
who, so progressive in other things, 
forgets, ignores or never knows this 
active agent his taxes are helping to 
support ?
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I rlP JNewYorks11IV 1NLW j Picture Newspaper 

now sells more than 

a million copies every day 

— and you can’t overlook a million!



ADVERTISING AND SELLING FORTNIGHTLY March 24, 1926

“Hiring Ten; Firing Nine”
[continued from page 20]

Round Out Your 
Marketing Ability 
With This Great Library 
It will PAY YouWell!

S. Roland Hall’s 
Library of 

ADVERTISING
and SELLING
Four Volumes. 3323 Pages, 5% x 8, Flexible
Binding, 1090 Illustrations, $1.50 in ten 
days and $2.00 monthly for eight months.

'Examine1 it for
10 days 
LFREE .

"Regular "Price $20 

Special Price 
for Set 
$17.50 

Small Monthly 
Payments 

Mail this coupon 
NOW!

jacks and laborers, how much more is 
it true in the case of salesmen?

The salesman who is happy in his 
work not only sells more merchandise, 
but he renders better service in every 
way. Under such conditions “salesman 
turnover” is reduced to a minimum. 
This confidence in the company and the 
regard for its personnel is communi
cated to the customers, which increases 
tremendously the salesman’s value to 
the firm.

In this criticism of the “hiring ten 
and firing nine” theory of sales man
agement, I desire that it be distinctly 
and clearly understood that it is not 
based on a soft and sickly sentimental
ity, nor is it in any sense “sob sister 
stuff.” If it cannot be justified on a 
hard-fisted dollars and cents basis, then 
I am through, but first let us study the 
matter from these several angles.

1. Cost of Hiring and Training a 
Salesman.

After a careful and long-continued 
study of the matter I am sure that in 
organizations where the line is at all 
difficult or extended, and where the men 
are given a reasonable opportunity to 
qualify—say a sixty or ninety days’ 
trial—the cost of hiring and training 
a salesman would not be less than two 
thousand dollars, and in many cases 
considerably more.

First, there is the time spent in in
terviewing a man, which usually in
volves a number of men and several 
meetings. Then there is the matter of 
looking him up, making inquiries, both 
written and verbal, regarding him. 
Considerable time is then espent in 
coaching him. In many lines days or 
even weeks are spent at the factory for 
this purpose, which again takes up the 
time of one or more individuals. Then 
more coaching and instruction must be 
given him at the office, which uses up 
the time of the sales manager and his 
assistants.

When finally he is ready for the road 
he is usually accompanied by a high- 
priced salesman or some one from the 
office, all of which costs money. Later 
still it will be necessary for the sales 
manager or other competent person 
from headquarters to go out and spend 
some time with him. When the cost of 
all this, plus his own salary and travel
ing expenses, are taken into considera
tion (not to speak of the profits on 
sales lost by a new man that might 
have been secured by a competent ex
perienced salesman), the average cost 
will be little if any below the sum I 
have mentioned. But if the amount in
volved were only one-half of this, it 
would run into a lot of money in an 

organization of any size operating un
der “the ten to nine” theory.

2. Selection of Salesmen.
In the directions for cooking a rabbit 

the foremost injunction is to “first catch 
the rabbit.” Likewise, the first and 
most important consideration in devel
oping and directing a sales organization 
is to select the salesmen properly. Not 
enough study is given by the average 
sales manager to the different types of 
selling he has to do and the different 
types of sales ability required for the 
various positions, territories and prod
ucts. Any sales manager of experience 
knows, or should know, that as a rule 
it requires a different type of man for 
city trade than for country trade, and 
that frequently it requires men of en
tirely different temperament and per
sonality to sell different items in the 
same line.

More attention should be given to the 
record and the moral qualifications of 
the applicant. The sales manager for a 
legitimate concern who does not regard 
character as the most important quali
fication in a salesman is making a big 
mistake and laying up trouble for him
self, for no matter how much sales abil
ity a man may possess or how large or 
profitable his sales, sooner or later he 
will prove to be a liability rather than 
an asset. A higher standard on the 
part of sales managers and a closer 
scrutiny of the records of the men they 
employ would save them much trouble, 
reduce their turnover, elevate the com
pany in the estimation of its custom
ers, and eliminate from the profession 
these undesirable individuals who are 
a menace to our commercial life and 
who discredit the many thousands of 
honest, honorable men engaged in sell
ing for a livelihood.

3. Handling Salesmen.
Salesmen, and particularly new men, 

should be carefully and firmly handled. 
It is assumed that they are familiar 
with the policies of the company, and 
any deviation from the policies or from 
their instructions should be treated se
riously. But the attitude of the sales 
manager should be sympathetic and 
helpful.

Men in many if not most lines of 
work will render satisfactory service if 
their state of mind is not “just right.” 
A mechanic on a job may be mentally 
disturbed and out of sorts—may even 
be bitter toward his employer—without 
it affecting either the quality or quan
tity of his work. Not so with a sales
man. If, or when he becomes mentally 
upset or is thrown out of balance in any 
way this is immediately reflected in the 
quality of his work. It is a common oc
currence for a salesman who has been
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“called down’’ or who has received from 
headquarters a letter of criticism, to 
quit work for the day, or if he con
tinues to call on the trade he does so 
without results in the way of orders. 
Indeed, I have known such conditions to 
be prolonged for days and in extreme 
cases even for weeks. How important, 
therefore, in the interest of “orders” to 
keep the salesman in a happy, con
tented frame of mind.

With all my experience I have never 
been able to determine definitely the 
thing or the quality, if we may so desig
nate it, that determines or consummates 
a sale or that brings about that oneness 
or “meeting of the minds” that results 
in an order. But I am constrained to 
believe that there is something akin to 
the spiritual about it—there is a magic 
indefinable something that draws men 
together and makes them en rapport or 
“in tune” with each other. And my ex
perience and observation tells me that 
this condition obtains with salesmen in 
direct ratio to their happiness and con
tentment of mind. I do not mean that 
a salesman cannot do business unless 
the conditions from this angle are per
fect. but if he is worried or distressed 
in mind his efficiency will be correspond
ingly reduced. He gets the maximum 
results and does the Big Things when 
he is happiest and most at ease in his 
mind.

4. Value of Good Will
Nobody questions the value of good 

will to a commercial institution. Thou
sands, if not millions, of dollars arc 
spent annually in advertising and oth
erwise for building up this desirable 
asset, and yet we ignore or destroy en
tirely the most potent factor in the 
development of good will for our insti
tutions when we deal unfairly with our 
salesmen, hurt their pride or otherwise 
irritate and unsettle them without just 
cause. An unhappy and dissatisfied 
salesman unconsciously breaks down 
good will for his company, while a 
happy, contented salesman just as un
consciously promotes and develops this 
very desirable and valuable factor.

5. A Strong Organization.
And last of all, it should be kept in 

mind that a strong, effective organiza
tion can be built up only with strong 
men, and that strong men are not at
tracted to and do not remain with or
ganizations that are directed or con
trolled by men who are domineering in 
their attitude toward their associates 
or who do not give them a square deal.

I am fully persuaded, therefore, that 
to build a business that lasts, a surer, 
firmer foundation must be laid than is 
comprehended in the theory of “hiring 
ten and firing nine to get one real sales
man.”

Ralph W. Andrews
Formerly with the Standard Oil Com

pany of Indiana, Minneapolis Division, 
has been placed in charge of produc
tion in the copy department of The 
Wm. A. Ingoldsby Company, Los 
Angeles advertising agency.

You who have heard 
of Dallas’ prosperity— |
harK to the market-master»

Wm: Wri gley PAJS.T'
Wrigley Building

Mr. G. B. Dealey, Pres’t. 
A. H. Belo & Company, 
Dallas, Texas.

Dear Sir:

The Dallas News was on our 
first list for newspaper advertising 
and. has been used, on every schedule 
since.

The Evening 
used by us since its

The Semi-Weekly Farm News is 
also used regularly with the advertising 
of Wrigley’s Chewing Gum.

This long continued and 
consistent use of your publications 
seem to us the best evidence we can 
offer of our successful and satisfactory 
results from them in winning Texas to 
the use of Wrigley’s "After Every Ileal."

'"ishing you continued success, 

Yours very truly, 

".U."'RIGIEY JR.^TANY.

The Dallas Morning News and The Dallas Journal are sold to advertisers 
(but never to subscribers) at a special combination rate. One order, one bill
ing, one set of plates, mats or copy.

In the 
Lumber 

Field

It’s the
Americaniiimliennan

Established 1873 
Published Weekly CHICAGO, ILL

e^gAS o, February 4th,

Journal has been 
first issue.

it keeps dealers asking 
for more merchandise- 

it’s an

E1N/ON-FDEEM/IN 
WINDOW DI/PLW
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6 Reasons why 
you will find 
the Fortnightly 

your most valuable 
business magazine.

1 Long, tiresome introduc- 
*• tions to articles delight 

you with their absence. Arti
cles are packed with interest 
instead of being merely crowd
ed with words.
O The Fortnightly never 

has a “write-up” of an 
advertising campaign until it 
has proved out.
‘t The Fortnightly does 

not “glorify” advertis
ing. It doesn’t believe that 
advertising is super-anything. 
It doesn’t believe that it can 
accomplish the impossible.

4 The Fortnightly has its 
• own personality. It is 

not a machine-made publica
tion. Each number grows out 
of the daily happenings and 
contacts and correspondence 
with business executives.
C The Fortnightly is writ- 

• ten by authorities. When 
an article needs to be written, 
the Fortnightly goes to the 
best man in the field and gets 
him to write it.

The Fortnightly is not 
_ • afraid of an idea because 
it’s new. It is out for new 
ideas—good ideas.

Advertising and Selling Fortnightly 
9 East 38th St., New York City

Please enter my subscription for 
one year (26 issues). Send me bill 
for $3.00 when first issue is mailed.

Address ............................................

j Company .................................... ..

I Position ...........................................

The Travel Blurber
[CONTINUED FROM PAGE 30]

and future, absolutely from his mind.
Hence the importance of forming his 

mind quickly for him and before the 
other fellows get a crack at it. This is 
the function of the railroad folder. 
That is why nearly all railroad litera
ture makes its appearance simultane
ously, at always about the same date, 
between the end of March and the mid
dle of April. It could be got ready 
at any time—February, say, or Octo
ber; but among railroad blurbers there 
is a kind of a gentleman’s agreement 
that they won’t solicit in each other’s 
territory until everybody is good and 
ready. The weak sister is thus taken 
care of, and Sylvan Beach given the 
same start as the Grand Canyon.

N
otwithstanding that, the 
transcontinental or trunk lines 
have the advantage of the short lines, 
because they have the traveller longest. 

It isn’t always a question of compara
tive expenditure, for I know one short 
line of less than 300 miles which puts 
out the highest grade of advertising 
matter, and never pays an artist less 
than two or three hundred dollars for a 
cover design. But you can’t really im
press the tourist unless you have him 
with you for at least the wakeful part 
of a day. Contrary to the common idea, 
a railroad is not selling scenery; the 
scenery isn’t the railroad’s to sell. All 
the road does is to sell service—and you 
can’t render much service, say, on the 
night run between Boston and Bar 
Harbor. A night on the sleeping car 
here is just the same as any other 
night on any other sleeping car else
where. To sell your road to the tourist 
you must have him with you for at 
least one meal.

This means daylight and that he looks 
out of the windows occasionally. The 
long haul is a powerful incentive to 
blurb-writers—and consequently Cali
fornia, the Pacific Coast and Lake 
Louise are overrun every year with 
tourists, although it takes several hun
dred dollars to get to the Pacific Coast 
and back. A western line that has as 
wonderful scenic attractions as any on 
th’s continent rearranged its entire 
schedules because it was rushing its 
westbound limited through the best 
part of the mountains between 8 p. m. 
and daybreak. I know another west
ern road that issued a special blurb 
about its electrification system, and 
still another that wrote a. blurb about 
some rather wonderful tunnels, which, 
as a result, people go miles to see.

Railroad folders divide naturally 
into three kinds. There is, firstly, the 
straight timetable, which has no ad
vertising potentialities at all. Next 
there is the booklet about some partic
ular train-de-luxe, such as the Califor
nia Limited or the Royal Palm. These 

booklets have certain blurb values, but I 
mainly they ignore the scenery and tell I 
you about the service on this special I I 
train. Lastly, there is the blurb 1 
proper, which has done more to make 1 I 
Americans dissatisfied with staying in 
one place than all the Horace Greeleys H I 
of the last six centuries.

Now some hints to young blurbers. B I 
It is very imperative that you initiate B 
your folder at least six months previ- I 
ous to its issue. The previous sum- I 
mer, when that year’s rush is over, is a I 
good time to start; this gives everyone I 
in the organization, from the president 
down to the train announcer, a chance I 
to take a good crack at it. By the time I 
it has been changed to conform to all | 
these people’s suggestions you are well 
over Christmas, and having then re- * 
solved to issue it between the end of 
March and the middle of April, you will 
find that highly important matters of 
policy, such as whether or not to run 
a through sleeper to a certain place, ■ 
will not be decided until March 28.

THE next thing is to study your 
competitors’ productions of the I 
previous summer, to see what ideas you 

can swipe without actually getting I 
jailed. Having decided the format, you 
hunt up an artist and commission him 
to paint a cover. Twenty per cent of the 
cost will go into the map insert. Amer
ican travelers are wolves for a railroad 
map—especially if it is an insert and 
can be unfolded to its full five-feet 
length. The young blurber must settle 
in his own mind whether he will use 
photographs to illustrate his text or 
write text to explain his photographs. 
In either case, it is a lead-pipe cinch 
that at the last moment, March 29, I 
say, he will find one absolutely essential 
photograph missing. Another thing that 
will age him prematurely is checking 
up his data, to see whether 18 lb. trout 
really are caught in Long Lake, 
whether they don’t mean perch, whether 
the Mudlark Country Club has a 9-hole 
course or 10, and whether he has got in 
all the hotels.

Having decided these details, the 
blurber can devote the remainder of 
his superfluous energy to the stylistic 
angles of his masterpiece. His compo
sition must be a cross between free 
verse and an encyclopedia. He must 
tickle the reader’s palate with some 
juicy morsels of descriptive prose, and 
at the same time he must sling in the 
practical dope that travelers demand. 
A difficult job!

Nothing in my own career as a 
blurber has gratified me more than an 
incident which I witnessed last summer. 
I do occasionally travel over my own 
system to refresh my memory of the 
magnificent scenic attractions which 
we blurb about. Back on the rear plat-
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The Field of Greatest Yield

Read by Everybody—EverywhereSixteen Magazines of Clean Fiction
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“Old friends,” said the architect, y 
“are the best, like old wine— | A 
if the reformers will permit the In 
simile. I’ve taken the Record S 
since its cradle days 34 years tj 
ago, and I’m told I now have M 
over six thousand fellow-archi- III 
tect subscribers. The figure [| 
is 6,635 you say? Thank you.” g
Ask us for the latest statistics on building activity—and for data ■■■ 
on the circulation and service of The Architectural Record. IBv
(Net Paid 6 months ending December, 1925—11,537) Qu 
The Architectural Record IT 
119 West Fortieth Street, New York, N. Y. [ | 
Member A. B. C. Member A. B P., Inc. ILf

form of the observation car were two 
middle-aged women, obviously country 
school-teachers, who were enjoying a 
trip which must have represented the 
savings of years. They employed a 
kind of team-work. One of them called 
off the notable sights as they slid past; 
the other, reading from a folder, which 
I. recognized by its hectic cover as my 
own, chanted back in sing-song voice 
what the booklet said about it.

“Mount Mosquito,” said the an
nouncing lady.

“A naked abrupt pyramid of solid 
granite, rearing its noble head 9,872 
feet above sea-level, and dominating 
the ...” and so on and so forth, in
toned the chanting lady. But shortly 
she raised her bead, with a very puz
zled look.

“Where is Mount Chromo?” she de
manded. “The book says that a few 
minutes after we pass Mount Mosquito, 
and just before we get to the Devil’s 
Pitchfork, we pass Mount Chromo on 
the left, affording a glorious vista o’er 
a sea of companion peaks. You just 
said the Devil’s Pitchfork, but you 
missed Mount Chromo.”

They were so bitterly disappointed 
that an obliging trainman joined the 
discussion. “You’re one peak up, 
ma’am. What you said was Mount 
Mosquito was really Mount Chromo, 
and the mountain you’re coming to 
next will be Mount Sterno, instead of 
Mount Thermos, as you would other
wise call it.”

And they were both happy again.

STAN DARD 
ADVERTISING REGISTER^

Gives You This Service:
I. The Standard Advertising 

Register listing 7,500 na
tional advertisers.

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

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

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

5. Special Bulletins. Latest 
campaign news, etc.

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

Write or Phone

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

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

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, HI.
Phone Harrison 7131

TESTIMONIALS
Speaking of testimonials here’s one we appreciate 

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

Hicks Advertising Agency
New York, will direct advertising for 

the following accounts: Louis Roessel 
& Company, silk manufacturers; Jane 
Rae Dresses, Inc.; Superior Garment 
Company. All these concerns are in 
New York.
Hugh L. O’Neil

Formerly of the staff of Harper's 
Bazar, will represent Columbia in New 
York City and New Jersey.
Oliver M. Byerly

Cleveland, will direct advertising for 
the Burgess-Norton Manufacturing 
Company, Geneva, Ill., manufacturers 
of B-N Piston Pins.

Roy Dias Brickner
Has been placed in charge of copy 

for the Bedford Advertising Agency, 
Brooklyn, N.Y.

“Better Buses and Motor
Coach Transportation”

Is the new name of Better Busses. 
Joseph E. O’Connor, Chicago, has been 
appointed Western manager and George 
H. Hanauer, New York, has been ap
pointed Eastern manager of the publi
cation.

Lamport-MacDonald Company
South Bend, Ind., will direct adver

tising for the Delta Electric Co., 
Marion, Ind., manufacturers of electric 
lanterns and head and spot lights for 

| automobiles, motorcycles and bicycles.
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Here / oday — Gone 1 ¿morrow

EVERY market is constantly 
DROPPING OFF from the top, 

and just as constantly BUILDING 
UP from the bottom. Each year 
2,500,000 newly born Americans begin 
consuming, 400,000 somewhat older 
Americans are graduating from high 
schools, 1,250,000 brides begin house
keeping and 1,250,000 young husbands 
begin spending their pay envelopes in 
a different way.

Each year 2,000,000 families move 
into new homes or apartments. And 
then, on the other hand, every year 
1,400,000 Americans die, and perhaps 
an almost equal number lose their pro
ductive capacity. Thus, in a few years 
a MARKET MAY BECOME EN
TIRELY NEW; and it may move be
yond the influence of goodwill previ
ously obtained.

The artillery of commerce must be 
trained upon ever-shifting targets. It 
can NEVER RELAX its fire. The 
target of yesterday is passing out of 
range, and today a new one is swinging 
into view.

Confronted with this ceaseless pros
pect-turnover, this constant falling-off 
of old markets and oncoming of new 
ones, what are WE doing? Not only 
maintaining a publicity campaign of 
unparalleled continuity and intensity, 
but also expanding it step for step with 
the increase of our sales.

And the steps are increasingly long— 
the intervals between them increas
ingly short. Behind your sales of 
CAMPBELL’S SOUP there is a 
power greater than has ever been put 
behind the merchandising of any gro
cery product.

It is an IRRESISTIBLE POWER 
— working twenty-four hours a day, 
seven days a week — overcoming the 
forces of prejudice and ignorance, tear
ing down the walls of sales resistance, 
breaking into NEW MARKETS, 
carrying our educational message to 
each fresh generation of buyers, piling 
up priceless reserves of GOODWILL 
for our distributors. WE are doing 
OUR part.

A clever editorial from the house organ Optimist by the Campbell Soup Company on the 
fuiulaiH^Mtiil necessity of persistent advertising to keep pace with progressive, changing 
minds of the masses who are the customers of retailers.

Campbell Soup color page ads appear in the American Weekly section of the Sunday 
Hearst newspapers on March 21, April 11 and April 25. All retailers of foods should re
member tlusc dates and arrange aggressively to sell while the public is actively buying.

The above will appear in the Merchandise Trade Papers issued by Ike Hearst Sunday papers for the food trade.
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Be on the Lookout for This
From Campbell Soup Co. House Organ—The Optimist.

THE Magazine Section of 
the fourteen Hearst Sun

day newspapers is called the 
American Weekly. This some
what lurid section, in addition 
to the powerful appeal of the 
sensational feature stories for 
which it is famous, is everywhere 
read by housewives and home 
makers, who search it for its 
menus, patterns, beauty hints 
and dress styles.

“A four-color page ad of 
Campbell’s Tomato Soup will 
appear on the back cover and 

may be seen on Sunday morn
ings by over four and a half 
million families in Seattle, San Fran
cisco, Los Angeles, San Antonio, Mil
waukee, Detroit, Rochester, Syracuse, 
Boston, New York, Baltimore, Wash
ington, Atlanta, Chicago and some 
seventeen thousand cities, towns and 
villages in proximity.

“Within the next few days we are 
sending you a copy of the American 
Weekly of the issue of Sunday, March 
7th, containing the first insertion in this 
new medium of one of Campbell’s color
ful, appetizing messages—as we want to 
be sure that you see for yourself what is 
undoubtedly one of the most striking 
newspaper advertisements ever pub
lished.”

THE American Weekly is too big 
an advertising force not to be thor

oughly analyzed and understood by 
every substantially ambitious maker of 
branded goods.

The cost of advertising in the Weekly 
is about one-third that of other national 
mediums when comparison is based oh 
circulation. The price per color page 
is $15,000, and per line, $8. “It is not 
so much how much you pay, it is what 
you get for what you pay.”

The fourteen important cities in 
which the American Weekly wields its 
colossal influence on the most respon
sive buying power known are:
New York 
Chicago 
Detroit 
Los Angeles 
San Antonio 
Washington 
San Francisco— 
Oakland

Milwaukee 
Rochester 
Boston 
Atlanta 
Syracuse 
Baltimore 
Seattle
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WESTERN UNION
¡WESTERN UNION

TELEGRAM
NEWCOMB CARLTON. PRESIDENT GEORGE W. E. ATKINS, FIRST VICE-PRESIDENT

JMSS.OF SERVICE_____ : SYMBOL
TELEGRAM |
DAY LETTER ' SLUE *
NIGHT MESSAGE | NITE
NIGHT LETTER | N I

appears alter the check ¡number ot words’ this is a lull-rate telegram. OtherAr.e iHchjrjclr'nsindicalfdby the symbol appearing alter thecheck.

The Liling time a; shown in the date line on full-rate telegrams and day letters, and the time ol receipt at destination as shown on all messages, is STANDARD TIME
RECEIVED AT _B2J Mx 35a al count punctuations and 16 pghs

Hew York BY Feb 26 1926

ifew York, March 1, 1926

To the Wholesale end iieteil Grocery Trade:

The strongest, livest, most smashing color page advertisement ever published in the 
history of the grocery business will appear SUNDAY March 7th:

Advertising CAMPBELL'S Tomato Soup

You know and we know that the quality of CAMPBELL'S Soups and lots of advertising have 
made them as standard aa gold for you. But the point you want explained now is this:

What is the American Weekly and what 
will the CAMPBELL ad do for me?

The American Weekly ie the colored magszine section of the Sunday home-delivered Hearst 
newspapers, distributed in fourteen important cities—in 375 cities of over 15,000 populatlon- 
or in a total of 17,000 cities, towns and villages in all, reaching right into the new buying 
power developed by the war and nureed to enormous proportions by restrictive immigration laws. 

. It has the largest circulation of any publication in the world reaching nearly 
5,000,000 homes every Sunday.

Women read it for the menus, patterns, styles and the fascinating feature stories. 
One advertiser received 174,000 replies from mothers with children from one color 
page ad.
It ie read by over 20,000,000 people and directs more readers to retail stores than any 

advertising publication in America.
The time to be aggressive in selling is when the public is active in buying.

Display CAMPBELL'S soups in windows— 
on counters—list them in your ads-----  
get your share in this smashing drive 
for soup business.

March will be the greatest soup buying month -the grocery trade has ever known.
Sincerely,

The American 'Weekly.

A full color page ad in the Weekly 
is read in nearly 5,000,000 homes at 
about the same time on Sunday morn
ing. It creates and stimulates house
hold conversation about an advertiser’s 
brand which develops a nation-wide 
thought wave that finally moulds 
public opinion to so favorable an atti
tude as to insure a general demand 
for a brand, and offset every form of 
resistance.

Advertisers who have displayed the 
courage and fortitude to spend large 
sums to acquire national prestige for 
their brands know that the cost to do 
this is insignificant when compared to 
the solidity, independence and pros
perity of the commercial position which 
they achieve.

The New York office of the Ameri
can Weekly is at 9 East 40th street, and 
the Chicago office is in the Wrigley 
Building.

A map of the United States showing circulation ami coverage will^fFsmt mi request.
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Do We Pay Too Much For Attention ?
be wholly sincere and soundly nelp- 
ful to the reader.

Magazine and newspaper pages con
tain the utterances of two men, and 
two men only—the editor and the ad
vertiser. Fundamentally, the efforts 
of these two men are focussed on the 
same object. Both are appealing to 
the reader’s interests—his interest in 
pleasure, information, food, health, 
clothing, children, home, travel, edu
cation. If you write an article on any 
of these subjects and take it to an 
editor, he will, if it be interesting 
enough, buy it from you and print it. 
His only question is “Will the people 
who buy my magazine be glad to read 
this?” The advertiser feels much the 
same way. He also is anxious to have 
people read what he publishes.

It is frequently claimed that the edi
tor’s task in getting attention is much 
easier than the advertiser’s. The 
reader, of course, buys the publica
tion for the editorial content, and he 
will unquestionably turn to the edi
tor’s pages first. Stories, articles and 
news items, however, are sandwiched 
in between advertisements. If he 
reads the editor’s, he is bound to see 
the advertiser’s columns, and once the 
reader sees them the advertiser’s prob
lem is then the same as the editor’s: 
Each subject must be brought to the 
attention of that group which is in
terested in it. So far there is no dif
ference, but has the editor an advan
tage when it comes to interest?

Before you answer this question, con
sider what the reader' has at stake. 
He has paid for the publication a sum 
not less than two cents and usually not 
more than thirty-five cents. But he is 
always on the verge of paying—for 
food, clothing, furniture, entertain
ment—sums as many times as great as 
thirty-five cents. Your interest in any
thing that you buy is inseparably 
bound up with your investment in it, 
and your investment in what the edi
tor sells you is insignificant when com
pared to what the advertiser sells you.

THE problems of the two men con
tinue to be the same when the 
reader reaches a point where conviction 

should begin. The editor must convince 
his readers that the money spent for 
his paper and the time spent reading it 
were profitable investments. He must 
create a feeling of satisfaction; a sense 
of pleasure experienced or information 
acquired. The advertiser is restricted 
to information. The editor may with 
profit entertain the reader; the adver
tiser must inform him. This distinc
tion, however, serves only to emphasize 
the mutual necessity for leaving con
viction.

Both must also secure action. The 
editor must cause the reader to buy the

[CONTINUED FROM PAGE 25] 

next issue or renew his subscription. 
The advertiser must cause the trial 
or inspection of his product. But 
what a difference between the methods 
of the two in achieving the same ends. 
Turn the leaves of any magazine and 
you will find that, as a rule, the ad
vertiser’s pages are no more like the 
editor’s than the moon is like the sun.

Consider the text. Although it is 
intended for the same eyes, the adver
tiser thinks 12 to 4 point type is nec
essary, while the editor is satisfied with 
9 and 10 point. The reader, when he 
shifts from editorial to advertising 
matter, is forced to adapt his vision 
not only to type of a different size, 
but to type of a different design. 
Three of the four principal type-faces 
used by advertisers—Goudy, Garamond 
and Kennerley—are seldom used in 
stories and articles. The advertiser 
just as seldom uses the editor’s type. 
In typographic shops that specialize 
in setting advertisements, type of such 
style and size is usually not to be 
found.

THE variation continues. The quan
tity of text and the arrangement of 
it are markedly different. The adver

tiser averages 250 words to the page, 
the editor five or six times * as 
many. The editor reserves one half 
to three-quarters of an inch around 
the edge of each page as a margin or 
border of white space. The adver
tiser is not satisfied with this. Either 
he increases the margin or he puts a 
border of some sort around his mes
sage. In editorial pages, as a rule, 
the space is divided approximately 
40 per cent to pictures and 60 per cent 
to text. In advertising pages the re
verse is true. In illustrating fiction, 
the editor practically always uses 
paintings and drawings. In illustrat
ing articles, he uses photographs most 
of the time. Yet the advertiser, who 
certainly does not want his message 
to be considered fiction, resorts gen
erally to paintings and drawings.

Readily enough, I will admit that it 
is beyond the power of the average 
reader to analyze page make-up as I 
have done in' the foregoing para
graphs. The average advertiser, even 
■if he has the requisite knowledge of 
type, copy and lay-out practice, would 
be unlikely to take the trouble. But 
whether the difference is analyzed or 
not, all parties are fully alive to its 
existence. The public knows what 
looks like an ad. and what doesn’t. 
Laws have been passed to force 
advertisers to label copy that looked 
like editorial matter with the word 
“advertisement.” There is cer
tainly a great difference, one that is 
both real and apparent, and it is here 
we must look for the insincerity, for 

the superficiality, if they really do 
exist.

BEFORE I continue, I must disclaim 
any intention to be critical. I am 
attempting to point out facts, and to al

low you, the reader, to draw your own 
conclusions. One fact is that the ad
vertiser uses larger and bolder type 
than the editor. Let us examine this 
fact. Let us ask “Why?” Is it that 
readers are more inclined to act on the 
advice that is printed in large and 
bold type? If so, what happens when 
all advice is given with the same em
phasis? Are readers more easily con
vinced when such type is used? They 
may be, yet few advertisers will ever 
advance such a claim as a reason. So 
we rule out Conviction. Are readers 
more easily interested by the use of 
such type? Would you, for instance, 
find this article more interesting if it 
were set in 14 point Bodoni bold? 
You will agree, I am sure, that In
terest, too, can be ruled out. All that 
is left now is Attention.

The advertiser is unlikely to deny 
that one of his reasons for using big 
and bold type is to gain Attention. 
He will point out, however, another 
reason: i. e., such type is easier to 
read. But is it? I beg you not to 
answer “Yes” merely because up to 
now you have always considered it so. 
If big type, bold type, be such a con
venience to the reader, why do not 
those editors who compete so fiercely 
for his favor clinch it at once by set
ting all text in 12 point Cheltenham?

No matter. Whether large or small 
be more readable, one important rea
son for the advertiser’s choice is his 
effort to gain Attention. And is it 
not also his reason for arranging the 
type as part of a design? The shape 
and position of the text cannot con
ceivably make the words more inter
esting, more convincing, or more likely 
to secure action. It looks as if the 
reason for this, too, is the effort to 
gain Attention. The same answer 
seems justified when you ask, “Why 
do his illustrations run to the bizarre 
and fanciful?” It seems justified 
when you ask, “Why does he surround 
his message with borders and with 
white space that the editor gets along 
without?”

I think you will agree that these 
things are done to get Attention, 
even if you also have the feeling that 
there is an additional motive. Atten
tion is twin object to Remembrance. 
Your advertiser wants the reader to 
notice that his product is being ad
vertised and, having noticed, to re
member it.

Thus, the chief significance of the 
great difference in methods is the 
great difference in the value which
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advertiser and editor place upon At
tention and Remembrance. In order 
to get Attention, the advertiser re
duces his message to a skeleton and 
chooses striking pictures rather than 
sincere ones. In order to be Remem
bered, he tries to make his advertise
ment distinct from all others and does 
so not by advancing original ideas in 
bis message, but by all sorts of origi
nal tricks and devices in his presen
tation of the message.

I am not maintaining that all ad
vertisements should look like editorial 
articles. I am seeking, with you, for 
the cause of the public’s opinion of 
us and our work. I am pointing out 
certain advertising practice to be 
different from editorial practice and 
speculating as to whether this differ
ence is the reason. I am asking, and 
urge you to ask yourself, “Have we 
gone too far in our efforts for Atten
tion and Remembrance?” If we have, 
how are we to know it save by regard
ing advertisements through the eyes 
of readers? Is the reader today 
approaching the situation of the fabled 
fox searching for food in a snow-clad 
forest? He came upon an icicle in the 
shape of a bone and for a few minutes 
crunched hungrily upon it. “There is 
the feel of a bone in my teeth,” he 
complained, “and the sound of a bone 
in my ears—but nothing gets down my 
stomach.”

:

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

Frank H. Jones
Boston, will direct advertising 

the New England Tank & Tower 
Everett, Mass., manufacturers 
tanks and agitating machinery.

for 
Co., 

of

Aeiv York Advertising Agency
New York, will act as advertising 

counsel for the S. Grover Graham Co., 
Newburgh, N. Y., manufacturers of 
pharmaceutical products.

The Wildman Advertising Agency
New York, will direct advertising for 

Luxuray, Inc., Brooklyn, N. Y., manu
facturers of Luxuray Lingerie, and for 
the Denville Silk Co., New York, 
manufacturers of Sprinklepruf Silks. 
Frank B. Foster, formerly associated 
with the Richard Foley, Harry Porter 
and Harry C. Michaels agencies, has 
joined the Wildman organization.

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 any way 
interested in British markets or in British advertising cannot be complete without this great work of ref
erence. It answers any one of 10 0,000 specific advertising queries at a moment’s notice: it gives to adver-

The Fred M. Randall Company
Detroit, will direct advertising for 

the following concerns: Detroit City 
Gas Co., United States Mortgage Bond 
Co., United States Trust Co., and the 
Mortgage Guarantee Co., all of De
troit; and the Morse Chain Co., Ithaca,

“The American Funeral Director”
For the past ten years published by 

the Periodical Publishing Co., Grand 
Rapids, Mich., has been sold to Kate=- 
Boylston Publications, Inc., New York. 
The new editorial and business offices 
will be located at 1674 Broadway.

500 pages—-5 9 separate features— 
mor© than 3,600 entries in the directory section alone, each entry containing between 5 and 25 facts—1.700 individual pieces of market data—full 
reports of all events and official reso
lutions 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 these 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.

BRITISH ADVERTISING’S GREATEST 
REFERENCE WORK

- ADVERT’?’5 Ì '

10^00 QUERIES CON» 
CERNING BRITISH
ADVERTISING AN
SWERED IN ONE BEG
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

You will see from the brief outline of con
tents adjoining, that this ANNUAL is really 

four books in one. It contains: a Series of Directories and complete Reference Data cov
ering every section of British advertising—a Market Survey and Research Tables—a com
plete Advertising Textbook covering the latest developments in British advertising—and 
the Official and Full Report of the First All-British Advertising Convention held this year

CONTENTS—In Brief
Nearly 500 pages, large size, 

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

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.

Third.—The Official, Full and Authoritative Report 
of the First All-British Advertising Convention I 
at Harrogate. Another complete book in itself— I 
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 

licity and selling work.
our th.—A Complete List and Data-Refercnce and

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 «ne copy of the “BRITISH ADVERTISER’S ANNUAL AND CONVENTION YEAR

postpaid by return. 1 enclose here-BOOK
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Grocery Jobbers Are 
Moving Small-Townward 

[CONTINUED FROM PAGE 32]

We Not Only Preach 
Advertising—

We Practise It!

The above card appears in all the 
N. Y. Interboro subway cars! It 
is but a part of our aggressive 
campaign to build circulation this 
year.

In the last six months of 1925 our 
A. B. C. statement shows an in
crease of over 25,000.

July 4th issue

48,509
Dec. 19th issue

*98,038
'Including 22,502 single issue bulk sales

It is good business to advertise in 
a live, fast'growing publication. 
Contracts closed now on a yearly 
basis, get the advantage of greatly 
increased circulation without ad' 
ditional cost. Act now.

100% BUYING POWER IN 

^MAGAZINE 
AVAIL STREET

Member A. B. C.

42 BROADWAY 
NEW YORK

Ohio and Michigan Rep. 
DICK JEMISON

Hal T. Boulden & Associates 
Finance Bldg., Cleveland, Ohio

Hal T. Boulden & Associates 
824 Park Sq. Bldg.

Boston, Mass.

with private labels have been able to 
establish some brands more or less 
widely, but they did it in the same 
way as manufacturers would.

What is this going to mean to man
ufacturers of products sold to grocery 
jobbers? The manufacturer who has 
felt that the country jobber is worth 
while has very little to worry about. 
His fences are built because he has 
established his line and made his 
friendships.

THE other type of manufacturer 
who has done most of his work in 
the city and now wants country busi

ness, faces a problem that may not be 
any too familiar to him. Heretofore, he 
has counted on the city jobber getting 
the country business for him, but when 
the city jobber has to establish country 
branches and in many cases let 
these branches do their own buying, 
some manufacturers may find they 
have a surplus of goods to sell.

The back-to-the-farm movement of 
the jobbers may not mean anything to 
many manufacturers who will continue 
to concentrate their efforts in the cen
ters of population, figuring that if they 
don’t get the business through jobbers 
it will come through the chain stores, 
buying combinations of independent re
tailers, etc. But to the manufacturer 
who has the same vision as the jobbers 
and decides that Main Street has pos
sibilities for him, it means changes in 
methods and mediums.

City selling is conducted along fairly 
well recognized lines. Specialty sales
men, newspapers, posters, car cards, 
demonstrators, can all be used because 
the expense is offset by the vast num
ber of prospects in a very restricted 
area. Not so with the country. The 
use of specialty salesmen in the coun
try tends to build brutal expense ac
counts. Add to this the decrease in 
the number of stores which it is possi
ble for the salesmen to work in a day 
and selling costs per unit go up. Not 
so good, is it? Similarly with demon
strators who need crowds to work with. 
They can’t get them every day in small 
town stores. Moreover, local demon
strators are scarce in small towns, so 
it means importing them with conse
quent expense for hotel and transporta
tion charges.

It is an interesting study deciding 
how to advertise to the consumers 
served through the small town jobbers. 
As Needlecraft Magazine says, there 
seems to be no generally accepted idea 
of what constitutes the small town 
market. Some claim it is towns of 
25,000 population and under. Others 

believe that it consists of towns of 
smaller population, even down to 2500 
and under. It is a matter of analysis 
and individual decision for every manu
facturer. What we might call a small 
town in the East would be classed as a 
city in certain parts of the West and 
South. Here are some figures taken 
from the 1925 edition of Thomas’ 
Wholesale Grocery Register. In New 
York state there are 76 jobbing towns 
and 26 of them have less than 10,000 
population. Similarly Ohio has 69 
jobbing towns, 31 under. Michigan 69 
towns, 32 under. Illinois 72 towns, 36 
under. Wisconsin 44 towns, 25 under. 
Oklahoma 56 towns, 43 under. North 
Carolina 130 towns, 102 under.

I arbitrarily counted the jobbing 
towns under 10,000 because it enables 
me to point out something about medi
ums. The manufacturer who is follow
ing the jobber to the small towns may 
find that his advertising, heretofore 
considered national, needs changing. 
For advertising grocery products, many 
of us would pick the same six maga
zines as the leaders—five women’s 
magazines and one general magazine. 
But where do these magazines circu
late? The per cent of the circulation 
of the six magazines in towns of over 
10,000 is respectively, 38, 45, 53, 62, 64 
and 65. If the dividing line between 
small town and city is less than 10,000, 
the per cent of city circulation of all 
of them would be still higher.

TLIKE the magazines that circulate 
to small town folks. Most of them 
are well edited and well printed and 

surprising results have been secured 
from some of the magazines which have 
75 per cent or more of their circulation 
in towns under 10,000. I am not talk
ing about mail order advertising either. 
It is my opinion that the good small 
town magazines are going to justify 
their existence as they never have be
fore.

It is pertinent to mention that all the 
people who are served by small town 
jobbers and retailers, don’t live in the 
small towns. A large number of them 
live on farms. We cannot overlook the 
farm papers if we are going to follow 
the jobbers back-to-the-farm. National 
farm papers, local farm papers, good 
ones and not so good. Here’s another 
interesting study. Who buys the groc
ery products which are used on the 
farm and does the whole family really 
read the farm paper from cover to 
cover? Two questions for the adver
tiser to answer for himself, although 
he will have plenty of help from the 
farm papers.
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“—but our field is 
different, we sell gears’’ 
(...or grease, or gas producers)

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

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

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

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

RUSSELL T. GRAY, Inc.
Advertising Engineers 

1500 Peoples Life Building 
CHICAGO

Telephone Central 7750
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^HOTEL^

New York’s” newest and most 
beautifully furnished hotel- 
accomodating 1034 Quests 

Broadway at 63-Streak

PRIVATE r0,f S25p
ROOM WITH PRIVATE BATH-

5350
ALL 0UT51DE ROOMS

INS&N}
clieuP

Yew G»vuai?> '-impawn 
with Trade Publicity 

fir Sample Copies address ■■

KNIT GOODS PUBLISHING CORP.
93 Worth Street New York. City

Bakers Weekly cify'
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- 
dustxy. Also a Research Merchandising De
partment, furnishing statistics and sales analy
sis data.

Folded Edge Duckine and Fibre Signs 
Cloth and Paraffine Signs 

Lithographed Outdoor and Indoor 
Displays

THE JOHN IGELSTROEM COMPANY 
Massillon, Ohio Good Salesmen Wanted

Jewish Daily Forward, New York
Jewish Daily Forward is the world’s largest Jewish daily. A.B.C. circulation equal to combined total 
circulation of all Jewish news papers published. A leader in every Jewish community throughout the 
United States. A Home paper of distinction. -A result producer of undisputed merit. Carries the largest volume of local and national advertising. 
Renders effective merchandising service. Rates on

The Coming44 Iceless” 
Revolution

[CONTINUED FROM PAGE 22]

(meaning these 2000 rural homes) have 
cars. They’re not prospects for suction 
sweepers because most of them haven’t 
a carpet to sweep, but every woman 
will fall for an electric refrigerator on 
sight, and just as soon as the Coca 
Cola salesmen get in their work these 
folk will learn what a ‘cold bottle’ 
means.”

FIFTEEN or sixteen States are vir
gin ground for the iceless refriger
ator. Climate is the reason. In this po

tential market moreover, competition 
with the old-fashioned icebox exists 
only in the larger towns, towns where 
artificial ice has been commercially 
possible. For all the homes in this ter
ritory, refrigeration in the home means 
an overturning of their mode of living 
so far as eating goes.

“Why does the South eat so much 
salt pork?” Again is climate the an
swer. Fresh meat is out of the ques
tion where ice is lacking. Diet is, ac
cordingly, restricted to salted meat and 
fish, smoke or dried being the only al
ternatives. Chickens, in all the South, 
are cooked too soon after killing to suit 
Northerners’ tastes, but few know that 
climate explains why they pall. The 
cities have, of course, freed themselves 
from these limitations to diet, but all 
smaller towns and rural homes live as 
for centuries they have been forced to 
live. For them electric refrigeration 
spells fresh meats and all the other 
fresh produce that enriches the modern 
table.

As another illustration of new mar
kets, take Idaho—the country’s source 
of prunes, politics and those huge 
baked potatoes of dining-car fame. 
Idaho boasts, too, the highest dam in 
the world. More than one big dam, 
however, furnishes the general use of 
electricity in that endlessness of high 
valleys. More rural homes are heated 
with electricity in Idaho than anywhere 
else, we are told; during haying time 
one recent season an investigator 
dropped into seven rural homes in suc
cession where an electric cook stove 
was preparing dinner for the field 
hands. Imagine the field for refrigera
tion by electric power in a land where 
current, delivered on the farm, costs 
but a fraction of a cent per kilowatt.

The domestic market, although the 
most obvious, is not the ultimate field 
of profits for this specialty. Manufac
turers of soda fountains, in personal 
talks, state that the bonanza business 
of their industry will date from 1926. 
“Iceless” cabinets are sweeping the 
drug stores and soft drink emporiums, 
of which the country now boasts about 
400,000. In the single State of Texas, 

already mentioned for its lack of ice, 
I encountered within two weeks sixteen 
salesmen employed by wholesale drug
gists alone, who were canvassing that 
State for the new type of fountains.

“A rural market for fruit extracts 
and flavorings did not exist in Texas,” 
remarked a Fort Worth drug whole
saler, “because a sweetish drink is good 
only when it’s iced. If we can sell the 
dealer his fountain equipment, we’re 
pretty sure of getting his supplies busil I 
ness—leastwise till it’s paid for.”

Butcher shops, too, will appear in 
hundreds if not thousands of villages 
from Virginia to Arizona. Heretofore, 
“fresh meat” at such places has been 
as meaningless as “ice,” and for the 
same reason. A single maker of 
butcher-shop showcases has contracted 
with a manufacturer of iceless refrig
erator units for 500,000 such units for 
1926 delivery, all to be used for meat
shop equipment. Similar innovations 
are ahead for delicatessen shops, flor
ists, vegetable and green goods grocers, 
and the like, there being no less than 
225 industries and lines of merchandise 
into which electric refrigerating units 
will fit.

CURIOUSLY enough, even this 
lengthy enumeration failed to list 
passenger cars and refrigerator cars. 

No great stretch of imagination is need
ed to picture an end of our railroad 
icing stations for fruit and vegetables, 
meat and dairy produce en route to 
market. An electric unit built into a 
freight car, would seem to be the most 
efficient method of a perfection of cool
ing far beyond the approximation of 
temperature now used for perishable 
shipments.

The present method of iced water for 
passengers is certain to disappear. 
Then will come to us a realization of 
the utterly unsanitary and almost nau
seating manner of handling ice for this 
purpose. Observe, if you will, at any 
passenger terminal how ice for your 
car is held on the platform on open 
trucks. Then follow with your eye the 
manner of handling over the car roof, 
into the water cooler, including the ut
ter indifference to the ultimate use: 
drinking water.

The iceman’s track over the kitchen 
floor is the first sales argument for re
frigeration “by wire.” The women, 
whose preferences dominate household 
buying, are boosters for the new spe
cialty, and their enthusiasm sign-posts 
a real bettering of living conditions not 
only in this country but also abroad, 
especially in sub-tropical lands. Since 
the sewing machine, no invention prom
ises so much for the people.
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The Cow Is Mightier Than the 
Steel Plant

THE cow is not spectacular. She has no palatial offices in Wall Street; 
she is never seen riding her Rolls-Royce through the streets of Pittsburgh. 
No Carnegies and Schwabs pile up enormous fortunes by milking her 

twice a day and Fording the milk over to the separator.
The business of the cow is transacted back “ in the sticks,” as you call it, and I
her owners read The Country Newspaper, every week, ads and all.
This is of vital importance to you, Mr. Advertiser, for the reason that the an
nual income of the dairy industry of the country is greater than the income 
from that pride of America and envy of the world~the iron and steel 
industry! •
And that isn’t all, the cow supplies beef as well as milk, and the annual value 
of the beef cattle of America could buy all the colossal output of cigarettes, 
cigars and smoking tobacco.
Dairying is but one of many sources of vast income confined exclusively to the 
country and small town districts. The small town people produce practically ,
everything which great cities manufacture and sell. These rural folks get 
their money first. They get more and more of it every year.
They buy more goods every year; more in variety, more in volume. They 
buy, on the average, 60% of everything America sells.
You can reach some of them some of the time in other ways, but there is only 
ONE way to reach all of them all of the time.

Advertise in The Country Newspaper I

The country newspa
pers represented by the 
American Press Asso
ciation present the only 
intensité coverage of 
the largest single popu
lation group in the 
United States—the 

only 100% coverage 
of 60% of the entire 
National Markel.

Country newspapers 
can be selected indi
vidually or in any com
bination; in any mar
ket, group of slates, 
counties. or towns. 
This plan of buying 

fits in with the program 
of Governmental Sim
plification, designed to 
eliminate ulas'e.

5S0CIATI0N
Represents 7,213 Country newspapers — 4 7 Million Readers

Covers the COUNTRY Intensively

122 So. Michigan Avenue 
CHICAGO

225 West 39th Street 
New York City 68 West Adams Avenue 

DETROIT
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C-exLÜy place a pen 
in Jais 'hâjisl And 
•poitA your tcwe

Installment Selling at 
Close Range

[CONTINUED FROM PAGE 36]

tion will prove economically detrimental, 
and convert the owner and operator 
from an economically sound member of 
society into an extravagant and unsound 
dissipator of his limited resources, and 
when the automobile banker, wittingly 
or unwittingly, intentionally or other
wise, contributes to that state of af
fairs, the automobile industry and we 
who are allied with its development will 
not only merit criticism, but the evil it
self will stem the tide of automobile 
progress, and our progress as automo
bile bankers.” * * *

James Simpson, President of Mar
shall Field and Company, expressed 
this opinion on installment sales at 
the close of 1925:

“Buying certain commodities on the 
installment plan is, of course, nothing 
new, but the present extension of such 
buying into the field of general mer
chandise is a departure from sound tra
ditions and from the dictates of com
mon sense. A diamond, a piece of fur
niture, a washing machine, may be re
possessed and have considerable resale 
value, but to sell merchandise which 
deteriorates quickly in value and is of a 
highly personal character, like a suit of 
clothes, and expect to receive payment 
out of future earnings, is departing 
far from conservative merchandising. 
While the early effects are stimulating 
to sales, the reaction to continued pros
perity and national well-being are, in 
my judgment, sufficient to condemn the 
practice.

“To retail merchants I would say 
there is no reason today for speculating 
in merchandise. The producing capac
ity of the country is large. Goods that 
can be sold will be produced. I do 
want to emphasize the fact, however, 
that to insure economy and orderly 
production, forward orders should be 
placed for a reasonable proportion of 
requirements. By such cooperation re
tailers will enable wholesalers and man
ufacturers to supply the kind of goods 
wanted when they are wanted.”

* * *
A Milwaukee banker in speaking 

of installment sales from a credit 
executive’s point of view says:

“The weaknesses of the credit risk 
are well known to us. In the first place 
the installment buyer is generally of 
very limited means. Secondly, he is 
generally of uncertain income, and, 
thirdly, he generally knows little about 
the budgeting of his receipts and dis
bursements.

“We all appreciate that installment 
buying leads to marked stimulation of 
trade. Manufacturers, merchants and 
retailers thereby benefit from greater 
sales and earnings. On the other hand, 
the consumer is unwisely burdened with 
debts, because of his installment pur
chases. The installment business then 
shapes itself into making the business 

man richer, and the consumer poorer. 
The inevitable result, no doubt, will be 
a further broadening of the gap be
tween capital and labor. In this con
nection, the old story of ‘save and have’ 
for times of unemployment, illness, old 
age and other contingencies, is a theme 
which we are throwing to the four 
winds in the present day. To be sure, 
savings bank deposits have largely in
creased in recent years, but same can 
hardly be pointed to as a bulwark of 
the installment buyer, for it is the gen
eral opinion that the installment buyer 
has contributed only a very small por
tion to the heavy gains in total savings 
deposits.

“As previously stated, installmen™ 
buying has stimulated trade to a re
markable degree in recent years. In
dustry naturally has been expanding as 
have larger inventories, and greater 
credits been accumulated all along down 
the line from manufacturer to retailer. 
The tendency then is toward a period of 
inflation.

“The aftermath of this inflation, no 
doubt, will be reflected in unemploy
ment and accompanying failure of 
labor to pay its installments and other 
debts. This will probably give sequence 
to the accumulation of a lot of second
hand merchandise acquired through 
foreclosure of chattel mortgages, in
stallment contracts and other property 
liens The resulting disorganization 
occurring in business and finance is a 
problem which we should make ready 
to solve.” * * *

Ray B. Prescott, a consulting 
statistician, gives a view of motor 
tar installment sales, and its atten
dant banking that is worthy of study. 
Mr. Prescott in The Times (N. Y.) 
on Jan. 10, 1926, said:

“There are several elements of dan
ger in the present financing methods 
(for automobiles). First, a large per
centage of the people buying cars on 
time are of small financial means who 
have mortgaged their current and fu
ture incomes to satisfy their present 
desires. Second, many undesirable fi
nancial corporations have been enticed 
into this field of finance in anticipation 
of large profits, with men at their heads 
who know little or nothing about fi
nancing, being in many cases chiefly 
salesmen. Third, much of the huge in
crease in installment credit has been 
due to extremely easy money loaned at 
very low interest to these finance cor
porations. It is quite certain that as 
soon as the interest rate is strength
ened, many of the weak finance cor
porations will find loans more difficult, 
which may mean their elimination. 
These surplus funds in the bank, which 
have been loaned to these finance cor
porations to exploit installment credit, 
cannot be available for long duration 
because the banks are alreadv begin
ning to tighten up their demands.”
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! NUMBER FIVE OF A SERIES GIVING GLIMPSES INTO VERMONT INDUSTRIES

Bobbing Logs by Ox Team Near Stone

One more of the many reasons why aggressive 
advertisers have an excellent opportunity here

Vermont’s Many Resources 
Vermont’s resources are di
versified. The state is sta
ble because of its farming, 
dairying, and manufactur
ing. Its lumber industry is 
another factor in providing 
a check on depression.

Diversified Wood Products 
Vermont’s importance as a 
producer of lumber and 
lumber products has long 
been recognized. It pro

duces a variety of woods 
which in turn are converted 
into hundreds of different 
articles, many as diverse as 
cigar boxes, silos, brush 
handles and refrigerators.

Value of Products 
Vermont’s lumber and tim
ber products, according to 
the last census, were valued 
at $8,362,000. Extensive 
forests still cover many por
tions of the state. The for
est fire hazard is practically 

nil, owing to the regularity 
of rain fall.

Geographical Location 
The wood producing in
dustries are located in 
all sections of the state. 
Barre, Burlington, Brattle
boro, Rutland, Bennington 
and St. Johnsbury all have 
manufactories using Ver
mont wood. From these 
points, which are also the 
railroad centers, these prod
ucts are shipped.

VERMONT ALLIED DAILIES
Barre Times Brattleboro Reformer .'. Bennington Banner
Burlington Free Press .’. Rutland Herald .'. St. Johnsbury Caledonian Record
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Spellbinders wT
HIRTY years ago—I get 
this by hearsay ! — no 
trade paper solicitor was 
equipped for his job unless he 

wore a frock coat and a silk hat 
with a sky-blue (or blue sky) 
lining.

These were elegant and elo
quent gentlemen with persua
sive and pervasive qualities. 
They bulked large in height 
and girth. The hearty hand
shake and infectious laugh 
were the acme of acting.

They radiated magnetism; 
knew the one about the Irish
man and the sleeping car ; could 
hum “A Bicycle Built for Two” 
in two keys at one time; and 
were usually armed with a flock 
of publications, one or more of 
which they fitted to the manu
facturer’s product—when they 
found out what that was. Many 
a man bought a 3AA to fit a 12 
foot. Yea, those were the happy 
days for old Personality Plus. 
He was It and controlled the 
trade paper “game.”

Times do change. To find a 
plug hat nowadays is in the 
nature of a discovery. The 
Prince Albert is nearly as ex
tinct as the cross-word bird in 
three letters. The publisher 
controls his own property. But, 
alas, an occasional space buyer 
purchases the salesman, and ac
cepts the publication—a sort of 
tail to the transaction. The 
Powerful Pleader is with us 
still.

I ask full consideration for 
the merits of the publications 
themselves. Forget the man 
who brings the story. He may 
be sawed off on hammered 
ground, but if he has the goods, 
in die way of a magazine that 
produces, he is your oyster 
every time.

Chicago, III.

The Focused Facts concerning RESULTS 
icon through the use of Industrial Potver 
will be sent you by mail or accompanied 
by a first rate specimen of the Genus Homo 
who will not slap you either on the back 
or the wrist.

The Best Equipment for Life

I am unable to work up as much 
enthusiasm regarding Dorsey’s “Why 
We Behave Like Human Beings” as 
some of my friends. Nevertheless, I 
find in it many a sentence that sticks 
in my mind. This one, for example: 
“It almost seems as if the best equip
ment with which to start life is a 
widowed mother who turns one adrift 
at eight.”

Radio Advertising Men

Before very long, there is going to 
be a demand for a new type of adver
tising man. His first, perhaps his only 
qualification, will be his voice. It must 
be of almost bell-like clearness and it 
should have in it a touch—but only a 
touch—of culture; for he may be called 
upon, once a week or oftener, to ad
dress audiences which are larger than 
the largest subscription list of any 
publication.

If in addition to having a good voice, 
this man has the ability to prepare his 
own stuff, that is to say, if he is more 
than a human phonograph, he will be 
paid a whaling good salary; for he 
will be worth it.

They Make Their Own Markets

To me, the most extraordinary thing 
about the automobile, the radio and the 
phonograph is that they have made 
their own markets.

A quarter of a century ago, nobody 
was unhappy because he was not 
possessed of a machine which would 
transport him from place to place at 
a speed of forty miles an hour. Nor 
in the minds of perhaps more than a 
dozen men did the thought dwell that, 
some day, one could hear in Chicago 
or Denver or St. Paul, the music of a 
symphony orchestra playing in Car
negie Hall, New York.

Yet when the automobile and the 
radio came, everybody wanted them— 
and most people have them.

The inventive genius of man is not 
exhausted. “We are working towards 
a condition,” says J. B. S. Haldane in 
“Daedalus, or Science and the Future,” 
“when any two persons on earth will 

be able to be completely present to 
one another in not more than 1/24 of 
a second. We shall never reach it, 
but that is the limit which we shall 
approach indefinitely.”

If and when any such device comes, 
there will be a market for it. Be sure 
of that!

Time Was Made for Slaves
I had as my guest, recently, at a 

“high-brow” luncheon, a man of Latin 
ancestry.

When I ’phoned him, asking him to 
come, he came back at me with the 
query, “How long will it last?”

“Not later than 2.30,” I assured him.
“Too late! I have an engagement 

at two.”
“Well,” said I, “you can leave at a 

quarter of.” And on that understand
ing, A. accepted.

The luncheon was four or five min
utes late getting under way. A. looked 
at his watch. “Too bad!” said he. 
When the ice-cream came, he again 
looked at his watch. “My! But they 
are slow.” The after-luncheon pro
program, which usually commences at 
one o’clock, did not begin on scheduled 
time. “What’s the delay?” A. asked, as 
he once more consulted his timepiece.

Followed, for nearly an hour and a 
half, speeches, songs and all the other 
features which make the weekly lunch
eons of the Blank Club very much 
worth while.

The luncheon ended at 2.30. A. slow
ly rose from his seat. He was smiling 
from ear to ear. “Great!” said he. And 
he never looked at his watch. What 
was a business engagement to him, a 
Latin, when he was enjoying himself?

Tastes Differ
When, as happens occasionally, I get 

pleasure from a play, a motion picture 
or a lecture, I consider it my duty to 
tell everybody I know that they simply 
“must" take it in.

Hereafter, I am “off” that sort of 
thing, for I have learned that attrac
tions which appeal to me do not neces
sarily appeal to others.

A case in point: There is, at the 
moment, an exotic musical “show” on 
Broadway which seems to me to be 
too good to be true. Of the nine men 
and women who have seen it at my sug
gestion, five “did not think very much 
of it”; two thought it had “too much 
Broadway stuff about it”; and the other 
two were non-committal. Jamoc.
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The Doctor’s Own Prescription

{Another Advertisement to Publishers}

T
HERE was once a publisher 
who had built up a group of 
magazines so ably edited that 
the readers believed implicitly what 

they read in the editorial columns.
As a result, the manufacturers who 
advertised in those magazines re
ceived wonderful returns. The read
ers naturally had faith in the ad
vertisements.

This publisher, therefore, “believed” 
in advertising—for others. But he 
didn’t believe in “wasting money” by 
telling about his own products—this 
group of magazines—in the “adver
tising papers.” The way to get busi
ness for those magazines, thought he. 

was to send solicitors to call on pros
pective buyers of space.
And of course that is the way to get 
business. It is done by the manufac
turers who advertise in their own 
magazines. But, besides sending out 
salesmen they also advertise. Why? 
You, as a publisher, can answer that 
question—for your advertisers.
Why not for yourself?

You prescribe advertising for them 
—to help their salesmen. Why not 
prescribe it for yourself—to help 
your salesmen ?

For heaven’s sake don’t say your 
business “is different.”

Advertising
' Selling

FORTNIGHTLY a
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Your 
Salesmen

should have as good tools 
as these—

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

May We Submit Specimens 
for Inspection Purposes?

THE H. R. HUNTTING CO.
Worthington Street 

SPRINGFIELD, MASS.

McKesson & Robbins 
and Coty Plans 

[CONTINUED FROM PAGE 34]

presented itself in the contemplated 
change from being a jobber to using 
jobbers as a sales organization.

As this seemed the strategic move, 
however, the company undertook it. It 
picked out two or three jobbers and 
presented to them the plan of appoint
ing them as sales agents in a given 
territory. Having got their consent 
to accept consigned goods, the com
pany sent salesmen to these jobbers. 
These salesmen worked out of the job
bing house, and the McKesson & Rob
bins wholesale salesmen were with
drawn from that territory. In this 
way the jobbing sales agent not only 
had the exclusive rights to the sale of 
McKesson & Robbins goods in his dis
trict, but he was also relieved of com
petition from other lines previously 
sold by McKesson & Robbins as job
bers. With the aid of the house sales
men to demonstrate the line, it was 
usually easy to get the active interest 
of the jobber in that line. In this way 
the company has appointed enough 
agents to cover the country, and has 
withdrawn its own wholesale force. 
The results of this policy have been 
extremely satisfying. McKesson & 
Robbins now have a carefully selected 
list of some seventy jobbers, and more 
than a hundred requests from others 
to fall into line have been turned down. 
As a special incentive to greater sell
ing effort, in addition to the usual 
commission of 15 per cent an extra ten 
is given as a sales compensation. More 
than that, sufficient goods for a display 
by the jobber are donated to him free. 
In turn McKesson & Robbins suggest 
a selling price, but if this is not main
tained the free goods and counsel are 
withdrawn. The jobber is free to dis
continue the arrangement by thirty 
days’ notice.

TITHE result is that the volume of 
| sale has been more than doubled 

and is growing constantly. The price 
has been cut 30 per cent, which reduc
tion has been passed on to the jobber, 
and the McKesson & Robbins selling 
force is cut down to one-tenth of its 
former number.

Thus the McKesson & Robbins ex
ample is one of first-grade importance. 
Indeed, they were probably the origi
nators of the plan.

The case of Coty, Inc., is somewhat 
different. A condition had come to 
pass that required some definite change 
of policy. It was an acute case of 
“gyp-itis.” Coty products were being 
used as a bait to get people in the 
store, and were being sold in many 
cases at a downright loss. The demand 

for Coty products has always been an 
active one, and it proved a drawing 
card. As a result there was an epi
demic of price cutting resulting in sucn 
unhealthy and chaotic conditions that 
drastic action was called for. The 
name was falling into disrepute.

Up until August 1, 1925, Coty prod
ucts were sold to three classes of dis
tributors: the service jobbers—main
taining a warehouse and editing 
catalogs; the cooperative jobbers—an 
outcome of the old buying club, and 
others frankly classed as “gyps.”

On August 1 a change was made, 
based on a study of conditions all over 
the country and extending over several 
months. Now Coty sells to the first 
two classes, eliminating as far as pos
sible the latter. It sells as well to 
retailers, maintaining a standard dis
count to all. Coty takes the definite 
stand that price cutting as a lure and 
a bait is unethical and unfair; that 
everyone is entitled to a fair profit. A 
statement of this policy has been made 
to the trade.

WHILE in the case of McKesson & 
Robbins it is required that the 
special agent sell no other full line sim

ilar to theirs, Coty makes no such stipu
lation. Neither does Coty give the job
ber a special discount for his selling 
expense. Nevertheless Coty has worked 
out special incentives, as follows: It 
maintains a staff of salesmen of its 
own, and from time to time one of these 
is sent out to some jobber, to work for 
him as the jobber sees fit. He is paid 
by Coty. Usually the jobber is well 
pleased at this arrangement and offers 
an order; but the house salesman is 
instructed not to accept it, with its 
consequent implied obligation. It is 
of course the sincere hope that the 
Coty salesman will do his utmost to 
push Coty wares, yet no restriction is 
laid upon his activities; he is frankly 
sent to do the jobber’s bidding. Coty 
appreciates the value of good will, and 
seeks to build it up by this means.

William F. Rightor, director of sales, 
says: “Although the plan has been in 
operation such a short time, we are 
well satisfied with the results. The 
volume has grown considerably already. 
Perhaps the most happy factor is that 
the jobbei- as well as we share in the 
advantages. Coty’s products are no 
longer bandied about as a lure and a 
bait, but enjoy respect. Moreover the 
jobber now benefits by a price which 
turns him in a profit and not a loss. 
He loses nothing of the former popu
larity of the brand, and has every in
centive to push our line.”
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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 
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.



86 ADVERTISING AND SELLING FORTNIGHTLY March 24, 1926

Better Direct-Mail Results!
Catch the eye with Selling 
Aid Cuts! Picture sales 
ideas. Increase “pull.” Send 
10c. today for proofs and 
advertising plans.

SELLING AID
808 Wabash Ave., Chicago

House to House 
Selling

Manufacturers! Questions about Straight Line 
Marketing are invited.

QF Marx-Flarsheim & 
ROCKAWAY BUILDING, CINCINNATI 

The leading advertising agency specializing 
in straight-line marketing

’ PROVE IT! 
SHOW THE LETTER

if your salesman could show skeptical prospects the testimonial letters and orders received from satis
fied customers, it would remove doubt and get the 
order. Don’t leave testimonial letters lying idle 
in your files—give them to your men and Increase 
your sales thru their use.

Write for samples and prices
MAX PHOTO PRl

TAISPLAY 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 April 

7th issue must reach us 

not later than March 

29th. Classified adver

tisements will be ac

cepted up to Saturday, 

April 3rd.

tiser unhesitatingly eliminates the 
slightest over-statement, never allow
ing his printed promise to gild the 
actual merchandise, even by inference.

The four-flusher refuses to admit 
specific statements or guarantees, pre
ferring to keep himself unhampered as 
to the quality he will deliver. The 
timid advertiser follows suit and equiv
ocates, too, though from wholly dif
ferent reasons.

The self-sufficient executive meas
ures all art and phraseology in terms 
of his own taste and establishes close 
limitations according to that taste.

The straight-thinking, hard-hitting 
executive enforces a similar clarity in 
printed statements, refusing admission 
to intricate phrasings or complex 
sequences.

IT is a fortunate thing for advertising 
as a whole that this sway of per
sonality is so definite. It is the factor 

which will forever keep advertising 
from becoming a monotonous standard
ized procedure.

No conscious reasoning is required 
on the part of the reader of advertising 
to react to these facts. We apply ex
actly the same intuitive analysis to the 
words and manner of the salesman who 
visits us in our office, the clerk who 
shows us goods over a counter and the 
office-seeker who angles for our vote. 
It is automatic—we cannot do other
wise.

The assertion has been made that 
no man can write his own auto
biography in such a way that it fails 
to portray his true character. No 
matter how intently he endeavors to 
center the spotlight on points of his 
own selection, whether virtues and ad
mirable accomplishments or vice versa, 
the true picture emerges even from the 
shadows, from what is left unsaid as 
well as from what is published.

Advertising is not very different.
For instance, the sympathies of the 

advertiser of mineral water who let the 
shadow of a liquor bottle stretch across 
the background of an illustration were 
not in the least concealed by the fact 
that the bottle itself was kept out of 
the picture. He is as definitely aligned 
with the antagonists of prohibition as 
though he had made a signed statement 
to that effect.

A few years ago a certain Ohio 
manufacturer was afforded a wholly 
logical opportunity to enliven his ad
vertising with a fortuitous picture of a 
Fellies beauty, in the usual semi
nudity, the picture happening to have 
a very direct tie-up with his product. 
In the type of publications employed by 
that advertiser, such a photograph

The “Psychography” of 
Advertising Copy 

[continued from page 27]
would have had all the attention value 
of the same girl in the same costume 
parading down a machine-shop! “No,” 
was his verdict, “I can’t believe that 
we have yet exhausted the advertising 
possibilities that are built into our 
goods and I can’t warm up to the idea 
of commercializing the sex appeal in 
order to sell goods. Sex gets all the 
attention it requires without our ad
vertising it. I’d get no satisfaction 
out of any sales made through such an 
advertisement.”

Radically different from that view
point is the philosophy exposed in an 
amazing message recently utilized by 
a radio advertiser. It ran as follows 
and must have roused resentment in 
more than one woman’s mind, through 
its naive assumption that woman's goal 
on earth is to get the “good things of 
life” without observing any compunc
tions as to the methods employed— 
To the Girls—Workers All

You girls are workers—all of you, 
from Rosie behind the counter of Main 
Street’s Great Emporium or Annie tak
ing dictation in Wall Street to Tottie 
Brightlite who works Jack Nuriche for 
the good things of life.

Even when little Gloria Staholm slips 
an arm around Daddy’s neck and play
fully pulls his ear, she’s working—Dad. 
And why not? How else to gain those 
things that make life pleasant?

AN advertiser who lumps Tottie
Brightlite in, indiscriminately, with 

all other girls of her age is publishing 
his conviction that all women are gold
diggers and thereby casually and 
gratuitously insulting the feminine sex. 
Obviously, this wasn’t his intention but 
no one who felt strongly to the con
trary could have written or approved 
those introductory paragraphs. How 
he feels about women is mirrored there. 
(I might add that I would never have 
seen the particular advertisement in 
question, had it not been called to my 
attention by an aggrieved member of 
the sex which it discusses so cynically.)

The instinctive effort to gauge the 
reliability of the sellei- is already cen
turies old. The past half-century has 
added a new requirement for buyers of 
merchandise and services which might 
be paraphrased as “Caveat reader of 
advertising!” The past quarter
century has, of course, seen decided 
progress in eliminating that type of 
advertising which is little more than 
printed thievery, but there is still wide 
latitude in the descriptions applied to 
legitimate commodities. As one ob
server has phrased it—“Advertisers 
have yet to standardize on the degree 
of enthusiasm permissible!”

In the meantime, however, the reader



EDIOCRITY — false economy- in any detail of your 
sales literature lowers its effectiveness. In preparing all 
your printed matter you look well to the quality of 

your art work, engraving and printing. Likewise, look well 
to the quality of the paper on which every job is run. Only 
a coated paper of Cantine excellence can insure the impres
sive presentation that the halftones and selling description 
of your products deserve.

Book of sample Cantine papers and name of nearest jobber 
on request. Address : The Martin Cantine Company, Dept. 
000, Saugerties, N. Y. Since 1888, manufacturers of fine 
coated papers exclusively.

ContestJifnner
Irvin Morgenstern Press, 318 
West 39th St., New York City, 
and Fred G. Wolf of The Black
man Co., of same city, were the 
winners of the January Cantine 
Contest. Their impressive Lehigh 
Portland Cement folder was 
printed on Can tine's Ashokan.

COATED 
PAPERS

Canfold Ashokan Esopus Velvetone Litho CIS
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who heeds advertising applies his own 
rule-of-thumb tests—the same that he 
applies to the individual salesman. He 
seeks to gauge credibility and relia
bility. With the ever-increasing as
sault of advertising on his purse, this 
ability to gauge accurately becomes 
yearly more important to him. One 
bit of evidence that he has already 
grown measurably wiser in his selec
tions is the number of veteran adver
tisers who have thrown the superlative 
into the discard as an ineffective tool, 
a hook that has lost its barb.

Already the reading consumer has 
made recognizable progress in ac
curately weighing the worth of adver
tising messages. Each year his pro
gress will probably continue. Each 
year he will grow shrewder in his 
analysis of character-behind-the-adver- 
tisement. Each succeeding year, even 
in the necessarily limited circle of my 
own personal friends, I am conscious 
of a more critical and intelligent 
analysis of both advertising statements 
and advertising procedure. Keen and 
sound comments on methods, from both 
men and women, show the new attitude 
and broader understanding. The more 
important that advertising becomes in 
the distribution of goods and services, 
the more inevitable this progress be
comes.

The “psychographical” reading of 
advertising is no new thing—it will 
simply become more general as time 
goes on and exert a wider influence 
upon advertising results.

League of Advertising Women 
of New York

Entertained eight hundred men and 
women, members and guests, at dinner 
on the evening of March 16 at the 
Hotel Astor. The affair has become an 
annual event, and this year took the 
form of a Mardi Gras, being held in 
the Belvedere room of the hotel. The 
committee in charge consisted of Emily 
E. Connor, dinner chairman; Laura 
Rosenstein, program chairman; Mil
dred Kallfelz, printing chairman; Bea
trice Brown, reception ehairman, and 
Elsie E. Wilson, treasurer, in charge 
of reservations. Minna Hall Simmons 
is president of the league.

Iron Age Publishing Company
Announces the removal of their 

Cleveland office to 1362 Hanna Build
ing. The publications involved are 
The Iron Age, Hardware Age, Hard
ware Buyers Catalog and Electrical 
Goods.

Culver Service
An organization which aims at the 

establishment of a clearing house for 
photographs, has been formed by D. 
Jay Culver. Offices have been opened 
in the Knickerbocker Building, New 
York City.

Young & Rubicam
Philadelphia and New York, will di

rect advertising for the Coldak Cor
poration, New York, manufacturers of 
electric refrigeration machines.



I March 24, 1926
1 ----- -----

ADVERTISING AND SELLING FORTNIGHTLY 89

I Newspaper Expendi- . 
tures

I [CONTINUED FROM PAGE 44]
I Pierce Arrow Motor Car Co. 385,000
I Pillsbury Flour Mills < o 150,000
I Pompeian Laboratories. . . . 150,000
I Pond's Extract................ 215,000
I Portland Cement Assn......... 350,000
I Postum Cereal Co.............. 685,000
I Potter Drug & Chemical
I Co. (Cuticura) ................ 800,000
I Proctor & Gamble Co..........  350,000

j Quaker Oats Co............... 500,000

Radio Corporation of Amer
ica .......................................... 500,000

I Ralston Purina Co............  110,000
Reo Motor Car Co.................... *575,000

i Rickenbacker Motor Co.... 700,UOu
I Royal Baking Powder Co.. 150,000

Royal Typewriter Co............. 00,000

! Sar-A-Lee Co................... 50,000
Savage Arms Corp...............  *60,000
Schilling & Co., A.................... 100,000
Scott & Bowne......................... 175,000

! Seaboard Air Line R. R. Co. 100,000
I Sheaffer, W. A. Pen Co.... 200,000

Shell Co. of California..........  100,000
Sherwin-Williams Co............. 85,000
Shredded Wheat Co............... 500,000

\ Silver King Mineral Water
Co................................................... 55,000

Simmons Co................................. 420,000
I Sloane, W. & J................. 180,000
I Smith Co., Alfred H.............  125,000
I Socony Burner Co............. 115,000

Sonora Phonograph Co.... 50,000
Southern Cotton Oil Trad

ing Co..................................... 300,000
Southern Railway Co............. 200,000
Squibb, E. R. & Son...............  350,000
Standard Oil Company of

California .............................. 750,000
Standard Oil Company of 

Indiana .............................. 1,275,000
Standard Oil Company of

New Jersey ........................... 350,000
Standard Sanitary Mfg. Co. 300,000

! Stein, A., & Co................... 100,000
Straus, S. W. Co. 350,000
Studebaker Corp...................... 2,000,000

i Tao Tea Co............ 100,000
I Tide Water Oil Co............. 125,000

Union Oil Co. of California 300,000
Union Pacific R. R................... 500,000
U. S. Gypsum Co.................... 50,000

I I United States Rubber Co. . . 900,000

Vacuum Oil Co......................... 110,000
Van Ess Co................................ 90,000
Vick Chemical Co.................... 200,000
Vitamin Food Co....................... 60,000
Vivaudou, Inc........................... 250,000 |

Wahl Co....................................... 250,000 |
Waitt & Bond........................... 125,000 '
Warner Bros. Pictures.........  500,000 .
Westinghouse Electric &

Mfg. Co..................................... 500,000
White Co...............................  200,000
White Rock Mineral Springs 120,000
Willard Storage Battery Co. 130,000
Williams, J. B. Co.................  50,000
Williams Oil-O-Matic Heat

ing Corp................................... 200.000
Williamson Candy Co..............  100,000
Winslow Boiler & Engi

neering Co................................ 125,000
Wrigley, William, Jr. & Co. 1,250,000

* Includes dealer advertising.

GET YOUR COPY OF OUR 
BULLETIN OF PUBLISHING 
PROPERTIES FOR SALE 

Address:
HARRIS-DIBBLE CO., 

345 MADISON AVE., N. Y. C.

Position Wanted

Business Opportunities Position Wanted

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.

। ARE YOU LOOKING FOR A SALES
MANAGER?

| There is now available a man who has made a 
I successful record as sales and advertising man- 
j ;tger of one of the foremost concerns in its field.
1 He has the ability to handle salesmen and can 
- initiate and execute complete campaigns. If you 

will outline briefly the nature of your propo
sition he will be glad to confer with you. Box 
Xo. 371, 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 sales staff. Al references. Fried- 1 
man & Peck, 431 S. Dearborn St., Chicago, Ill.

Outdoor Advertising business for sale, located 
in Brooklyn, sacrifice $500 to quick buyer. Ex
cel lent opportunity. Graner, 1665 Linden St., 
Brooklyn, N. Y.

Multigraphing

An experienced woman writer who has contribu
ted to: Farm Journal, Kansas City Star, Peoples 
Popular Monthly and others, would like to get 
out copy for house organs, manufacturers or 
advertising agencies. Have written ads for a 
number of large Charlotte, N. C. concerns. 
Other qualifications ai t- :

" ■ ’ • kmirsc'' in dietrrir*.

care and feeding of 
• hi-, u atnrf'. •>[ intrtrM to 
i nd H--uphold Departments. 
<1 Wilh.miv. B -x Mod-

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

AMERICAN MERCHANDISING AND AD- ' 
VERTISING EXECUTIVE, successful record. . 
seeks an opportunity to demonstrate proven । 
ability; unquestionable references. S. Horowitz. I 
1 East 42nd Street, New York City.

SOME MANUFACTURER
is not getting his share of business from Phila- ; 
dulphia turrit* ha due b’ unsatisfactory represen
tation. I am an experienced salesman and want 
to talk to that manufacturer in regard to selling 
his product in this territory. Box No. 373, 
Adv. and Selling Fort., 9 East 38th St., New

ADVERTISING MAN with agency experience | 
—copy, visualization, layout and all details _ of i 
production—seeks connection with a growing 
agency or progressive advertising department. 
Box No. .'72. Adv. and Selling Fort . ■' F t-t 
3Sth St.. New York City.

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. ,

POSITION WANTED with progressive New | 
York Publisher, Agency or Direct-mail Producer. I 
Can show executive, promotional and selling ex
perience as Advertising Promotion Manager for I 
business publications, as well as working knowl
edge of copy, layouts, production, etc. If yon | 
have a real opportunity for a hard worker write j 
Box No. 374. Adv. and Selling Fort., 9 East 
38th St., New York City. I

Help Wanted

DISPLAY SALESMAN, must have following 
with high grade advertisers to finance process 
reproduction plant : $5,000 required ; excellent 
opportunity. Andrew Propper, 887 Union St., 
Brook4yn. N. Y.

Advertising Salesmen thoroughly experienced and 
capable of soliciting national accounts. Excep
tional liberal advance commission basis. Every 
possible cooperation to men accustomed to earn 
upwards of $5,000 yearly. Outdoor Advertising 
Inc., ( Brokaw Bld’g) 1457 Broadway. New York.

A manufacturer, located in the East, of an old 
established nationally advertised floor covering, 
has an opening in its Trade Promotion Depart
ment for an experienced man, between thirty 
and forty-five years of age. Must be able to write 
striking and concise copy for newspaper, maga- 
zme and trade advertisements; prepare pamphlets 
and literature such as is commonly used by 
dealers, and have the capacity to originate ideas 
and carry them through to a successful conclusion. 
It is also essential that he be familiar with the 
requirements of the average merchant and be 
able to suggest practical sales helps. Time to 
be spent principally in the head office, with oc
casional trips in the field visiting dealers. Reply, 
stating age and experience, salary expected, and 
=ubmit samples of work. Address H. C.. Box 
No. 375, Adv. and Selling Fort., 9 East 38th 
St., New York City.
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What’s happening South?

can Industry serve the 
entire United ^tates 
from any one point how
ever centrally located.WHEREVER business men 

gather for discussion of the 
problems of production and distri

bution, the talk will turn to the 
amazing development of the South.

Startling as the growth of the 
South must seem to other sections, 
it is but the logical outcome of the 
growing realization of the over
whelming natural advantages that 
are here. The great trek Southward 
of Capital, Industry and Population 
was inevitable.

Here is a great and easily acces
sible market for commodities of all 
kinds. Business is good in the South. 
People can and do buy. Automobile 
registrations gained 23% as against 
the national increase of 13% during 
the past year. Building in the South 
last year increased 45% over 1924.

Here is Opportunity! How best 
can you take advantage of it? What 
is the most logical place for your 
factory, branch plant or selling 
organization?

Industrial Headquarters 
of the South "Sfe

The most careful analysis j
of the South will lead you

to the same con
clusions arrived 
at by many of the 
country’s leading 
business execu
tives: that Atlanta 
is the ideal manufacturing and dis
tributing point for this rich area.

Five hundred and sixty of Amer
ica’s greatest corporations have 
established branch plants and selling 
organizations in Atlanta to serve the 
South. In the past year, 83 new in
dustries were attracted to Atlanta, 
bringing an increase in annual pay
rolls of $4,500,000. Why did they all 
choose the same city?

Atlanta is served by eight great 
railroad systems. Fifteen ports are 
easily accessible. 25 of the 26 indus
trial minerals are in the immediate 
vicinity. Hydro-electric power is 
cheaper, with one exception, than in 
any other industrial center. Intelli
gent Anglo-Saxon labor is plentiful. 
The high degree efficiency of these

workers contri
butes to reduced 
production costs.

Atlanta is a city of 
diversified indus-

try, manufacturing and distributing 
over 1500 different commodities. It is 
the financial capital of the South, rank
ing 15th city in the United States in 
bank clearings.

Let our Industrial Engineers 
Serve You

The services of our Industrial Engi- I 
neers are at the disposal of interested I 
executives. We will gladly prepare a • 
special report of the Atlanta Indus
trial Area in relation to your business. I 
This report will be sound, unbiased 
and wholly dependable. It will be 
made entirely without obligation or I 
cost, and may readily be the means I 
of opening up new channels of profit I 
for you. All communciations will be I 
held in strictest confidence.

Write to INDUSTRIAL BUREAU
2009 Chamber of Commerce





The Vacant Editorial Chair

Railroad tickets cost more 
- than scissors, hotel rooms 

are more expensive than library 
paste, travelling demands more 
energy than sitting in a swivel 
chair while wielding a pencil or 
pounding a typewriter under 
the direction of a vivid but not 
necessarily accurate imagina
tion.

If the editorial policy of Na
tional Petroleum News were 
to be shifted to less expensive 
methods, we could “save” many 
thousands of dollars the first 
year but, thereafter, both the 
subscription and advertising

volume would shrink and 
dwindle away.

The principal reason why 
“N. P. N.” carries the largest 
dollar-volume of advertising 
of any oil publication to the 
largest paid-in-advance cir
culation ever attained in the 
oil industry is because of its 
consistent willingness to spend 
money to get the live news 
and to get that news quickly 
and accurately by sending its 
editors right to the spot where 
the news is breaking. It costs 
but it pays. It pays us and it 
pays the advertisers in

NATIONAL PETROLEUM NEWS
Member: A. B. C. 812 HURON ROAD, CLEVELAND Member: A. B. P.

DISTRICT OFFICES:
TULSA. OKLA., 608 Bank of Commerce Bldg CHICAGO. 360 N. Michigan Ave. NEW YORK. 342 Madison Ave. HOUSTON.TEX., 608 West Bldg,

FaabHc Library,




